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The Effects of Non Verbal Communication of Restaurant Employees on
Customer Emotion, Customer Satisfaction, Customer Trust, and Revisit Intention
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Abstract

Purpose — Non-verbal Communication with customers in restaurant business can play an important role because it
affects customer behavior and attitudes as a means to develop and maintain long-term relationships with customers. The
purpose of this study is to analyze the effect of non-verbal communication with customers and the effect of the
influence on customer satisfaction, trust, and revisit intention.

Research design, data, methodology - In order to verify the research models and hypotheses of this study, questions
were prepared for each variable and data were collected through questionnaires. The questionnaire survey was
conducted from March 27, 2018 to April 17, 2018, for those who agreed with the citizens of the Jeju area who visited
the restaurant recently. 50 out of 100 were conducted by internet survey and 50 were surveyed. Thus, a total of 100
responses were used using structural equation modeling with Smartpls 3.0.

Results - The results of the study are as follows. First, non-verbal communication has a significant impact on customer
emotion. Second customer emotion have a significant impact on customer trust and satisfaction. Third, Customer
satisfaction had positive a significant effect on revisit intention. Fourth, Customer trust had positive a significant effect on
revisit intention.

Conclusions - The implications of this study are following as: The food service company should continuously provide
non-verbal communication training to employees so that they can respond to customers with the right attitude and bright
smile. In particular, in the case of restaurant franchises, customer response manuals should be created and distributed
to the franchisees, and a regular training program for the franchisees should be implemented to provide the same
service to the customer. Second, CEOs should have to worry about what kind of experience he or she has left since
leaving the store. It is also necessary to constantly look at what customers experience in their stores or in their brands,
and what emotions they form through their experiences. Third, the more satisfied or trusted customers are formed
through the service of the employee, the more loyal the restaurant business will be, and the more likely it is to make
continuous revisit and positive word-of-mouth activities..
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A 2| FE Ciotl Lol ASOo|LE ZE e A2
2 Folg|en, Ko(2015)7t O|&%t 2 &5 &2 A7 ¥
8ol S 85t 8RR SFEQICL MR ol=&
n4o| MMt MESts MEF R AMHIAE O
2HESHO] CRAl A0S 2822 Yol 2D, Chai(2015)
7t 0|88t Z&E = Aol -0 A A 5EYL
2 5ZEAC.

<Table 1> Demographic Characteristics

Constructs Division Frequency(n) | Percentage(%)
Female 51 51
Gender Male 49 49
20-29 84 84
Age 30-39 7 7
40-49 2 2
Over 50 7 7
. Single 85 85
Marriage Married 15 15
Student 63 63
Employee 11 11
Self-Employed 6 6
Job Sales / Service 5 5
Business Owner 6 6
Homemaker 5 5
Etc 3 3
under 3 48 48
Frec#Jency ;)f 46 21 2
eating ou
(per a/eek) 79 7 7
Over 10 4 4
Korean 52 52
. Eastern 24 24
Foodservice -
Style Chinless 7 7
Japanese 11 11
Etc 6 6
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42, ZH 20| EfMT M|y 2

ol

Ao 2 LIEHtCH
L2z = HEYdE 4 59 4o, <Table 2>1} Z *OI
Cist2oz JAME GIACtelo| CHAKANS SmartPls 2 2010 HXYE 2QIHx) Zto| .714 ofAo|H, AVEZLO|

3.08 0|835l0 £AMZ|QCHANN, Lee, & Kim, 2018; Lee, 656 O|& o= LIEIL} = HEIH/H0| YSE|RUCE

Kim, Lee, & Lee, 2018; Han, Lee, & Lee, 2018). HX{, Al sl WHEICIM 2 4 =817| 28l Fornell-Larcker 7|E2
2| 242 Cronbach’s ot LR AlZ|E(composite 2 AmE A7}, <Table 3>9f 0] AVE Zto| Ml =52 20|
reliability: CR)E 0|85t =ME|QUCE <Table 2> Z0| A A= UECH 30, ¥2 0| & AFHE 7ol o
HI°101jH HRLUAOMM, Dz, nA0kE, JZhA |, Tt A gLl XF57k0| AVE ZECH 2 Ao =2 LIEHt ZF

2ol MTCEQ|0)| CHEH Cronbach’'s aZte .867 - .923, CR ol7icto|S 7t urma:wm o|= 5|},
arg 905 - .9420| 242 H0|2E MLo| Mz QS

<Table 2> Reliability and Validity

5 ST Cronbach's Composite Avgrage
Constructs and items factpr Alpha rho A reliability variance
loaadings extracted (AVE)
Non Verbal Communication .861 .878 .905 656
The foodservice workers speak in a gentle, soft voice when speaking. .891
The foodservice workers nod and respond when I say. .868
The _outfits of .the foodservice workers are hygienic and clean to 798
provide the service. '
The_foodservice workers do not get stuck while providing me with 744
services.
The foodservice workers are always on the lookout with a bright look. 737
Customer Emotion .923 .924 942 .764
I felt a good feeling when I saw a friendly employee. .902
I felt euphoric as I was looking at a bright employee. .897
I felt faith in the restaurant business by seeing the neat and neat 864
employees. '
I felt comfortable when I saw a soft voice worker. .855
I felt pleasure in seeing the staff who provided the service. 851
Customer Satisfaction .902 907 928 719
I am generally satisfied with the service provided by this restaurant 882
business. '
I am satisfied with the courteous manners of this foodservice workers. .875
I am satisfied with the friendly response of this foodservice workers. .848
I have had a good experience using this restaurant business. .839
I used this restaurant business as a wise choice. 792
Customer Trust 907 907 930 728
Foodservice workers said that the employees of this restaurant
business made the restaurant business feel good because of the good 867
service.
The foodservice workers carefully handled my work and became 855
confident in the work of the employees. )
There is no doubt about the service capabilities of employees. .849
I can talk freely with my staff about my problem, and the service 848
provider wants to hear it. )
I do not have any doubts or worries about provide of the foodservice 846
workers. )
Revisit Intention .894 .906 922 .704
We will cqntinue to use this product even if the price of the food 879
product is increased. )
I am willing to revisit this restaurant business. .869
There_is an intention to recommend this restaurant to colleagues or 864
acquaintances. )
This restaurant is intended to use more than other restaurants. 861
I will speak favorably about this restaurant business. .709
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<Table 3> Fornell-Larcker criterion and construct intercorrelations

Co’\rl:rr:\uz?::tin Customer Emotion Sgtclig:::ntgn Customer Trust Revisit Intention
Col\rl\?r:uz?cr:'ggn 828
Customer Emotion 814 874
Customer Satisfaction 798 785 .848
Customer Trust .809 .856 .814 .853
Revisit Intention 783 816 .810 .829 .839
Note: Bold numbers indicate the square root of AVE.
<Table 4> Structural estimates (PLS)
Paths Coefficients t P Results
H1 Non Verbal Communication -> Customer Emotion .814 19.594 .000** Supported
H2 Customer Emotion -> Customer Satisfaction .856 31.114 .000* Supported
H3 Customer Emotion -> Customer Trust .816 21.112 .000** Supported
H4 Customer Satisfaction ->Revisit Intention 455 5.364 .000* Supported
H5 Customer Trust -> Reuvisit Intention 433 4.786 .000** Supported
R2 Q2
Customer Emotion .663 .659
Customer Satisfaction 721 715
Customer Trust .733 .730
Reuvisit Intention .666 .662
X2=554.665, SRMR=.061, NFI=.755, ** p<.001
43. Q71| B
Customer
856+ Satisfaction/\ = 455+

H|QIO|R HBLIH0|MO| D 2, D7 O =, DM Al
2| 12|10 MWYEof 0l K= IS A Zaks <Figure
1>, <Table 4>Q} Z'0| LtE} GIC

H12 H A0 AHRLAHO[40] 12 2780 O] X|= I
HE M| 9 Aoz 1O ZuhH| A0H FHFLAHOIM

O] DZHZ(B=814, t=19.504)C 2 E A X o2 Q0[st & (+)
kS O] K|= Z{OE L}ELL} H1L2 X|X|Z|RACH H2-H3

I
0

HE0| 0 2|9t 74 gh=of O] X|= ek
Met7| 2ot ZHe2 O ZAntaz ZHo| uz gk
856, t=31.114)2 2 S AXo=Z {olst M (+)9] dE=
K& A2z LEL H2= XX ERen, 12 Z4F0|
M2|(B=816, t=21.112)0 SAH=Z Folst F(+)2 &
OjXl= Ae= LEL} H32 X[X|=|QACE HA= 074
MYEol=0f 0| Xl= k2 & A=, 17 BHR0| 1Y
O|&=(B=.455, t=5.364)01| & A2 RISt F ()2 &=
OlX[& ALz Lt mel, H5= 2 LM2|7F JYEo =0
OXle geg & AS=, 12 1|7} THHEo|=(B=433,
t=4.786)01l & AX 2= RolotF (+)2f Y2 0| K= AL
2 LIEIL} H4Qt H5= X|X| | AL

I A rjo 1o
-
o B

]

I 4
S350

T fy 0ot k-l
o o © mjo 1

%

Non Verbal
ommunicatio

Customer
Emotion

Revisit
Intention

— Supported

**p<.001
<Figure 1> Overall model
5. 42
ZZ QAL o| A MO| HEiX| 0 Al ZO| EIPHEFE Of
2Lt oh B HOIM MED $HS I3 AP} Moz

QA HRUS| MB|ATE SROICE ME|A FSO|AM H| A0
HARUAOIMS St ME|A7F Sasty| B A0 Y HRFLH
O[d2 20y HFLAHOIMELH SJAFHE =Tt 0L
HEE B ool=0 H 2aHolRtn g £ ULk F 10|
QA Zo| H oY HFLIHO|MS Sl 8 Hole =2
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= A= 10| AX[stn Hgsts MY HAUL| AMH|A0
B2 ggs =4 UL

= AFOME QMY HRUSH| ANH FHFLIFH0|HO|
nMAES SO Ao B =1 M2(of of et FekS 0] K|
1, 3 FES0| YR o ek AT A=K 2 SHe=
ZOLERALE

= g7tel EMHZNE ol 2 Ch3a 2t JH, <
A_!% &%Ol |:|| OI_-|0-|X-I 7—1|Z'I_|7-"0|A10| _17H0| :UHX-I 7I-7Z-I

HI20| =2 YskS 0| X|= ZHO = LIE} LtC}. o|a1o+ 711}‘—

I oo=

Kim(2007)2| S-tZntet & X|otct ofe] HHE SChet &2
HY, O|xetHE AHM|, HEet H2[RA, HEe Al X=

S S6h0) 10| H=oln THD BOEA T 4+ U=
H|O10|X) 7 RL0[40| 0| 2O{E 4 =S ojof BiCk. o
X EYIOFANO B, Olas TR %S Holug F 4
SUTh, W2t SIAIRIHE NHS0| thet Al SHO= b o
N ZAQLAO|MY 1 2 AASHO B2 Kot B2 Oj4

2 IMS )Y+ IES o 0i0F & 20|k E3, N
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AA7|3 QMe2 o8 I £ WML AY2S FHY

= A= 30| ZQ5ICt 0| -rI3H nz4 oo ot det
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Ch §3[, 24 ZUXIO|=9| 4 2 o= oML S LTt
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