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CHAPTER 1

.

EMOTIONAL INTELLIGENCE

AND MARKETING

1.1 What is Marketing?

L
Marketing, as a business discipline, is the study and inanagement of /.?“_ Book Z"Z' s
exchange relationships between parties involved to benelit stake-

holders. Marketing is defined as “the activity, set of institutions, and a'w(' CA“TJ.DZU_
processes for creating, communicating, delivering, and exchanging .

offerings that have value for customers, clients, parters, aud society é‘é ZE are Same.
at large” (AMA. 2013). Marketing as an activity strikes consumers as = a%‘ ok ?
advertising, sales promotion and other promotional related can- °

paigns. As a set of institutions, marketing involves the functions that
link the constmer, customer, and public to the marketer throngh
marketing intelligence. As processes, marketing 1s to identify and

define markeling opportunities and problews; generate, refine,
and evaluate marketing actions; monitor markeiing perforuance;
and improve understanding of marketing by designing the method
for collecting information, managing and implementing the data
collection process, analysing the results, and conmmumnicating the
findings and their implications (AMA. 2014).

1.2 Marketing Evolution
Marketing has evolved from a single production orientation focus o @

a holistic approach including, inter alia, integrated marketing,
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internal marketing, corporate social respounsibility, and relationship
marketing. In this service and digital dominant ¢ra, markeling has
been ransformed into various unique forms o accommodate this
dynamic business world. The parties that are invelved e ceonontic
exchange velationships are no longer imited to Business-to-Business

(B-to-13) and Businessio-Customaer/Constner (Bao-00 deads bat

include Customerto-Customer  (C-o-C) or Peorto-lUecr (P=io-1")
interactions and exchanges. The rapide development and increase
nuse of miernet and social media facilitate markenne evolution and
business transactions, The rising popularity and evolution ol artili-
cial intelligence i this centary has also trausformed business
operations and tansactions, Although there a grovwing conceim ol
artificial intelligence’s power of replacing mumpower in various
indnstries, rescarchers and praciitioners allimn that i vathier creates

Jobs and enhances productivity at the same te, dependent npon

the industry. From marketing perspective, artificial imelligence hias
made marketing practice viable and efficient more than ever.

1.3 Offensive and Defensive Marketing

Despite cmerging phenomenal technology advancemaents and
transformations in marketing, the fimdamental priviciples and ulii-
mate goals of marketing remain unchanged: beneliting the
exchange partics and maximising business profitability through
acquiring and retaining customers. The marketing mix and its 415
or 7Ps are still the kev strtegies 1o attract targen mavkers either for
a discrete tansaction ot relational ransactions, Theee are two koey
marketing mechanisms: offensive and delensive warketing. The
formier 1s focused on atbracting new markets and coastomoers exten-
sively and expansively; whereas the latter is on engendering
customer retention and lovalty. In the early stage ol product life
cycle, olfensive :n;n‘kb{ing techniques with aggaressive sales promo-
tions and targeting competitors” weakness can be effective o attrac
new customers. Flowever, this practice with a single-transaction
[ocus entices match-up retaliation ov exceeding offevings from com-
petitors. On the customer end, the market satnvation is inevirable.
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From husiness growth and sustainability perspective, it s imperaiive
for marketers Lo transfer marketing endeavours from asingle trans-
action focus into ongoing exchanges with the sclected 1avget
markets, Rejationship narketing with a focus on atracing custome-
ers’ postiive attfudes and on optunising custonsey Tovativ and
retention has Become and s still the central focus ol vasious ket

ing praciices in the long run.

1.4 Relationship Marketing

Relationship marketing is defined as o process of idensitving and
establishing, mannaining and enhancing and, when necessary wermi-
nafing relationships with customers and othey stakeholders, ata profu
(Gronyeos, 1994). Depending on the contest, relationship marketing
also bears a few other names, for example, onc-to-one marvketing,
continuity marketing or customer refationship wanagement (CRM).
Relationship marketing and CRM are often used intevchangeably.
Despite the different temms that are used to deseribe the relationship
marketing practice, the central idea of this marketing praciiee is o
retain customers by establishing indhividual velationships with clicuts,
treating cach customer differenty, based on the informuiion col-
lected about them, and building trust between the exchange paviies,
The focal point of this marketing practice is to genervaie cnstoners’
positive attitides and behavionrs that are reflective of customer satis-
faction and foyalty, which has long widely acknowledged to be velated
o business profitability (Anderson, Foruell and Lelimann, 19944
Hallowell, 1950).

1.5 Benefits of Relationship Marketing

Relationship marketing beneliis both the company wnd the cus-
tomer. For the company, the underlying asstunption of relanonship
marketing is that enstomer loyaliy and retention Teads fo business
profitability. Customer Joyalty expressed in dhe fora of revisit inten-
tion, positive word of month, Jower propensity 1o complain, and
exercise more desivable conswnption hehaviowrs such as visiting the
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company or service provider more often as well as speading more
time and money than one intended. Researchers tdentify that betier
financially performed firms are able to retain a higher level of brand
image, brand awareness, and brand loyalty than less financially
sound ones. fnmid 1U90s, vesearchers (e, Reichheld, 1990) wdenti-
fied that a b pereentinercase in customer retenton cun loid (o 25
1o 85 percent incrcase in probtability. This can be consirned by
customer ettime valone (L1V)0 LV by the revenue that one ouss
tomer can spend with the company divectly oy ivdivecty duongh
referral and recommendation over a nominal peiiod of e,
Directly, the more frequently a customer comes back 1o the busi-
ness, the wore his or her lovaly builds. A loval customaer tonds 1o
buy additional offerings and is Tess sensitve to tuctical discounting.,
Farthenmore, the thitial costs of attracting aud establishive relarion-
ships with these awtomers have already been absoibed due o
expericnce-curve cffects; ou the other hand, as custoners ger to
know the supplier throngh vepeated purchases, they become less
dependent on the employees for information and advice, and the
effects of such learning are likely to wranslue into lower costs.
Indirectly, loyal customers tend (o be seli-perpeinating advocates
and spread favourable word-ofmouth comunmication, which, iu
turn, enhances compauny profitability.

For customers, having a relationship with the company bas a
range of contmercial and social benefits (Beviy, 19955 For comnplex
prodncts that requires high invelvement in (he pucchase process, a
velational and loyalty custoner olten veceives custontised product
and service delivery and other individualised sevvices as information
techmology enables the compuny Lo analyse ctsiomer profiles and
hecomne more knowiedocable about cach wdividoad custanery’
needs and wants, This relational approach enhaunces st between
buyers and selters and reduces product related visks, rost bailding
is a preveguisite of establishment of Tong-tevm relaitonship. O the
other hand, maintaining an ongoing relationship with the company
also engenders various benelits for customers, Companies oflen
reward loval customers with financial (complinientary services) and

nou-financial rewards (fiered membership wid associative enelits).
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1.6 Marketing Strategies for Relationship Marketing

The {focal outcones that velationship marketing aims o achicve are
customers’ positive altitndes and behaviours owards the company
irchiding customer satisfaction, purchase avnd repurehse, and fong-
teru Tovalty, These relationship marketing-relaied onteonies can be
achieved through different iools, methods and sirateyies, including
marketing intelligence, customer yvelatonship management sofi-
ware, and loyalty programs, These are orgamsational vesonvces the
are most connnonly used by markefing practiiouers and discussed
by academics in the relationship marketing dornin,

Adinittedly these organisational yesources are neeessary, aud 1o 4
certain degree, elfective. However, the tools and programs embed-
ded in relationship marketing practice can be excessively expensive,
in particular the CRM software (Ang and Butide, 20006; Colomba and
Francalanci, 2004; Dubey and Wagle, 2007; Langerak and Verhoel,
2003). The effectiveness of loyalty programs is not guaranteed (Liu,
2007; meyer-Waarden, 2007; Sharp and Sharp. 1997; Undes, Dowling
and Hamunond, 2003). Knowingly relationship markeiing is esseu-
tially practised by employees, particidarly customer-contact erployees
(cither remote or personal contact), coiployees may be tained o use
these oyganisational resources to achieve the relationship nuaketing
goals. However, relationship marketing is not about enplovees” capi-
bilites of using these resources, bhut a process of muanaging custonter
relationships, From customers’ perspeative. they are not iy condaat
with these ooly and mcthods, bot drawir oo tutevactons with
cmployees, The abilities and competence manifested b cmployees
and their inieractions with customers play a critical vole tn alivacting
customer allention and loyalty, On this basis, this hook proposes
cmotional ntelligence as a non-organisational pevsonal resource pos-
sessed Dy a cost-clfective marketing tool pracused by individual

employees 1o mplement relationship marketing.

1.7 Emotional Intelligence and Marketing

Emotional itelligencee is a psychological concept that explains indi-
viduals” emotional abiliies and competence. These individuals’
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abilities wre wanifested in recognising, using, anderstanding and
mapaging one’s emotions and those of others (Maver and Salovey,
1993). Emotional intelligence is nselul in prediciing an individnal's
life and carcer success reflected in health, life satisiction, personal
and work relationships, and job efficieney and porformuance. How
cmotional intelligence as an individual's emotonal competence can
be mlegraied mto markeling as an academic business discipline o
tacilitate business exchange?

Althoneh emotional tntelligence refevs to ndividnal cwotional
abilitics, this ook clevates these pevsonal abilities 1o he o marketng
tool that [unction like any other markeimg sivategies (o achieve
optimal business ountcomes. Marketing and psychology disciplines
are often intertwined 1o explain the atimdes e behaviows of
employees and consuners/custonmers, Marketing, as a business
discipling, contains multiple subceategories including services mar-
keting, relatiouship marketing, digial  marketing,  strategic
marketing, international marketing, and so on. Fach sub-discipline
has a specific focus. This book is not. intended o positon cimetonal
intelligence as a panacea for all marketing activivies and processes,
Drawing on its conceptualisations and implications, the book pro-
poses that emotional intelligence can be integrated into relatonship
markeling as a ol or a strategy wtilised by velatiomship warketers
or employees 1o establish and manage relatdonships with customers,
which is the central focus of relationship warkeiing. The bhuyer

seller or customerprovider relationship is often cstablished throngh

interactions over the interpersonal encounter between enplovees
and custormers. This book reveals how employees” cimotional indel-
ligence can be used 1o manage the nterpersonal inlevactions Lo
achieve optimal velationship mavkeling ontcornes manilested in
customers” positive altitides and behaviones sach as satisfaction,
product purchuse, veleral, and loyalty.,

Given that businesses loday ave opervating 15 seyvice dominang
logic cra, the service profit chain model proposed by flesker and
collcagues in 1097 is drawn upon to nnderstand the Hink between
employee ciotional intelligence and marketing outcomes. This
model depicts a few key markeling concepts, namely interual
marketing, encounter marketing, and external macketing. Internal

B bl
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marketing refers to the marketing practice that views employees as
internal customers and that aims to general positive attitudes and
behaviours of these internal customers. This aim is achieved through
managing internal personal encounter between co-workers, exploy-
ees and supervisors. Lhcounter marketing refers (o the markeiing
practice that is focused on managing the interpersonal interactions
over the service encounter between employees (aka internal custom-
ers) and external customers. External marketing moves beyond the
interpersonal encounter and is concentrated on how the attitudes
and behaviours of employees or marketers aftect those of customers.

To understand how emotional intelligence can be integrated
into internal, encounter and external marketing as an eflective
relationship marketing tool, this book first provides the rationale for
incorporating emotional intelligence into relationship marketing by
discussing the importance of implementing this marketing practice
for busiies:

s and the role of employees in achieving relationship
marketing goals. The impostance of employees in marketing is elabo-
rated. This disenssion s [ocused on altribuwting Oontline emplovees
in the chain relationship between service quality, customer satisfac-
tion, customer loyalty and business profitability descaibed in the
service profit chain model. Understanding the role of employees in
marketing, the hook subsequently introduces the coucept ol emo-
tional intelligence and explains the logic behind the aim of this book.
Consistent with this logic, the remaining chapters of this book inte-
grate emotional intelligence into different marketing praclices
following the relationship sequence of the service profit chain model,
namely internal marketing, encounter marketing, and internal mar-
keting. Drawing upon the nature of different service encounters and
the relationship marketing outcomes, this book coins a [ew market-
ing concepts to reflect the essence of these marketing practices. The
ncw concepts arc: dramaturgical marketing, rclational encounter
marketing and impersonal encounter marketing.

1.8 Brief Contents of Each Chapter

This book presents a series of conceptual and empirical discussions
in a logic flow on how employee cmotional intelligence affects
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customer attitudes and behaviowrs which subsequendy Tead 1o
business profitability in service industries. "The discussion provides
the rationale for incorporating emotonal tntelligence into cus-
tomer Toyalty and company profitability analysis. The book begins
with discussing the role of service cmplovees in the service induns-
rics and veviewing the relevant theoretical wiodels, The theoraetical
implications and potential applications of cimadonal Tuelligence
are provided o reinforce the rationale. Subscqguently, the book
analyses all velevant factors that may contribute (o ensiomer loyalty
and company profitability and delincates the timpact of cmotional
intelligence on those factors. Folowing the chain velationshups
described i the service profit chaim model, the book presents sevs
eral chapters with cach relating to a relutionship oo the chaiu.
Specifically, the hrief contents of the remaining chapters are as
follows.

Chapter 2 discusses the power of emiployee mlluence nowarket-
ing. The discussion begins with contention for relationship marketing
as an optintal marketing approach 1o maximising an organisation’s
financial performance, followed by identilying cuiplovees ws a key
factor of reladonship marketing practice. The bmportance of cmploys
ees 1s manifested in ther key role m deiennining custconers’
assessinent of service quality and rendering cusicmer satisfaction and
retention. These outcomes are devived [rom the Dansaciions over
the service encounter

Chapter 3 presents the conceptand charactevisiics ol the sevvice
encounter. The book cafegorses the encounter to he peysonal and
impersonal encounters. The personal encotuer is characterised as
being emotionally charged. This chapier elaboraies the attributes ol
the service encommter and delineates alfective contents relating (o
the personal encounter. The affective or cmotional contents are
specifically atiributed to employees, customers and the natare of the
service. Despite the canses and sources of emotions, from marketing
perspective, cimployees are the incumbents (o mavage the emotions
for marketing clficicncy and lnancial pevtormance. This view
prompis the subsequent chapter to induce ciotional inielligence

into managing cmotionally loaded scrvice encounier,
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Chapter 4 is dedicated to introducing and understanding
emotional intelligence. This chapter elaborates everything about
emotional intwelligence. The elaboration includes discussion of
the origins, conceptualisations, measurements of emotional intel-
ligence, as well as debates and confifmation o its validities and
applications in various liclds. The claborated discussion is neces-
sary for readers to understand the conceptof emotionalintelligence
and how it can be incorporated into marketing as a marketing
strategy.

Consistent with the service profit chain modecl, Chapter 5 dis-
cusses internal marketing and how it relates (o emotional intelligence.
Specilically, this chapier draws upon the internal marketing concept
and explains how emotional intelligence alfects cmployees’ anti-
tudes and behaviours which are related to the external marketing
outcomes: customer attitudes and behaviours.

Addihg to the internal marketing practice, Chapter 6 iniroduces
the concept of emotional labour and coins a new marketing concept
dramaturgical marketing on the basis of acting strategies required of
emotional labour performance. This chapter reviews the relevant
literature to understand the positive and negative consequences of
performing emotional labour. On this basis, the underlying motive
of promoting cmotional intelligence into emotional labour manage-
ment is presented. The findings from empirical studies are provided
to reinforce the influence of emotional intelligence on dramaturgi-
cal marketing.

Moving from discussion around emotional intelligence and
internal marketing, the book focuses on the ¢nconnter marketing
and the “Moment of Truth” between employees and customers,
Chapter 7 creates a new marketing concept relational encounter mar-
keting to reflect employees’ relationship-oricnted behaviowrs over the
service encounter with customers. The relationship between these
behaviours and relationship marketing is revealed. Customer orien-
tation and adaptability are opted as relational encounter behaviours
in relational encoumnter marketing practice. The relationship between
emotional intelligence and these relational encounter behaviows @
discussed and confirmed with examples of cmpirical studies. The
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concepts of basic trait, surface trait and performance ontcomes are
reviewed to understand the hierarchical effect of emotional intelli-
gence in optimising organisational efficiency.

Subsequent to the encounter marketing and management of
moment of truth, the book proceeds to discuss how cmotional intel-
ligence is related to external marketing through linking employee
behaviours and customer responses. Chapter 8 sheds lights on inte-
grating employee emotional intelligence and external marketing
practice. Specifically, this chapter discusses how the level of employee
emotional intelligence enhances rapport with customers, how it
directly affects customer attitudes (e¢.g. satisfaction) and behaviours
(e.g. purchase and loyalty).

Last but not the least, the book introduces a new niarketing ConD

cept. — impersonal encounter marketing. Impersonal encounter refers
to customers’ reaction and response toward the servicescape ol a
service organisation. Chapter 9 discusses how cmotional intelligence
can be elevated as a personitied concept 1o be incorporated into
design of servicescapes, and how emotional intelligence can be prac-
tised as an impersonal encounter marketing tool to be infused in the
design of servicescape to influence customers’ attitudes and behav-
iours. This marketing concept is innovative and unprecedented.
Nevertheless, it draws upon the evident impact of scrvicescape on
customers’ attitudes and behaviours.

1.9 Uniqueness of this Book

This book is intendled to hridge three disciplines, namely psychology,
marketing and human resource managementin the service-dominant
logic era, and discusses how employee emotional istelligence can be
deployed to improve business profitability by analysing its impact on
dyadic rclationships between co-workers, between management and
employees, between customer-contact employces and customers,
and between tangible service environment and customers. The dis-
cussion draws upon the service profit chain model. The model
depicts how business profitability can be achicved by the attitades
and behaviowrs of both customers and employees, and how these
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atlitudes and behaviowrs are dviven by the Druds inernal service
quality. Emotional inielligence is positioned as a markening ol o
influence huplomentation of marketing sivategies tor different
dyads and to enhance cacly dyadic relatonships through apprehend-
ing, managing and regulating emotions of the dyadds.

The book provides empirical testing and resulis 1o support the
discussion, Fach scction inchudes a thorough review of the velevant
literature and selected empirical studies, and concludes with pre-
senting resudts from cwpirical stdies. This ook sheds Tight on
broadeniug the theoretical scope and practical applicadons ol eo-
tional intelligence, and promotes it as a marketing ool or strategy
for improving and sustaining business growth,

Overall, this book provides a fresh perspective of the application
of emotional intelligence in marketing. Emotional intelligeuce has
Been popularising in varions commmmities, and primavily atiracts
attention from mdusiry practtioners and consultimnts stoce its incept
in 1990s. The majority ol the existing books ave focused on s inmpact
on individuals personally and/or professionaliy. Tlis hook tucarpo-
rates this concept into marketing cdiscipline wvd analyses s
contribution to business profitability throngh diagnosing its hupac
on different business stukeholders as well as on theo nervelation-
ships. For emotional intelligence vescarcliers aid praciiioners, this
book broadens their vadigonal mapping of its inplicatons, Formar-
keimg researchers and praciitioners, this book provides them witls a
fresh look into a new cosi=cflective marketing sivateygy to improve
relationships among key stakeholders for profic wasinasation.
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