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The Analysis of the Differences of Evaluation Level of Service Encounter Quality, Emotional
Responses, Customer Satisfaction and Service Loyalty by Types of Restaurants
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ICJ Foods R&D, 2Department of Food and Nutrition, Yonsei University

Abstract

The purpose of this study was to identify the differences of cognitive responses, emotional responses, customer satisfaction,
and service lovalty about service encounter quality by types of restaurants and to analyse emotional responses, customer
satisfaction, and service lovalty in accordance with level of service encounter quality. The questionnaire were collected from
customers (N=812) who had used restaurants in Seoul, aiming at 15 or more-year-old customers from October 24, 2005 to
November 6, 2005. The main results of this study were as follows : Statistically significant difference was showed in importance
and performance of interaction quality, importance and performance of physical environment quality, performance of outcome
quality depending on types of restaurants, while significant difference was not indicated in importance of outcome quality by
types of restaurants. Positive emotional response was significantly high by types of restaurants in order of fine-dining restaurants,
family restaurants, and fast-food restaurants, while negative emotional responses were significantly higher in fast-food restaurants
than in the other two types. As far as customer satisfaction are concerned, fine-dining restaurants showed higher customer
satisfaction than the other two types. Attitudinal service loyalty was high in fine-dining restaurants, family restaurants and fast-
food restaurants in order and behavioral loyalty was not significantly different with each type of restaurant. In accordance with
level of service encounter quality, cluster analysis was conducted and the clusters were divided into “high-valuation” and “low-
valuation”. “High-valuation cluster” and “low-valuation cluster” showed significant difference depending on types of restaurants
that customers used(p<.001). The customers who used fine-dining restaurants and family restaurants valued the performance of
service encounter highly. However, in fast-food restaurants, a lot of low-valuation customers existed. Therefore, fast-food
restaurants have to improve performance of interaction quality, outcome quality and physical environment quality in service
encounter. In addition, in “high-valuation cluster” who valued service encounter quality highly showed higher scores in positive
responises, customer satisfaction, service loyalty than in “low-valuation cluster”, and showed low negative responses.
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<Table 1> Demographic characteristics of the respondents

N=812
Category Frequency  Percent(%)
Gender Male 301 37.1
Female 505 622
No response 7 0.7
Age 15~19yrs 48 59
20~29yrs 448 55.2
30~39yrs 224 27.6
40~49yrs 38 47
50~59yrs 35 4.3
60yrs or more 14 1.7
No response 1 0.1
Education High school or less 73 9.0
College/university student 270 33.3
Associate degree 69 8.5
Bachelor degree 305 37.6
Master degree of more 90 111
No response 9 11
Occupation  Student 324 399
Housewife 59 7.3
Professional 98 12.1
Office worker 232 28.6
Sales staff 40 4.9
Self-employed 11 14
Laborer 1 0.1
Retired 2 0.2
Erc. 36 4.4
No response 9 11
Expenses 100,000 won or less 33 4.1
per month 110,000~200,000 won 98 12.1
210,000~500,000 won 403 49.6
510,000~1,000,000 won 202 24,9
1010,000~2,000,000 won 49 6.0
2010,000~3,000,000 won 13 1.6
3,010,000 won or more 10 12
No response 4 0.5
Restaurant Fine-dining restaurant 111 13.7
type Family restaurant 492 60.6
Fast-food restaurant 207 255
No response 2 0.2
Location Fast 50 6.2
West 158 19.5
South 295 36.3
North 273 33.6
No response 36 44
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<Table 2> Price of a meal by demographic characteristics
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N=812

Whole Fine-dining restaurant Family restaurant  Fast-Food restaurant
Sex Male 20,108+ 16,800 38,397 +£22,616 22,1514+13,097 6.816+5,654
Female 18.524+ 14,146 39,952+22,262 18,986 +7,249 5.9554+5.993
t-value 1.491 -0.353 2.918* 1.036
Age 15-29yrs 16.5044-14.5792 42,7334+ 29,382 19,156+ 10,708 5,724+4,525
30-39yrs 20.872+13.4374b 34,5001 19,950 21,431 +7,396 7,926 £8,936
40-49yrs 24.605 £ 14.760b 39,636+ 15,737 23,263+5,393 7,125+£3,720
50yts or more 32.326+18.800¢ 40,225+ 18,862 22,240+11,923 10,750+ 10,253
F-value 22.531% 0.811 2.814* 2.109
Education High school or less 17,464+ 19,5583b 31,333 £16,289 28,484 + 22,7392 5,885+ 3,525
College/university 14,763+12,3753 42,071450,629 17,640 £7,463b 5,751 +5,306
Associate degree 15,613+9,9512 22,333 +23,965 20,142+ 6,682bc 6,845 +6,299
Bachelor degree 23,261+ 16,374bc 42,463 +20,252 20,335+7,618bc 6,710+7,173
Master degree of more 22,332+13,951¢ 31,923+ 14,707 22,973+9,78¢c 7,789+7,360
F-value 14.054** 1.639 10.469%+ 0.629
Occupation ~ Student 15,413+ 14,6872 41,090 £ 40,5542 19,217 +12,120 5,591+4,698
Housewife 20,284+ 17,423¢ 38,800+ 17,4972 21,8124+9,933 8,060+6,141
Professional 20,804 + 13 840ab 38,562+ 18,0593 21,084 +7,283 4,978+1,462
Office worker 20,156+ 14,1533b 39,328 +20,3882 19,625+ 6,864 7,118+5,792
Sales staff 22,897 +18,765bc 76,666+ 20,816b 23,419+6,921 7,000 £ 4,560
Etc. 19,839+ 12.349ab 26,400+10,5742 21,780£9,490 10,166+ 14,331
F-value 10.656* 2.353* 1.427 1.912
Pocket 200,000won or less 15,819+ 15,9624 27,500+ 20,784 21,206+ 16,867 5,751 £5,866
money 210,000-500,000won 16,968+ 13,1292 35,885+ 26,495 19,280+7,728 5,875+4,237
510,000-1,000,000won 21,923+ 14,2593b 36,926+19,059 20,833+7,571 8,561+9,465
1,010,000-2,000,000won 26,902+19,123b 46,533+ 20,448 20,350 £8,355 4,700+ 670
2,010,000won or more 35,391 +23,062¢ 51,166+ 18,239 24,571+12,895 7,000+ 2,160
F-value 16.072%++ 1.973 1.219 1.724
Location East 18,426+ 21,721 33,500+ 16,263 26,796 + 25,7832 6,228+2,244
of West 19,347+11,879 36,687+15,670 20,733+8,103> 5,435+2,753
restaurant South 21,438+ 15,286 38,395+ 18,704 20,342+7,579b 7,261+6,492
North 16,544 + 14,162 39,0004 33,359 18,428 4-7,606b 5,824 16,966
F-value 5.180* 0.067 6.285* 0.968
Whole 19,146+15,177 38,912 +22 305 20,095+9,818 6,314 +5855

**p<.001 *p<.01 *p<.05 ab Tukey multiple comparison
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<Table 3> Interaction quality by types of restaurants N=812
Importance Performance
Types of restaurants Types of restaurants
Interaction qualityFine-dining Fast-food F-value  Fine-dining Family Fast-food  F-value Fine-dining
estaurant restaurant  restaurant restaurant  restaurant  restaurant

1 can easily get the information
that I want from the internet
homepage of the restaurant

45642472 525+1.88b 4.40+2212 12340"* 3.95+2442 492+1.93b 419+225 14.704™

The service staffs answer me
kindly when I make a phone
reservation or order

599+1.872 547+2068 3.02+2.83b 103.232* 561+1.6620 4.90+205b 2431243 121.512**

The service staffs make me

+ a + b
comfortable when I park a car 547£797° 431%255

22842685 71.620"* 494+215° 34342367 145+2.03° 96967

The service staff greets me
politely when I enter the
restaurant

626+1.03* 6.06+1.072 553+£145P 19.082** 5.88+1332 56311278 4.66+1.570 44270"*

The service staffs prepare

+ a + b
exactly what 1 had a reservation 0314134 5734779

429+278° 47.849* 586+148" 500+ 193" 3504291 51.986"*

When I wait for the seat at the
restaurant, I feel careful
concern from the service staffs

528+1.882 553+1442 4.42+245b 27.603** 45021932 466£1.55 3.20+223> 48778

The service staffs let me know
how much time that [ have
to wait

538+1.95%b 571+1.39> 5.18+£1.942 8.309*

44642172 493+154b 4204203 10916

The service staffs know a

lot about the menu when I 6.07+1.312 6.06+1.13 586t1.19 2132 5374+1.67 539+130 5.26+142 0.698
make an order
The service staffs serveameal () L\ oo 251009 6204100 0984 5974139 S82+113 5794127 0869

exactly that I ordered

The service staffs quickly
respond to my asking during
the meal

62411372 61311122 5.08+233P 36.385"* 5.59+1528 5.08+t141b 4051218 39.632*

The service staffs properly
respond to my complaint

5614197 596+1.28° 555+1.79%

6.235" 4694205 499+159% 420+1.92° 14983

The service staffs exactly
calculate the charges after a
meal

639+1.042 6301062 3581+1.750 12.606** 6.24+0952 6.05+1.132 5.60+1.800 11.028*

The service staffs make me
comfortable when I take a car

5444202 449+2.50° 2474277

65.138"* 485+223% 3.53+238 1.58+210° 84.806**

Average

578+0.892 5.63+0912 4631128 82614 523+1.042 495+094b 3.87+1.08c 103.997*

7 point scale : 1 - not at all / 7 - very much
**p<.001 *p<.01 *p<.05  ab Tukey multiple comparison
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<Table 4> Outcome quality by types of restaurants N=812
Importance Performance
Types of restaurants Types of restaurants
Outcome quality Fine-dining ~ Family Fastfood  F-value Fine-dining Family Fastfood F-value
estaurant  restaurant restaurant restaurant  restaurant restaurant
The taste of food is good 648+111 6371097 628+1.03 1504 5.69+1.262 525+1.18> 500+120b 9.413**

They serve me a fresh meal

6.49+1.092 6.39+0.99ab 6.18+1.24b 3.902*

587+1.152 520+1.15> 4.61+1.44c 38778

The quality of food is identical

5714187 6.02+126° 6.07+1.13°

2.921* 496+188 4941136 4.79+146 0812

all the time

The portion size of the meal " b b

suits me 520+1.79% 555+124° 5.61x137° 3.615* 490+1.68 4.66+141 470+149 1.233
The meal looks like delicious 588+1.15 587+1.18 5871119 0.005 563+1.222 525+1.24b 494+131c 11.193**
They have plenty of menu 529+1522 570+£133> 576+124b 5054 538+132 518+128 517+137 1117
Average 5.84+091 5981090 596+092 1117 541+093* 508%+0.95> 4.88+1.00b 10.744**

7 point scale : 1 - not at all / 7 - very much
**p<.001 *p<.01 *p<.05 ab Tukey multiple comparison
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<Table 5> Physical environment quality by types of restaurants N=812
Importance Performance
, , Types of restaurants Types of restaurants

PﬁZﬁlcal Environment Fine-dining  Family Fast-food  F-value Fine-dining  Family Fast-food F-value
quality restaurant  restaurant restaurant restaurant  restaurant restaurant
There are plenty of parking lots 5.37+1.98° 443£255> 240+£260¢ 65176 460+19228 320+2.13b 145+196c 97702
The facility's architecture gives o2 1 o1 5004156 4834163 0827 48444607 44141477 396+£1.60° 12.842%
it an attractive character
:;Zif:or schemes are 556+120° 53941280 51441457 4144 5024155 472+121° 406+150° 23958+
I like the indoor music S12+154 511+144 5004153 0502  435+1708 420+1462 381+1.62> 6.004"
The indoor lighting suits the 1 110 5411127 5272148 0801  4864135% 4854123 4344150 11471%
atmosphere of the restaurant
The indoor fragrance sufts the , oc 1 46 5251143 4994173 3789  460L130% 447148 39741567 9711w
restaurant N
EEZ:SS oF [emperature 5724116 561+121 549+142 1319 5204113 492+1.20° 457+£145° 10140
The width of the chairsand o) 1111 5981126 5631134 1152 5174136 4732138 3974153 31121
tables is enough
The able amangements provide o o 1 oc 5754128 5654136 0740  503+165% 476+142° 391+156° 29.006™
plenty of space
Z:gu‘;’;dth ofthe walkway is o o1 1146 5694119 5504130 1073  S516£149° 489+4129° 425+147° 21343
This facility maintains clean 6284106 614+116 6074132 1092  S564+128 533+£123° 445+143° 42879
indoor environment
3:; (fif;my maintains clean o008 6284105 6154138 1332 5664155 5514140° 4581660 31718
Average 55510842 54910972 519+108° 8.034™ 5024098 4660900 394+ 1.04c 59487
7 point scale : 1 - not atall / 7 - very much
**p<.001 *p<.01 *p<.05 ab Tukey multiple comparison
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<Table 6> Customer’s emotion about service encounter by types of restaurants N=812
Types of restaurants Fvalue
Fine-dining restaurant Family restaurant Fast-food restaurant
satisfactory 5.24+1.282 490+ 1.04b 439+0.97¢ 26.904**
vivid 4.64+1.262b 491+1.172 458+1.14b 6.929*
grateful 455+£1.274 434+1.22a 391+1.09b 12.984***
pleasant 4.87+1.162 4.60+1.212 401+1.19> 23874
Positive fresh 4.80+1.212 3.88+1.33b 348+1.37¢ 35.489*
emotion friendly 4.68+1.162 4,38+1.28%b 4.32+1.43b 3.047*
glad 447+1.282 4,14+1.23b 3.84+1.26¢ 0.607**
comfortable 4.95+1.44a 4.59+1.24b 4.21+£1.37¢ 12.082*+
delightful 4,61+1.342 4.29+1.29b 3.76+1.22¢ 19,149
Average 4.76+0.98 4.45+0.93b 4.06+0.86¢ 23.603***
Negative bad 2.13+1.422 2171+1.25 2.61+1.30P 9.406%**
emotion angry 1.90+1.322 1.94+1.17%b 220+£1.26b 3.766*
distrust 191+1.38a 1.92+1.152 2.25+1.34b 5.520*
embarrassed 1.89+1.48 1.91+1.17 211+1.26 1.997
unpleasant 1831+ 1.34 183£1.16 206+1.28 2737
Average 1.934:1.302 195+1.072 225+1.16b 5.515*
7 point scale : 1 - not at all / 7 - very much
**p<.001 *p<.01 *p<.05  2b Tukey multiple comparison
<Table 7> Customer satisfaction by types of restaurantsTypes of restaurants N=812
Types of restaurants Fovalue
Fine-dining restaurant Family restaurant Fast-food restaurant
I'm satisfied after I used this restaurant 5.35+1.282 5.06£1.03b 463+1.06¢ 19.249*
I'm pleased to use this restaurant 512+1.392 486+1.132 434+1.13b 19.920*
Average 5.24+1.272 4.96+1.01b 4.49+1.03b 24,149
7 point scale : 1 - not at all / 7 - very much
**p<.001 ¥*p<.01 *p<.05  ab Tukey multiple comparison
<Table 8> Service loyalty by type of restaurants N=812
Types of restaurants Fvalue
Fine-dining restaurant  Family restaurant  Fast-food restaurant
I have affection for this restaurant 47241492 4.26+1.32b 3.90+1.36c 13.184*
1 feel a sense of closeness with this restaurant ~ 4.75+1.432 4.42+1.35b 4.04+1.27¢ 11.045**
Attitudinal I think that this restaurant is better than others ~ 4.69+1.502 437+1.39 3.75+1.36b 20.492*+
service I have an emotional attachment for this a b c -
loyalty restaurant 4.25+1.44 3.90+1.36 3454134 13.648
I want to recommend other people this a b C .
restaurant 5.06+1.44 446+137 3.75+1.39 35.384
Average 4.69+1.332 4.28+1.17b 3.77+1.14¢ 24.149*
. I'll keep going to use this restaurant 4.88+1.47 4.85+1.31 4651132 1.941
Behavioral " . .
service ‘The number that I 1l use this restaurant will 43341.680 4.45+1.50° £.07+1.48P 4316°
loval be more than other restaurants 33+l A5£15 07+1. 316
yalty Average 460+150 465+130 436+127 3.380
7 point scale : 1 - not at all / 7 - very much
**p<.001 *p<.01 *p<.05  ab Tukey multiple comparison
u] £42 HARE Z3Table B), &4 1914 B328 &  2EY 4942 13 H2agd gz JAred jrefcy
4, A3 FE, B4 37 3Y BF S 2kd g2 4 ol¢ 1AL o s FHRAS AN,
S8 uel 3 1S WHAF, 2H 28 NWRE o Y M BAS 4w slo) WA & 24o) 43 145
shglet, AlAEF AA o] & 1S FHRAS BN & 74 AT FAH 54 £A& HAS A3HTable 10), ‘1¥7HF T
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<Table 9> Comparison of the customer’s interaction, outcome, physical environment quality perception by types of restaurants between

high and low level of service encounter quality

High level of service

Low level of service

encounter quality (n=278) encounter quality(n=213) tvalue
Whole Interaction quality 5.44£0.68 3.87+£0.89 27.660%*
Outcome quality 5.65+0.72 4.40+0.78 23.601***
Physical environment quality 5.18+0.70 3.76+0.75 27.850"*
Fine-dining restaurant  Interaction quality 5.85+0.64 4.58+0.98 8.051
Outcome quality 6.06£0.57 4724071 11.079*
Physical environment quality 5.69£0.62 431+0.77 10.462**
Family restaurant Interaction quality 55010.63 4.22+0.77 19.665**
Outcome quality 5.67+0.63 4.30+0.70 22.837+
Physical environment quality 5.18+0.68 3.98+0.66 19.601***
Fast-food restaurant Interaction quality 4.5510.84 3.15+0.81 12.196**
Outcome quality 5.49+0.81 4.24+0.75 11.440*
Physical environment quality 4.61+0.82 3.25+0.75 12.410*

<001

AR & ol§ A~EZ §3(p 00Dl Tt Gt A
o2 Btk TF AR ol nA AS, Hul A7eH
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o2 ke Eolde] 4 28 B, A3 £, 24 87
4 23w QlojA HAELEH A9 sjo] AT HOR
Az,

A AR uhe uEE AB|A 24T 39 H4E Al
B AT (Table 11)of AAgE v} 2ok, AA Y AER o] &
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g YAEH fuy YAEH, YAEFEH ol§ 1AL o
Aro 2 23 BA& AASAtHTable 11)
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<Table 10> Demographic information of the subject between
high and low level of service encounter quality N6

High level of Low level

service service
encounter  encounter
quality quality

Sex Male 163(20.2)  137(17.0) x2=0.034
Female 27133.7)  234(29.1)

Age 15-29yrs 264(32.6)  231(285) x2=1.702
30-39yrs 118(14.6) 106(13.1)
40-49yrs 200 2.5 18( 2.2)
50yrs or more 33(4.D 20(2.5)

Education High school or less 36( 4.5) 37(4.6) x2=7.173
College/university 142(17.6)  127(15.8)

Associate degree  29( 3.6) 40( 5.0)
Bachelor degree  178(22.1)  127(15.8)
Master degree of more  47( 5.8) 43(5.3)

Occupation  Student 170(21.2)  153(19.1) x2=2.002
Housewife 36(4.5) 23(2.9)
Professional 54(6.7) 44(5.5)

Office worker 124(15.5)  108(13.5)
Sales staff 23(2.9) 17(2.D
Etc. 25(3.1) 25(3.D

Pocket 200,000 won or less 60( 7.4) 71(8.8) x2=5.214

money  210,000-500,000 won 215(26.6) 187(23.2)
510,000-1,000,000 won 117(14.5) 85(10.5)
1010000200000 won  26(3.2)  23(2.9)

2,010,000 won or more  14( 1.7) 9( 1.1
Types of Fine-dining restaurant ~ 81(10.0) 30(3.7) x2=96.640%*
restaurant Family restaurant 302(37.3)  189(23.4)

Fast-food restaurant  52( 6.4) 155(19.2)

East 34( 4.4 16( 2.1) x2=5.990

Location of West 90(11.6) 68(8.8

restaurant South 155(20.00  139(17.9)

North 138(17.8) _ 135(17.4)
" 5<.001
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<Table 11> Comparison of emotional responses, customer satisfaction, service loyalty
between high and low level of service encounter quality

High level of service Low level of service
) . t-value
encounter quality encounter quality
Whole Interaction quality 5.44+0.68 3.8710.89 27.660**
Positive emotion 4.821+0.88 3.89+0.75 16.421*
Negative emotion 1.72+0.97 239+0.53 -8.695*
Customer satisfaction Service loyalty 5.36+0.96 4311092 15.871**
Attitudinal service loyalty 4.75+1.08 3.58+1.06 15.441***
Behavioral service loyalty 501+1.21 406+1.26 10.927*
Overall service loyalty 4.88+1.06 3.82+1.06 14.143**
Fine-dining restaurant ~ Emotional responses Positive emotion ~ 5.324+0.85 417£0.73 7.609**
Negative emotion 1.51+£0.99 2.38+1.44 -3.659*+*
Customer satisfaction Service loyalty 5.99+0.91 442+1.10 8.175*
Attitudinal service loyalty 5.55+0.82 3.77+1.14 9.470**
Behavioral service loyalty 5.34+1.18 3.81+1.41 6.193*
Overall service loyalty 5.45+0.89 379+1.21 8.209**
Family restaurant Emotional responses Positive emotion ~ 4.85+0.85 3.92+0.75 12.856**
Negative emotion 1.01£0.86 240+1.16 -8.266**+
Customer satisfaction Service loyalty 5.38+0.93 441+0.84 11.894**
Attitudinal service loyalty 472+1.06 3.70+1.04 10.743*
Behavioral service loyalty 5.08+1.17 4074123 9.339*
Overall service loyalty 490+1.03 3.88+1.06 10.762%**
Fast-food restaurant Emotional responses
Positive emotion 441+0.78 3.6910.79 6.603"
Negative emotion 2.07+1.05 244+1.24 -2.272%
Customer satisfaction Service loyalty 4.89+1.02 4.06£0.85 6.432%*
Atitudinal service loyalty 4.18+£1.07 335£1.05 5.626*
Behavioral service loyalty 4.66+1.24 4424105 3.557*
Overall service loyalty 442+1.05 3.70+1.01 5.007*
<001
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