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Customer Emotional Responses and Satisfaction
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Abstract

The purpose of this research is to examine the importance of the physical sunroundings for the restaurants
in the local specialities food town and how their physical surroundings influence on the customer emotional
responses and satisfaction to suggest the improvements and implications of the physical surroundings. The
questionnaire for a survey was distributed to the customers who have visited the restaurants specialized in
Korean beef located in the Sanoei Korean beef town, Jeongeup. The results of this research are as follows.

First, except for attractiveness among the factors of
ness and amusement), as cleanliness and convenience

physical surmoundings(convenience, attractiveness, cleanli-
occupy high degree, customers were presented to response

more emotionally. Second, except for attractiveness among convenience, attractiveness, cleanliness and amusement,
as cleanliness and convenience occupy high degree, customers were presented to be more satisfied. Third,
customer emotional response influences on customer satisfaction with the food town for local speciality.

Key words: local specialities, food town, restaurant, physical sunoundings, emotional responses, satisfaction.
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<Fig. 1> Mehrabian-Russell model.
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Emmlonal Customer

<Fig. 2> Research model.
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{Table 1> Measurement of the variable
Variable N The source Scale
Convenience 6  Wakefield & Blodgett(1996), ©] & & £](2002), Z<7H2008)
Physical Aftractiveness 5 H|dd - %?&(1997), o] F 2(2002), Wakefield & Blodgett
surroundings (1996), #57H(2008) ) ] Likert 7 scales
Cleanliness 5  Wakefield & Blodgett(1996), ©1&E £](2002), %]51H2008)
Amusement 4 Wakefield & Blodgett(1996), 138 % <](2002), %5 TH2008)
Emotional responses 6  Babin & Darden(1995), Mehrabin & Russel(1977) Likert 7 scales
Customer satisfaction 4  Mano & Oliver(1993), Oliver(1993) Likert 7 scales

General characteristics 10

Nominal, ratio
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23%) T2 AL A& ofF = 7]E9] {Table 2> Continued
77.1%(199%), ‘w]& 0] 22.9%(59%)°l N1, S5 Classification N %
o Expenditure Under 1 20 7.8
{Table 2> General characteristics of the respondents budget per 1~1.99 134 519
Classification N % one person 2~2.99 68 26.4
S Male 159 61.6 (310,000) Over 3 36 140
o Female 99 38.4 Under 1 10 39
Sinel 199 77.1 Expenditure _
Marital status Nl;;én Zd oo et onc person 1~1.99 86 333
: (310,000) 2~2.99 107 415
20~29 4 171 Over 3 55 213
30~39 74 287 Total 258 1000
Age
40~49 58 225
o 50~59 59 229
' J == oigta(AEh - ]y ] 48.1%(124%), ‘1
Over 60 23 89 7:; HeraA ;H 4]: (i :) -
= ol 0, CZ sk . & Xe)
<High school 67 260 < ol3b7t 26'0/‘1(67 °)’_ Aot - Sy el
Degree of College 46 17.8 17-8%(46133% ‘T’Hd'od(xﬁﬂ : }‘%})’O] 8~1%(21U§)
education University 124 481 To 2 ZAE QT A2 FAR o] 28.3%(73
>Graduate school 21 8.1 tﬂ)E 7P gsker, TP 12. 4%(32‘3;]) 2
1 100 388 G 10.1%(26™), ‘SR 7.8%(20™), “F-F-’ 7.8%
2~3 67 260 (2079), ‘FHuf/ A8 =" 6.6%(179), “71EF 22.1%
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visiting e 0016 (579) o et 9 25 10094 1]
6~10 a1l 7o) 19.8%(519), 100~199%H" 17.1%(44),
More than 11 17 66
ore than “200~2997H)° 31.0%(80™), 300~399%H 13.6%
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Person . (35™), ‘400~4997H’ 10.9%(28%), 5005+ ©]
- Boy/girl friend 21 8.1 A . . Ll 217 (U7t Abg] gl
> = k<] -
Z;C()mpanle Co-worker 66 256 7.8%Q078) = e A 1 defekEeh
Others 31120 == W Sl As(13l)yEhe Hlol 388%
Professional 13 5.0 (1()()ch>)i 7V B 5 2~33]"7} 26.0%(67
Public servant 20 7.8 ), ‘6~103]"7} 17.1%(44"8), ‘4~53]" 11.6%(30
Office worker 73 28.3 Ué), ‘113] o)A o] 6.6%(17%)& velhydt}, 4k
Housewife 2 124 ghuke WA BN et 2ol BEst=
Vocation Undergraduate 20 78 71 ehe AR 71E0] 54.3%(1409), ‘BALE
FOO?/]OdglIlg lndustry 17 6.6 ,7}_ 25 6%(66‘:&) nO:]O ’O] 8 l%(zlﬂé)i 14"5]'
employee
AlLQ] gom 7 tle 2o 5
Self-employed 26 101 v bl ]TJ = TR IS e I;r %
A I~ O o A
Others 57 22.1 A]-’] ﬁ T, Skl Eﬂ ]E Rt O] 9] E] -
Under 100 51 198 Ao AmdETh
100~199 4 171 ARk abEs HRE Al 1919 ik B A
Monthly 200~299 80 310 ol 1~1.997+1°0] 51.9%(134%) =2 7P 23
mcome
@i10000) 3007399 35 136 on, 2~2.997He1"0] 26.4%(68%), 37 o]
400~499 28 109 °] 14.0%(36™), ‘15H o]a} 7} 7.8%(20%) = 1+

200 more 078 ehgom, AdAoR 199 AF FAL BE
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ponents analysis) 2242, 3] A0 L 2713
Z(varimax)"@2)-& ARSIl 2 21A A # factor load-
ing)o] 4 o]dol folg Mg Ateli) 8
)l 3= 752 ILfrX|(Eigen value)7k 1 o]/ =

-
= 2918 F=3t} &3 Cronbach's ¢ AlFES

ol g3t AlFgEE 3t
%At} Cronbach's @ 74] =0~ 194 %}t—% 7=

oj= Frolofof sh=rtell Wi FLHE Ve
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o g e 3ler, 08
goa 42os 290 At
(A -71:174]T 2005).

1) XY SAE 82| Ef2 Mgl S2lA
S0 UHgt Efgil Azl 24
A1 S4bE WA B ARl d-erke A9
A 34 2071 FES 3 QolEA
= (Table 3)7 2t} SH =
BT 0.5 o)delx, 89159 fA|
o]/l 47)2] g9l
o5

w2 A(attractiveness), 92

o

o] F=

{Table 3> Factor analysis and reliability analysis on physical surroundings

Items Factor loading Figen value  Cronbach's @
Generally one can easily move. 0.816
A table can be readily secured. 0.808
Convenience Parking facilities are convenient. 0.797 19.455% 0877
Signs are understood well. 0.685 (3.891)
Facilities are arranged to serve comfortably. 0.599
One can move conveniently to the restroom. 0.548
Architecture and facilities are attractive. 0.848
Colors of inner walls and the floor are attractive. 0.832
Attractiveness A building follows the latest fashion. 0.792 2(371%5:?’ 0.944
Architecture and decorations are characteristic. 0.788
Generally facilities are attractive. 0.698
Generally facilities are clean. 0.787
Kitchen and food service space are clean. 0.777
Cleanliness Facilities and interior items are clean. 0.762 1(9359]053? 0.930
Restroom is clean. 0.723
A hall and an aisle are clean. 0.699
Interior design is good. 0.801
Amusement Facilities are satisfactory. 0.799 16.885% 0.938
Facilities are interesting. 0.752 (3.377)
Facilities give visual pleasure. 0.735

Total cumulative :

76.577%
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(cleanliness), 2]*d(convenience), -2 EF4(amusement)
T a9 1A 24 a”lES 1749 2% (emo-
tional responses)¥} 117 THEH(customer satisfaction)
BT ARuATE e A2 YeithRelgE
<0.05).

1174 2] 7H% (emotional responses)< i A (att-
ractiveness)ZHe] ¥ F =+ 0.608, 732 4d(cleanli-
ness) 2] T =+ 0.645, H2]4d(convenience)
o] 4T F == 0.561, 224 (amusement) 22
FT HEE 0.6899 Aoz YEhdT)

3179 WF(customer satisfaction)= 72 A (attrac-
tiveness)ZHe] “J == 0.540, *27d(cleanliness)
o] 4 H == 0.616, 2] (convenience) 2]

emotional responses

Items Factor loading Eigen value Cronbach's @

1 was pleased staying in this restaurant. 0.872
1 became lighthearted in this restaurant. 0.865
I felt that 1 was affected by atmosphere. 0.862 71.400% 0919
I felt full of energy in this restaurant. 0.853 (4.284)
I felt a stimulating feeling in this restaurant. 0.821
1 was happy in this restaurant. 0.794

Total cumulative : 71.400%

<Table 5> Factor analysis and reliability analysis on customer satisfaction

Items Factor loading Eigen value Cronbach's @
Generally 1 was satisfied with using this restaurant. 0.908
I was pleased with having used this restaurant. 0.896 78.707%
I have an affinity with this restaurant. 0.893 (3.143) 0.909
I like this restaurant more than other restaurants. 0.850
Total cumulative : 78.707%
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{Table 6> Conrelation analysis between each factors

Item Convenience  Attractiveness  Cleanliness Amusement Emotional Cl_mmmg
responses satisfaction
Convenience 1 0.490%%** 0.672%** 0.560%** 0.561%** 0.549%**
Attractiveness 0.490%** 1 0.657*** 0.735%*%* 0.608*** 0.540%**
Cleanliness 0.6727%** 0.657*** 1 0.670%*** 0.645%** 0.616%**
Amusement 0.560%** 0.735%** 0.670%*** 1 0.689%** 0.606***
Emotional responses 0.561%** 0.608*** 0.645%** 0.689%** 1 0.794%**
Customer satisfaction 0.549%** 0.540%** 0.616%** 0.606%** 0.794*** 1

***Correlation is significant at the 0.001 level(2-tailed), P<0.001.

FT HEE 0.549, 22 (amusement) 2] g #A(p<0.001)7F U eH, AHATFTE R=0.545
FEE 060620 2= vYelstom, Aol 7 2 YEh 54.5%2] AWES JeEch =3

(emotional responses)Zt= 0.7949] FHAAE b mAe] vyl ] tElA JIFE vHE B
ek g2 974 a9l Wies Ao, AHAY, o
279 Ao 2 UETHp<0.05).
4. A7 I AS Qe el JFEL 0337, FAA e dF

=]
h
L0145 o2 uAY
_/;SE

o
1) S2IN 81 QOIDt Tl 2N 20 & W
H=A 7

L ghprke Ao EejA 8 adlo] A
o] el g FFE PIA L =Tkl vt 2) =c|A =& 01t 12 DX 2i0| 5|7
P& AT felid =uld @ 89l 1 BN
Aol g el v e AAlskslen, 4 Zrelghpubs Aol E2jA g eglo] 1
= (Table 7)3 2ok 24 84 29& =1 A wEof ojuet Gk v x slertd dig
MR oo s TSR dYslel g JHE A feiA Bed 3 298 =
A S A A, FAACE ol g %bﬁ—’Fi A S SR Aste] 4

{Table 7> Regression results of the effect of physical surroundings on emotional responses

Unstandardized Standardized L .
Model coefficients coefficients t Sig. Collinearity statistics
B Std. error Beta Tolerance VIF
(Constant) 0.999 0.221 4.516 0.000%**
Convenience 0.145 0.057 0.147 2.542 0.012* 0.526 1.900
Attractiveness 0.101 0.057 0.117 1.783 0.076 0411 2.435
Cleanliness 0.210 0.065 0.218 3.222 0.001** 0.385 2.599
Amusement 0.337 0.061 0.374 5.521 0.000%*** 0.385 2.597

Dependent variable: > .
. R=0.545, F=78.112, Sig.=0.000
Emotional responses

£p<0.05, **p<0.01, ***p<0.001.




2k

At

A B B ARl Be4 g

i

7ol 1

ol W= Gl B AF 175

{Table 8> Regression results of the effect of physical suroundings on customer satisfaction

Unstanda.rdized Standarfijzed Collinearity statistics
Model coefficients coefficients t Sig.
B Std. error Beta Tolerance VIF
(Constant) 1.324 0.242 5.471 0.000%**
Convenience 0.182 0.062 0.185 2.921 0.004** 0.526 1.900
Attractiveness 0.070 0.062 0.081 1.137 0.257 0.411 2.435
Cleanliness 0.248 0.071 0.258 3.482 0.001** 0.385 2.599
Amusement 0.244 0.067 0.270 3.656 0.000%** 0.385 2.597
Dependent variable: R=0459, F=55.581, Sig.~0.000

Customer satisfaction

#%)<0.01 **%p<0.001.

AT S *E‘-N%ingﬂc], A3= (Table 8)F 7+
1A vk ol A
o7 fogk AuTA(p<0.001)7} Ao, 2
AAG7F R=0.4592 JERY 45.9%2] A9zS
YERA STt
T3 17 v gis] JgS nA = |
7 Q9 WHars HYA, AAAP, oAl A
© & YERGTHp<0.05). A4 9] 8k 0.248,
‘o o] e 0.244, WA o]

J o] gk
0.182 £o. 2 1A HkEo|| e o3k F= Ao
2 Uitk gF34d A= gle Aoz v

EFATHVIF<12).

(o]
A o] ojm @ L M)A 1 Yl i
e A A 19l L SRus

FEuee Agsel udanR

Fom, A= (Table 9>91r 7L\1]— I

3) Jid &S

& AellA

ARG 7 Ao das A

L N

{Table 9> Regression results of the effect of emotional responses on customer satisfaction

Unstandardized Standardized L L
. . Collinearity statistics
Model coefficients coefficients t Sig.
B Std. error Beta Tolerance VIF
(Constant) 1.087 0.178 6.090 0.000%**
Emotional responses 0.796 0.038 0.794 20917 0.000%** 1.000 1.000
Dependent variable: 5 .
R=0.629, F=437.517, Sig.=0.000

Customer satisfaction

#55<0,001.
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