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The Effect of the Service Encounter Element in Korean Restaurants upon
Customer’s Emotion Feelings, Customer Satisfaction, and Behavioral Intention
- Focused on Foreigners Living in Korea -

Sun Lyung Lee, Min Kyung Song, Da Young Kwak, Kyung Jin Lee, Hyo Sun Jung, Hye Hyun Yoon*
Department of Culinary Service Management, Kyung Hee University

Abstract

The two purposes of this study were to understand service encounters in Korean restaurants by foreigners living in Korea and
to examine the effect of service encounters on the customer’s emotion feelings, customer satisfaction, and behavioral intention.
Based on the reactions of a total of 614 foreigners obtained by empirical research, this study reviews the reliability and fitness of
the research model, and verifies a total of 4 hypotheses using the Amos program. The hypothesized relationships in the model were
tested simultaneously using a structural equation model (SEM). The proposed model provided an adequate fit to the data: 42
683.466 (df=216), CMIN/df 3.164, RMR 0.095, GFI10.911, AGFI 0.886, NFI 0.933, CFI 0.953, and RMSEA 0.059. As a result
of empirical analysis, the physical environment, interactions with employees, and interactions with other customers were quantified
as service encounter factors in Korean restaurants. These factors were indicated to have an influence on customer’s emotion
feelings. Also, customer’s emotion feelings had a positive influence on customer satisfaction and behavioral intent. Limitations and
future research are also discussed.

Key Words: service encounter, emotion, customer satisfaction, behavioral intent, Korean restaurant
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<Table 1> Demographic characteristics of samples

(N=614)
Characteristic N %
Gend Male 258  42.0
ender Female 356 580
A ~20s 479  78.0
(yg; 30s 101 164
40s~ 34 5.5
China 197 321
Nationali Japan 159 259
ationality English-Speaking World 130 21.2
East-South Asia 128 208
Study 405 66.0
Propose of living Marriage 146 238
Business 63  10.5
- 4~ 274 446
V;zmng F;:quency of 23 140 228
Ormonf}flta;‘mt 1 103 168
Y Others 97 158
AL S8l A S sislen, Ak E EdiE
2] 2 (Structural equation model)d5S AT
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<Table 2> Exploratory factor analysis and reliability analysis

Communaliti Factor loading Cronbach's
Items
es F1 F2 F3 F4 F5 F6 Alpha
SE1 661 199 113 160 744 161 -050
Physical SE2 681 187 165 211 744 092 -110 4
environment SE3 700 108 217 143 698 336 -145 :
SE4 649 168 156 069 758 127 033
) _ SE5 729 161 120 220 239 763 -022
mﬂrltfr‘;“ig“ee SE6 782 223 165 174 201 796 -005 832
POy SE7 749 066 169 197 148 810 -010
Interaction SES 629 033 -082 -028 -060 053 784
with other SE9 828 -069 -087 -076 -039 -026 899 814
customer SE10 742 -061 -033 -051 -062 -074 851
CEl 859 250 834 217 140 157 -096
Customer CE2 892 245 850 202 216 132 -072 023
emotion CE3 837 320 770 279 201 099 -115 :
CE4 689 226 690 236 214 239 -055
Csl 800 288 183 771 190 217 -079
Customer Cs2 829 292 307 755 192 182 -092 o1
satisfaction CS3 781 195 209 799 165 184 -008 :
Cs4 816 298 271 755 151 229 -095
BII 760 789 230 200 125 134 -099
Behaviora] B2 669 746 076 177 262 034 077
einat';‘l‘ira BI3 763 788 237 168 209 113 007 912
Bl4 786 803 226 242 101 133 -071
BI5 823 782 297 233 124 212 -088
Eigen values 9.764 2.163 1.796 1.404 1278 1.047
Variance 42452 9.406 7.807 6.103 5.556 4.550
Total variance=75.874%
O FH At o7 A3l =M QFEE 0.7 o] 3.7 WAl oE 2A
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KOIBAS AAEI W <Table 3>, BFA A 9135 & L BT 593 AAAAE Hole A0 ZANE ] e
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1981).01818F A#E B3l & 679 81| 7ol
MRS Zethe Aol AFEReH, 14 a4l
et AIm S 42 740.503(df=214), CMIN/df=3.460,
RMR .066, GFI 901, AGFI .873, NFI .928, CFI .947,
RMSEA 063 S22 AbEo] Al#d gl 59l o=
Ueht A B8-S A88h] 93 2710
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o

M AT 2=683.466(df=216), CMIN/df 3.164, RMR .095,
GFI 911, AGFI .886, NFI .933, CFI .953, RMSEA .059
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<Table 3> Confirmatory factor analysis

Btalgrel

| Myl FE 2210

a
B

Tzt

ALs, UEE

Standardized

Items Estimate . S.E. t-value CCR AVE
Estimate
SEl 1.000 718 - fixed
Physical SE2 1.057 765 062 16.969%** o5t »
environment SE3 1.261 793 072 17.476%%* : ’
SE4 1.040 668 069 15.019%%x
, SE5 1.000 791 - fixed
Wiiﬁteer;“;gnee SE6 1.047 842 051 20.376%%* 760 632
ploy SE7 1.093 749 059 18,470
Interaction SE8 1.000 .632 - fixed
with other SE9 1.504 944 100 14.995%*x 643 620
customer SE10 1241 754 080 15.543%#*
CEl 1.000 914 - fixed
Customer CE2 981 935 025 30.161%%* 900 s
emotion CE3 893 872 027 32.935%%% : :
CE4 800 749 033 24.109%++
cs1 1.000 844 - fixed
Customer cs2 1.045 896 036 28.730%* - 6
satisfaction CS3 944 804 039 24.098%+* : :
CS4 1.022 884 036 28.119%#*
BIl 1.000 825 - fixed
vion BI2 907 661 051 17.840%++
B"irxgm BI3 1.009 800 043 23230 842 674
B4 1111 877 042 26.694%++
BI5 1122 917 039 28.547++

¥*=740.503(df=214), CMIN/df=3.460, RMR .066, GFI .901, AGFI .873, NFI .928, CFI .947, RMSEA .063

***p<.001
<Table 4> Correlation analysis
1 2 3 4 5 6

1. Physical environment 1

2. Interaction with employee S13xk* 1

3. Interaction with other customer -174* -.830%** 1

4. Customer emotion S17x** A69*** -206* 1

5. Customer satisfaction S03%** 543k -.178* 0.631%* 1

6. Behavioral intent ABSHEH A23%EH -122% 0.605** 0.614** 1

*p<.05, **p<.01, ***p<.001
<Table 5> Structural equation model results
Hypothesized relationship Stanc%ardmed S.E. t-value p-value Results
estimate

H1 Service encounter Customer emotion
Hla  Physical environment Customer emotion 409 .062 6.547 0.000%** Supported
Hlb  Interaction with employee Customer emotion 331 .051 6.459 0.000%** Supported
Hlc  Interaction with other customer Customer emotion -118 .030 -3.936 0.000%** Supported
H2 Customer emotion Customer satisfaction 730 .042 17.352 0.000%** Supported
H3 Customer emotion Behavioral intent 460 .056 8.255 0.000%** Supported
H4 Customer satisfaction Behavioral intent 383 .054 7.047 0.000%** Supported

¥?=683.466 (df=216), CMIN/df 3.164, RMR

.095, GFI 911, AGFI .886, NFI .933, CFI .953, RMSEA .059

Hxp< 001
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