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Abstract 
The study problem that is being investigated is how receptionist emotional intelligence (EI) can enhance customer relationships and develop trust in Novotel Birmingham Airport. Emotional involvement and interpersonal competence are the key points in hospitality industry, especially in the modern world where the ability to leave a memorable experience on the guest is the simplest way to achieve this goal. The research will examine the role of EI in service encounters, customer satisfaction, and performance of organisations. Through the secondary qualitative research design, based on an interpretivist philosophy and inductive approach, the project will synthesise information about the academic literature, industry reports, and case studies to gain a conceptual notion of relationship management driven by EI in the hotel environment.
Thematic interpretation of secondary data was used in the analysis; it identified four themes, that are all interrelated. The initial theme was that emotional intelligence is a key factor in customer relationship development, and empathy, self-awareness, and social communication can positively affect the development of rapport and service quality. The second theme investigated the direct effect of receptionist EI on trust, loyalty and guest satisfaction. Results were indicative of the fact that emotional competence at the front-desk interactions generate authenticity, support brand reputation, and prompt repeat patronage. The third topic was the emotional labour practices, which focused on the trade-off between surface and deep acting in dealing with the perception of guests and the well-being of staff. It affirmed that both the real expression of emotions and the adequate control would help in preventing burnout and supporting the normal offer of services. 
The research used the Emotional Intelligence Framework and Social Exchange Theory developed by Goleman to describe the processes of relating Emotional Intelligence to emotional labour and trust building. These theoretical views explained how the behaviours of emotional intelligence bring positive reciprocal interactions, cultivate guest relationships and improve the service experience in general. The results were also relevant to managerial insights since they established EI to be a hospitality excellence core competency. 
These findings were suggested to be put into practice by postulating eight practical suggestions. These were the incorporation of EI in recruitment and performance reviews, having structured training programmes and creation of emotionally intelligent leadership as well as encouraging deep acting using emotional regulation coaching. Other suggestions were the application of AI-enhanced emotional analytics, well-being programs, and lifelong learning cultures to establish an integrated service environment.
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[bookmark: _Toc213167341]CHAPTER 1: INTRODUCTION
[bookmark: _Toc213167342]1.1 Introduction 
The hospitality business is based on emotional attachment and quality of services. Receptionists influence the perceptions of the guests and their emotional intelligence (EI) is an important factor in the establishing trust and maintaining loyalty.
[bookmark: _Toc213167343]1.2 Background 
The service-oriented industries depend on the emotional appeal as a way of standing out among other competitive markets. Emotional intelligence as the possibility to recognize, interpret, and control emotions has been introduced as part of the customer service performance (Zhu et al., 2022). High emotional intelligence in hospitality enables employees to foresee the needs of the guests, handle conflict, and increase satisfaction. In Novotel Birmingham Airport, receptionists are exposed to different travellers every day, and EI is a highly considered competency of that place of consistency, emotional stability and trust in high levels of service experiences (Hashish et al., 2022).
[bookmark: _Toc213167344]1.3 Research Aim and Objectives
Aim:
This research aims to explore how emotional intelligence (EI) among front desk receptionists contributes to building customer trust and strengthening service relationships, particularly in the context of Novotel Birmingham Airport. It seeks to bridge the knowledge gap between emotional competence and consistent service delivery in hospitality settings.
Objectives:
1. To critically review existing literature on EI and customer relationship development
2. To identify how receptionist EI impacts trust, loyalty, and guest satisfaction
3. To evaluate current emotional labour practices and their effect on service perception
4. To provide recommendations for front-line training or staff development based on findings.
[bookmark: _Toc213167345]1.4 Research Questions 
1. How does emotional intelligence influence customer relationship development in hotel reception contexts?
2. What is the relationship between receptionist emotional intelligence and guest trust, loyalty, and satisfaction?
3. How do emotional labour practices affect customer service perception?
4. What strategies can improve front-line emotional intelligence at Novotel Birmingham Airport?
[bookmark: _Toc213167346]1.5 Rationale 
This study is justified by the fact that receptionists play a vital role in determining their impressions and loyalty towards the guest. Exploring emotional intelligence, the given project helps to draw attention to the direct role of interpersonal skills in improving the quality of services and boosting the image of the business (Bigwanto, Prasetyo and Maella, 2024). The results will guide the development of training programs at the Novotel Birmingham Airport and will be included in the context of the academic research on emotional competency and handling affective relationships with guests in the hospitality industry.
1.6 Scope, Significance, and Problem Statement 
The research problem is front-desk activities in Novotel Airport of Birmingham, where the trust of guests is first established. Although emotional intelligence (EI) in hospitality is increasingly gaining recognition, there is a lack of research on its application regarding receptionist interaction (Carrizo, 2025). Most hotels are more focused on technical expertise rather than on emotional competence, which is a requirement to be emphatic, reassuring, and service recovering (Al-Gasawneh et al., 2022). 
[bookmark: _Toc213167347]1.8 Structure of the Dissertation 

Figure 1: Structure of the Dissertation
Chapter 1 gives the background of the research. Chapter 2 is a literature review of emotional intelligence and customer trust. The methodology is described in chapter 3. Information and discussion happen in Chapter 4 and conclusions and practice-based recommendations are made in Chapter 5.
[bookmark: _Toc213167348]1.9 Chapter Summary 
This chapter put the research on the research ground, its purpose and objectives, reasons, and importance. It identified the problem and questions of the research which set the stage of the literature review in Chapter 2.
 
[bookmark: _Toc213167349]CHAPTER 2: LITERATURE REVIEW
[bookmark: _Toc213167350]2.1 Introduction 
The chapter is also a review of literature available to examine the impact of emotional intelligence (EI) in customer relationships, trust, and satisfaction in the hospitality sector, especially in front-desk operations. It dwells on the role of EI behaviour in improving the interaction of guests, effectiveness of communication, and quality of services. Major themes that are identified and critically discussed by the review to be pertinent to the study include emotional competence, trust formation, emotional labour, and staff development. It also addresses theoretical frameworks that form the basis of the concepts of EI in the hospitality contexts. 
[bookmark: _Toc213167351]2.2 Key Literature Review 
2.2.1 Emotional Intelligence and Customer Relationship Development 
Emotional intelligence (EI) involves the capacity to appreciate, perceive and control personal emotions and effectively react to emotions of others. The original models such as those suggested by Mayer and Salovey and then extended upon by Goleman explain EI in terms of such components as self-awareness, self-regulation, empathy, motivation, and social skills. According to Achieng and Pepela (2023) state that such competencies are especially important in-service industries because emotional interactions are the key to the quality of customer interactions and satisfaction. 
EI also improves the clarity of communication, expression of emotion, and conflict management that are crucial when dealing with the expectations of a diverse group of guests. Moreover, employees with high EI can provide the same quality of services even when under pressure, enhancing retention and loyalty of the customers (Chehab, Ilkhaizadeh and Bouzari, 2021). With this rise in the digitalization of hospitality, it is still crucial to the satisfaction of customers that perceived human warmth and emotional responsiveness be part of the technology-mediated experience (Söderlund and Oikarinen, 2021). Thus, it is not just that EI leads to effective communication and empathy of the guest, but it is also important to maintain the quality of relationships with guests during the long term in an environment where the emotions of the latter and the former are stressed. 
2.2.2 Receptionist EI and Its Impact on Trust, Loyalty, and Guest Satisfaction 
Receptionist emotional intelligence (EI) plays a crucial role in creating the trust of the guests, solidifying the satisfaction, and converting the experiences into loyalty. Empathy allows a correct sensing of verbal and non-verbal messages, which can then be used to provide specific reassurance and personalisation that leads to a decrease in uncertainty and an indicator of care (Arapou and Kapiki, 2023). Emotion control also maintains control in times of peak load or complaint management, which is associated with reliability and professionalism (Das et al., 2021). The intrinsic motivation which is zoned on the services excellence supports the discretionary effort which secures the relationship. 
High-EI behaviours that listen carefully, show genuine apology, active listening, and solution-framing, when used in front-office, increase perceived interactional justice and sincerity, and enhance affect- and cognition-based trust (Wanjau, 2024). In the event of failures, receptionists who had a higher EI apply service recovery more warmly and clearly, reducing recovery time, maintenance of dignity, and, in many cases, post-recovery loyalty was even higher than before failure (Ampong et al., 2021). Empathy, regulation, and motivation taken jointly work synergistically: they enhance rapport, shorten service-recovery cycles, and base trust. 
2.2.3 Emotional Labour Practices and Service Perception 
The lead of Hochschild, emotional labour differentiates between surface acting which modifies outward displays but not inner feeling and deep acting which matches felt and expressed emotion by way of cognitive reappraisal. Both strategies influence the warmth, competence, and sincerity reception by the customer in the hospitality front desk (Darl, 2015). The systematic reviews also show that curated emotional displays are core aspects of perceived experience quality, which influences satisfaction, intention to be loyal, and narrative word-of-mouth of hotels (Veloso and Gomez-Suarez, 2023). However, the way to positive perception is not entirely performative: emotional intelligence of employees allows responding more to the situation, with less display-rule pressure and turning any encounter into a value of relationships (Stoyanova-Bozhkova, Paskova and Buhalis, 2022). Concerning a well-being approach, chronic surface acting is generally linked to emotional dissonance, stress, and decreased engagement, and deep acting.
The main conflict is between brand-standardised scripts and the wish of the guest to get something genuine. Super-scripted surface performances appear to be robotic; too personalised deep acting can raise the question of consistency (Hung et al., 2022). The front-desk practice causes these pulls to balance train reappraisal and perspective-taking, discretion is granted within limited boundaries, and supportive climates are designed in such a manner that authentic care is promoted and performance reliability is ensured. 
2.2.4 Recommendations for Front-Line Training and Staff Development 
Front-line EI training integration involving learning design based on skills acquisition, guided practice, and daily service transfer. There is evidence that structured coaching enhances empathy, perspective-taking and emotion regulation, which strengthens front back-office coordination that supports seamless service recovery and consistent messaging to guests (Kearney et al., 2017). Role-play workshops, reflective journalling, and behavioural feedback can assist receptionists in applying concepts of EI into practical scripts in the areas of greeting and complaint handling and closure (Carlisle, Ivanov and Espeso-Molinero, 2023). Formal sessions are supported by micro-learning and just-in-time nudges. 
Leadership sponsorship is resolute: supervisors are role models of composure, coach here and now, and are aware of emotionally savvy behaviours, which create the psychological safety so that real deep acting can occur, not just artificial show. Dissonance and burnout are minimized by a supportive culture evidential of rules, liberalization of personalisation and peer-debriefing in the wake of demanding events (Cavaliere et al., 2021). It has been shown that the memorability of emotionally intelligent delivery is enriched, which directly contributes to the loyalty, particularly among older guests, which proves the business case of the investment in EI training (Prentice et al., 2022). 
[bookmark: _Toc213167352]2.3 Theoretical Application 
2.3.1 Emotional Intelligence Theory 
Emotional Intelligence Theory (Goleman) identifies five areas, namely self-awareness, self-regulation, motivation, empathy, and social skills. Self-awareness in tone; self-regulation in a state of pressure; motivation in proactive problem-solving; empathy in correct needs evaluation; social skills in coordinating verbal and with politeness communication (Wanjau, 2024). Combined, these areas lead to uniform welcome, skilful management of complaints, and plausible assurance, which decrease guest insecurity, amplify perceived justice, and plant trust. 
2.3.2 Social Exchange Theory 
Social Exchange Theory, the relationships move on the basis of assessment of costs and benefits of relationships and reciprocity. Perceived value at the front desk through respectful recognition, clear explanations, and quick recovery is reciprocated by trust, satisfaction, and loyalty intentions of the guests (Ampong et al., 2021). 
[bookmark: _Toc213167353]2.4 Conceptual Framework 
[image: Mind Map]
Figure 2: Conceptual Framework
(Source: https://whimsical.com/generated-board-YHLPzo9gWK7zAMziFHTto1)
The theoretical framework is based on the correlation of emotional intelligence (EI) and emotional labour, as well as customer trust results. EI can regulate emotions properly and communicate with sincerity, having an impact on how the guests will see the sincerity and competence (Tai, Wang and Luo, 2021). Deep acting is the mediating element in this relationship since it translates the internal empathy into visible warmness in the service. 
[bookmark: _Toc213167354]2.5 Literature Gap 
The current literature does not pay much attention to airport hotels and the emotional intelligence of receptionists who are forced to work under the conditions of time limitations and multicultural environment. Few studies use secondary qualitative synthesis to investigate EI in the development of trust (Chen and Li, 2021). 
[bookmark: _Toc213167355]2.6 Chapter Summary 
This chapter critically examined the literature on emotional intelligence and emotional labour, as well as, trust-building and determined the theoretical underpinnings and gaps in the research, and finally, the conceptual foundation of the next methodological discourse in Chapter 3.
 


[bookmark: _Toc213167356]CHAPTER 3: METHODS
[bookmark: _Toc213167357]3.1 Introduction 
This chapter outlines the methodological decisions made to help in dealing with the aim and objectives. It elaborates the philosophy, the inductive method, and the qualitative case methodology. It subsequently provides secondary data gathering protocols, thematic analysis measures, and ethical protection. To provide an opportunity to analyse the receptionist emotional intelligence within the placement hotel contextually, a secondary, desk-based case study was chosen.
[bookmark: _Toc213167358]3.2 Research Philosophy 
This research is based on an interpretivist philosophy, which assumes that people provide meaning to a situation more than predicting it by measurement. Emotional intelligence, trust, and relationship quality are constructed concurrently throughout service encounters; the interpretation of them needs sensitivity to subjective experiences, language, as well as symbols (Lynch et al., 2021). It justifies thick description and contextual explication, and considers generalisation as an analytical aspect, not statistical, and informs the choice of evidence of qualitative nature to evaluate credibility and transferability (Istiqomah and Riani, 2021).
[bookmark: _Toc213167359]3.3 Research Approach 
An inductive method makes sense out of the trends in a literature, as opposed to a testing procedure of a hypothesis formulated in advance. This fits behaviours empathy, regulation, reassurance occurring in front desk situations that are delicate. This is because the framework is informed through propositions created during iterative reading and comparison (Woodside et al., 2024). The method favours openness to context and exception to confirmation of rules and promotes elucidation of the relationship between emotional intelligence and development of trust in hotels and leads to refinement in the synthesis.
[bookmark: _Toc213167360]3.4 Research Design 
The study has a qualitative, single case design that focuses on Novotel Birmingham Airport and therefore allows deep contextual meaning to be given to receptionist emotional intelligence and customer trust. A desk-based approach uses the secondary sources to rebuild processes and relationships mechanisms without imposing a tax on the participants and limiting access as is common in operational hotels (Peck, 2023). The resort to published hotel research reduces the reactivity and allows triangulation between peer-reviewed articles, industry publications and methodological notes (Mahmud, 2025).
[bookmark: _Toc213167361]3.5 Data Collection
The secondary sources used to collect data included peer-reviewed journals, hospitality reports, and databases. The inclusion criteria emphasised those publications in 2021-2025 on the topic of emotional intelligence, emotional labour, trust, and front-desk service. University library systems, Google Scholar, were used to conduct searches. Credibility was measured through journal ranking, methodological transparency and triangulation. Guidelines on information acquisition of secondary data were used to make documentation and selection choices (Aruma et al., 2024). 
[bookmark: _Toc213167362]3.6 Data Analysis 
The paper used reflexive thematic analysis to generalise patterns across the sources. After six phases of process familiarisation, initial coding, theme construction, review, definition, and reporting texts were coded on the measures of EI, emotional labour, trust, satisfaction, and training constructors (Ayre and McCaffery, 2022). Constant comparison narrowed down boundaries about themes, and negative cases were recorded to put explanations to the test. Triangulation between the cross sources also increased coherence, and decision trails were recorded using memos (Sterling et al., 2022). 
[bookmark: _Toc213167363]3.8 Ethical Considerations 
The UWTSD Research Ethics and Integrity Policy was adhered to ethically. The desk-based design did not include human involvement, which removed the risks of consent, privacy, and protection (Novitasari, Asbari and Purwanto, 2022). authentically obtained sources through licensed databases or open access; copyright and fair-dealing were registered. It was done by citing the sources correctly and using similarity checks as a means of academic integrity (Christou, 2025). 
[bookmark: _Toc213167364]3.9 Chapter Summary 
This chapter delineated the interpretivist philosophy, inductive approach and qualitative single case design. It approved the use of secondary data, elaborate thematic analysis processes, and established a measure of ethics protection. In sum, all these decisions offer a stringent base to explore the issue of receptionist emotional intelligence and customer trust, which prepares the ground to Chapter 4: Findings and Discussion.


[bookmark: _Toc213167365]CHAPTER 4: FINDINGS AND DISCUSSION
[bookmark: _Toc213167366]4.1 Introduction 
This chapter reports the findings and discussion of the secondary thematic analysis that was developed about the available literature. The patterns and ideas that emerged through the analysis concerned repetitive patterns and ideas revolving around receptionist emotional intelligence and how it affects customer relationship in the hospitality industry. Four main themes surfaced: the emotional intelligence and the relationship development that the receptionist has with customers; the effects of the receptionist EI on trust, customer loyalty and customer satisfaction; the emotional labour practices and service perception and the training and staff development strategies. 
[bookmark: _Toc213167367]4.2 Findings / Results 
4.2.1 Emotional Intelligence and Customer Relationship Development
Emotional intelligence (EI) is central to developing the quality of customer relationships in hospitality where service encounters are highly based on expressing emotions, communicating and connecting with people. EI describes the skill of identifying, cognising, and controlling the feelings of a person and others, which allows employees to react to the situation in the service industry (Singh, Prabhakar and Kiran, 2022). Receptionists who are highly emotionally intelligent in the hotel setting have increased awareness of the needs of the guests and are able to control their emotions when dealing with stressful situations, empathy and social skills help them to establish a real connection. 
The essential components of EI, empathy enables receptionists to pick up rather subtle signals in the tone, body language, and emotional state and personalize their communication, therefore, increasing the guest experience. Self-regulation will provide calmness in stressful situations, especially in complaints resolution or handling queues, and hence the image of the hotel is professional. Relationship building also has the help of social skills, which provide staff with an opportunity to communicate politely, show emotions, and manage disagreement in a constructive way (Aririguzoh, 2022). 
The research, emotionally intelligent communication is known to not only fulfil functional service expectations but to also form affective bonds that facilitate behavioural intentions (Jawabreh, Al Fayoumi and Bareya, 2022). Emotionally attuned staff are seen as believable and capable by the guests and this helps to sustain the impressions of the quality and genuineness of the services. Emotional intelligence is paramount in the preservation of human touch in the contemporary hospitality industry where digitalisation and automation are on the rise to supplement technological convenience like mobile check-in provisions that boost satisfaction and loyalty (Elisa, Michelle, Wahyuningtias and Rosman, 2024). More so, emotional intelligence reinforces the relationship between service certifications and customer behavioural intentions by customising service beyond the procedural requirements (Collado Agudo et al., 2021).
To conclude, emotional intelligence improves communication, empathy, and flexibility of the service, which supports the development of the relationship over time (Jegerson et al., 2024). Through the development of the behaviours with the help of EI, hotels develop emotional engagement which develops the trust, hence the willingness to patronize the hotels again, and the perception of the quality of the overall guest experience.
4.2.2 Receptionist EI and Its Impact on Trust, Loyalty, and Guest Satisfaction 
Receptionist emotional intelligence (EI) influences trust, loyalty and guest satisfaction by transforming transactional experiences into believable, caring relationships. Empathy will help receptionists identify signs of affect, adjust tone, and express reassurance that will convey benevolence and competence as two antecedents of trust. Self-regulation contributes to staying calm in the face of service failures and avoiding defensive responses and facilitating recovery; motivation helps maintain focus and resilience to keep reliability between shifts (Brown et al., 2024). 
These mechanisms are supported by evidence among service settings. In this case, verbal expertise and emotion expression forecasted satisfaction during COVID-19, when masks partially blurred non-verbal cues, indicating that emotional intelligent adaptation safeguards the quality of relationships in times of constriction (Hofmann et al., 2021). Empathic communication and reliable delivery are studies that have been found to improve perceived value and repeat intentions, which are associated with trust-based paths, and have been confirmed to correlate with perceived service quality and satisfaction and loyalty (Nguyen, Tran and Nguyen, 2021). Emotional contagion is relevant to hospitality since the staff influences the transmission to the guests; positive displays increase mood and satisfaction whereas unmanaged negativity weakens trust, all of which can be managed and addressed with the help of EI skills and positive environments (Elshaer et al., 2025). Relationship signals also have the effect of affecting brand attachment and word-of-mouth with EI. When the guests feel reliable, treated well, and attended to at the front desk, they deduce that the organisation has a trustworthy personality and reciprocate with commitment behaviours, such as recommendations (Kai Liao et al., 2021). On the inside, the EI facilitates the fulfilment of the psychological contract that demonstrates respect, clarity, and support that improves the performance of the employees and reliability of services thereby enhancing the trust in the guests indirectly (Aluko, Aluko and Ogunjimi, 2022). 
This trend of intelligent behaviour grounded in emotions gathers up over time eroding into perceived authenticity and fairness currently fortifying long-term loyalty beyond one-sided meetings. In practice, the EI indicators that hotels need to recruit, the emotion regulation and verbal expertise that hotel administrators coach, and the climate that buffers the emotional load should be established, as trust-building behaviours cannot be maintained. 
4.2.3 Emotional Labour Practices and Service Perception 
Emotional labour is central to hospitality, where staff must display emotions aligned with organisational expectations regardless of their true feelings. The difference between surface and deep acting introduced by Hochschild is rather basic: surface acting is changing the surface without affecting the inner life of emotions, whereas deep acting demands the real change in the inner life of emotions. Both strategies affect the perceptions of the guests, consistency of work, and the well-being of the staff in front-desk positions (Xu et al., 2022). 
Deep acting is usually linked to genuineness and sincerity in dealing with guests. Emotional display rules internalised by receptionists and their true concern about the guests make interactions seem more natural and credible (Keller and Becker, 2021). This type of authenticity increases customer experience and emotional attachment, strengthening loyalty in terms of perceived honesty. On the other hand, surface acting is required in some stressful situations, but it also causes emotional dissonance, burnouts, and exhaustion when used excessively (Amani, 2025). 
Emotional labour is also defined by organisational culture and leadership. Friendly working conditions, intrinsic motivation, and emotional intelligence decrease the stress of having good performances (Twumasi et al., 2025). The staff members are better placed to perform deep acting and the authentic expression of emotions that will make them more creative and resilient with the feeling of importance and empowerment. 
In the guest viewpoint, emotional labour has a direct effect on the service perceptions and brand loyalty. Genuine emotional shows create more brand associations and build trust, which improves overall experience and the willingness to visit them again (Nuseir, 2021). Hospitality organisations should therefore be able to reconcile between what is expected to be displayed and the well-being of the employees to make sure that the emotional performance is sustainable.
In conclusion, the linkage that exists between emotional intelligence, service quality and trust is mediated by emotional labour. Deep acting helps a person create authenticity, connect with the guest, whereas uncontrollable surface acting can be emotionally draining. Hotels can sustain service standards and keep the well-being of both the staff and the guests by developing cultures of emotional support and educating employees on how to manage their emotions to retain their sense of well-being and customer satisfaction.
4.2.4 Recommendations for Front-Line Training and Staff Development 
Structured training and development programs aimed at improving emotional intelligence (EI) are necessary in strengthening relationships and trust in hospitality between customers. The literature identifies that the front-line success requires not just procure expertise, but also emotional competence especially empathy, regulation, and motivation (Bigwanto, Prasetyo and Maella, 2024). Through coaching and reflective learning interventions the receptionists can be empowered to identify triggers in their emotions and be trained to adopt adaptive behaviours that enhance their ability to relate personally with their guests at an authentic level. 
The only way that these practices can be embedded is through leadership. By providing the supervisors with such examples of emotionally intelligent behaviour as the opportunity to stay calm even during moments of pressure, the positive feedback, the regular recognition, the supervisors will be able to make the working environment psychologically safe, where the deep acting and the delivery of real services will become an option (Grobelna, 2021). Managerial empathy not only lowers emotional exhaustion and work load strain but also it creates a culture of respect and support. 
The learning of EI is also supported by peer coaching and daily feedback mechanisms. Strong performance toward the peers will make the team more consistent and affective between shifts, and it will be transferred into a more comfortable experience of guests (Nesher Shoshan and Venz, 2022). Receptionists can also conduct reflection sessions following difficult service experiences to study emotional reactions and enhance resilience and avoid burnout. 
Emotional training is associated with customer retention and engagement at the organisational level. Emotionally intelligent employees are more likely to recognize and respond to the expectations of guests, promoting satisfaction turning into loyalty and recommending others (Torkzadeh et al., 2022). The competencies are maintained in the long term by setting up continuous professional growth that involves coaching, mentoring, and experience acquisition.
In short, front-line training should be a mixture of empathy-focused learning, leadership example and supportive HR. 
[bookmark: _Toc213167368]4.3 Discussion 
Interpretation of Thematic Findings 
In the context of the four themes, the factual evidence suggests that an emotional intelligence (EI) is the main engine that connects service behaviours to the guest trust, relationship quality and loyalty, in practice. As depicted in Theme 1, empathy, self-regulation and social skills influence communication in such a way that the receptionist is able to perceive affective information, avoid escalation and build rapport with their client. Theme 2 illustrates how these competencies can be translated into trust, satisfaction and attachment when presented consistently in the front desk in the form of transparent explanations, proactive reassurance and dignified conversation of recovery. These outcomes are re-framed by Theme 3, which is emotional labour: deep acting has felt and displayed emotion, which is sustainably perceived as sincere and habitual surface acting has all the risks of dissonance, fatigue, and brittle service delivery (Said and Tanova, 2021). Theme 4 translates the understanding into practice, through promoting coaching, reflective learning, modelling, and embedding of EI metrics by HR to institutionalise authentic service performance.
The overlap between the studies is in the process: it is the emotional intelligent appraisal followed by the proper regulation and prosocial response that is perceived by the customers as a sign of good intentions and competence, the foundations of the trust. The relationship marketing views are in agreement with the fact that matching service style with expectations enhances commitment and advocacy (Dewnarain et al., 2023). The study of guest satisfaction links positive affect to emotionally supportive experiences, which leads to more intentions to refer and visit once again and ties into the EI-trust-loyalty chain (Fan et al., 2024).
One prominent point of difference is with regard to automation. Being able to supplement front-line judgement with timely information and scripts may lower cognitive load and variability, but over-standardisation may reduce authenticity as employees recede to surface acting (Spring et al., 2022). There is one more conflict between efficiency measures and relational depth. 
There are also studies that vary on the sustainability of EI effects. Others have found instant increases in satisfaction that subside upon no reinforcement; others have associated EI climates with long-term loyalty where deep acting is rewarded by supervisor support, co-worker norms and selection systems. The capability, technology, and leadership seem to be most protective in multi-level alignment: it helps to promote sincerity, maintain strain, and stabilise the quality (Wang et al., 2025).
Where automation provides context and releases attention, EI is less constrained in bandwidth in empathy; where scripting rules, authenticity suffers. In the case of Novotel Birmingham Airport, the balance between speed and sincerity in the process of orchestrating selection, training, micro-coaching and lightweight digital prompts should be made to safeguard the well-being of the staff, as well as enhance the trustworthiness of the guests and the long-term relations.
Theoretical Integration 
Hospitality work is characterised by emotional labour and thus, employees are required to constantly manage their emotional expression to achieve organisational display norms and provide uniform services. Balance between authenticity and performance is especially important in front-desk positions where personal interaction is directly related to the guest satisfaction. Surface acting is changing the outward expression but does not change the inner feelings and deep acting involves a close alignment of emotions to anticipated behaviours. 
Deep acting is mostly connected with being real and seeming honest. As soon as receptionists are truly emphatic about the guests and internalise values of services, their words will seem natural which will result in increased customer satisfaction and emotional attachment. This emotional fit boosts the perception of trustworthiness and professionalism of the guests, which contributes to the affective commitment to the brand (Samudro and Susanti, 2021). On the other hand, surface acting, which is required in brief interactions, may lead to the emergence of emotional dissonance, stress, and exhaustion, which lessen the engagement of an employee and enhance the likelihood of burnout (Khan et al., 2021).
Emotional labour is also strategic in maintaining e-trust and loyalty due to regular service delivery. A guest will develop a stronger affective commitment and confidence in the reputation of the hotel when they feel the sincerity and understanding of the front-line employees, which will affect both offline and online booking intentions (Amin et al., 2021). 
The major conflict is between authenticity and efficiency. Hospitality settings with high contact like the airport hotels require fast but emotion-driven communication so that the staff is always under pressure to act as positive people (Görgens-Ekermans and Roux, 2021). This strain is alleviated through organisational cultures that highly value training, supervisor support, and the development of emotional intelligence as well as promote employees to engage in deep acting as opposed to surface acting.
To conclude, emotional labour has a direct relationship with the guest perception, trust and loyalty. As much as deep acting produces sincerity and well-being, too much surface acting presents the danger of becoming emotionally drained. Authentic engagement can be maintained by training and leadership in long term with balanced emotion regulation to ensure service excellence as well as employee resilience in the high stress hospitality environment.
Managerial Implications 
The results have a number of practical implications on Novotel Birmingham Airport and the industry in general. By integrating emotional intelligence (EI) in the recruitment, training, and performance management, it is possible to significantly enhance the experience of the guests and the well-being of employees. Recruitment exercises ought to be highly focused on emotional competence in addition to technical skills. Empathy, self-regulation, and interpersonal awareness can be assessed with the help of behavioural interviews and role-play tests, in which the candidates are guaranteed to be able to deliver services related to emotions. 
Training programmes should integrate EI development into existing service excellence frameworks. Receptionists can be provided with methods of managing emotionally charged situations based on structured workshops on empathy, communication, and stress management. Experiential practice provides learners with a feeling of self-awareness and emotional control, achieved by reflective learning, including journalling and peer coaching (Delgoda and Weerasinghe, 2021). 
AI-based analytics are the sources of EI monitoring and improvement opportunities during the interaction with the customer. Guest review sentiment can be captured through feedback integration platforms and the emotional tone and drivers of satisfaction can be identified to adjust service training (Okeke et al., 2024). The data-driven feedback can enable the hotels to customize employee development based on common themes of emotions and customer service pain points thus enhancing trust and satisfaction.
EI-oriented management is also useful in-service recovery. EI receptionists are compassionate and responsible in managing complaints and turn dissatisfaction into loyalty (Shams et al., 2021). Positive recovery rates are based on employee’s capacity to control emotions and express sincere interest that translates to an increased guest retention and advocacy.
At the organisational level, EI is supposed to be entrenched in performance appraisals, rewards, and succession planning. It is important to realise that emotionally skill behaviours, calmness during moments of pressure, active listening or conflict prevention will strengthen their strategic importance. In the case of Novotel Birmingham Airport, EI-based HR policy and AI-enhanced feedback analytics will enable the employee development to be in line with customer expectations and to establish an organizational culture that places emotional competence as the base of trust, well-being, and sustainable service excellence in the entire brand network.
Limitations and Future Research 
The fact that the current study gives valuable insights into how customer relationships and trust in the hospitality industry are determined by emotional intelligence (EI), various limitations are connected to the second qualitative research design. Use of only the existing literature limits the scope of obtaining real time views of the receptionists and guests. Although the identified findings are theoretically sound, they are also interpretive as opposed to empirical and rely on the methodology of the reviewed articles.
The other limitation is on publication bias and time sensitivity. Literature on post-pandemic adaptation of emotional labour pays much attention to the adjustments that can be overemphasized on behaviours specific to the crisis instead of cultural long-term standards. COVID-19 hospitality work transformed the ideas of service and care and developed new embodied and emotional labour forms that are both resilient and vulnerable (Jones et al., 2024). In line with this, the speed of digitalisation of guest experiences currently mediates much of the emotional communication and, by implication, a study that concentrated on face-to-face communication may be missing the hybrid quality of technology-mediated modern service (Yousesofi et al., 2024).
In future studies, the mixed-method approach that will be used should involve the use of surveys, interviews and ethnographic observation that would help get the firsthand experience of the front-desk employees. Correlations between EI scores and guest satisfaction and loyalty indicators could be measured using quantitative methods, whereas the qualitative narratives are likely to show how emotional labour is practised in everyday activities (Said and Tanova, 2021). Longitudinal designs also justify the need to trace the impact of training on organisational culture and emotional support systems on trust and relationship quality as time goes. 
It is also significant to extend the context of the research. The relationships between EI and customer outcomes might be moderated by service type, that is, it may be found through comparative studies among luxury, business and airport hotels. Investigating the communicative hospitality, the combination of emotional expression and service ethics would enhance the insight into the trust-building process by the front-desk staff members that relies on relational signals and words (Bigwanto, Prasetyo and Maella, 2024). 
[bookmark: _Toc213167369]4.4 Chapter Summary 
The findings were given and discussed in this chapter based on secondary thematic analysis, and all four objectives of the research were met. It showed how emotional intelligence leads to better customer relationship, trust and satisfaction by providing empathy, regulation and authentic service. The emotional labour became a performance-based tool and a well-being issue, and the training and leadership support was mentioned as the significant facilitator of the long-term service quality. The discussion has incorporated both theoretical and managerial views, and these facts are applicable to Novotel Birmingham Airport and the hospitality industry in general. 
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[bookmark: _Toc213167371]5.1 Conclusion 
This paper examined the role of receptionist emotional intelligence (EI) in terms of customer trust and customer relationship building in Novotel Birmingham Airport. The study was seeking to realize the effect of emotional awareness, self-regulation, empathy, and communication on the perceptions and long-term satisfaction of the guests in a high-contact hospitality setting. The chapter summarizes the key findings, re-establishes the objectives of the research and talks about the theoretical and practical implications of the study. It also presents the limitations of the study and the recommendations on future research. The chapter has shown how customer relationships and organisational performance in the hospitality industry can be enhanced by developing and managing EI.
Summary of Key Findings 
This research paper found that four key themes were core to the explanation of the relationship between emotional intelligence, customer trust, and service excellence.
The initial theme made EI one of the key customer relationship development and communication drivers. Emotionally smart receptionists are able to cause rapport by empathy, self-awareness and social abilities, which make them recognize and act on the needs of the guests in the correct way. Good emotional control is the guarantee of the stable quality of service even in difficult interactions. 
The second theme showed that receptionist EI positively influences customer trust, loyalty and satisfaction directly. Empathy and motivation turned out to be able to boost guest confidence, whilst emotional regulation allowed to stay professional when under pressure. Stable emotional behaviour facilitated trust which made the guests view the brand as trustworthy and credible. On occasions when guests were made to feel that they were well understood emotionally, they said that they were more satisfied thus creating loyalty and positive word-of-mouth.
The third theme discussed the emotional labour as a source of tension and an operating need. Authenticity and perceived sincerity were improved by deep acting, which means matching real emotions to expectations of the service. Surface acting, in contrast, where the surface display of feelings did not correspond with the internal one resulted in stress and emotional dissonance. 
The fourth theme touched on the importance of training, leadership and organisational culture. Emotional resilience and service empathy were enhanced by continuous EI development by coaching and reflective learning. Authenticity was promoted by leadership support and positive culture, and emotional strain was minimized. Collectively, these results strengthen the argument that EI is not an individual quality but a tactical skill that influences customer confidence, satisfaction, and service excellence in the long run.
Theoretical Implications 
The study contributes to the theoretical knowledge by generalizing the Emotional Intelligence Framework and the Social Exchange Theory of Goleman to the hospitality industry. The model created by Goleman and consisting of self-awareness, self-regulation, motivation, empathy, and social skills came out as very relevant in how receptionists are able to handle emotion interactions in an effective way. All of the components have a role in the service quality by stimulating awareness, communication, and behavioural adjustment. 
Social Exchange Theory can also be used to explain that emotional intelligence is the motive behind a two-way process between receptionists and guests. Feeling sincere empathy and justness, service employees are observed to attract trust and loyalty in response, preserving relational continuity. EI is therefore a mediating variable between human interaction and value perceived. 
Managerial and Practical Implications. 
The results are also directly applicable in practice to such hotels as Novotel Birmingham Airport in order to increase customer confidence and employee welfare. The incorporation of emotional intelligence in the recruitment process also guarantees that the candidates have the emotional intelligence, inclusiveness, and communication capabilities that are appropriate in the high-contact service settings. 
Managers are vital in the modelling of emotional competence by authentic communication, recognition, and facilitative leadership. They enhance the psychological safety of employees, which helps them express real emotions, eliminating the use of surface acting. Staff can be assisted to analyse emotional challenges with the aid of structured reflection sessions and mechanisms of feedback to enhance resilience and performance.
Service recovery practices are also positively impacted by the application of EI, since employees who are emotionally intelligent deal with complaints of the guest calmly and understandingly, regaining trust in the best way possible. The incorporation of EI in organisational culture encourages teamwork, morale, and cohesion. In the case of Novotel Birmingham Airport, by promoting the management based on EI, a working environment can be developed where emotional cognizance and genuineness lead to brand loyalty, consumer contentment, and quality-focused service delivery throughout the operations.
Limitations of the Study 
The major limitation of this study is its secondary qualitative methodology which depended on the already published literature instead of a primary data collection. Although such an approach was informative, it limited the possibility of recording direct emotional accounts of receptionists or guests. Also, the research concentrated on one case only Novotel Birmingham Airport, which constrained the ability to generalise findings in other types of hotels or of other cultures. The lack of quantitative data also did not allow testing relationships between EI, trust and satisfaction in a statistical manner. 
Future Research Directions 
The mixed-method or longitudinal studies should be carried out in the future researches to investigate the role of emotional intelligence in establishing trust and loyalty over time. Primary research may involve the interview or survey of front-desk workers and guests. The study of cultural discrepancies, digital affective relationships, and service environments facilitated by AI will add to the knowledge of the EI in hospitality.
[bookmark: _Toc213167372]5.2 Recommendations 
5.2.1 Integrate Emotional Intelligence into Recruitment and Selection
Novotel Birmingham Airport is advised to incorporate emotional intelligence (EI) assessment in the recruitment procedures to find the candidates with the required interpersonal competence needed to deliver high-quality services. Empathy, adaptability, and self-regulation can be screened via behavioural and situational judgement interview, whereas the presence of emotional awareness and ability to resolve problems can be detected with the help of psychometric tests (Alabi et al., 2024). Investing in EI during the selection process can be used to ensure that the employees who join the front-line departments possess the intuitive ability to establish a rapport with guests and to remain calm in stress. 
5.2.2 Implement Structured EI Training and Reflective Learning
An emotional awareness, emotional control and communication training regime must be put in place. Interactive simulation, role-play, and reflective journalling workshops can facilitate the practice of empathy and the development of situational judgement in the staff. Incorporation of EI training into induction and professional development is the guarantee of constant skill reinforcement. Reflections enable the receptionists to analyse emotional reactions and reveal areas of improvements (Dugué et al., 2021). The interventions enhance self-awareness and resilience, and maintain authenticity in the interactions with guests. 
5.2.3 Strengthen Leadership Modelling and Supportive Supervision
The leaders and supervisors in Novotel Birmingham Airport should have the capacity to exemplify emotionally intelligent behaviours that foster psychological security, genuineness, and candid conversation. Empathic, fair, and continuously supportive leaders will create an atmosphere of trust in which employees will feel appreciated and encouraged. Supervisors have an opportunity to have a regular feedback discussion that is emotional in nature, rather than operational (Rabiul et al., 2023). Promoting a positive culture of leadership will reduce work-embarkation and promote the involvement of employees. Improved empathetic response to guests after challenges in service provision is also promoted through such leadership modelling. 
5.2.4 Introduce AI-Enhanced Feedback and Emotional Analytics Systems
Novotel needs to use artificial intelligence (AI) to examine the customer sentiment, review data, and employee reviews to optimize training and operational practice. AI-based analytics will be able to recognize the feeling of the comment that a guest is posting and identify the service patterns associated with the satisfaction or frustration. Such information can be used in evidence-based decision-making, allowing managers to customise coaching and identify emotional performance strengths (Pumputis, 2024). The AI-based guest sentiment monitoring can also assist the hotel in predicting service gaps and making a proactive change. 
5.2.5 Promote Deep Acting through Emotional Regulation Coaching
Employees at the front line must be coached in matters of emotional regulation in order to strike a balance between being authentic and demonstrating professionalism. Deep acting involves authentic emotional integration through matching internal experience to external expression, decreases dissonance, burnout. The areas that coaching should centre on include mindfulness, perspective-taking, and stress management because it allows the employees to overcome emotionally challenging experiences. Real scenarios of the guest can be utilized in practical’s to practice emotional regulation techniques (Brunetto et al., 2023). Deep acting helps in sincerity and developing trust with the guest by avoiding the script performance but instead working with genuine interactions. 
5.2.6 Align EI with Performance Appraisals and Rewards
Promoting employee well-being is essential for sustaining emotional stability and service excellence. Managers are to evaluate such attributes as empathy, teamwork, and service recovery composure with operational KPIs. Service moments that are emotionally skilful are underlined by recognition programmes that strengthen the significance of EI-guided behaviour (Bhaladhare and Rishipathak, 2025). Novotel promotes life-long growth and responsibility by connecting EI performance and incentives. 
5.2.7 Enhance Well-Being and Work–Life Balance Initiatives
Employee well-being should be promoted as a way of maintaining emotional stability and excellent service delivery. Novotel ought to adopt programs, which reinforce mental health, work-life balance, and flexibility. Emotional exhaustion is alleviated by making counselling services, mindfulness sessions, and employee assistance programmes available. Adequate rest between shifts and fair scheduling will help avoid burnout especially in high demanded airport hotel operations. A well-being culture will boost staff morale and retention and enhance the emotional colour of the interactions with guests (Poon et al., 2022). 
5.2.8 Foster a Continuous Learning and Feedback Culture
An ongoing learning culture and open feedback has the benefit of ensuring that the emotional intelligence is dynamic and embedded in the organisation. Novotel needs to promote peer mentoring, cross-departmental work, and post service debriefs as a way of sharing the best practices. Frequent mindful conversations will help workers to optimize emotional regulation and communication. To maintain the consistency of EI development, managers should incorporate a micro-learning module and emotionally checking in within the weekly routine (Chandrruangphen et al., 2022). 
[bookmark: _Toc213167373]5.3 Future Scope
In the future, it should be led towards the expansion of emotional intelligence integration within the global network of Novotel to maintain the uniformity of service quality. Longitudinal studies and digital EI assessment tools would improve the training effectiveness further. By implementing these strategies in other departments, the company would improve relations with customers, make its employees more resilient, and establish some standards of emotionally intelligent hospitality management in the industry.
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