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We examine how start-of-workday mood serves as an “affective prime” that relates to
how employees see work events, how they feel subsequent to events, and how this felt
affect relates to objective performance. Using experience sampling and both archival
and coded performance, we tested these relationships in a call center. We found that
start-of-workday mood relates to employee perceptions of customer affective display
and employee affect subsequent to events (i.e., calls). Positive affect subsequent to
events relates to coded performance quality, whereas negative affect subsequent to
events relates to productivity. We find evidence that affect subsequent to events is a
mediator.

Employees are rarely able to check their feelings
at the door to their workplace, nor are they unaf-
fected by the events they encounter during the
workday. These two factors, start-of-workday mood
and work events, may both relate to how employees
feel and ultimately perform at work. Mood is de-
fined as a shorter-term, diluted response to general
environmental stimuli; that is, mood is typically
not associated with one particular stimulus (Telle-
gen, 1985). However, unlike disposition, mood var-
ies over time and often within and between days.
Each day, employees may bring different moods to
work, and the moods they start their day with may
frame the way they interpret work experiences and
how they feel subsequent to such work experi-
ences. A person who starts his or her day in a “good
mood” may experience a work event differently

than when he or she is in a “bad mood.” Moreover,
start-of-workday mood and the way employees feel
after encountering work events may have an impor-
tant relationship with daily work performance.

Our study is grounded in research on affect in
organizations, which has been steadily growing in
recent years (Barsade, Brief, & Spataro, 2003). In-
deed the “affective revolution” in organizational
scholarship has highlighted the importance of af-
fective processes for organizational behavior and,
in particular, the importance of focusing on affec-
tive processes in daily experience (Barsade et al.,
2003). Conceptual frameworks such as affective
events theory also emphasize the importance of
focusing on within-person affective experiences
(Beal, Weiss, Barros, & MacDermid, 2005; Weiss &
Beal, 2005; Weiss & Cropanzano, 1996).

According to affective events theory, work events
lead to affective reactions, which in turn influence
both work attitudes and affect-driven behaviors
such as performance (Weiss & Cropanzano, 1996).
In the present study, we contribute to the growing
literature on affective events (e.g., Dalal, Lam,
Weiss, Welch, & Hulin, 2009; Fisher & Noble, 2004;
Niklas & Dormann, 2005; Totterdell & Holman,
2003; Weiss & Cropanzano, 1996) by focusing on a
new antecedent of affective experiences at work:
start-of-workday mood. Integrating research on af-
fect (Bower, 1981; Forgas, Bower, & Krantz, 1984)
and start-of-day recovery experiences (e.g., Bin-
newies, Sonnentag, & Mojza, 2009; Sonnentag,
2003), we argue that start-of-workday mood may
provide an affective frame (i.e., “affective priming”)
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that colors how people view and feel about daily
workplace experiences. Examining both start-of-
workday mood and experiences within the work-
day further contributes to affective events theory
because it allows us to compare both more distal
(start-of-workday mood) and proximal (perceptions
of work experiences) factors that relate to employ-
ees’ own affect at work. Lastly, we tie start-of-work-
day mood, daily work experiences (i.e., perceptions
of customers), and how employees feel after these
work experiences to quality- and productivity-
based objective performance outcomes in a call
center.

THEORETICAL CONTRIBUTIONS

Past research and theorizing have primarily fo-
cused on mood during workdays (e.g., Totterdell &
Holman, 2003; Mignonac & Herrbach, 2004; Wegge,
van Dick, Fisher, West, & Dawson, 2006) and
have not emphasized start-of-workday mood. Ex-
tending the affective events theory assumption that
the perception of an affective event is driven pri-
marily by that proximal event itself, we suggest that
an employee’s perceptions of events may be related
to the affect a customer displays, but also may be
related to the employee’s start-of-workday mood. In
addition, in keeping with affective events theory,
which highlights the theoretical importance of the
timing of the measurement of affective experiences
(Weiss & Cropanzano, 1996), we contend that the
timing of mood measurement may have theoretical
importance. In particular, it is important to exam-
ine start-of-workday mood because it precedes em-
ployees’ encounters with work events. Attention to
start-of-workday mood allows us to more cleanly
theorize about and examine the relationship be-
tween mood and affective work experiences, be-
cause some have argued that mood can be gener-
ated from many sources, including the residue of
affective reactions to events (Morris, 1989).

We also contribute to the literature on affective
experiences at work by examining how start-of-
workday mood and employee affect subsequent to
events are related to objective performance mea-
sures of quality and productivity. A substantial
body of work has begun to accumulate that exam-
ines affective events and attitudes such as job sat-
isfaction (Fisher, 2002; Fuller, Stanton, Fisher,
Spitzmuller, Russell, & Smith, 2003; Mignonac &
Herrbach, 2004; Wegge et al., 2006; Weiss, Nicho-
las, & Daus, 1999), organizational commitment
(Fisher, 2002; Mignonac & Herrbach, 2004), emo-
tional labor (Rupp & Spencer, 2006; Totterdell &
Holman, 2003), and organizational citizenship be-
haviors (Miner, Glomb, & Hulin, 2005; Totterdell &

Holman, 2003). However, the work on the relation-
ship between affective events and performance has
been primarily theoretical (Beal et al., 2005; Weiss
& Cropanzano, 1996) or has used self-report mea-
sures of performance (e.g., Dalal et al., 2009; Liu,
Prati, Perrewe, & Brymer, 2010). To our knowledge,
three studies have examined objective performance
and daily affective experiences at work. Totterdell
(1999, 2000) found a positive correlation between
positive mood and objective performance in a
sports context, but only for certain measures of
performance. Miner and Glomb (2010) found a pos-
itive relationship between pleasant morning hedo-
nic tone and faster call times in a call center envi-
ronment, although they used morning hedonic tone
only as a control variable in their analyses. We
extend this literature by testing whether start-of-
workday mood is related to objective performance
through affect experienced at work, distinguishing
the effects of both positive and negative affect, and
testing both quality and productivity as outcomes.

By examining start-of-workday mood, we also
contribute to a nascent literature on how people
begin their workdays (e.g., Binnewies et al., 2009;
Miner & Glomb, 2010; Sonnentag, 2003). Recent
work in this area has emphasized recovery experi-
ences and how they influence fatigue, job satisfac-
tion, and workplace outcomes such as self-percep-
tions of performance and proactive behaviors
through the mechanism of energy replenishment
(e.g., Binnewies et al., 2009; Sonnentag, 2003; Son-
nentag & Bayer, 2005; Sonnentag & Zijlstra, 2006).
We contribute theoretically by suggesting that start-
of-workday mood relates to workplace experiences
through the mechanisms of cognitive appraisal and
affective priming and by examining how start-of-
workday experiences relate to objective perfor-
mance measures of both quality and productivity.

HYPOTHESES

Start-of-workday mood, unlike disposition, may
vary distinctly from day to day (Ilies & Judge, 2002;
Ilies, Scott, & Judge, 2006; Weiss et al., 1999). Wil-
liams, Suls, Alliger, Learner, and Wan suggested
that the “start of a new day, may provide a psycho-
logical break that allows affect levels to change.”
(1991: 672). The variance in start-of-workday
mood across days may have many sources, includ-
ing nonwork challenges and opportunities, positive
or negative family experiences before leaving for
work, physiological factors such as sleep or somatic
health or illness, and the commute in to work.
Thus, employee mood change may be based on a
variety of experiences that occur between leaving
work one day and returning the next day.
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The way a person starts the day may frame how
she or he perceives and feels about work events.
Indeed, start-of-workday mood may represent a
daily “resetting” of affect (Marco & Suls, 1993; Wil-
liams et al., 1991). This resetting can be positive
and enriching to work (Greenhaus & Powell, 2006;
Rothbard, 2001), as it is in the case of recovery at
home (Binnewies et al., 2009; Sonnentag & Bayer,
2005; Westman & Eden, 1997). Alternatively, reset-
ting may lead to conflict and negative spillover of
affect into the workplace (Edwards & Rothbard,
2000; Rothbard, 2001). Ashkanasy and Daus pro-
vided a vivid example of how people bring affect to
the workplace in a way that can influence their
workday: “Ruth is not really having a good day. It
began even before she arrived at work. One of her
children had awakened ill and needed to be taken
care of” (2002: 76). They go on to describe how her
mood worsens throughout the day. Likewise, in a
study of string quartets, Murnighan and Conlon
discussed how nonwork mood affects work experi-
ences, quoting a second violinist: “Bad mood, trou-
ble at home, and outside sources lead to arguments
[at work]” (1991: 177).

Integrating research on what people bring with
them to the workplace with research on affective
priming suggests that start-of-workday mood may
influence how an individual perceives and reacts
to a stimulus such as a work event. Thus, we argue
that start-of-workday mood may influence an indi-
vidual’s cognitive appraisal of events later that day.
Being in a positive mood may influence a person to
interpret events and the environment more chari-
tably (Bower, 1981; Carlson, Charlin, & Miller,
1988; Forgas et al., 1984; McCrae & Costa, 1991), an
interpretation that leads to positive reinforcement
and greater feelings of positivity. Conversely, neg-
ative start-of-workday mood may generate more
negative appraisals and interpretations of daily
events (Forgas, 1994, 2001; Forgas, Levinger, &
Moylan, 1994; Judge & Ilies, 2004); such appraisals
and interpretations lead to further feelings of neg-
ativity throughout the day. These positive and neg-
ative framing effects of mood suggest that start-of-
workday mood may influence both perceptions of
work events themselves and affect subsequent to
events throughout a workday because it may lead
employees to interpret ongoing daily work events
more positively (Bower, 1981) or negatively (Judge
& Ilies, 2004).

In this study of customer service employees, we
define work events as customer service interactions
(i.e., calls). This definition is consistent with past
research that has demonstrated that work events
can include interactions with customers (Basch &
Fisher, 2000) and that, in a service environment,

the primary work event typically is the interaction
between employee and customer (Rafaeli, 1989;
Totterdell & Holman, 2003). Moreover, affective
events theory suggests that the affective display
associated with events is important to the way em-
ployees perceive affective events. In line with af-
fective events theory and with theories of cognitive
appraisal, we focus on employees’ perceptions of
customer positive and negative affective displays
during customer service calls. Further, in theoriz-
ing about the relationships among start-of-workday
mood, perceptions of customers, and employee af-
fect subsequent to customer interactions, we have
followed the theoretical perspective that positive
and negative affect are orthogonal rather than polar
ends of a continuum (Watson & Tellegen, 1985).
Positive and negative affect combine “hedonic
tone” with “activation level” in such a way that
intensity of affect is also captured. Moreover, this
approach allows us to examine the separate rela-
tionships between both positive and negative affect
and the outcomes. In sum, we posit that start-of-
workday mood is related to how a person perceives
work events (i.e., positive or negative customer af-
fective displays), as well as his or her affect subse-
quent to those events (Weiss & Cropanzano, 1996).

Hypothesis 1a. Higher start-of-workday posi-
tive mood is positively associated with percep-
tions of customer positive affective display.

Hypothesis 1b. Higher start-of-workday posi-
tive mood is positively associated with an em-
ployee’s own positive affect subsequent to
work events.

Hypothesis 2a. Higher start-of-workday nega-
tive mood is positively associated with percep-
tions of customer negative affective display.

Hypothesis 2b. Higher start-of-workday nega-
tive mood is positively associated with an em-
ployee’s own negative affect subsequent to
work events.

WORK EVENTS

Affective events theory highlights the role of
workplace events as an important source of em-
ployee affect at work. In keeping with affective
events theory, we focus on employee’s own affect
subsequent to work events. Whereas some past re-
search on customer service encounters has shown
that customers are influenced by the affect of the
service provider (Pugh, 2001), here we examine
whether service providers are influenced by cus-
tomers. Specifically, we ask whether an employee’s
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perception of an event (i.e., a customer interaction)
relates to how she/he feels after the event.

We propose two mechanisms by which percep-
tions of customer affective display might relate to
an employee’s own affect subsequent to the event:
(1) emotional contagion and (2) cognitive appraisal.
Emotional contagion is a process in which the emo-
tional state of others influences a person’s emo-
tional state (Hatfield, Cacioppo, & Rapson, 1993):
one person begins to synchronize facial expres-
sions, voice tone, and body language with those of
another person, which leads them to converge emo-
tionally. Emotional contagion can occur between
dyad members (Hsee, Hatfield, Carlson, & Chem-
tob, 1990) or in groups (Barsade, 2002; Totterdell,
2000; Totterdell, Kellett, Teuchmann, & Brinder,
1998). The second mechanism through which per-
ceptions of customer affective display may relate to
an employee’s own affect subsequent to an event is
cognitive appraisal. From this perspective, work
events such as customer interactions are related to
affect subsequent to the events, when they are ap-
praised as facilitating or obstructing valued goals
(Weiss & Cropanzano, 1996). Indeed, goal facilita-
tion and obstruction have been found to result in
positive and negative affect respectively (Henkel &
Hinsz, 2004). The goal of customer service employ-
ees is to ensure a positive customer experience, as
indicated by customer affective display (Barger &
Grandey, 2006; Parasuraman, Zeithaml, & Berry,
1985; Wilk & Moynihan, 2005). Thus, perceptions
of positive or negative customer affective display at
the conclusion of a service encounter respectively
signal facilitation or obstruction of the goal of pro-
viding high-quality service.

Whereas we theorized above about the impor-
tance of start-of-workday mood on perceptions of
events and on affect subsequent to events, follow-
ing prior research on affective events theory and
affective processes in the workplace, here we sug-
gest that perceptions of an affective event also in-
dependently relate to employee affect subsequent
to the event. In sum, in view of our arguments
about the mechanisms of emotional contagion and
cognitive appraisal, we expect:

Hypothesis 3a. Perceptions of customer posi-
tive affective display are positively associated
with an employee’s own positive affect subse-
quent to a work event.

Hypothesis 3b. Perceptions of customer nega-
tive affective display are positively associated
with an employee’s own negative affect subse-
quent to a work event.

Performance Outcomes

In developing performance hypotheses, we fo-
cused on productivity and quality, as these were
considered equally important to employees’ overall
performance. In the organization that we studied,
productivity was assessed as availability of em-
ployees to callers, the average speed with which
they handled calls, and the degree to which they
resolved calls on their own without escalating them
by transferring them to others. These metrics are
consistent with those reported in much past re-
search on call centers that has assessed throughput
and other measures of workplace efficiency (see
Gans, Koole, & Mandelbaum, 2003). Quality of ser-
vice was assessed as the verbal fluency of employ-
ees as they conversed with customers, because
management believed this verbal exchange was an
important aspect of how the image of the organiza-
tion was conveyed to customers. Research showing
that verbal fluency is associated with perceptions
of competence and credibility supports this man-
agement view (Miller & Hewgill, 1964; O’Keefe,
2002; Sereno & Hawkins, 1967).

Research showing a positive relationship be-
tween positive affect and task performance (Ly-
ubomirsky, King, & Diener, 2005) is relevant to the
study of customer service work. For example,
George (1991) found that positive affect led to bet-
ter service-related behaviors. Theorists have argued
that positive affect influences performance because
it facilitates approach behavior (Cacioppo & Gard-
ner, 1999), prompting people to actively engage
with others in their environments. Actively engag-
ing with others in a customer service environment
involves being available to interact with customers
and, when engaged with them, being actively in-
volved in the customer exchange itself—resolving
problems oneself rather than passing them off to
others and presenting oneself to the customers in a
fluent and competent way. Positive affect is also
associated with greater cognitive availability and
flexibility (Ashby, Isen, & Turken, 1999; Fredrick-
son, 1998, 2001) in that it is thought to broaden
people’s thought-action repertoires, widening the
array of thoughts and actions that are recalled (Isen
& Daubman, 1984) and leading to more integration
of diverse materials (Isen, Rosenzweig, & Young,
1991). In an environment where employees regu-
larly need to respond to a wide array of customer
needs and to be fluent in customer interactions, we
expect the approach tendencies, the flexibility, and
the excess processing capacity of employees who
experience positive affect to be beneficial for both
productivity and quality of performance.
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By contrast, negative affect is likely to be detri-
mental to productivity and quality of service in this
context. In addition to how negative affect may lead
workers to be less cognitively flexible because it
induces narrowed thought-action sequences
(Fredrickson, 2001; Staw, Sandelands, & Dutton,
1981), negative affect is inconsistent with the typ-
ical display rules for customer service–related
work (e.g., Hochschild, 1983). Display rules are the
expectations regarding the emotions that are ex-
pected and allowed to be expressed on the job
(Ekman, 1992; Wilk & Moynihan, 2005). Employees
who have negative affect need to expend effort to
conceal it from customers, effort that employees
with positive affect do not have to exert (e.g.,
acting [see Hochschild, 1983; Grandey, 2003]).
Indeed, negative affect has been associated with
greater need for emotion regulation, which con-
sumes cognitive resources and as a result leads to
decreased performance (Baumeister et al., 1998;
Gross, 1998; Weiss & Cropanzano, 1996). Thus,
more negative affect should be related to lower
productivity and lower service quality because
employees may use up cognitive resources
through coping and emotion regulation. Such
negative affect might also entail more rigid cog-
nitive processing. Thus, in view of our arguments
based on the theories of approach behavior, cog-
nitive availability and flexibility, and emotion
regulation, we expect:

Hypothesis 4a. Employee positive affect subse-
quent to events during a workday is positively
related to productivity and quality.

Hypothesis 4b. Employee negative affect sub-
sequent to events during a workday is nega-
tively related to productivity and quality.

To this point, we have highlighted the impor-
tance of examining the influence of start-of-work-
day mood and perceptions of work events on em-
ployee affect subsequent to events. We have
emphasized that affect felt subsequent to work
events will be related to the productivity and qual-
ity of performance. We also expect that start-of-
workday mood and perceptions of work events may
relate to performance, through their relationships
with employees’ own affect subsequent to work
events. Thus, we hypothesize the following medi-
ated relationships:

Hypothesis 5. Employee affect subsequent to
events during a workday mediates the relation-
ship between start-of-workday mood and pro-
ductivity and quality.

Hypothesis 6. Employee affect subsequent to
events during a workday mediates the relation-
ship between perceptions of work events and
productivity and quality.

Figure 1 summarizes the relationships proposed
in the hypotheses.

FIGURE 1
Theoretical Model
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METHODS

Sample and Procedures

Our data come from a large insurance company
that uses call centers in two locations. Employees
in the call centers include customer service repre-
sentatives (CSRs), claims assistants, claims adjust-
ers, and supervisory and managerial personnel. In
the present study, we focused on CSRs, the “front
line” of the service chain. They take a variety of
calls, including “first notice of loss” calls and sta-
tus inquiries regarding previously existing claims.
We used experience sampling methodology to ob-
tain multiple data points per day from the CSRs.
Our sample, comprised of 29 out of a total of 35
full-time CSRs at the two call centers, represented a
response rate of 83 percent. The number of respon-
dents, although small, is similar to the numbers of
participants reported in other studies using experi-
ence sampling methodology (e.g., Grandey, Tam,
and Brauburger [2002], 36 participants; Ilies and
Judge [2002], 27 participants; and Totterdell and
Holman [2003], 18 participants). The organization
encouraged participation, but it was completely
voluntary. The CSRs in our sample were predomi-
nantly female (77%), and their average age was
38.9 years. We compared respondents and nonre-
spondents on demographic characteristics (e.g.,
race, sex, age) and on performance, finding no dif-
ferences between those who participated in our
surveys and those who chose not to participate
(t-test p-values were all greater than 0.17).

Our pilot work included conducting interviews
and focus groups, and shadowing employees to
improve our understanding of the work context and
inform our data collection. The data used in the
study come from a number of different sources,
including experience sampling surveys, archival
sources, and coded calls. Over approximately
three weeks, we used experience sampling surveys
to measure employee mood at the start of each
workday (the response rate was 62.3 percent;
n � 220) and took two additional measurements of
employee affect subsequent to call events during
the workday (the response rate was 32.3 percent;
n � 228). From these surveys, our participants gen-
erated 448 experience-sampling ratings out of a
potential 1,079, for a 42 percent response rate over-
all. We calculated response rates on the basis of
who was available on each day to take calls. The
experience sampling surveys were administered
via a “pop-up” that appeared on the CSRs’ com-
puter terminals at various points in the day, pro-
viding them with a link for completing the survey
online. The response rates we obtained were not as
high as those of some other experience sampling

studies, likely because we did not pay participants
for each response provided or use an “opt in” strat-
egy wherein employees decide to be a part of the
experience sampling initially and are thus more
likely to respond. We collected location and pro-
ductivity data through archival sources compiled
by the organization. Additionally, we obtained a
sample of taped calls, some of which could be
matched to our experience sampling data. From
these data, we were able to code customer affect as
well as performance quality. For each call, we ob-
tained ratings from two independent coders who
were blind to our hypotheses.

Measures

Start-of-workday mood. We measured a per-
son’s start-of-workday mood at the point at which
she or he first sits down to work, prior to engaging
in any customer interactions. We asked employees
to report their mood at the start of each day, using
the following phrasing: “Before you begin your day,
tell us how you feel. Using the scale below, please
indicate to what extent you feel this way right
now.” The response scale ranged from 1 (“very
slightly or not at all”) to 5 (“extremely”). Pretesting
and need to reduce the number of items, because of
the demands of experience sampling, led us to use
five positive and four negative affect items from
Watson and Tellegen’s (1985) model of positive
and negative affect and Positive and Negative Af-
fect Scale (PANAS; Watson, Clark, & Tellegen,
1988). Positive mood examples include “excited”
and “enthusiastic.” Negative mood examples in-
clude “upset” and “irritable.” We averaged the pos-
itive and negative items into separate scales repre-
senting start-of-workday positive (� � .91) and
negative moods (� � .76).

Perception of customer affective display. Our
interviews with employees and our field observa-
tions led us to use a modified list of adjectives from
the affective circumplex model (Watson & Telle-
gen, 1985) to capture perceptions of customer af-
fective display. Pretesting suggested that this list
covered the range of affect customers displayed.
CSRs were asked to answer the following questions
twice each day on a survey titled “Reaction to the
Call”: “Using the scale below, please indicate how
the customer seemed to you.” The adjectives were
“upset,” “rude,” “calm,” “insulting,” “cheerful,”
“friendly,” and “frustrated.” The CSRs rated the
applicability of each of these adjectives on a scale
ranging from 1 (“very slightly or not at all”) to 5
(“extremely”). We combined the items “calm,”
“cheerful,” and “friendly” to create a scale for per-
ceived customer positive affective display and
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combined “upset,” “rude,” “insulting,” and “frus-
trated” to create a scale for perceived customer
negative affective display. Although “calm” is con-
sidered a low negative affect item in some studies
(see Watson & Tellegen, 1985), we performed a
factor analysis of the data and found that “calm”
loaded very strongly with the other positive affect
items (factor loading � .75) and did not load at all
on the negative factor (factor loading � �.02). In
this service context, it may be that calmness is a
very positive customer characteristic and more as-
sociated with other positive affect items. The Cron-
bach’s coefficient alpha was .81 for perceived cus-
tomer positive affective display, and it was .85 for
perceived customer negative affective display for
the first daily measurement. Alpha was .80 for per-
ceived customer positive affective display and .90
for perceived customer negative affective display
for the second daily measurement.

Coded customer affective display. We also
asked independent coders to rate customer affec-
tive display by listening to taped calls using the
same items that the CSRs used to evaluate custom-
ers. We trained coders by listening to sample calls
together, rating them, and discussing differences
until we judged that they were ready to rate the
calls independently. For the measures of coded
customer affective display, we calculated intraclass
correlation coefficient (ICC2) scores for coded cus-
tomer positive and negative affective display to
assess the reliability between raters. The ICC2 was
.66 for customer positive affective display and .67
for customer negative affective display, suggesting
that our raters were reasonably congruent in their
ratings of customer positive and negative affective
display (LeBreton & Senter, 2008). Moreover, the
Cronbach’s alpha was .63 for qualitatively coded
customer positive affective display and .73 for
qualitatively coded customer negative affective dis-
play. The coders’ ratings of customer affective dis-
play provided a measure that we used as a control
in our call-level analyses, and these ratings also
provided us with a way to check if the CSR percep-
tions of customer affective display were related to
another’s perception of the same event.

Theoretically, we have proposed that start-of-
workday mood is related to employees’ perceptions
of customer affective displays, but it was important
to determine if these perceptions were also related
to some “true” level of customer displayed affect.
To test this, we were able to obtain a small sample
of calls that could be perfectly matched to the call/
customer that CSRs were engaging with just prior to
the “reaction to the call” survey in which they
provided their perceptions of customer affective
display (n � 59). Using hierarchical linear model-

ing to control for the nonindependence of observa-
tions, we compared the CSRs’ and coders’ ratings of
customer affective display and found that CSR per-
ceptions of customer positive affective display
were related to coders’ ratings of customer affective
display (b � .57, p � .08, n � 59, for positive and
b � �.81, p � .05, n � 59, for negative). Moreover,
CSR perceptions of customer negative affective dis-
play were related to coder ratings of customer af-
fective display (b � .45, p � .01, n � 45, for nega-
tive; and b � �.87, p � .001, n � 45, for positive).
The coded ratings of the calls displayed reasonable
correspondence with the CSRs’ perceptions of cus-
tomer positive and negative affective display (vari-
ance explained is 33.33 percent for positive and
34.37 percent for negative), a finding that is consis-
tent with our theorizing that a person’s perceptions
of events are influenced by the events but are also
influenced by other factors, such as the person’s
prior start-of-workday experiences.

Employee affect subsequent to call. We also
asked employees to indicate their own felt affect
subsequent to calls on the “reaction” survey de-
scribed above. At each of the two data collection
points, we asked how they felt right now (after a
call) using the five positive and four negative affect
items from Watson and Tellegen’s (1985) model
and (Watson et al.’s (1988) PANAS. These scales
demonstrated good reliability: for positive and neg-
ative affect, respectively, coefficient alpha values
were .92 and .75 for the first daily measurement
and .93 and .83 for the second daily measurement.

Daily productivity. The organization tracked
daily productivity measures for each CSR. Three
critical archival daily productivity measures for
this organization were percentage of time available
for answering calls, transfers, and calls per hour.
The percentage of time available for answering
calls is an indication of a CSR’s availability to ac-
tively engage with customers. Each time a CSR sits
down to work, she or he logs into the organization’s
call-routing system. When the CSR needs to stop
taking calls, she/he must log out of the system to
stop it from routing calls to his/her station. Percent-
age of time available signals whether the CSR is
ready to take calls or is taking an unscheduled
break, a problem for the organization’s staffing pro-
tocols. Our fieldwork indicated that logging out of
the system for unscheduled breaks might be a cop-
ing response used for greater emotion regulation. In
focus groups, CSRs indicated to us that they might
log out in this way because they “needed a break.”

Transfers represent the number of times per day
a CSR transfers a caller to either a supervisor or a
claims adjustor. CSRs are expected to handle the
bulk of calls coming into the center, whether they
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are claims-related or status inquiries. Because CSRs
are randomly assigned calls, when one controls for
the total number of calls taken per day, more trans-
fers represent poorer performance in this organiza-
tion, as transfers create a burden on other members
of the organization. Transferring fewer customers
indicates that a CSR is resolving more problems
alone and not passing them off to others, and it may
signal greater cognitive flexibility and problem
solving. Transferring more customers may signal
that a CSR’s cognitive resources for dealing with
callers are lower because of emotion regulation re-
quirements, or it may signal less cognitive flexibil-
ity in handling callers.

Calls per hour, one of the most common perfor-
mance metrics used in a call center, is a measure of
pure throughput. In our sample, CSRs took an av-
erage of 14 calls per hour, a level consistent with
the average calls per hour rate in this organization.
Calls per hour is a measure of efficiency in that
people who are more cognitively flexible may be
better able to nimbly dispatch problems and move
on to the next customer. A CSR who needs to reg-
ulate more emotions may be slower because of the
lack of cognitive resources devoted to the task
at hand.

Call-level performance quality. In addition to
tracking quantitative productivity metrics, the or-
ganization randomly taped CSRs’ calls to provide
feedback on quality of service; however, it did not
retain these ratings. Instead, we taped calls during
the period of the study and were able to code those
that corresponded with our experience sampling
data. We trained coders to rate these calls using the
organization’s quality criteria, focusing on a key
organizational quality criterion, verbal fluency.
Verbal fluency taps into the unscripted part of an
interaction, wherein a CSR is not only expected to
maintain a conversation with the customer while
attending to other tasks, but also to use professional
verbiage and avoid slang and verbal tics. Verbal
fluency was an important quality metric in this
organization, which emphasized reducing “dead
air time” (time with no conversation) and at the
same time maintaining a professional image in
terms of speech patterns.

Verbal fluency (minimal pausing, fumbling, and
use of fillers such as “um”) is a compelling measure
of performance quality because research has shown
that it is linked to greater perceptions of compe-
tence and credibility (Miller & Hewgill, 1964;
O’Keefe, 2002; Sereno & Hawkins, 1967). Moreover,
verbal fluency is linked to our theoretical argu-
ments because it has been associated with cognitive
effort (Beattie & Bradbury, 1979; Butterworth, 1975;
Greene, Lindsey, & Hawn, 1990). For example,

Greene and colleagues (1990) found that partici-
pants facing greater cognitive demands paused
more in their speech, used more fillers, and were
prone to greater verbal fumbling than those facing
lower cognitive demands. Because verbal fluency
and cognitive load are connected, using verbal flu-
ency as a performance measure allowed us to cap-
ture some of the mechanisms proposed, such as
emotion regulation and cognitive availability,
wherein presumably greater/lower cognitive load
would be associated with less/greater verbal
fluency.

To measure verbal fluency, our coders evaluated
each call for use of the following: verbal tics (e.g.,
repeatedly saying “um,” “ya know,” or “like”), ver-
bal fumbling (e.g., tripping over words or mum-
bling), dead air time (silence while engaged in an-
other task such as looking up information or
typing), the use of slang or jargon (e.g., “yea” or
“kindda”), and improper grammar (e.g., incomplete
sentences, dropping words). Raters indicated the
degree to which each of these factors existed on the
following response scale: 1, “none”; 2, “some” (� 2
instances); and 3, “excessive” (� 2 instances). The
ratings were then reverse-coded so that higher lev-
els indicated greater verbal fluency and lower lev-
els indicated less verbal fluency. The measure of
verbal fluency was an average of these items. Be-
cause this is a count measure, which could be in-
fluenced by how long calls lasted, we controlled for
call length (in seconds) in these analyses. The ICC2
for verbal fluency was .68, suggesting that our rat-
ers were reasonably congruent in their assessments
of the CSRs’ degrees of verbal fluency (LeBreton &
Senter, 2008). The Cronbach’s alpha coefficient for
this measure was .73.

Control variables. Although our method (dis-
cussed below) naturally controls for stable individ-
ual characteristics by nesting analyses within per-
sons, to control for potential systematic contextual
influences on our dependent variables, we con-
trolled for location (East Coast service center � 1;
West Coast service center � 0). Numerous differ-
ences existed between the management practices of
the two studied call centers, and they handled dif-
ferent volumes of calls.

Model Estimation

Our sample for analysis included nested obser-
vations (i.e., multiple observations per person over
time). Hence, to account for the bias associated
with dependence among observations that occurs
when data are nested within units (multilevel mod-
els), we used hierarchical linear modeling (HLM;
Raudenbush & Bryk, 2002) to test our hypotheses.
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In HLM, the level of analysis of the dependent
variables determines model structure. The depen-
dent variables for Hypotheses 1a–1b, 2a–2b, and
3a–3b were an employee’s perceptions of customer
affect and the employee’s own affect subsequent to
a call, both measured at two points each day for
each person (such measures are sometimes referred
to as “moment” or “event” data). Because the inde-
pendent variables were at different levels (event,
day, and person), we used a three-level model to
test Hypotheses 1a–3b: event nested within day
nested within person. Appendix A contains a de-
tailed explanation of these models.

The dependent variables of interest in Hypothe-
ses 4a and 4b were performance outcomes. Collec-
tion of the productivity outcomes at the day level
for this organization resulted in a two-level model:
day nested within person. To conduct day-level
analyses, we aggregated the two event-based affect
measures to create a score for daily affect subse-
quent to calls for each employee. Beal and Weiss
(2003) argued that even though such aggregation
is not ideal, it is sometimes necessary given the
models tested. Moreover, the correlations between
employee positive affect subsequent to calls during
the workday at event 1 and event 2, and employee
negative affect subsequent to calls during the work-
day at event 1 and event 2 were high (r � .88 for
both), suggesting that it was reasonable to aggregate

these two events into a daily measure of employee
affect subsequent to calls to test for their effects on
daily productivity measures. These aggregated
measures also had good reliabilities (� � .90 for
daily positive affect subsequent to calls, and � �
.74 for daily negative affect subsequent to calls).
Aggregating the event-based data to a daily measure
is also theoretically meaningful when one consid-
ers the effects of employee affect subsequent to
calls on productivity in that presumably it is some
aggregation of affect subsequent to calls that influ-
ences overall daily productivity.

Our measure of performance quality, verbal flu-
ency, was taken at the call level. Thus, here, we
did not aggregate CSR affect subsequent to calls,
but rather used the three-level models described
above, with calls were nested within day within
person. This procedure allowed us to test a finer-
grained model of performance at the call level it-
self. It also allowed a stronger test of temporal
causal ordering than is possible with the two-level
models. For these analyses, CSR positive and neg-
ative affect subsequent to calls served as the key
independent variables. The dependent variable
was call-level verbal fluency, coded from calls that
occurred after the CSR affect subsequent to calls
measure, with call length and the distance in sec-
onds between the measure of CSR affect and each
subsequent call controlled.

TABLE 1
Means, Standard Deviations, and Within-Person and Between-Person Correlationsa

Variables Mean s.d. 1 2 3 4 5 6 7 8 9 10 11 12 13

1. Positive affect subsequent to
event

3.06 1.10 �.12 .89* .05 .59* .52* .23 �.15 �.25 �.19 .13 �.14 �.18

2. Negative affect subsequent to
event

1.14 0.48 �.52* �.16 .55* �.30 .87* .03 .40 .00 �.25 .04 .04 �.17

3. Positive start-of-workday mood 3.29 0.89 .24* �.03 �.05 .51* .44* .28 �.06 �.25 �.30 .22 �.01 �.11
4. Negative start-of-workday mood 1.55 0.69 �.14 .09* �.19 .32 .62* .00 .08 �.06 �.32 �.04 .38 �.23
5. Perceived customer positive

affective display
3.40 0.83 .25* �.02 .20* �.01 .43* .06 �.20 �.35 �.13 .01 �.02 �.12

6. Perceived customer negative
affective display

1.73 1.13 �.03 .09* .07 .06 �.77* .18 �.04 �.11 �.25 .05 �.04 �.29

7. Location 0.60 0.50 .33 �.73* .09 .52* �.10 �.56*
8. Transfers 3.79 3.49 �.01 .00 �.01 �.02* .00 �.01 .41* .43* .28 .18 �.29
9. Percentage of time available to

customers
76.68 26.78 .00 �.01 .00 .00 .01 �.02 .77* �.13 �.02 .59*

10. Calls per hour 14.06 5.46 .00 .00 �.02 �.02* �.02 .00 .23 �.05 �.30
11. Coded verbal quality 2.31 0.29 .04 �.03 .08 .11 �.08 .03 .44* �.42*
12. Coded customer positive affect 2.27 0.26 �.26
13. Coded customer negative affect 1.32 0.32

a Above the diagonal are between-person correlations. Below the diagonal are within-person correlations obtained using HLM analyses
and including one covariate in each model; these correlations are standardized. Pairwise n’s for the within-person correlations range from
99 to 228.

* p � .05
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In our discussion of affect subsequent to calls, we
assumed that within-person variance over time in
part drives affect. Because of this theoretical as-
sumption, following Hoffman and Gavin (1998), we

person-mean-centered the time-varying indepen-
dent variables and included the person means to
capture between-person variation, in addition to
within-person variation.

FIGURE 2A
Person 1: Variance in Start-of-Workday Mood over Time

FIGURE 2B
Person 2: Variance in Start-of-Workday Mood over Time

968 OctoberAcademy of Management Journal



RESULTS

Table 1 shows the means, standard deviations,
and both between- and within-person correlations
for key study variables. To better illustrate the
within-person variation in these study variables, in
Figure 2 we provide an example of within-person
variance, graphing start-of-workday positive and
negative mood for two of our respondents over
ten days of our study. Person 1’s start-of-workday
positive and negative mood tended to be stable
across time but still varied from day to day (see
Figure 2A). Person 2’s mood was more varied from
day to day (see Figure 2B). These graphs show that
these two individuals demonstrated mean differ-
ences in start-of-workday mood between person, as
one might expect, and important variance within
each person over time as well.

To check if the theoretical reason for using HLM
(i.e., variance at within- and between-person lev-
els) was empirically justified, we examined the in-
traclass correlation coefficient (ICC1), a measure of
the variance attributable to units, for all key depen-
dent variables. Note that within-person variance
includes the day and event levels where applicable.
The within-person variance for our dependent vari-
ables ranged from 14 percent to 65 percent, a range
that might bias ordinary least squares (OLS) results,
indicating that HLM was a more appropriate ana-
lytic technique than standard OLS (Kreft & De
Leeuw, 2002; LeBreton & Senter, 2008).

In the analyses presented in Tables 2, 3, and 4,
we examined both the within-person and the be-

tween-person variables to understand the nature of
the relationships studied. For example, the be-
tween-person measure of start-of-workday mood
captures stable features of a person’s start-of-work-
day mood, such as chronic life events and perhaps
even a habitual reaction to entering the workplace.
In contrast, within-person start-of-workday mood
captures day-to-day fluctuations in people’s
moods. The findings for the within-person mea-
sures of start-of-workday mood, perceptions of cus-
tomer affective display, and employee affect subse-
quent to events are the ones that provide the most
direct evidence of the importance of daily fluctua-
tions in start-of-workday mood and employee affect
subsequent to events that we are proposing; how-
ever, the between-person findings also provide us
with an understanding of how “trait-like” aspects
of these affective constructs are associated with the
proposed relationships as well. It is also important
to note that our first three sets of hypotheses do not
predict cross-affective effects (e.g., negative start-
of-day mood predicting employee positive affect
subsequent to an event), because existing research
has suggested that positive and negative affect are
independent of one another (Watson & Tellegen,
1985). Thus, in the interests of focusing on the core
relationships predicted, we do not include cross-
affective effects in all the analyses presented in our
tables. However, we tested for whether these cross-
affective constructs related to our findings in all of
our models and include significant findings where
applicable.

TABLE 2
Effects of Start-of-Workday Mood on Perception of Work Event (Customer Affective Display)

Variables

Perceived Customer Positive Affective Display Perceived Customer Negative Affective Display

Hypothesis 1a:
Model 1

With negative mood:
Model 2

Hypothesis 2a:
Model 3

With positive mood:
Model 4

Intercept 1.70*** 2.06*** 0.22 �1.16
Location 0.02 0.16 0.45 0.17
Start-of-workday positive mood

(between person)
0.54*** 0.34*** 0.38*

Start-of-workday positive mood
(within person)

0.38*** 0.50*** �0.08

Start-of-workday negative mood
(between person)

0.04 0.73* 0.97**

Start-of-workday negative mood
(within person)

0.01 0.10 0.42*

�2 32.43*** 4.75† 38.78*** 9.26**
Sample size (person-event) 184 137 139 134

† p � .10
* p � .05

** p � .01
*** p � .001
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The first set of findings shown in Table 2 concern
the effect of start-of-workday mood on employees’
perceptions of customer affective display. As Hy-
pothesis 1a predicts, we found that start-of-work-
day positive mood (both within- and between-per-
son) was positively related to employees’
perceptions of customers positive affective display
(Table 2, column 2). As Hypothesis 2a predicts, we
found that start-of-workday negative mood (within-
and between-person) was positively related to em-
ployees’ perceptions of customers’ negative affec-
tive display (Table 2, column 4).

The second set of findings concern how employ-
ees feel subsequent to calls and can be found in
Table 3. As Hypothesis 1b predicts, we found that,
controlling for perceptions of customer affective
display, start-of-workday positive mood (both
within- and between-person), was positively re-

lated to employee positive affect subsequent to
calls (Table 3, column 3). As Hypothesis 2b pre-
dicts, we found that start-of-workday negative
mood (within person) was positively related to em-
ployee negative affect subsequent to calls (Table 3,
column 6). As Hypothesis 3a predicts, controlling
for start-of-workday mood, within-person per-
ceived customer positive affective display was pos-
itively related to employee positive affect subse-
quent to calls (Table 3, column 3) Thus, perceiving
a customer as displaying more positive affect than
the average customer (within person) was related to
an employee’s feeling more positive affect subse-
quent to a call from that customer. In contrast,
Hypothesis 3b was not supported (Table 3, column
6); with start-of-workday mood controlled, within-
person perceived customer negative affective dis-
play was not positively related to employee nega-

TABLE 3
Effects of Start-of-workday Mood and Perceptions of Work Events on Employee Affect Subsequent to Events

Variables

Employee Positive Affect Subsequent to Event Employee Negative Affect Subsequent to Event

Hypothesis 1b:
Model 1

Hypothesis 3a:
Model 2

Hypotheses 1b and 3a:
Model 3

Hypothesis 2b:
Model 4

Hypothesis 3b:
Model 5

Hypotheses 2b and 3b:
Model 6

Controls
Intercept �0.55 0.20 �1.00* 0.56 0.51* 0.37
Location 0.12 0.41 0.11 0.01 �0.07 �0.10

Start-of-workday mood
Start-of-workday positive

mood (between person)
1.12*** 1.09***

Start-of-workday positive
mood (within person)

0.26*** 0.31***

Start-of-workday negative
mood (between person)

0.44* 0.21

Start-of-workday negative
mood (within person)

0.12** 0.13**

Perceptions of work event
(perceived customer
affective display)

Customer positive
affective display
(between person)

0.76** 0.16

Customer positive
affective display
(within person)

0.20*** 0.17***

Customer negative
affective display
(between person)

0.48** 0.13

Customer negative
affective display
(within person)

0.04 �0.06*

�2 50.70*** 245.93*** 48.81*** 108.40*** 46.52*** 62.80***
Sample size

(person-event)
175 203 170 136 160 135

* p � .05
** p � .01

*** p � .001
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tive affect subsequent to calls; rather, it had a
significant, negative relationship with it. We com-
ment further on this unexpected finding in the
Discussion section.

The third set of findings concern the perfor-
mance hypotheses. Table 4 presents the results for
performance based on the daily productivity mea-
sures: the percentage of time a CSR was available to
customers, the number of calls transferred, and
calls per hour. Table 5 presents the results for these
hypotheses using the call-level measure of verbal
fluency to operationalize performance quality. In
each of the performance models, we also included
start-of-workday mood and perceived customer af-
fective display. For the productivity measures (Ta-
ble 4), none of the perceived customer affective
display variables were related to our results. Thus,
given our sample size, we only report start-of-work-
day mood in addition to employee affect subse-
quent to calls.

Hypothesis 4a was partially supported. Although
employee positive affect subsequent to a call
was not related to the daily productivity measures
(see Table 4), as predicted, we did find that em-
ployees’ positive affect subsequent to the call was
positively related to call quality (measured by
coded verbal fluency on calls taped subsequent to

the event) when we controlled for the distance from
the event and for the coded affect of the customer
(see Table 5).

Hypothesis 4b was also partially supported. As
predicted, we found that within-person fluctua-
tions in employee negative affect subsequent to
calls were negatively related to one of the produc-
tivity measures, the percentage of time available to
take calls. That is, if subsequent to calls taken dur-
ing the day a person had a level of negative affect
that was higher than their normal level, she or he
had less availability for taking calls, perhaps indi-
cating a need to take a break in response. The
results for the other two productivity measures
were also consistent with Hypothesis 4. Between-
person negative affect subsequent to calls was neg-
atively related to the number of calls taken per hour
and positively related to the number of calls trans-
ferred. This suggests that people who were higher
in negative affect than others took fewer calls per
hour, as is consistent with the idea that negative
affect is associated with slower processing of infor-
mation (Schwarz, 2002). Likewise, people who
were generally higher in negative affect subsequent
to calls than others tended to transfer more calls.

Lastly, Hypotheses 5 and 6 concern the role of an
employee’s own affect subsequent to calls as a me-

TABLE 4
Effects of Employee Affect Subequent to Events on Productivity Outcomesa

Variables
Transfers:
Model 1

Transfers:
Model 2

Calls per
Hour:

Model 3

Calls per
Hour:

Model 4

Percentage
of Time

Available:
Model 5

Percentage
of Time

Available:
Model 6

Controls
Intercept �9.24* �10.75** 23.22*** 24.10*** 87.11*** 90.27***
Location 0.40 �0.39 0.18 �0.51 �3.61 �3.19†

Total number of calls (between person) 0.13* 0.10***
Total number of calls (within person) 0.09*** 0.14***

Employee affect subsequent to event
Positive affect (between person) �0.95 �0.79 �0.31 �0.68 0.78 0.69
Positive affect (within person) �0.71 0.80 0.00 �0.22 0.33 �0.96
Negative affect (between person) 3.91* 3.79* �6.28** �5.57* 2.87 0.02
Negative affect (within person) �1.75 0.65 �0.80 �0.51 �2.81* �3.33*

Start-of-workday mood
Start-of-workday positive mood (within person) �0.67 �0.00 1.52†

Start-of-workday negative mood (within person) �1.91* �0.81 �1.04

�2 13.85*** 11.44*** 29.44*** 24.68*** 54.91*** 52.17***
Sample size (person-day) 117 92 117 92 117 92

a We did not include between-person start-of-workday mood variables as they were highly correlated with the between-person affect
subsequent to calls. The pattern of results did not differ when we included both in the model.

† p � .10
* p � .05

** p � .01
*** p � .001
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diator. We tested for such mediation using within-
person measures of start-of-workday mood, percep-
tions of customer affective display, and employee
affect subsequent to calls. We used the MacKinnon,
Lockwood, Hoffman, West, and Sheets’ (2002) dis-
tribution of products (P) method, which takes the
product of the z-scores of the two paths of a medi-
ation. MacKinnon and colleagues (2002) assessed
14 different methods for testing intervening vari-
ables. The distribution of products method was
found to have lower type I error and better statisti-
cal power than the other methods, even with
smaller sample sizes. Applying this method to our
data, in partial support of Hypothesis 5, we found
that employee positive affect subsequent to calls
mediated the relationship between start-of-work-
day positive mood and performance quality (i.e.,
verbal fluency) (P � 8.07, p � .001). Likewise,
employee negative affect subsequent to calls medi-
ated the relationship between start-of-workday neg-
ative mood and the percentage of time available to
customers (P � �7.84, p � .001). Hypothesis 6 was
also partially supported. We found evidence that
employee positive affect subsequent to calls medi-
ated the relationship between perceptions of cus-
tomer positive affective display and quality (i.e.,

verbal fluency) (P � 7.08, p � .001). Because we
initially found a significant, negative relationship
between perceptions of customer negative affective
display and employee negative affect subsequent to
calls for Hypothesis 3b, we found a mediation ef-
fect here that was again contrary to our expecta-
tions for this set of relationships. Employee nega-
tive affect subsequent to calls mediated the
relationship between perceptions of customer neg-
ative affective display and percentage of time avail-
able to customers (P � 5.57, p � .01). These medi-
ation analyses provide further indication that
negative affect was related to daily measures of
productivity, whereas positive affect was related to
quality measures of performance.

DISCUSSION

In this study, we highlight the importance of
examining the mood employees bring with them to
work. Whether they wake up on the “right or wrong
side of the bed” is related to how they perceive
work events, how they feel subsequent to those
events, and how they perform during the day. How-
ever, waking up on the right or wrong side of the
bed is not deterministic. Start-of-workday mood

TABLE 5
Effects of Employee Affect Subsequent to Event on Coded Verbal Quality

Variables Model 1 Model 2 Model 3

Intercept 1.96*** 2.19*** 2.46***
Location 0.33 0.11 0.06
Distance from measurement of CSR affect

subsequent to event (in seconds)
0.00 �0.00* �0.00*

Length of call (in seconds)a 0.00 0.00 0.00

Coded customer mood
Coded customer positive mood �0.05
Coded customer negative mood �0.15*

Start-of-workday mood
Start-of-workday positive mood (within person) 0.01 0.03
Start-of-workday negative mood (within person) 0.20 0.22

Employee affect subsequent to event
positive affect (between person) 0.01 �0.02 �0.02
positive affect (within person) 0.22* 0.28* 0.25*
negative affect (between person) 0.01 �0.01 0.06
negative affect (within person) 0.04 0.06 0.02

�2 28.58*** 20.53** 21.17***
Sample size (person-day) 213 188 186

a “CSR” is “customer service representative.” The dependent variable for these models is coded verbal fluency on calls that occurred
subsequent to the employee affect measurement. We did not include between-person start-of-workday mood in these models as these
variables were highly correlated with the between-person employee affect. The pattern of results did not differ when we included both in
the model.

* p � .05
** p � .01

*** p � .001
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may cast a positive glow or a dark shadow over
perceptions of work events and employee affect
within a given day, but there is also evidence that
work events matter and that employee affect does
fluctuate within person over days. Moreover, em-
ployee positive and negative affect subsequent to
work events are related to performance, albeit to
different types of performance. Lastly, we show
that start-of-workday mood is related to perfor-
mance through its effect on employee affect subse-
quent to work events.

Theoretical Contributions

We contribute to theorizing about affective
events and start-of-workday experiences in several
ways: first, by examining the role of start-of-day
mood in providing a frame for how individuals
perceive and feel about work events; second, by
testing the relationship between affect subsequent
to work events and objective performance metrics
at a daily level; and third, by linking start-of-work-
day mood to objective performance through the
affect people experience subsequent to work
events. Moreover, we contribute to theory by taking
a dynamic view and examining fluctuations in af-
fect and performance.

Start-of-workday mood. By shining a light on
the construct of start-of-workday mood and how it
relates to both work experiences (in the form of
perceptions of work events) and daily work affect
(employee affect subsequent to work events), we
contribute to research on affect in the workplace
and to the emerging literature on recovery experi-
ences. Extending past research that focuses on af-
fect during workdays (Weiss & Cropanzano, 1996),
we show that both positive and negative start-of-
workday mood relate to how people perceive affec-
tive experiences and how they ultimately feel and
perform at work. These findings suggest that affec-
tive starting points matter, anchoring and framing
employees’ perceptions of customers and their af-
fective experiences at work. Thus, whereas affec-
tive events theory focuses on events within an or-
ganization and dispositional effects on work affect
(Weiss & Cropanzano, 1996), our findings indicate
that start-of-workday mood is a valuable new con-
struct that promoting a more complete understand-
ing of affect and workplace experiences.

Interestingly, our findings also suggest that al-
though start-of-workday mood was highly related
to affect felt subsequent to work events, this rela-
tionship was not inexorable. Within a day, people’s
affect could and did change, although it seemed
that negative affect was more changeable than pos-
itive affect. In 17 percent of the cases we examined,

an employee who started the day with higher pos-
itive mood than normal moved to a state of lower
positive affect than normal subsequent to the focal
call. In 40 percent of the cases, an employee who
started off with higher negative mood than usual
moved to a state of lower negative affect than nor-
mal subsequent to the call.

Despite the fact that people’s affect did change
over the course of these workdays, our findings
indicate that start-of-workday mood was ultimately
related to objective performance via the mediating
mechanism of affect subsequent to events. Thus,
start-of-workday mood not only helps to shape how
employees see events and feel during their work-
day, but also contributes to how they perform at
work. This relationship also adds to research on
recovery (e.g., Binnewies et al., 2009; Sonnentag,
2003; Sonnentag & Bayer, 2005; Sonnentag & Zijl-
stra, 2006) by empirically showing that start-of-
workday factors relate to objective performance.

Affect and performance. We contribute to the
growing literature on daily affect and objective
work performance in two ways. First, we examine a
broader range of organizational performance met-
rics, including several measures of productivity as
well as of quality of service (cf. Miner & Glomb,
2010; Totterdell, 1999, 2000). Second, we provide a
more nuanced view of the relationships between
positive and negative affect and different types of
performance rather than using hedonic tone. Our
more nuanced view allows us to untangle whether
relationships are being driven by positive or nega-
tive affect. Such nuance may be important for un-
derstanding the pattern of findings in past work.
For example, Miner and Glomb (2010) found a re-
lationship between hedonic tone and speed (a pro-
ductivity measure), but not quality of service; like-
wise, Totterdell (1999) found that hedonic tone was
associated with the performance of batters but not
that of bowlers in the context of cricket teams.

It may be that the processes associated with pos-
itive and negative affect matter more for some types
of performance than others (cf. Dasborough & Ash-
kanasy, 2005). This is certainly true in our study, in
which we found that negative affect subsequent to
events was more strongly associated with produc-
tivity measures and in particular the customer
availability measure, suggesting that those in a neg-
ative mood tend to require more breaks, as is con-
sistent with theorizing on emotion regulation
(Gross, 1998). Research on recovery activities and
mood has suggested that taking breaks can change
people’s mood and influence their performance
when they return to work. For example, Trougakos,
Beal, Green, and Weiss (2008) found that using a
break as respite rather than as a time to do chores
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resulted in higher positive mood, lower negative
mood, and more positive displays in cheerleader
instructors. Although our study did not examine
the actions taken during breaks and their conse-
quences, our findings suggest one possible reason
for taking more breaks: greater negative affect expe-
rienced during the day. Moreover, the fact that
negative affect was not related to the quality of
customer interactions suggests that breaks may
serve as a recovery mechanism in a manner consis-
tent with Trougakos and colleagues’ findings. The
relationship between negative affect, breaks, and
productivity may be especially common in service
organizations, where showing positive and not neg-
ative affect is consistent with expected display
rules (Ekman, 1992; Wilk & Moynihan, 2005). In
contrast, we found that positive affect subsequent
to events was positively related to the call quality
as rated by verbal fluency, in keeping with theoriz-
ing about the relationship between positive affect
and cognitive flexibility (Fredrickson, 2001) and
adding to research on how positive mood relates to
improved performance (Lyubomirsky, King, & Die-
ner, 2005). By examining verbal fluency, we show
that positive affect relates to performance in ways
that may be meaningful to the customer experience.

Customer interactions and the relationship
with affect and performance. A third contribution
of our study is to examine perceptions of the inter-
personal dynamics between customers and em-
ployees. For positive affective display, we found
results consistent with theory on emotional conta-
gion (e.g., Hatfield et al., 1993; Rupp & Spencer,
2006), affective events theory (Weiss & Beal, 2005;
Weiss & Cropanzano, 1996), and goal fulfillment:
perceptions of customer positive affective display
were related to employee felt positive affect. How-
ever, for negative affective display, the relationship
was more complex. We found that when employees
perceived customer affective displays to be more
negative, the employees themselves reported feel-
ing less negative affect subsequent to calls, suggest-
ing that they might be employing defensive strate-
gies to make themselves feel better. To better
understand this unexpected finding, we examined
and found a significant, negative interaction be-
tween within-person perceptions of customer neg-
ative affective display and between-person start-of-
workday negative affect (b � �0.38, p � .001). This
interaction showed that the negative relationship
was only significant for employees who had higher
trait-like start-of-workday negative mood (simple
slope � �.20, t � �4.47) but was not significant for
those who had lower trait-like start-of-workday
negative mood. Perhaps the encounters with cus-
tomers with higher than normal perceived negative

affect enabled those who had high levels of trait-
like start-of-workday negative affect to put their
own problems into perspective by engaging in so-
cial comparison, or the encounters may have sim-
ply been congruent with their general start-of-
workday mood (“misery loves company”), or these
individuals may have employed a strategy for man-
aging and regulating affect. Future research should
examine these potential explanations to determine
the mechanisms underlying this relationship.

Interestingly, although employees did not report
feeling more negative after encountering customers
whom they perceived as negative, the findings from
our coded customer data show that customer neg-
ative affective display was associated with lower
performance quality. This finding supports the idea
that the exchange between customer and employee
occurred in ways that affected performance (Pugh,
2001), but in ways of which they might have been
unaware.

Dynamic nature of these relationships. An ad-
ditional contribution of our study is that we have
examined these phenomena in a dynamic rather
than a static way by examining within-person as
well as between-person affect. Examining fluctua-
tions in how people feel and perceive events over
time revealed different insights than simply look-
ing at one event per person or how a person feels or
perceives events in general. Extending past re-
search showing a positive relationship between
prosocial behaviors and state, but not trait, affect
(George, 1991), we found that fluctuations in state
positive affect (i.e., within-person), but not trait
(i.e., between-person), positive affect related to per-
formance quality. Moreover, we found that fluctu-
ations in state negative affect related to productiv-
ity, as did trait negative affect. The relationship of
between-person negative affect and both transfers
and calls per hour is noteworthy, indicating that
people who on average experienced more negative
affect subsequent to events than did others were
slower at processing calls and were more likely to
transfer calls. These relationships suggest an inabil-
ity to address the needs of the customer. Past ex-
perimental research has suggested that individuals
who tend to be more negative on average may pro-
cess information more slowly (Schwarz, 2002),
which may influence the speed with which they
work and the way they cope with customer prob-
lems. As discussed above, state negative affect re-
lated to an employee’s availability to customers, in
that the employees took more breaks. Thus, fluctu-
ations in state affect may be associated with differ-
ent performance dimensions than trait affect: trait
negative affect may relate to processing style,
whereas fluctuations in state negative affect may
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signal the need for emotion regulation (i.e., taking
more breaks for recovery). Future research should
further explore the ways in which trait affect and
fluctuations in state affect are associated with pro-
cessing style and cognitive availability or the lack
thereof (in the case of need for emotion regulation).
Continued examination of oscillations in mood
(Weiss et al., 1999) and dynamic cycles of emotion
(Hareli & Rafaeli, 2008) may be important for future
research to better explain reactions to events and
ultimately performance-related behaviors.

Managerial Implications

Practically, our findings point to the importance
of variation in state affect, especially start-of-work-
day mood, something that managers have the
power to influence each workday. In many organi-
zations, and especially in those with careful sched-
uling, such as call centers, tardiness is seen as
unacceptable. Indeed, we have interacted with
managers of call center organizations that punish
workers for even one-minute violations in sign-in.
By acting punitively toward an already frazzled
employee first thing in the morning, a manager may
be setting the employee up to have a less produc-
tive day. This may be especially the case, given that
we found that when negative affect from start-of-
workday mood continues unabated throughout a
workday, employees take the most breaks and have
the least customer availability. Second, in many
organizational settings, managers often focus on
minimizing negative mood to conform to positive
display rules. However, our findings suggest that
performance has multiple dimensions and that
minimizing negative mood is important for increas-
ing operational capacity through increasing em-
ployees’ availability to customers, whereas increas-
ing positive mood is important for encouraging
higher quality of service. Depending on what per-
formance goal is more important, a manager may
choose to focus more on either minimizing negative
or enhancing positive affect, which may require
different interventions. We encourage managers to
be mindful of the effects of initial and ongoing
interactions with their employees and their role in
setting start-of-workday mood and affective reac-
tions going forward.

Limitations and Future Research

Our study has several limitations. First, causality
may be reversed for some of the hypothesized rela-
tionships. For example, Fisher and Noble (2004)
examined performance leading to affect. Because
our quantitative performance measures were aggre-

gated over days, it is possible that some of the
experiences related to these performance outcomes
occurred prior to our sampling of affect subsequent
to calls. However, our call-level performance data
in part address such questions. Here, we used only
those calls that occurred after the affect subsequent
to call measurement was taken, preserving tempo-
ral causal ordering. We believe these analyses pro-
vide more evidence of the causal relationships sug-
gested by the theorizing but cannot entirely eliminate
the question of causality from every analysis.

Second, our measure of perceived customer af-
fective display was from the same source as our
measure of employee affect subsequent to calls dur-
ing the workday, which may raise questions about
common method bias (i.e., inflation of relation-
ships among study variables). To check for effects
of common method bias, we both further analyzed
our data and used additional data. It is unlikely that
common method bias entirely accounts for the re-
lationships because the correlations between affect
subsequent to calls and perceived customer affec-
tive display are varied, and in fact some are quite
low. Such variation would be unlikely if common
method variance were driving the results (the with-
in-person correlation for perceived customer posi-
tive affective display and CSR positive affect was
.25, and it was .09 for the relationship between
perceived customer negative affective display and
CSR negative affect; see Table 1). In addition, we
performed Harmon’s one-factor test (Podsakoff &
Organ, 1986); the results suggested that these con-
structs were not related solely because of common
method variance. Our use of third-party coders to
validate the CSRs’ perceptions of the customers,
discussed in the Methods section, also minimizes
concerns about same-source bias in the perceived
customer and CSR affect measures. Further, for the
majority of analyses in our model (where we did
find significant effects), we used multiple sources
of data, many of which were temporally separated.

Third, these results may not be generalizable,
since we examined these questions within one or-
ganization and one type of job, customer service
representative. We limited the experience sampling
data collection to the customer service representa-
tives because we wanted to test the relationship
between employee affect subsequent to events and
fine-grained performance measures, and such mea-
sures are different for different types of jobs and are
not always available daily. Future research should
try to examine these questions in other types of
organizations and with different types of jobs.

Despite these limitations, the organizational set-
ting we studied here allowed us to tap into real
work emotions and offered an exceptional oppor-
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tunity to gather both subjective data about affect
and objective performance data. Our study has sev-
eral intriguing findings that are worthy of future
research. First, how employees feel as they walk in
the door can persist in ways that are related to how
they perceive work events and feel in the work-
place. From a theoretical standpoint, this finding
suggests that including factors from beyond an em-
ployee’s proximate work environment may be im-
portant to more fully specifying models of work-
place feelings and behaviors. As such, future
research should include start-of-workday and non-
work sources of mood in studies of employee daily
affect. Moreover, start-of-workday mood may come
from a variety of sources. We know from past re-
search that employees often cannot check their
nonwork feelings at the office door (Edwards &
Rothbard, 2000; Rothbard, 2001; Williams & Al-
liger, 1994) and that the boundaries between non-
work and work roles are not always clearly demar-
cated (Ashforth, Kreiner, & Fugate, 2000; Nippert-
Eng, 1995; Rothbard, Phillips, & Dumas, 2005).
Understanding what types of experiences make up
start-of-workday mood, including role transitions
such as commuting (Kulik, 2003), is an important
avenue for future research and should be examined
in more depth.

Conclusions

Our study has highlighted the importance of
start-of-workday mood as an important factor that
is related to how people perceive work events and
how they feel throughout the workday subsequent
to those events—which, in turn, is related to objec-
tive work performance. These findings suggest that
affective starting points matter and should be con-
sidered alongside more proximate workplace
events in shaping understanding of how employees
feel and perform at work.
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APPENDIX A

Details of HLM Analyses

We used three-level hierarchical models to test Hy-
potheses 1 through 3, with the SAS PROC MIXED pro-
cedure (Singer, 1998). For example, for Hypothesis 3 the
model looks like the following:

Level 1 models, event-level:

Employee affect subsequent to eventijk � �0jk

� �1jk(CUSTijk � CUSTk) � eijk, (1)

where i represents the event level (level 1), j represents
the day level (level 2), k represents the person level (level
3), and CUST stands for “perceived customer affective
display.” (CUSTijk � CUSTk) represents person-mean-
centered perceived customer affective display (the differ-
ence between a person’s average perceived customer af-
fective display, CUSTk, and the perceived customer
affective display at this particular event CUSTijk; or with-
in-person effects in perceived customer affective
display).
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Level 2 models, day level:

�0jk � �00k � �01k(STARTjk � STARTk) � r0jk, (2a)

�1jk � �10k. (2b)

START stands for “start-of-workday mood” and
(STARTjk – STARTk) represents person-mean-centered
start-of-workday mood (the difference between a per-
son’s average start-of-workday mood, STARTk, and their
start-of-workday mood on this particular day, STARTjk;
or within-person effects in start-of-workday mood).

Level 3 models, person level:

�00k � 	000 � 	001CUSTk � 	002STARTk

� 	003LOCATIONk � u00k. (3)

Controlling for CUSTk in the above model accounts for
between-person variance in perceived customer affective
display, and likewise controlling for STARTk accounts
for between-person variance in start-of-workday mood.

For simplicity, the above models do not separate mood
and affectivity into positive and negative. However, our
analysis does separate them.

Substituting, the tested model for Hypothesis 3 looks like
this:

EMPLOYEE AFFECT SUBSEQUENT TO EVENTSijk

� 	000 � 	001CUSTk � 	002STARTk � 	003LOCATIONk

� 	010(STARTjk � STARTk) � 	100(CUSTijk�CUSTk)

� eijk � r0jk � u00k, (4)

where the subscripts denote the level of analysis of each
variable (e.g., 001 is the person level, 010 is the day level,
and 100 is the event level).

For Hypotheses 4a and 4b, for the analyses using pro-
ductivity as the dependent variable, we have two levels

of data: day and person. These models are constructed in
a similar way with employee mood aggregated to the
daily level and covariates at both the day and person
level included in the models. There is no event level for
these analyses. However, for the analyses using perfor-
mance quality, we used a three-level model similar to the
one described above, only here our levels were call
nested within day nested within person.
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