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Abstract

Purpose: Service quality plays an important role in the credibility of consumer behavior as it enhances brand loyality in hospitality business. The
objective of this study is to determine the effects of service quality, positive emotion, brand affection, and brand loyalty in restaurant sector by applying
the S-O-R model. The study also introduces a new integrated structural model that combines service quality’s dimensions of physical quality, interaction
quality, and outcome quality. Research design, data, and methodology: This study was analyzed in a quantitative way using the survey results of 395
customers who had experience of visiting restaurants. All constructs were measured with multiple items developed and validated in prior studies. In
this study, SmartPLS 4.0 was used to evaluate the research model. The reliability, convergent validity, and discriminant validity of the measurement
tool were verified. Result: Result was found that service quality(physical quality, interaction quality, outcome quality) had a positive effect on positive
emotion and brand affection. Also both of positive emotion and brand affection had a positive effect on brand loyalty. This study contributes to the
service quality literature and has practical managerial implications.
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1. Introduction Thielemannet et al, 2018). EE®H AMHAEEZ2 QI
MATFONM 02 Sz, 028 k= =HHE O[O|X|,
BYE JHX| S0 d¥E OiX|= 8% OHAE 4

A2 SFEIQUCH (Cetin, 2020; Serhan & Serhan, 2019).
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(Serhan & Serhan, 2019). [f2tA| 247

WES  MHABYE  XAEOR
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=

A
SHAMAZ| = 0| BRSIC}H (Garg, 2014).

otH, 2 93E  S(stimulus)-O(organism)-R(response)
Ol22 H&SIY AHXZL dgsts 47|89
MHAZFE X[Zof cigt Z4dEtEES S FoiA SO
OX|= g2 LHASIAXL SHCH (Peng & Chen, 2020).
o2t MH[AZ2E (28 2882 2 HE ds
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(F7IH), 2HIXL A=0f Cigh Z|
HH#E SHTE Response (

—
TEH BAZ EAH= ool

—

) AKX ZH
, oo

STIIR|  MHIAZE XEE AHR BEEES
O|Zste X|EE Be AT} 0[20f FTH (Namin, 2017),

H
E5| ALY ZOFM BlAEEe] 34 ME|AFE D}
T ALO[Q AfEH THA| (Ahmed et al., 2023; Garg,
2014; Kasiri etal., 2017; Tripathi & Dave, 2016; Tu & Chang, 2011),
MH|AZEDE 71K, PHE 28 Fe2tA (Thielemannet al,
2018; Lee et al, 2005)01 CHE+ A7t FE O[FUCL
a2t MB[AZED aZ4nol HAFES 20Shs

HEH OfAZAof Chet A= F5oH 20|},
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O[2fet WEOIM = A= MH|AFEDF DTS
Aozt 7IE ddAFel B0 HHOLE
MEAZZD Mol ZEH HE I FLHAE
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2. Literature Review

2.1. Stimulus-Organism-Response (S-O-R) model

OAE 2OFOIM Xt= (S)-R7IM(©0)-EHSR) 2R
O|2X H{Z2 Mehrabian and Russell (1974)0| X|Qtst
Stimulus-Organism-Respones ZES A3l
Melete| 7HE g Ests HIA HIREZIR (Robert & John,
1982). At= (9)-97IM0)EHS(R) ZHO| =,
()0 A2, 44, X[HE )2l Ml 7IX| AHAS et

a0 ¥ HEof S ke A & 5 ULk
Of Ml ZHX| Xp&2

S0l EHE ROl O§71 HetS SHCH (Mehrabian & Russell,
1974). Xf=2 OfAE BjAgt stAQooz FdE|H,

2 O 2O0R0jA  AH|X}C|
|XIC} (Bagozzi, 1986). 77| K2t
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2.2. Servicescape

MHIAZEHE & st& 90| o2t Ccrefer 2o
X0l EO|n U=h, DIAHE Z0Me MH[A
SEE FAH0o|n A XFHQl AFez FIo5t
A 2006; Wildes & Parks, 2005; Yarimoglu, 2014).

0

=
Ct (Bei & Shang,
&

o MHIAFE2 2H|APE X2k AH|29

STHE Rl RdO|Lt 50| Cier TEHEQIl Qo=
‘HO|EICt (Rust & Oliver, 1993; Seth et al, 2005). =,
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NHIABTS ™ol BUS NASHK|S F2 XI2E
(

ZH
EH9| J1do 2 HO|=ICt (Nyeck et al., 2002; Zeithaml &
Parasuraman, 2004).

HdAAFON MHAFES Qs Creret

20| MAIZ|RALCH (Brady & Cronin, 2001; Dabholkar et al.,
1996; Gronroos, 1988; Parasuraman et al., 1988; Rust & Oliver,
1993). Gronroos (1988)= A{HIAZEHEZ 7[&d FEIL
2 X ZYoz EHFG= ZE
HAICE 7|=X S22 MHAE Sl 12450 A
£ (what)of| STt ZoHEE (outcome quality)O| T,
168 BEZ2 MHAx FFIFESl EEE OEA
(how)0ll S El= IFIEE (process quality)O|Ct. Rust and
Oliver (1993)= 2 X+ 2ol =2[H
12{510] MH|A 2HA (service environment), AJH|A S
(service delivery), AMH|A A& (service product)2| Al 7HX]
MHIAEE XIS HMA[SHRALE Dabholkar et al. (1996)2
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SteIAtEeE FdElE ATZEES
M| A|SHALCE. Brady and Cronin (2001)= 3 AHl 28 (Rust &
Oliver, 1993)1} {UATFZZEH (Dabholkar et al., 1996)S

CHEH

M EHSHO] =25 HEEE, H2HEEE,
ZOEEOItE 3 7HR AREE MABIACE 2

AF0M= ATEEEMYE 7HY HEet B
Cronin (200)2] MHIABE SIS MASHATH (Han
& Hyun, 2017; Ryu & Han, 2011).
2.2.1. Physical Environment Quality

=8 2gdsE2 JdEFe o
@er2 O|X[= SHAI QA0|C} (Chen et al., 2013; Zhong &
Moon, 2020). OMAIEIA ZHOIM Z2|A 2HHolgk=
Eol ERE T B2 HAXE0| MHBAZES

3

Sdots =2H 2Hg0]| thall Ao RATt (Chang et al.,

ME[AZE

2014; Han & Hyun, 2017; Ryu & Han, 2011). 22|84 &2
XA = ARRH 20| ofd QlIzto] Bh= Q15X Ql
£/ A O|0|BIC} (Prayag et al., 2020). EE3H 22|H
std2  MB|AAAHO|Z  (servicescape) =  CHY|

(atmospheric)2t= 0|2 AMEZICE Ryu and Han
(o112 =2|H SHFEHE0| AA It FHof Us
THHel SB35 ZESOICt SIRICH &, AARSZHo|
Horet HIO|E, 2Af, HUFEA, =T &2 WHE
QIHZ[of & =, HiZS40t 22 HO[X| 8= 29171,
Az et =Xt 7 50| ZHEICE 023 AlEQ
HUPMOl M= Cxpela FAa 22 =221H
SHAEE2 10| X|Zet= AEZFo|n IHEHOQ
7K E EESHD MH|A dEE IYHLE FHIte
shAl =+H QAO|CH (Chang etal., 2014; Han & Hyun, 2017).

2.2.2. Interaction Quality
MTRZEHS DAD YYZto] YO MHIA HB

St S|
YoM O|FO{X|= A MH|AO] CHst 1249
Olaloz  HO|=ICt (Brady & Cronin, 2001). £
Edoz ot H3EAHEEEES B KT
H2AEEE2 AT Z2  zAOEIE
Aol aziol FFHel AP WSO FHES
OXl= &82% 8A0|C (Hwang, 2014). O|2{st
H2AEEE2 MHA HIARL FRlel EFEAQ
Eief THET A4SE AIZHHSl MH[A 81 AESH
M|, nZ40f CHoh 2taldp nZof JHel £ S
& MH[A, MH|A ZRo| Ean & ZEE {sot
Kol R, 10| X|ZSh= HOteh MH|A S22

T EICH (Chenetal, 2013).

2.2.3. Outcome Quality
ZMEE2  AMHIA

=H2 4 S
MHIAZEES EIMte O 5% 922 it (Kim &
Ling, 2017). Rust and Oliver (1993)= LHtN O 20|
=L 2HEEE, UHEEE 32 MHAEEHE SOl
LAEICHY SFQUCH AutEEE 10| MH[A X|Foj[A
T2 AS oo =N HItEE22 MH[AFHEO| Ot
HHPA Ol HIL7t ZtEICH (Brandy & Cronin, 2001; Powpaka,

1996; Choi & Kim, 2013). ZItEZE2 MHAE Edf

Aol Lyl J|Ro|Lt 2HHel Zumor opja}
QoI ZWEol gAlo] EXE muSit ey
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MHIAZE HFo| A0 ZIEZEO0| MHAE H3
22 = 00| X A5 AFHQ AF FE¥E Fe
02 523t 292 = StLIO|CH (Chen & Kao, 2010)

2.3. Perceived Emotion

MH[ALE HZof Ci3t EH=E Fdstedl 58%
dgE e A™2 ot oLt Fa, 4% SO
E £|0 s S AFE S5t Lte AH|XIO|
Z2d dh30|CH (Lin & Liang, 2011). Ol2fst M2
Yutdo = Moty ZhAkel 7|8, EAR 52 3-H
2P0t 23|, X2, s, 2HY 89 28 AFo
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AHZEON 2 A=E S YHE 3-H 4¥e
sie BUEE AMRSHH ot 3™X "WItE 0|ofH
7}5+30| ALt (Tubillejas Andres et al., 2016). 3t A 2|E
HIECR HYE e 388 482 |XAA OHE
4 2WEo| Cfet 22 O[ofE == QUCt (Bo et al,
2018). & gt i S EHE MH|[A0| THERO|A
2ol Fgkof Chst ChEEol Ao 3-EQl 4F0|
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2.4. Brand Affection
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2.5. Brand Loyalty
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3. Research Design
3.1. Research Model
HIEto 2 QA
FHH Y, BUE ofF, J2a BUE
(e]3
=

Ob&7| ?[8f Figure 1 1t Z0|

171g2l

3.2. Research Hypothesis

3.2.1. Impact of Service Quality on Positive Emotions
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3.3. Survey Design

3.3.1. Sampling Design
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M2 AEEH, ZUEEQ SIRIXRCE YU,
Fullerton (2005)2| 110 AMEl B2 & A+ Ao
N F 510 242 37 Ao FPEULCL 3FH
wEE MHAE FEsts 3¢ L= dE, metd,
=3, oj=el JEAQl Or22 HEfE Song and Lee

(202002t Wu and Shen (2013)2| S0 AtEE E&S
0|83l 4 7H 2
1740 ERMEO| CisH = AL HOHSHH M5t
A¥o=Z Holx|H, Guan et al. (2021)Z Thomsonet al.
(005)2] A0 AtEE =2 & A7
510 4 7Y =z HFYL[QUCH BUE FHE=
£d Hico ofst IF™HQ Db
HO|%| A2, Hwang et al. (2021)2+ Schivinski and Dabrowski
(2013)2] A0 ArEE 2SS AMHBSIH 6 7HQ
a=02 ZFYEUCE

o
#2082 SMEUCL SAUS ofY

4. Results

4.1. Sampling and Data Collection

2 9F0M Ar8E SER 395 Fo| QTEAHH
E42 Table1 ot 2L WA, dE2 HAt (51.1%)7F KA}
(48.9%)ECt A LIEIGICH S RFE 7|12 (522%)0]
Ol= (478%)=2Ch =A LIEHCH AZE 40 M-49 Al
(291%)7} 7HY B, O CH2o 2 20 Ml-29 Ml (25.0%),
30 Ml-39 M| (238%), 50 AMl-59 M| (220%) =22 =4
LIEFGCE g =F2 4 AX| it S (53.4%)0| 7+

= LIEFRICE SEAS Y2 ARE (39.5%)0| 7H

o
DEA LERSon, O Ch2o2 s (116%), HEZE
(109%) =22 =A LIEt:AC 2AEE 0|8 FH2
152 (5229%)0 7HE & LIEFG2D, 1 Chgo=

NEL=ES

(185%), ZHOIAAL (177%)2] =22 &=
LIEHGICE O|8X}e| EAS2 300-399 THR (22.3%), 400-
499 THRl (165%), 200299 THA (159%) =22 LA
LIEFGCE OIX|2e =2 1 QI 1 2] &2 Ex AFEaU2

2-4 BHRl (324%)0| 7t =A LtEHS e, 4 THRl6 THA
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(23.0%), 2 2t O[3} (185%), 6-8 2H (12.7%), 8-10 ZH
(51%),10 2t2l 0|4} (83%)2| =22 LIEFRLCE.

Table 1: Demographic Profiles (n = 395)

Category Subcategory N %
Male 202 51.1
Gender
Female 193 48.9
) Single 189 47.8
Marital status
Married 206 52.2
20-29 99 25.0
30-39 94 23.8
Age
40-49 115 29.1
50-59 87 22.0
Under high school 91 23.0
. 2 years college 63 15.9
Education
4 years university 211 534
Graduate school or more 30 7.6
Student 46 11.6
Office workers 156 39.5
Sales/Service 32 8.1
) Technician/Manufacturing 33 6.6
Occupation -
Professional 43 10.9
Self-employed 20 5.1
Housewife 29 7.3
Other 69 17.5
Less than 199 61 15.4
200-299 63 15.9
300-399 88 223
400-499 65 16.5
Monthly 500-599 39 9.9
income
600-699 27 6.8
700-799 24 6.1
800-899 14 35
900 or more 14 3.5
Business 73 18.5
Simple visit 70 17.7
Purpose of use Family gathering 206 52.2
Commemora‘tlon and 40 10.1
celebration
Other 6 1.6
Less than 20,000 73 18.5
20,000-40,000 128 324
Avgrage 40,000-60,000 91 23.0
spending per
visit 60,000-80,000 50 12.7
80,000-100,000 20 5.1
100,000 Won or more 33 8.3

4.2. Validity and Reliability

= 97= AHATERR| 2]
CHAXIRIAMO| SmartPLS 40 2 AFESHY ZYE|RACH (Hair
etal., 2021; Kim, 2023). HX{, 2[4 FH2 Cronbach’s a 2t

ARCE] AMZ2|=  (composite reliability: CR)S Ar23I0Y

AEECERS R

2 A ERUACE MEASE =2H HEEE,
H2HEEE, ZUEFT) 3¥H -, 2U= o,

Jde2|n =2ME FHE9| Cronbachs o 2F  HTLTHY
AME[= (composite reliability: CR) ¢/2 .8 0|42, UHHA
7 O] zZ=ntg|o] A2|do| ACH (See
Appendix 1).

CHEO 2, Appendix 1 IF Z0| QQIFXf gio|
O|o|d, AVE ¢0] 7 O|de=Z  LIEILE
ARCHRIE| +HEISMO| ASE(ACE THHEEEY
Appendix 2 2+ Z-0| Fomell-Larcker 7|=Q! AVE 9| &
20| AEEA A== ZrRCH 30 AE 0| ARLH?
7ho| AEHEtA| 2ol AHS4k0| AVE ZLECt
LIEFSE T, HTMT (heterotrait-monotrait) 2£0| .772 - .897 (p
< )2 ZE LIEILE BE HTMT 40| 1 1f 3A CHEX|
QfOF THHEIFO| ZHE F| ALY,

7|1Zz=0l A=

mln ru rlo N

e Aoz

4.3. Measurement Model
= d7s g7Ed "IHE 2?6 SmartPLS 40 Of
O| 8E|RALCt LiH=0| Z|CHzt= 24 Ao %[Oz}

L 1XQX X AZE °|E|I6PE 1|, PLS (partial least
square)= O[2{et L{EH==9 1 E|CHotof Hetot
=4 BHHO|CH (Vinzi et al., 2010). =41 &8 HILE 2ol
YN oZHL 7t BIHEACE (Hair et al, 2021;
Tenenhaus et al., 2005). HA, CHESMH 2 24HEE Q0
(variance inflation factor: VIF)O| 1.814 — 4748 = LIEfL}
7|Z=X|Ql 5 ECt X0F X7t gle A2 TEE|AC
L0 dHEHEZS LIEtL= Z28A 2 R2 Off 2|5k
Mg ZHM7t Qe A= LIEFRCH
Falk and Miller (1992 R? 2o 7|8 .10(10%)2Z2
HAISHE =0, & AT0M= 38X Z7E0| 59 (59.4%),

EEE



Co
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SMETL 709709%)2 RS 7|F ECH AA LIERLt
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redundancy; Q2)4fO| AFEEICE O] 2t0| 0 ECt ™
OIENet=7l e HoR 7tFEleh, 2 AFoME
S8 40| 581, EME OfFHO| 644, 2|12
FdE7F 665 2 LEIL RF OFHELE J|ES
ZA|F|= o2 THYE|QUC)

2 dARDHo| 0F22 SRMR (standardized root mean
square residual) ZfO| 062 2 LtEIL} Z|EX[Q 1
= 08 HCF 2ot AFEYo| of==o|= ZX7t gle
Aoz HHL|QCE FEZY M T (model fiys HHH
(R>)2| "t Ztat HFE2|E| (communality)l] Ht Z+S
=0, &2 (Square roo)C 2 EHILE|E=
ZAnto| M3tT (Goodness of Fit; GoF)Ofl 2JSiA] H7+x| ALt
(Zolkepli & Kamarulzaman, 2015). [H2tA GoF = .720
( (653 x .794) )°| 2 £ 2 eIt w2
A2 LIEMRLCH (GoF 2| 7[&F2 small: .10, medium: .25,
Large: .36). RF'E2IEl (communality) {2 AVE 2tut
S USICH (See Appendix 1).
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= 332, tvalue=3.733,p<.001) 25 SEX ZHo H
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value=13.285,p<.001)0| EE HHE

Z O™ B=619 ¢t
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gets OXl= A2 LIEfL} H7 ot H8 2 EF
K| = ALt
4.4.2. Effect Size (f?) Analysis

| CHet

RMAT| (effect size, f2) 2M2 BEHFS
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Figure 1: Estimates of the structural model (PLS)
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Appendixes
Appendix 1: Measurement Model
Constructs and Items lf:(:it::grs o C.R AVE
Physical environment quality 872 872 197
Physical environment of this restaurant is one of the best in its industry. .895
Layout of this restaurant never fail to impress me. .889
At this restaurant, | can rely on there being a good atmosphere. .893
Interaction quality .862 .863 784
I would say the quality of my interaction with this restaurant's employees are high. .853
I can count on the employees of this restaurant being friendly. .892
Employees of this restaurant respond quickly to my needs. 911
Outcome quality 914 914 .853
I always have an excellent experience when | visit this restaurant. 928
I can count on this restaurant to always meet my expectation. 919
I am consistently pleased with the selection at this restaurant. 924
Positive emotion 906 907 780
While dining in this restaurant | feel excited. .882
While dining in this restaurant | feel energetic. .889
While dining in this restaurant | feel happy. 907
While dining in this restaurant | feel relaxed. .853
Brand affection 901 .905 771
I love this restaurant brand. .867
This restaurant brand is more friendly than others. .885
This restaurant brand is relaxing. .894
This restaurant brand is affectionate. .867
Brand loyalty 943 .944 178
I am likely to use this restaurant in the future. .849
If | found myself in the same area another time, | would choose this restaurant again. .845
If it were available for my visit, this restaurant would be my first choice. .886
I consider myself to be loyal to this restaurant. .899
I will recommend this restaurant to my friends or neighbors. 917
I will spread positive word-of-mouth about this restaurant to other people. .894
Appendix 2: Fornell-Larcker criterion & Heterotrait-Monotrait Ratio (HTMT)
Constructs 1 2 3 4 5 6
1 Physical environment quality .893 .867 .866 172 818 793
2 Interaction quality 753 .885 .897 .807 .859 .864
3 Outcome quality 174 197 .924 798 .824 .844
4 Positive emotion .686 714 127 .883 .869 811
5 Brand affection 726 .760 751 187 .878 .891
6 Brand loyalty 720 779 784 751 .826 .882

Diagonal elements (bold) are the square root of the variance shared between the constructs and their measures (AVE) Above the diagonal elements are the
HTMT ratios. Below the diagonal elements are the Fornell-Larker Criterion.



Eun-Jung KIM , Sung-Hun KIM / Korean Journal of Franchise Management 15-2 (2024) 1-15

Appendix 3: Structural Estimates(PLS)

15

Paths Estimate t-value P f? Results

H1 Physical environment quality — Positive emotion 210 2.869 .004 .038 Supported
H2 Interaction quality — Positive emotion 292 4.140 .000 .067 Supported
H3 Outcome quality — Positive emotion 332 3.733 .000 .080 Supported
H4 Physical environment quality — Brand affection 241 3.415 .001 .059 Supported
H5 Interaction quality — Brand affection 351 5.283 .000 114 Supported
H6 Outcome quality — Brand affection 285 3.598 .000 .070 Supported
H7 Positive emotion — Brand loyalty 264 5.273 .000 .091 Supported
HS8 Brand affection — Brand loyalty 619 13.285 .000 .501 Supported

Variable R? Q*

Positive emotion .594 581

Brand affection .656 .644

Brand loyalty 709 .665




