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DFYAEFS) NHAYROl WEFHES UNE ¥Y ; ANDEY Ao TN o

&3t 3571 AEol BaAlolng H|R2)d(inseparability)o]2t= Au|A 179 /445 7HAAl Hoh. T
SHH, AvlA FIFS fJolAl AfH]A0) ZAvRRah ofyet Mu|AvE FEM oz MYE]7] 7HA] a7 (process)©]
Asty, AMu|AAleAL, AMua g, FH 078 5 oofet @44 @40t HsliA ol & Q4a7F AH|Ag7t

= M "ot T AN AuAoM9) Hols Z]hate] 27l FES &3 Afv|A o] tieh X|Zf

(Swinyard, 1993)2t sigial, of={gh AMu|AFd Au|AA|GARMe] FE olflat o]go] A&E7] Tz
(Payne et al, 2008), 1.7H0] ME|AE ARRE T 35 FEHE 7K Ues] AGsh7|Eohs 7HRIA|IRKvalue
proposition)S XMsh= Zio] Mu|AA|ZALe] Agto|atal st TtHVargo and Lusch, 2004).

2 P 2 o

2.2 QIX|2kZE (cognitive satisfaction)

RH&{(satisfaction)] 7id2 Oliver(1977)0l] oJs AgC2 7Hdst Qitt. 27 F4Rr 7|t L X0l &(the
expentancy/disconfirmation theory)ol] T=9, THE2 o Aol 7|gje} o & /dufe] v|xwof olsiA 2
Aot 29sttHOliver, 1977). ol AlEolu Mu|AE FofsiALt o]§eh A4 oS8 S8 A2
dget Aat ol &fojofl ofs RHES Hrieiths Zg Qlujoltt. &, oF Aoy Au|AS o]get IS A}

o] AP Z|diell SEEME o TEo2 PrRsIARE T2t Zioo] £S5H] R mhe 2tEo] et

Zlolct. Ao s AujAgaos AATES ANAQL Au|a oA 221 7iE
!
of o

o o
AP e

UL SECRod et al., 2008), ol AHIAZ o]§sh TAL WA AR AuA} olg
g 7Icjoll RaY A o Msl2o] el EYTH: o2 HuT 2 9ok

2.3 ™ X 0% (emotional attachment)

Bowlby(1979)= ofAto]&(the attachment theory)Z &dl A ofAtE Ax=2 AASI=T, o] o]&oilA
A= ZgAolare] g st ZiQlo] Aot ZfEAQl HoAES] 2442 diEsh=tl oA FAA A
ofjRte] Frg Mdiotil ook AsidAtold, Av[APL ofd BEfient Aol tisto] A&l ofAke 7R
AtHe AL ol AFolu BHe S ool 271 AR fai7E $gE ] oke A oJulgicta sl
(Slater, 2000), &+ AH]|x}= Aoyt Beo] s FAAHoz ofjardd 4 Q7] miZo] 15 g9l A
H2ollA RAF e AA7F e 4 o shYItHYosef and Ariffin, 2016). 0]$ Aol AB|XPI} of
H E4 FaoA -85t RPEARQI @ 40 E/Jof ZIQlste & AFAacte] HE mAIoA AEHoR BlRE 1A}
= Za/do] fuE:s FAAR et wAsta ot Aao] 7Rk & FAA ofakS AYsiict
Cardinale et al., 2014). AH]A9] 39 nehapgoA AFEAL 24 &4 5 T Au|A 70 =

Z57] f2of oj52 & FAMoHAe] £EE 4 Atk

ol

—

24 A &Y (relationship commitment)

A AFoA EU(commitment)2 WEHAANA WFARRL A4S THol] e Afefe] AL (Dwyer, et
al., 1987), n&tjdat HAE FAlsk7] Y3t £%{Moorman et al., 1992) 502 A& 0, #ASYL st
WEHARISE BAIS #AstL 9X|6h7] sl A1) wAS st= AoR MWsly 9tMorgan and Hunt,
1994). ol& &Y o] WAL B Aol ARPE S-S 4 e 7Hede dulsks AeR, A=
WERIAA Aol tigh U2 Hato] Adste AddlE sl slAg o~ e st A9 F4dER A
73, vl olZAY ¥ 484 5 AHlA 159 Y 7] &
2 of tigh FA/S &5k ol a5ty ol wehiAle] ed2 Aol +
Quct wAEA] o] Fasitd Zolt.
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HPATOIN FYEL AL fEBEY T UAS I AhA El= 71e) WA oJulst FEA Ao
5/3&=(Dick and Basu, 1994), &b A|Fo|Lt Av]2of et 1710 FZL JiEoflA QlX|(cognitive), 7
(affective), s§%(conation) ¥ &=(action) & U 7}X] &£4o] Y=x= EjeA ™ol =A% (Oliver, 1977
Oliver, 1979) 22|11l A8[AIY] JFo] A]A 4Hof ofsf Fd2 et 2R &5 ol&(the theory of
reasoned action: TRA) & A 71x]9] ApgEAQl 7fjdo=2 B=sty 9y J=8u AEAOC=Z Z4E(loyalty)
o] g sk AlFold AujA9] X tofio] gt HIKH I 22 #gez Aostal Ql=tl(Auh and
Johnson, 2005), ol= AH|AP} Alg5 FUIsAY &2 AHIAE o] &Y A& 7Mit= 7oz dutRloz
Fofeleet o ert gt TRl AR EEE «l'ﬂl?_}'l}.

26 A77HY Y BT 4%

26.1 MHAZAZD} QAX|THF S HAOIE 2

S £7] Aol AR Z1diet A § AJukE vlusto] Frkohe QIR #AlY] /g8 AIAE
Agh ol3 Aol A2 ©o] IR WAA A&Eet ofyet A AMdE Yok Aista
At} &, 1ol X4 dutet 7 FH2 Brkohs w2 gt 17A0) oAA FA| QoA QXA wAut &
MG grollA A ad ez el stgickLiljander and Strandvik, 1997). ol AH|AGHA 1
70} Tofet MH|AE 2 AMH|AS QXA R Hrlehal sAlo AAcRE Frithe 1S Qugith. o

ro o

AR AU B71 ANEY I 2R o) EL ofaAle] gwE 4 gloo

HI: Au A2 RIS A+ ol At

H2: Mul27d g2 A oAt] F+)e] 3ol At

262 AX|UHFT} FAMOE, BA=SY 5‘.;*74“

2HRRYE ALoA aBARs ARARES JIXACZ A|ZsH Ao dd= A Hol /9T ¥

IARMo 7 W3 e

T

Faeith she 22 ojn] d2] ¥Rl Apdolt). mebA ABlAS FFstal olF o A2
A AN A FHie

o7} Qutgjo] ofAMAo] ZolAl 4 itk T HLoA T W
[ES

2|z ooz w

ool et 2

Aol oft ofAilS olckn SHTHAKgln, et al, 2013). e AulAZH] ofat xRS AN
ofslo] Wake ECH otk Eah MW chort MZR(offerings)o] Hate UK WA Aoz
Botstol wEd HHATOIA . Afu] 20

AL YRt A FAct fAl H EAAA 2 U "o e
AL A Aoy A Ao Fo SRR Fd= o, 2 aPgof] A driver2A
HAZYo] T shltHGustafsson et al., 2005). o]= Af8]AZ 0] QJst QAIX|PHEL HAZUZ =t
sto] P54 =0 3748l %‘5&% e Jlor 49Y 4 o o2eR, AgAtolA Av[Rl= gF Ul
S LA sk 2R gTiE RIS s

A "chi sFYtHErics et al., 2012). E3F =42 st
R e 0]gttHSuh and Han, 2003). o449} A5 &&d] & df <t AlFoly B
tish 37882 RV =2 AvAks oiF AlEoly BHEr #AE X 2
g FSh AR JFabgolld s AT B4 AlE ]Ur o] tisto] FMAC
g AlFoly Bt gis st Yol dFE & Ao siY=
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263 AUX|UZF, BASY, YMoiED ASSEE 24
71HE%A] mj2{tt(the expentancy/disconfirmation theory)oflAl - AAIE $H5-2 AME 7|0t 4o 9
gt 4 Afo|2 AREE AR WA d7iEge R Aist QIoOliver, 1977). o] 17o] o]&5h AjH]
A7) APAIS] 71t AR|SHAY L oY B TR0l WS ALudEol 2 £l= AR FEY 4
ATt HAAOME uATHER AEARQ] U E2 ARShks PR Qcloj2t sHial(Burns and
Neisner, 2006), =3t F&3t 0r50] Hrrt 245 AU et oL AR st Wong and Sohal,
2003). o] ge] A4z & wf AulAZFe] Qgh 9] QXS FFd o] T2 £ Zoloh
Ogos Y3t 34e %}711 AFolA, =L wghAlo] Qe Aol FREARS] AgkE EoiF
(Bansal et al., 2004), = 7&@}1\]7:]—@—1:}41 St CHPritchard et al., 1999). T3t wERAAoA] AbcHer
of Jels] U AL B0 5717F Foixy] fiwol] Fojoe 52 Ao Eeb 2 2] i¥fofwo
Z8st @F= £ si¢ick(Ibrahim and Najjar, 2008). Z12]il 7‘“1011"*1—} 4= WA A5 AmEdy,
*1‘51’\ AoflA gAfoiA UARE QITRIAIRESE ofl2} uZMut MU|AA|SAL A E TAYHT L SHHA
Ve 2B 22 Au|A0] Feol= w7 AFEe] ofjAtlE [f-E5t7] gt 2k (Rapport)7iiY
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50l 5asiciL ool 9] F5HOIL Cl AIATE B9 A 592 S Hyun
and Kim, 2014). T}2 @704 Au]A} Al 20 ol BAFALo] NS 22 o) FAR oAy
o WP ol 3PN I DS UEG SN BD Sstachos el o, 1107190 3

ol 77
S 71014 ofoll 2UsHA ©l3 o] 1 710l het sojmel P
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& Aol EE ERlskl olshE w71 Hdll tHEd=A (multi-item scale)E ARESIICE £Q
A7Ndo] st &He2 74 2]AHZE AL(likert scale)2A] 18, A3 oplr}-7H. ofQ 13t 2 X519
F3t SEHANY QAALsAEES EUshy] Hgt AL BRAEE ARESto] FASIH. 2 AtollA AR §
2 W HAALE okl Q1sto]l 2 Aol Y8 Ste s f4dat BekS Shth W 50 RA
A o <® i 2o

<E 1> ¥4 593 24E R
e eYs st HayA
SEL Hul27} ) 878 FEARIC,
SE2 Hulazt oke Rurt o 9asiet.
Ald j

AHl2 | SRS 3P} Bo AH|AS ATkt K}loliﬂﬂ o ;1 Schmitt (1999);

Z L= o] 2o ohat ;} Brakus et al. (2009)

SB4 o] B84 AulAg A,

SE5 |27} £ F3le] Wweo] Zic,

Csl1 AH]A o] 82 TEEAR 3ol

cs2 ol AlEhe A A oloct. A A
Q%] - et et - q{j&';;ﬂ e Oliver(1980);
9rE | CS3 O]3L5 o]&stH P WET Zlol2t 7Rl ] 3t ;;f N EA&H(2009)

w3t

Cs4 O] ol&3t A2 A g dol2t s,

EAL AASS ghw lwo] Eot.

EA2 HHlAE 0}8e nf 7o)

Z1xlol| A5 _

qN | Ea3 Al 2] el 2:& 7o) AIcE e SJRY(2020):
o=} S1m aren | Yosef and Ariffin(2016)

EA4 Au| 20 oiel AlFARICH AR S SH

EAS olxat Fe WAZ T Ydrkn AR

RC1 oA AA giZol 3t oS wxIck

RC2 0 I wfFo 7t 447k L7} A 8| AA 53R} Chou and Chen(2018);
A BACK] 5] de Wulf and
= RC3 22 I fjof o2 o2 vy AlX]E oIt R]&A191 29] | Oderkerken-Schréder(200

e 3)
RC4 ZRIOA o] L5 vdol = Q5] gastal Al
BL1 dozw AR ol g Azolct.
O A=

e | BL2 7187 71 E ol gsha Al HadE AUAS | ohen et al2011)
45 FHAI ol skl Caceres and
EPS| } =ulof| Mstal=
Y= | B3 of&lol] Yokele}a A% ol 831 Zlolct. TL°“9&°*E1L Papamidas(2007)

BL4 79 Rl £ olop|2 st AlL.
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32 A7 24

® AT GRS 85 OIS SAT LA PIT SIS T
3. ARAE, BAONE, WAL, BEFHE

= ozl Rl el Um
’ 1 [e) o o Oy 14y | =2 O
LS, FARY & AR ALEASE A= Ia%*lﬂomr J}Eﬂ*o* A A9 i 8 Al

3

P,

3 B2 Y S U 7R e ol AT A AR o] 8ERAE 2R sFieH
%% (convenience sampling method)Q.= _%% ARsiRTt. £t o552 TATO R stof OfH
WAlslol AR g HESIGT. ZAPIZRe 20214 %

= = QIst7] 9lsl SPSS 21.09F AMOS 20.0 AW |AE AHEste] AE2A sttt At&o
QBN H3rde 20lshy| ¢ste] KMO and Bartlett's TestE 3sH3ith 2Q1A Q Q8 M (confirmatory
factor analysis: CFA)Q }5_4 aﬂE)rtl—Eé 510] O].o:ll:)r 9}017\49_0 H/Hoﬂ/\ﬂ: @_/'\_ Z_]' Q_O]ﬂ owd}\]ﬂ
T (composite reliability) ¥ Hd2ARZSZHAVE)S Q102N AR 9] L£HEIT T (convergent validity)S
stolstoict, @J,—_}E@.(correlatlon analysis)0 2 TEE r3rS 202 3MF 5 AVE ZH} vlmsto] THEERgE
(discriminant validity)S =2Hlstyith Atgo] A& 31517 st AU EM(internal consistency
reliability) @2 7} #4o] thsh Cronbach’agts &RIGIACE Atg9] 7|2 FAHS &QIsk] Yot 25 £3
H 7t Wz goigiMean) ¥ BFEHEARMSD)e AEsRH 3EANY  Ql+EAI5d(demographic
characteristics)2 &1517] 98l ¥l=EA(frequencies)S 5t9iCt LR Al @ B M(structural equation
method: SEM)Q 2 ¢12 30l At (model fit)Y HAL7HI-ES 30151

_|l'

2 Aol 22 =49 AEY o840l Qv AHIAE Oe® F300%9] HEAlS Hix 2 4
A @ 3 ol Aol BESIUC B 4Ro] YuskA o SYSIAAL B BAHsP SUE HEAl 25
= AE

AQlst 275?—(91.6%)% 54% v‘i—i of AtgsHt Ak=o %’3% AmEY, o g HArEFos 582

(18.2%), olAadFCe|AE": 29%(10.5%), victolde|AES 83%(30.2
ol oict. EﬂAEE* OIJ‘l Al %%*%Qi AT =2 A 147‘1‘(53 5%) 7}E 10278(37.1%). AFY=EA 5 239
(8.4%). 71E} 38(1.1%) & oIt SEA A7-575/d(demographics) £42x= <& 2>9 LTt

~—

< 2> QTEAEHO] B}

e e ¥ (%) e £ ¥l (%)
30049 o5 54(19.6

o8 143(52.0) gt b o

ck o1 132(48.0) AL 300-5009+ 128(46.5)
° ' 7 5009k o]A} 93(33.8)

HRHNZT F4H M3 (5AH9T) 7



Bl 16(5.8)
LER} 45(16.4) 204 ola} 2.7)
A 41(14.9) 20-29A] 63(22.9)
Ao AFELR] 100(36.4) - 30-394 160(58.2)
R 2A] 34(12.4) 40-49A) 27(9.8)
>34 16(5.8) 50-59A] 8(2.9)
RAzmy 18(6.5) 60A] o]4F 15(5.5)
71} 5(12.4)
Mg Y4 S2EHERY 155(56.4)
ZAMR|A 32(11.6)
G 67(24.4) 5o EY e olst 10(3.6)
XS BRI 7(2.5) WEPE AzoEr 29 = sty 29 190(69.1)
PSEIPA e 7(2.5) Ogd 29 £ ol 75(27.3)
AFAY 6(2.2)
gl 713 1(.4)

42 EfgtE 9

121 2HEYE 24 B

201849 §aYS

(Kaiser-Meyer-Olkin)&3zF .9

Ueht EAx 02 Qo

43019441,

O v

o
Atk Zr

aT

QoJEAo

5o} KMO % Bartlett's testS slich 2424w}
A o]4S HojZL Bartlett 7AAoA 89
7ol eeldozy 2 AfoN S2AE Atee

(RN L |

S
o] w2t g9 SHEG T (convergent validity)S 3Q15H7] ¢sto] &Q1A Q Q18 M(confirmatory factor

analysis: CFA)E 35ttt

AT} pho] 000014 22(200.558)/df (800)=2.5072 LpERtw, HEw x&

GFI(.909), NFI(.962), NFI(.962), RFI(.951), IFI(.977), TLI(.970), CFI(.977), RMSEA(.074) S0 & Ueh} A
FEAS7T 86904 9827HK] UERY A 710 A7 @l

oz Mt folet
Qi AR T ZHcomposite
dekgol BAPE glgo] SQlsioltt YAAT A0
924004 21.9742 UEPGO 22X 7)EX]

9 Al AUE <E B 2T

Zloz leolnt. J2ja

reliability) & 24
|
A

j e

=
oJst A

L=y

12)E BT,

W(AVE)o] 71FR] 42t 71k 55 Zafsto] £
Cronbach’s o747} Z]A|
785G zob AlRmofl EAPE §lEol ERlEit. SHE T ERA

<E 3> pEEIYE BA ARl B4 9l KMO & Bartlett 744
CFA | CFA | . 9l Ecely g oAl
O]'

B o oz | B | mey | eawepy | | PR ame | Gag |0
Aol SE1 | 1.000 945

S35 4 3 SE2 1.015 .945 32.041 .000%** .938 .889 .966
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The Effect of Service Experience on Behavioral

Loyalty in Luxury Restaurant Service Setting :

The Causal Role of Cognitive Satisfaction and
Emotional Attachment

Choi, Chuljael)
Abstract

Due to long-term social distancing due to the spread of COVID-19, business trends of restaurant companies are
being implemented in accordance with the changed environment such as packaging and subscription. However, even
in this environment, upscale restaurants are generating high profits by trying to differentiate themselves from
existing restaurants by providing high-quality services with the best facilities. Therefore, this study describes how
customers' experience of upscale restaurant service influences behavioral loyalty. That is, the purpose of this study
is to determine the effect of service experience on cognitive satisfaction and emotional attachment, and to examine
the causal role of cognitive satisfaction and emotional attachment by confirming the relationship between these
constructs and relationship commitment and behavioral loyalty. To verify this, data were collected through
face-to-face interviews with 300 consumers who recently used a upscale restaurant. Of the collected data, 275
copies(91.6%) were used for the final analysis, and inaccurate or erroneous data among 25 response sheets were
excluded. In this study, the validity and reliability of the data were checked and the research hypothesis was
verified by using SPSS 21.0 and AMOS 20 statistical package. Frequency analysis was performed to confirm the
demographic characteristics of the respondent. Structural equation model analysis(SEM) was used to confirm the fit
of the research model and to verify the research hypothesis. As a result of the research hypothesis analysis, it was
found that service experience had a positive effect on cognitive satisfaction, and cognitive satisfaction had a
positive effect on emotional attachment, relationship commitment, and behavioral loyalty. Also, it was found that
emotional attachment had a positive effect on relationship commitment and behavioral loyalty, and relationship
commitment had a positive effect on behavioral loyalty. However, service experience did not affect emotional
attachment. With this study, marketers and managers of upscale restaurants such as hotel restaurants need to
accurately select their target audience, understand their service needs, and then present the appropriate service to
them. In addition, they should not only induce cognitive satisfaction by providing excellent service to their
customers, but also identify moments of truth and present appropriate services so that satisfied customers can
strengthen their emotional attachment. In addition, it is necessary to strengthen the relationship with their firms by
forming friendly relationships with customers who have high emotional attachment, and also to induce relationship
commitment so that such customers have a strong sense of belonging and attachment to their firms.

Keyword:  Service experience, Cognitive satisfaction, Emotional attachment, Relationship commitment, Behavioral loyalty
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