
Perhaps surprisingly, the smiles 
that greet you upon arrival at a 
hotel might not be genuine. A 
positive, welcoming demeanour 
is part  of  the job descr ipt ion 
for housekeeping, front desk, 
and restaurant workers, whose 
smiles, moods, and emotions 
are dist inguishing features of 
the hospitality sector. But when 
frontline employees have to fake it, 
what strategies do they use? Eye-
opening new work from SHTM 
researchers Dr Deniz Kucukusta 
and Ms Yoo Jin Lim has revealed 
more about the emotional labour 
strategies adopted by frontline 
workers to counter the emotional 
dissonance experienced when 
their expressed and felt emotions 
do not match. Their novel findings 
show that suppressing or hiding 
internal feelings can be detrimental 
to employees and reduce their 
intention to remain their role, 
which has clear managerial and 
practical implications.

Emotional Labour

Frontline employees who interact 
directly with customers are also 
delivering a “product”. To be sure, 
customer interaction, satisfaction, 
and loyalty, hinge on frontline 
employees’  abi l i ty  to display 
organisationally accepted positive 
emotions, which is a form of 
“emotional labour”. “Emotional 
labour takes the form of displaying 
fake or genuine feelings toward 
customers”, explain the authors. 
These emotional “products” are 
designed to enhance customers’ 
emot ions and moods dur ing 
s e r v i c e  encoun t e r s .  Ye t  f o r 
employees, excessive emotional 
l abour  can  lead  to  burnout , 
poor job performance, low job 
satisfaction, and a strong intention 
to leave one’s job.

Putting on a positive, welcoming 
demeanour becomes far more 
taxing – and the emotional labour 
more intense – when employees’ 
authentic feelings do not match 
the emotions they display. This is 
known as “emotional dissonance”, 
which can lead to emot ional 
exhaustion and burnout further 
down the l ine. I t  is therefore 
a major priority to understand 
the strategies used to cope with 
emotional dissonance. Namely, 
the researchers investigated the 
adopt ion of  “surface act ing”, 
“deep acting” and “genuine acting” 
strategies by frontline hotel workers 
in Hong Kong.

Surface acting involves simply 
h id ing  in te rna l  f ee l i ngs  and 
displaying fake emotions during 
customer interact ions,  which 
m e a n s  t h a t  f e l t  e m o t i o n a l 
dissonance remains. Deep acting 
occurs when employees actually 
suppress and modify their internal 
feelings to align with the moods 
required of them. This reduces 
emotional dissonance but might 
require more emotional labour. 
Finally, the emotional strategy of 
genuine acting refers to the display 
of sincere and actual feelings. 
“Because it does not involve fake 
emotions, employees tend not to 
experience emotive dissonance 
in their work role when engaged 
in genuine acting”, explain the 
researchers.

Generational and 
Demographic 
Differences

The modern generational groups 
are known as Baby Boomers 
(1946–1961 ) ,  Gene ra t i on  X 
(1965–1981), and Generation 
Y, or “Millennials” (from 1981). 
The personalities, values, beliefs 

and even work habits of each 
generation have been shaped 
by environmental, political and 
economic realities, which means 
that their adoption of emotional 
labour strategies might also differ. 
Given that most of the working 
world comprises members of 
Generation X and Generation Y, 
the researchers focused on these 
two groups. They made specific 
predictions regarding preferred 
emotional labour styles based on 
the documented characteristics of 
each generation. “By understanding 
how employees  o f  d i f f e ren t 
generations with different values 
react to and cope with emotive 
dissonance”, say the researchers, 
“managers will be able to offer the 
right mitigation solutions to the 
right employees”.

Whilst Generation X and Generation 
Y have been found to share work 
values and to similar ly rel ish 
personal growth opportunities, 
Generat ion Y members  have 
been character ised as having 
comparatively high self-esteem and 
low work engagement. For this 
reason, the authors hypothesised 
that “Generation Y members have 
a higher tendency to pract ice 
surface acting and deep acting”, 
and that “Generation X employees 
are experienced workers, so are 
more likely to practice deep acting 
and genuine acting”. If so, they 
expected emotional dissonance 
and i ts effects to be stronger 
among members of Generation Y 
than Generation X.

The decision to engage in surface 
acting, deep acting or genuine 
acting may also depend on a variety 
of demographic characteristics. For 
example, women have been found 
to more successfully communicate 
happiness and suppress anger in 
the workplace than men, which 
corresponds to deep acting. “Older 
employees are more l ikely to 

The Cost of Faking a Smilefeel particularly nostalgic on looking 
back. “Therefore, we investigated 
the moderating effect of travel 
personality in the relationship 
between nostalgia and future 
behavioural intention”, report the 
researchers.

Quizzing Orlando 
Visitors

What  be t t e r  s tudy  s i t e  than 
the theme park capital of the 
world? Si f t ing through travel 
records made available by the 
Orlando Destination Management 
Organisat ion, the researchers 
ident i f ied and contacted 303 
ind iv idua l s  who had  v i s i t ed 
Orlando, Florida since 2015. These 
participants were invited to take a 
virtual trip via an Internet link and 
then complete a comprehensive 
survey compiled from previous 
publications. In this survey, the 
participants were asked to assess 
the interactivity, usability, sensorial 
appeal and authenticity of the 
virtual trip; their immersion in 
the trip; their felt nostalgia for the 
destination, past life and social 
activities; and their behavioural 
in tent ions.  The authors  a lso 
measured the participants’ travel 
“personality”, using an existing 
scale.

Moved by Destination 
Nostalgia

Immersion in the virtual trip was 
found to hinge on authenticity 
and sensor ia l  appea l ,  which 
demonstrates the importance 
o f  i n c l u d i n g  h i g h - q u a l i t y , 
representative content in virtual 
trips to intensify engagement and 
involvement. To get the most 
from revisiting tourists, tourism 
dest inat ions should therefore 
devote  energy  to  accura te ly 
p o r t r a y i n g  a  d e s t i n a t i o n ’ s 
atmosphere and including rich 

sensorial appeals. “By increasing 
travellers’ immersion in virtual 
trips”, explain the researchers, 
“ [ d e s t i n a t i o n  m a r k e t i n g 
organisations] wil l  be able to 
arouse nostalgia for the destination, 
generating travellers’ intention to 
revisit the destination”. Indeed, 
immersion in the virtual experience 
significantly increased all three 
forms of nostalgia.

Destination nostalgia increased the 
intention to revisit the destination 
and to visit a similar destination, 
which indicates that virtual trips 
could be used to attract both 
returning and new tourists. For 
th i s  reason,  the  researchers 
r e c o m m e n d  t h a t  m a r k e t i n g 
strategies incorporate “coopetition” 
to create a win–win situation for 
destinations. “It would be beneficial 
to form a strategic alliance with 
destinations which share similar 
destination characteristics so that 
they can offer virtual trips to the 
destination and partner destinations 
to attract potential visitors”, they 
suggest. Destination nostalgia also 
increased the intention to spread 
positive word-of-mouth, which is 
a sure-fire way to attract potential 
visitors in the tourism industry.

Travellers’ behavioural intentions 
were not affected by the two 
other types of nostalgia, however. 
According to the authors, the 
nonsignificant effect of nostalgia 
for past lives/social activities is 
not necessarily unsurprising – 
tourists may not actually need to 
return to the same destination 
to re-experience their past lives 
or social activities. Finally, whilst 
destination nostalgia had a much 
stronger effect on revisit intention 
in psychocentric travellers, “even 
allocentric travellers were willing 
to revisit the destination after 
their virtual trip because of their 
nostalgia for the destination”, report 
the researchers. This is welcome 
news for destination marketing 
organisations.

Tools to Inspire

These ins ights  cou ld  insp i re 
new ideas for channell ing the 
sky rocke t ing  s i gn i f i cance  o f 
technology in the tourism sector. 
Virtual trips can invoke sweet, 
pleasant memories and thereby 
arouse nostalgia, which results 
in behavioural intentions that are 
ultimately beneficial for the tourism 
industry. However, the participants’ 
travel intentions were almost 
certainly affected by the COVID-19 
travel restrictions imposed at the 
time of data collection. “As the 
travel restriction has continued, 
travellers’ intention to travel might 
be strengthened due to their 
reduced self-control”, acknowledge 
the researchers. “The findings could 
be different if there were no travel 
restrictions”. Certainly, never before 
have innovative tools to reboot the 
tourism industry been so urgently 
called for, further highlighting 
the important guidance provided 
by this research for destination 
marketing organisations.

Shin, Hyejo Hailey and Jeong, 
M i y o u n g  ( 2 0 2 2 ) .  D o e s  a 
Virtual Trip Evoke Travelers’ 
Nostalgia and Derive Intentions 
to Vis i t  the Dest inat ion,  a 
Similar Destination, and Share? 
Nostalgia-motivated Tourism. 
Journal of Travel & Tourism 
Marketing,  Vol. 39, Issue 1, 
1-17.

POINTS TO NOTE
• Virtual reality “previews” of a 

destination can tempt returning as 
well as first-time visitors.

• Immersion is key to stoking tourists’ 
desire to visit the same or similar 
locations and recommend it to 
others.

• Virtual trips must be authentic 
and sensorial to trigger destination 
nostalgia in returners.

• Travellers who prioritise comfort and 
convenience are especially receptive 
to virtual trip promotion.
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A priority of hotels worldwide 
is, quite naturally, attracting and 
catering to the needs of guests. 
Seldom do hotels invest heavily in 
strategies to cater to non-guests. 
However, according to the SHTM’s 
Dr Sung Gyun Mun, Dr Linda Woo 
and a co-author, hotels’ food and 
beverage (F&B) departments can 
bring in big money by attracting 
customers from local communities 
– not just tourists. With important 
implications for businesses in the 
post-COVID-19 era of tourism 
recovery, the authors suggest that 
hotels may be able to use their F&B 
offerings to reach new customers 
and create competitive advantages.

More than Just a Place 
to Sleep

Discovering a destination’s unique 
culinary profile helps us to form 
a memorable connection with 
the local culture. “An exceptional 
gastronomic experience has a 
powerful impact on the overall 
image of a destination and tends 
to remain in tourists’ memories 
fo r  long  pe r iods” ,  wr i t e  the 
researchers. Whi le hotels are 
already aware that quality dining 
and catering services can drive a 
certain degree of business success, 
the potential to use F&B to reach 
a brand-new crowd of customers 
remains relatively unexplored.

T o  m a i n t a i n  a  c o m p e t i t i v e 
advantage ,  hote ls  must  f ind 
original ways to reach prospective 
cus tomers .  “D ive rs i f i ca t ion” 
involves creating new products 
or services and breaking through 
to  un tapped  marke t s .  Ho te l 
diversif ication strategies have 
generally centred on rooms, the 
“core” resources of all hotels. For 
instance, providing rooms with 
different levels of quality and price 

allows hotels to cater to guests 
with distinct needs and budgets. 
Another strategy is expanding 
a hotel chain to other locations, 
using the same room quality, to 
diversify internationally. “These 
types of diversification allow hotels 
to achieve economies of scale that 
reduce uncertainties and accelerate 
business growth”, say the authors. 
Yet the focus on rooms means that 
target F&B customers are limited to 
in-house guests.

H o t e l  r e s t a u r a n t s  a n d  b a r s 
a r e  g e n e r a l l y  r e g a r d e d  a s 
“ s u p p l e m e n t a r y ”  s e r v i c e s ; 
their potential as a significant 
d i v e r s i f i c a t i on  s t r a t egy  has 
only recently started to pique 
i n t e r e s t .  U n l i k e  r o o m s ,  f o r 
which hotels must follow strict 
procedures, hotels’ F&B offering is 
comparatively flexible and open to 
alterations in services and products. 
This means that hotels can stand 
out from the rest by offering more 
creative, more diverse and better-
quality F&B services. “Hotel F&B 
should be regarded as a critical 
diversification strategy that can 
create competitive advantages”, 
underl ine the researchers.  In 
particular, adapting hotel F&B can 
broaden target customer groups to 
outside-hotel customers – guests of 
a hotel’s restaurant or bar who are 
not actually staying at the hotel.

Targeting Outside-
Hotel Customers

Revitalising hotel F&B services not 
only attracts more outside-hotel 
customers but has also been found 
to generate substantial revenues 
for hotels. This is welcome news, 
given reports of decreasing F&B 
revenue from minibars and in-
room din ing,  which are only 
accessible to in-hotel guests. F&B 

services that are accessible to 
outside-hotel customers, such 
as lounges and cater ing,  are 
bringing in increasing revenue. 
“Catering and banquet services 
have become a major source 
of revenue”, say the authors, 
“accounting for approximately 60% 
of F&B revenue at full-service hotel 
operations, such as luxury, upper-
upscale, and upscale hotels”. This 
means that targeting in-hotel guests 
is no longer sufficient to increase 
F&B revenue and overall hotel 
profitability.

Successfully appealing to new 
outside-hotel clientele through hotel 
F&B means offering something that 
local restaurants cannot, such as 
“exceptional food with experiential 
and hedonic value, personalised 
service, and premium physical 
environments”, say the researchers. 
A lso important  is  surpass ing 
traditional hotel F&B staples in 
terms of quality and diversity, 
which can help to broaden the 
customer cl ientele. Several of 
the world’s biggest hotel groups 
are already seeking to transform 
their F&B services to offer one-
of-a-kind, holistic experiences to 
appeal to outside-hotel customers. 
Examples include Marriott’s “Grab 
& Go” meals, AccorHotels’ mission 
to open their F&B venues to both 
locals and travellers and many 
hotels’ renovation of their dining 
spaces.

To attract locals and make a mark 
on the local culinary scene, hotels 
have also started to partner with 
local businesses. Engaging with 
the community in this way can 
“influence overall hotel brand 
reputation for the company’s long-
term profitability”, say the authors. 
Fo r  examp le ,  ou t s i de -ho t e l 
guests who have a memorable 
dining experience might, for their 
next trip, decide to book with 

A New Flavour for Hotelscontrol their emotions and display 
them appropriately, using genuine 
acting rather than surface acting”, 
add the authors. Therefore, the 
researchers also considered how 
frontline workers’ gender, years of 
work experience, monthly salary 
and the hotel service standards 
they are expected to uphold affect 
their use of surface acting, deep 
acting and genuine acting.

Frontline Worker 
Questionnaire

Adopting a data-driven approach, 
t he  au tho r s  a sked  f ron t l i ne 
employees from seven hotels in 
Hong Kong to complete a two-
part questionnaire. Of the 192 
part ic ipants, 58.3% belonged 
to  Gene ra t i on  Y  and  41 .7% 
to Generation X. The first part 
of the questionnaire collected 
demographic information, such 
as age, gender,  and monthly 
salary. The second part of the 
questionnaire collected information 
on the respondents’ use of surface 
acting, genuine acting and deep 
acting, as well as their sense of 
emotional dissonance. Using these 
data, the researchers were able 
to study the preferred or default 
emotional labour states adopted by 
two different generational groups 
working in three-, four-, and five- 
star hotels.

Unfeigned Feeling

For both generations, frontline 
employees who adopted surface 
acting had a lower intention to 
stay in their job. This suggests 
that surface acting is more labour-
in tens ive  and leads to  more 
emotional dissonance and internal 
conflict. In contrast, genuine acting 
(expressing sincere feelings about 
one’s role) increased employees’ 
in tent ion to remain wi th the 
organisation. The authors therefore 

recommend that employees adopt 
genuine acting over surface and 
deep acting to reduce emotional 
burnout and turnover rate. “The 
most effective acting state”, they 
say, “is to act with heartfelt and 
sincere emotions”.

As  p r ed i c t ed ,  Gene ra t i on  X 
employees tended to express 
genuine emotions more than 
did Generat ion Y employees, 
who more  o f ten  engaged  in 
surface acting and deep acting. 
This suggests “that Generation Y 
members may experience higher 
levels of emotional burnout and 
intention to leave their job”, say the 
researchers. However, Generation 
X members still reported feeling 
emotional dissonance. In addition, 
the use of genuine acting versus 
surface acting was affected by 
years of work experience – perhaps 
corresponding to age – and gender.

T o  m i n i m i s e  t h e  e f f e c t s  o f 
emotional labour, the researchers 
suggest that managers should 
help employees to understand the 
concept of emotional intelligence 
and encourage them to discuss 
their feelings. They recommend 
p r o v i d i n g  e m p l o y e e s  w i t h 
tailored emotional intelligence 
training according to generational 
differences in the use of emotional 
labour states. This might increase 
involvement at  work,  reduce 
emotional burnout and enhance 
job satisfaction.

Right for the Job?

T h i s  i n n o v a t i v e  r e s e a r c h 
a c k n o w l e d g e s  t h e  b u r d e n 
c o m m o n l y  f e l t  b y  f r o n t l i n e 
hotel employees, whose warm, 
positive manner during customer 
interact ions can come at  the 
expense of their own mental and 
physical resources. Most strikingly, 
this research offers hotel managers 
generat ion-based information 
that could be used to improve 

working conditions, turnover and 
human resource policies. “By 
understanding how employees of 
different generations with different 
values react to and cope with 
emotive dissonance, managers will 
be able to offer the right mitigation 
solutions to the right employees”, 
conclude the authors.

Whi lst  steps can be taken by 
managers to reduce the negative 
impacts of internal conflicts in 
their  employees and care for 
the i r  ex is t ing workforce,  the 
most effective way to increase 
employees’ intention to stay is that 
they express their own, authentic 
feel ings. “This underl ines the 
importance of selecting the right 
employees for the hospital i ty 
industry”, say the researchers. 
These results could therefore also 
prove extremely useful for hotel 
management in the process of 
recruiting new frontline hotel staff.

Kucukusta, Deniz and Lim, Yoo 
Jin (2022). Emotional Labor 
o f  F r o n t l i n e  E m p l o y e e s : 
Generational Differences and 
Intention to Stay. Journal of 
China Tourism Research, Vol. 
18, Issue 3, 472-494.

POINTS TO NOTE

• Frontline hotel staff may engage in 
“deep” or “surface” acting to display 
appropriate emotions.

• Surface acting is especially common 
among millennials and men but 
can lead to burnout as suppressing 
emotions is taxing.

• D e e p  a c t i n g  a n d  e m o t i o n a l 
genuineness are healthy signs of 
sincere, competent engagement with 
work challenges.

• Employers  shou ld  encourage 
emotional authenticity and respect 
their experienced employees.
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