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Appendix B Coding of emotions and moderators

Coding was done by the first author and two independent coders who were blind to the research question. The
initial inter-rater reliability was substantial (k = .678) and all disagreements were subsequently discussed and

resolved.

Constructs Coded 1 in the following cases (0 otherwise)
Emotions  Anger Anger, rage, irritation, annoyed, enraged, mad, upset, hate, hostile
Embarrassment Shame, ashamed, embarrassed, humiliated
Fear Fear, scared, afraid, panicky, frightened
Guilt Guilt
Uneasiness Nervous, jittery, restless, worried, tense, anxious, discontented,
unfulfilled, unsatisfied, unhappy, distress
Sadness Sadness, depressed, miserable, despairing
Gratitude Gratitude, appreciative
Happiness Joyful, happy, pleased, enjoyment, pleasure, cheerful, fun, amused
Love Loving, affectionate, admiration, warm feeling
Pride Pride
Outcome  Evaluation Satisfaction, service quality, company image, confirmation,
variables relationship quality, hedonic shopping value, utilitarian shopping

Purchase behavior

Sharing behavior

value, attitude toward service worker, attitude toward encounter,
perceived quality, attitude toward company

Spending, purchase, repurchase intentions, loyalty,
approach/avoidance, frequency of use intention, desire to stay,
purchase intention, behavioral intentions

Complaining, negative word-of-mouth, third-party complaining,
positive word-of-mouth

Other
moderators

Interaction with
employees

Service recovery
B2B

Product/service type:

search

Product/service type:

experience

Product/service type:

credence

Interaction with an employee was explicitly described in a vignette
or explicitly asked to recall

Service recovery was explicitly described or asked to recall

B2B context was explicitly described or asked to recall

Car, bike, computer, electronics, headphones, mobile phones, skis,
software, watch

Airline, online retailer, retail store, bar, bus service, café,
chocolate tasting, cinema, concert, department store, dry cleaner,
e-services, energy provider, fitness club, hair dresser, health club,
insurance, hotels, karaoke, network provider, online dating,
restaurant, social networking site, travel agency, wildlife park

Banking, dentist, financial services, legal services




Appendix C

Omnibus tests of moderation per core affect and appraisal manifestation (absolute effect sizes)

Interaction Service recovery B2B Product/service type
Appraisal
manifestation Q (df) value Q (df) p value Q (df) p value Q (df) p value
Valence pos 0.017 (1) 0.897 0.346 (1) 0.556  0.507 (1) 0.477 1.692 (2) 0.429
Valence neg 0.969 (1) 0.325 1.792 (1) 0.191  2.013 (1) 0.156  0.516 (2) 0.773
Control 1 0.002 (1) 0.966 0.240 (1) 0.624  1.702 (1) 0.192  3.670 (1) 0.160
Control 0 0.578 (1)  0.447 n/a n/a  0.343 (1) 0.558  0.944 (2) 0.624
Responsibility 1 1.710 (1)  0.191 0.420 (1) 0.517 0.331(1) 0.565 0.449 (1) 0.799
Responsibility 0 0.000 (1)  0.983 0.182 (1) 0.670  2.020 (1) 0.155 3.593(2) 0.166
Certainty 1 0.003 (1)  0.960 0.045 (1) 0.831 0.160 (1) 0.689 1.792 (2) 0.408
Certainty 0 1.897 (1) 0.168 0.545 (1) 0.461 2.316(1) 0.128 1.537(2) 0.464
Legitimacy 1 0.001 (1)  0.980 0.040 (1) 0.841 0.437(1) 0.509 0.955(2) 0.620
Legitimacy 0 2.872 (1) 0.090 0.004 (1) 0.950 0.426 (1) 0.514 0.036 (1) 0.849
Arousal —1 1.537 (1) 0.215 0.065 (1) 0.799  0.311 (1) 0.577 0.338 (1) 0.844
Arousal 0 0.009 (1) 0.926 0.108 (1) 0.742  0.002 (1) 0.961 2.418(2) 0.298
Arousal 1 0.136 (1) 0.712 0.487 (1) 0.485 0.312 (1) 0.577  2.001 (2) 0.368

n/a: not applicable due to lack of effect sizes; bold: (marginally) significant moderation effects;
! Emotions that are characterized by a person’s moral wrongdoing (legitimacy = 0) have significantly stronger effects on

outcome variables for interactions with employees (0.410; 95% CI: 0.173; 0.602) as compared to other interactions (0.169;
95% CI: —0.005; 0.334).



Appendix D

Omnibus tests of moderation (methodological variables)

Manipulation
Vignette study Field study emotion Experimental study Student sample
p p p p P

Emotion Q (df) value Q (df) value Q (df) value Q (df) value Q (df) value

Gratitude 0.506 (1) 0.477 0.521 (1) 0.470 n/a n/a 0.680 (1) 0.410 1.380 (1) 0.240
Love 0.217 (1) 0.641 0.245 (1) 0.620 n/a n/a 0.217 (1) 0.641 0.398 (1) 0.528
Happiness 0.136 (1) 0.712 1.472 (1) 0.225 0.518 (1) 0.472 0.007 (1) 0.932 0.148 (1)  0.700
Pride 1.456 (1) 0.228 1.194 (1) 0.275 7.838 (1) 0.005 1.456 (1) 0.228 0.968 (1) 0.325
Guilt 1.412 (1) 0.235 n/a n/a  0.002 (1) 0.962 2.615(1) 0.106 0.009 (1) 0.924
Fear 0.035(1) 0.852 0.000 (1) 0.987 2.144 (1) 0.143 0.112 (1) 0.738 0.314 (1) 0.575
Embarrassment 0.151(1) 0.698 0.215(1) 0.643 n/a n/a 0.355(1) 0.552  0.003(1) 0.956
Uneasiness 2.056 (1) 0.152 2.261 (1) 0.133 0.843 (1) 0.359 27758 (1) 0.097 3.074(1) 0.080
Sadness 0.745 (1) 0.388 0.009 (1) 0.924 2.181 (1) 0.140 0.145(1) 0.703 0.016 (1) 0.899
Anger 0.097 (1) 0.755 2.740 (1) 0.098 0.001 (1) 0.979 0.026 (1) 0.872 0.162 (1) 0.687

n/a: not applicable due to lack of effect sizes; bold: (marginally) significant moderation effects.

Emotions bipolar vs. Emotions frequency High impact
unipolar vs. intensity journals
P P P
Emotion Q (df) value Q (df) value Q (df) value
Gratitude n/a n/a n/a n/a  6.409 (1) 0.011
Love n/a n/a n/a na 0262 (1) 0.609
Happiness 0.188 (1) 0.665 0.116 (1) 0.734 0942 (1) 0.332
Pride n/a n/a n/a n/a 1.858(1) 0.173
Guilt n/a n/a 0.926 (1) 0336 0.323(1) 0.570
Fear n/a n/a 0.454 (1) 0.500 0.006 (1) 0.936
Embarrassment n/a n/a 0.020 (1) 0.888  0.013(1) 0.908
Uneasiness 0.446 (1) 0.504 0.036 (1) 0.850 0.232(1) 0.630
Sadness 1.204 (1) 0.272 0.191 (1) 0.662 0.026 (1) 0.871
Anger 0.171 (1) 0.679 0.115 (1) 0.735 0.093 (1) 0.761




Appendix E

Influence of methodological moderators on discrete emotions’ effects on all outcome variables (subgroup analyses of moderators

separately)
Vignette study Field study
Estimate p Estimate p Estima p Estimate p
Emotion k vignette value Kk other value k te field  value k other value
Gratitude 10 31 4 37
Love 4 37 2 39
Happiness 36 248 66 218
Pride 19 16 11 24
Guilt 17 21 9 29
Fear 15 47 21 41
Embarrassment 24 26 16 34
Uneasiness 65 90 70 85
Sadness 43 80 45 78
Anger 75 131 61 -0.437 <.001 145 -0.236  0.020
Manipulation emotion Experimental study
Estimate p Estimate p Estimate p Estimate p

Emotion k manipulated value Kk other value k  experiment value Kk other value
Gratitude 0 41 11 30
Love 0 41 4 37
Happiness 4 280 45 239
Pride 12 —0.024 0.755 23 0.249 <.001 19 16
Guilt 15 23 24 14
Fear 5 57 20 42
Embarrassment 0 50 24 26
Uneasiness 1 154 75 0.037 0.810 80 —0.242 <.001
Sadness 3 120 57 66

Anger 27 179 90 116




Student sample

Emotions measured bipolar versus unipolar

Estimate p Estimate p Estimate p Estimate p
Emotion k student value Kk other value k  bipolar value k unipolar  value
Gratitude 9 32 0 41
Love 6 35 0 41
Happiness 69 215 21 263
Pride 21 14 0 35
Guilt 18 20 0 38
Fear 22 40 0 62
Embarrassment 30 20 0 50
Uneasiness 76 0.088 0.356 79 -0.171 0.130 52 103
Sadness 62 61 35 88
Anger 77 129 11 195
High impact journals (impact factor >= 4; mean
Emotion frequency versus intensity measure split)
Estimate Estimate
Estimate p Estimate p high low p
Emotion k frequency value Kk intensity  value k impact p value k impact value
Gratitude 0 41 36 0.582 0.016 5 0.919 <.001
Love 0 41 34 7
Happiness 28 256 184 100
Pride 0 35 18 17
Guilt 4 34 16 22
Fear 2 60 36 26
Embarrassment 2 48 9 41
Uneasiness 8 147 68 87
Sadness 12 111 55 78
Anger 10 196 144 62
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