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THE IMPACT OF NONVERBAL COMMUNICATION ON CUSTOMER’S
PERCEPTIONS OF SERVICE ENCOUNTERS

The customer’s evaluation of the service quality is hugely impacted by the interaction
between service personnel and customers, which is commonly referred to as service encounters [5,
pp. 99-111]. Service encounters are therefore a popular focus of interest among service managers
and researchers who attempt to examine the processes underlying the customer’s evaluation of
service experience. The goals of research performed, or commissioned, by managers include
finding ways to improve the quality of service interactions in their businesses. Therefore, leading
service providers (e.g. Marriott Hotel Corp) invest considerably in auditing their service personnel
behaviours in order to select such behavioural patterns that are most favourably perceived by the
customers [6, pp. 378-391].

It has been widely accepted that the employees who naturally express friendliness,
responsiveness, and enthusiasm, receive positive customers evaluation, which largely contributes
to the positive evaluation of the whole service consumption experience and the service quality. It is
also commonly known that the verbal behaviour of the contact personnel (e.g. using expressions of
greeting and courtesy) during the encounter has a huge impact on the customer’s perceptions of the
employee friendliness, which enhances the perception of the service interaction [2, pp. 147-65].
However, the influence of nonverbal communication —an equally salient component of the contact
personnel behaviour — on service encounters has received relatively less attention from scholars and
business practitioners. Interestingly, nearly half of response variations being displayed in the course
of interpersonal communication can be attributed to nonverbal communication [3]. Some authors
suggest that in respect of communicating thoughts and emotions nonverbal communication
accounts for nearly 70 percent of all communication [1, pp. 59-60]. It has also been claimed that
although both verbal and nonverbal cues affect reactions, it is the nonverbal cues that influence
inferences about relationships and feelings more heavily [7, pp.151-75].

From the customers' perspective the evaluation of service experience is closely related to the
service provider and it varies according to valence and directionality of affect. For example, having
received pleasing nonverbal cues, producing positive feelings, customers may be encouraged to
associate positive characteristics with service providers. Conversely, having received unpleasant
nonverbal cues, the customers are more likely to perceive service providers less favourably.

The use of kinesics, i.e. body movements, is a good example of the nonverbal communication
impact on the overall reception of the interactant. Cues such as body orientation (e.g. relaxed, open
posture), eye contact, nodding, hand shaking, and smiling, carry important messages. As it has been
suggested by research results the cues of casual smiling, light laughter, forward body lean, open
body posture, and frequent eye contact are perceived as positive signals as they are associated with
intimacy and non-dominance, which often translate into friendliness and courtesy. Conversely,
other forms of kinesics, contrasting with the ones above mentioned, such as stoic facial expressions,
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avoiding eye contact or staring, backward lean of body, and closed body posture are likely to be
perceived as conveying dominance, emotional distance, or unfriendliness [4, pp. 37-78]. In view of
the above, it appears that a skilful use of nonverbal communication will contribute to reducing
psychological distance and reinforce the verbal communication.

The impact of using nonverbal cues such as kinesics, paralanguage, proxemics, and physical
appearance, by service personnel in service encounters deserves more research and analysis so asto
enhance the understanding of how nonverbal cues affect customer’s perceptions of service
encounters, and consequently — service quality.
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HanionaneHuil yHiBepcuteT «JIpBIBChbKa MOJIITEXHIKA»

HAITPSIMM MOKBABJIEHHS IHHOBAIIMHOI AKTUBHOCTI HIJINIPUEMCTB

Ha cywsacHoMy erami pO3BUTKY €KOHOMIKM IHMTaHHS 3aJlyd4eHHsS MIIIPUEMCTB 10
IHHOBAI[IMHOT MISJIBHOCTI € BaXXKJIMBOIO CKJIAI0BOIO IXHBOTO ycnixy. [lpu nipomy, BapTo 3a3Ha4MTH,
10 I1HHOBAllliHA AKTHUBHICTh BITYM3HSHUX HIANPUEMCTB B YKpaiHi 3aJMILAETHCS Ha JIOCHUTH
HU3bKOMY pIBHI.

BinmituMo, mo came KpeaTHBHICTb Ta MOTHBAllld MEPCOHANY MIAIPUEMCTBA € THUM
JIBUTYHOM, SIKHH MOXX€ TIPU3BECTH O 3MIiH Ta T[I0XKBaBJICHHS IHHOBAIIMHOI aAKTHBHOCTI.
JlocnipkeHHsl MMOKa3yloTh, IO pPIBEHb PO3BUTKY OCBITU Ta HayKd, 3HayHa KUIbKICTh HayKOBLIB,
HasBHICTh JilabopaTopHUX 0a3 y BUIIMX HABYAJIBHUX 3aK/IaJaX HE CHPUAIOTH BIPOBAIKEHHIO
HOBITHIX TEXHOJIOTI# B TMOBHIM MIipi, TUM CaMHM L€ 3HWKYE KOHKYPEHTOCIPOMOXKHICTh
MIANPUEMCTB Ta JIEP>KaBU 3arajoM.

OnHuM 3 HaBaroMilIuX YMHHUKIB HU3BKOI IHHOBAIIMHOT aKTUBHOCTI MIAIPHEMCTB, Ha HAII
MOTJISi], € HEeIOCTaTHs HOPMAaTHBHO-IIpaBOBa Ta (piHAHCOBA MIATPUMKA JEp’KaBU IHHOBALIHUX
IIpoLECiB Ta MPOEKTIB. JlepxaBi BapTO BPEryatoBaTH yci MUTaHHSA, 100 MOXBAaBUTH IHHOBALIMHY
AKTUBHICTH TMIJIPUEMCTB, a cCaMe:

— PpO3pOOHUTH 3aXOOU CTUMYJIOBaHHS (DIHAHCYBAaHHS I1HHOBALIMHOI AISUIBHOCTI PI3HUMHU
1HBECTOpaMHU, a came JIepKaBolo, 0300 KETHUMHU (DoHIaMU;

— 3aIPOBAIUTH MEXaHI3MU HaJaHHS NUIbI NIANPUEMCTBAM, SIKI BIPOBA/DKYIOTh IHHOBAILIMHY
IISUIBHICTD,

— YJOCKOHAJUTHU 3aKOHOJAaBUy Ta HOPMATHUBHO-NIPABOBY 0a3zy perysroBaHHS IHHOBAIIMHOL
JISUTBHOCTI MIIPUEMCTB;
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