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Hotel restaurant employee, This study was performed to verify the importance of emotional aspect for hotel employees to derive

Emotional intelligence, the organizational commitment and customer orientation. Present study estimated the emotional intelli-

Organizational gence as four factors: self emotion, other emotion, emotional utilization, and emotional regulation. On-
commitment, line survey method was used and distributed the questionnaires to hotel employees who are working

Customer orientation. for restaurants. A total of 300 questionnaires were distributed and 257 participants were employed for

statistical analysis using SPSS 21.0 and AMOS 21.0 for Windows. As results, two factors(emotional
utilization and emotional regulation) were significant antecedents of organizational commitment, and
three factors(self emotion, other emotion, and emotional utilization) were critical predictors of customer
orientation. In addition, organizational commitment has significantly influenced the customer orientation.
According to the results of this study, hotel restaurant managers or hotel company need to understand
the importance of the emotional intelligence for providing better service to their customers as well as
improving the organizational commitment. These results will contribute to develop advanced marketing
strategics for hotel restaurants employees who have many connections with customers in a hotel.
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Fig. 1. Research model.
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Table 1. Demographic characteristics of the subjects

(n=257)
Characteristic Frequency(n)  Percentage(%)

Male 154 59.9

Gender
Female 103 40.1
20~29 59 13.0
30~39 116 45.1

Age

40~49 70 27.2
> 50 12 4.7
Under 4 hours 5 1.9
Working 4~6 hours 112 43.6
time per 6~8 hours 86 335
aday g 10 hours 47 18.2
Over 10 hours 7 2.8
Employment Full-time 108 42.0
status Part-time 149 58.0
Total 257 100
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Table 2. Result of confirmatory factor analysis
Factors Measurement Factor loading t-value CR AVE Cronbach’s «
Self-emo 1 .837 -
Self emotion Self-emo 2 .861 0.070 16.834 .895 741 .889
Self-emo 3 .883 0.057 17.584
Other-emo 1 193 -
Other emotion Other-emo 2 .874 0.070 15.647 .859 .670 877
Other-emo 3 786 0.059 17.074
Emo-util 1 .885 -
Emotional Emo-util 2 881 0.050 19.252 911 74 912
utilization
Emo-util 3 877 0.049 18.884
Emo-regul 1 185 -
Emotional Emo-regul 2 921 0.062 16.778 907 765 910
regulation
Emo-regul 3 911 0.062 16.760
Organ-com 1 .829 -
Organizational Organ-com 2 901 0.071 17.706 881 713 888
commitment
Organ-com 3 .800 0.072 14.992
Cust-orient 1 .828 -
Customer Cust-orient 2 869 0.051 20.538 891 731 907
orientation
Cust-orient 3 .867 0.061 16.162

7°=281.075(d.~117, p=.000), IFI=962, TLI=.950, CFI=962, GFI=.892, AGFI=.841, RMSEA=.07
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Table 3. Results of hypotheses

Hypothesizes Hypothesis paths Estimate  S.E. t-value p-value  7HEAE] of 7
H1-1 Self emotion — Organizational commitment 0.172 0.136 1.265 0.206 712%
H1-2 Other emotion — Organizational commitment —0.256 0.207 —1.240 0.215 712%

HI H1-3  Emotional utilization — Organizational commitment 0.389 0.100 3.873 0.000™" 2| A
H1-4  Emotional regulation — Organizational commitment 0.286  0.083 3448 0.000™ A e
H2-1 Self emotion — Customer orientation 0340  0.186 1.954  0.000™" A

- H2-2 Other emotion — Customer orientation 0.806  0.305 2.644 0.047" A ey
H2-3 Emotional utilization — Customer orientation 0.079  0.134 0.591  0.008" e
H2-4 Emotional regulation — Customer orientation 0.506  0.241 2.053 0.554 712}

H3 H3 Organizational commitment — Customer orientation 0.925  0.143 6.454 0.028" A e

RYHTE 12=281.075(df~117, p=.000), IFI=.960, TLI=948, CFI=.961, GFI=0.880, AGFI=0.833, RMSEA=0.071

* p<05, ™ p<0l,

sokok

p<.001.
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