T A1 8 2 2Pl X| 25(4): 456-465, 2010
KOREAN J, FOOD CULTURE 25(4): 456-465, 2010

_TI_7H9] 7}

L o

Z o
-1 u o

of 2 2] g
Jg] i H

OZ'. |"

k=2
CEERTIET

rz

r:IO

iEEJrQ_] MU 2 HA QA7)
3 9HE Eo] o]x]k Fopol] Tt A7

k=l
K| ~7g of sk

Study on the Effects of Service Encounter Elements in a Family Restaurant Based on
Customers’ Emotional Response and Satisfaction

Hyo Sun Jung, Hye Hyun Yoon*

Department of Culinary Service Management, Kyung Hee University

Abstract

The purpose of this study was to understand the interrelationships between customers’ perception of service encounter
elements, customers’ emotional response and customer satisfaction in a family restaurant. Based on a total of 408 samples,
this study reviewed the reliability and fitness of the research model and verified a total of 4 hypotheses using the Amos
program. The hypothesized relationships of the model were tested simultaneously using a structural equation model (SEM).
The proposed model provided an adequate fit to the data, 3>=821.151 (df=333), CMIN/df 2.466, GFI .878, NFI .927, IFI
.955, TLI .949, CFI .955, RMSEA .060. The results showed that human factor (B=.426) and physical factor (B=.266) as
service encounter elements in family restaurants were indicated to have a positive (+) influence on customers’ positive
emotion. For influence of customers’ negative emotion, human factor (B=-.157) was surveyed to have a negative (-)
influence. Also, customers’ positive emotion (p=.716) and negative emotion (f=-.081) had significant effects on customer
satisfaction. Limitations and future research directions are also discussed.

Key Words: service encounter element, emotional response, customer satisfaction, family restaurant, customer
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<Table 1> Demographic characteristics of samples (=408)

Characteristic N %
Cend Male 160 39.2
ender Female 248 60.8
20-29 178 43.6
?’f; 30-39 153 37.5
Y 40~ 77 18.9
) ~College 129 31.6
Edilcatl“’“ University 182 44.6
cve Graduate university 97 23.8
~100 92 225
101-200 68 16.6
Monthly 201-300 87 21.3
tneome 301-400 76 18.7
401~ 85 20.9
Visiting ~4 65 15.9
frequency 2-3 155 37.9
(/month) 1 188 46.2
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<Table 2> Exploratory factor analysis of items

Factor Loading

Items Communalities
Factor 1 Factor 2 Factor 3 Factor 4 Factor 5
-Human factor
S1 0.616 0.218 0.720 0.095 0.046 0.195
S2 0.681 0.122 0.802 -0.032 0.043 0.141
S3 0.726 0.119 0.821 -0.004 0.174 0.084
S4 0.619 0.139 0.737 -0.072 0.167 0.151
S5 0.585 0.146 0.704 -0.137 0.220 0.033
S6 0.687 0.194 0.774 -0.128 0.181 -0.032
S6 0.623 0.164 0.726 -0.034 0.030 0.257
S8 0.593 0.164 0.725 -0.076 0.080 0.171
-Physical factor
S9 0.712 0.827 0.113 -0.065 0.039 0.099
S10 0.819 0.871 0.161 -0.047 0.044 0.176
S11 0.816 0.854 0.215 -0.042 0.041 0.191
S12 0.753 0.846 0.142 -0.054 0.081 0.084
S13 0.805 0.871 0.164 -0.019 0.100 0.092
S14 0.735 0.832 0.155 0.005 0.111 0.076
S15 0.707 0.814 0.148 -0.039 0.127 0.008
S16 0.721 0.787 0.196 -0.072 0.208 0.115
-Positive emotion
E1l 0.798 0.180 0.205 -0.205 0.349 0.748
E2 0.848 0.176 0.050 -0.141 0.304 0.801
E3 0.849 0.227 0.283 -0.225 0.320 0.751
E4 0.819 0.186 0.232 -0.178 0.287 0.785
-Negative emotion
E5 0.870 -0.059 -0.101 0.899 -0.165 -0.145
E6 0.920 -0.055 -0.091 0.931 -0.129 -0.160
E7 0.928 -0.016 -0.035 0.951 -0.091 -0.116
E8 0.923 -0.087 -0.034 0.943 -0.117 -0.108
-Customer satisfaction
C1 0.852 0.228 0.180 -0.128 0.806 0.319
C2 0.889 0.169 0.172 -0.129 0.872 0.231
C3 0.843 0.157 0.181 -0.123 0.816 0.232
C4 0.660 0.048 0.311 -0.265 0.660 0.238
Eigen Value 10.910 4.132 3.135 2.147 1.070
Cumulative of % 38.966 14.759 11.197 7.668 3.821
Total Cumulative 76.410%
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<Table 3> Confirmatory factor analysis and reliability analysis of items

Ttems Standardized estimate t value Cronbach’s alpha CCR AVE
S1 0.705 fixed
S2 0.773 18.152
S3 0.849 15.727
Human S4 0.787 14.709
factor S5 0.687 12.895 0.513 0.874 0.585
S6 0.734 13.740
S7 0.699 13.133
S8 0.695 13.062
S9 0.766 fixed
S10 0.850 25.188
S11 0.847 24.501
Physical S12 0.844 17.860
factor S13 0.884 18.915 0.953 0.914 0.689
S14 0.833 17.743
S15 0.792 16.610
S16 0.823 17.490
E1l 0.857 fixed
Positive E2 0.888 24.250
emotion E3 0.918 25.800 0.933 0.916 0.778
E4 0.866 23.151
E5 0.900 fixed
Negative E6 0.943 32.972
emotion E7 0.958 34.568 0.567 0.944 0.860
E8 0.951 33.783
Cl 0.923 fixed
Customer C2 0.907 27.141
satisfaction C3 0.877 25.112 0.938 0.885 0.736
C4 0.709 17.719

%*=763.606 (df=330); p<.001; CMIN/df 2.314; GFI .885; NFI .932; IFI .960; TLI .954; CFI .960; RMSEA .057; RMR .069
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<Table 4> Correlation analysis

Items 1 2 3 4 5 MzSDY
1. Human factor 1” 4.38+0.93
2. Physical factor 0.409*** 1 4.59+1.11
3. Positive emotion 0.493*** 0.403*** 1 4.36+1.07
4. Negative emotion -0.181*** -0.145%** -0.389*** 1 2.51+1.26
5. Customer satisfaction 0.453*** 0.345%** 0.693*** -0.366*** 1 4.54+1.02

YPearson correlation coefficient, PAll items were measured on a 7-point Likert scale from 1-strongly disagree to 7-strongly agree

**p<0.001
<Table 5> Structural equation model results
Hypothesized relationship B t-value Results
Hla Human factor—Positive emotion 0.426 7.522%** Accepted
Hib Physical factor—Positive emotion 0.266 5.168*** Accepted
H2a Human factor—>Negative emotion -0.157 -2.637** Accepted
H2b Physical factor—>Negative emotion -0.083 -1.422 Rejected
H3 Positive emotion—>Customer satisfaction 0.716 15.580%* Accepted
H4 Negative emotion—>Customer satisfaction -0.081 -2.099* Accepted

x*=821.151 (df=333); p<.001; CMIN/df 2.466; RMR 0.117; GFI 0.878; NFI 0.927; IFI 0.955; TLI 0.949; CFI 0.955; RMSEA 0.060

*p<0.05, **p<0.01, **p<0.001
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<Figure 2> Structural equation model with parameter estimate
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<Table 6> Standardized direct, indirect, and total effects of construct

Human factor Physical factor Positive emotion Negative emotion
Total effect
Positive emotion 0.426*** 0.266***
Negative emotion -0.157** -0.083*
Customer satisfaction 0.318*** 0.197** 0.716*** -0.081*
Direct effect
P
ok *
Customer satisfaction -0.157 -0.083 0.716*** -0.081*
Indirect effect
Positive emotion
Negative emotion
Customer satisfaction 0.318*** 0.197**
Square Multiple Correlation=Positive emotion (0.351), Negative emotion (0.043), Customer satisfaction (0.533)
*p<.05, ¥*p<.01, ***p<.001
<Table 7> Moderating effect of gender: male group versus female group
Male Female Baseline model ~ Nested model chi-square
chi-square chi-square difference
B t-value B t-value (df=666) (df=667) (df=1)
Hla 0.358 3,886 0.500 6.952%* 1395.552 1395.755 0.203
Hib 0.268 3.146** 0.265 4.237%** 1395.552 1395.579 0.027
H2a -0.051 -0.531 -0.277 -3.630%** 1395.552 1397.437 1.885
H2b -0.182 -1.926 0.005 0.067 1395.552 1398.234 2.682
H3 0.778 11.852*** 0.683 10.907*** 1395.552 1396.082 0.530
H4 -0.175 -3.180** -0.031 -0.594 1395.552 1398.168 2.616
CMIN/df 2.095 GFI .814; RMR .125; NFI .883; TLI .926; CFI .935; RMSEA .052
*p<.05, *¥*p<.01, ***p<.001
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