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The Effects of Salesperson's Nonverbal Communication on Consumer
Emotions and Service Quality in Fashion Shopping

Younjoo Cho'
Dept. of Practical Arts Education, Chinju National University of Education; Jinju, Korea

Abstract : This study is to verify the influence of salesperson's nonverbal communication on consumer emotions, and
service quality in fashion shopping. This study sample is limited to Busan and Kyungnam Province's fashion shopping con-
sumers. The responders included 239. Data were analyzed by frequency, factor analysis, and AMOS. As the results, kine-
sics, proxemics, paralanguage, and physical appearance are a major influence on positive consumer emotions that
influence service quality. Kinesics and proxemics are a major influence on negative consumer emotions; however, para-
language, and physical appearance are not a major determinant to influence negative consumer emotions; in addition,
there is a direct link between negative consumer emotions and service quality. Also, consumer emotions mediated the
relationship between nonverbal communication and service quality. Therefore, fashion firms should train employee man-
ners to ensure that nonverbal communication is important in service encounters.

Key words: salesperson(¥Hvjl 1), nonverbal communication(H] 1012 7] /U A ©]4), emotions(7+74), service quality(A]
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THLe] dzA dAel

aeIRkEelY Tasit

2 B2 Al olel a3
A Fd91e] BIloA aglo] o]l

£ Zlo] WA ItkBarnum & Wolniansky, 1989). 71HY

Alo)d Foke] Aol wEH HAojH AFUA AL HAR
Aojrtt o B2 ou|E A& desla Aoy A=
o Agsl Addt=s ARES w8]ar 9 E}(Delmonte 1991;
Kim, 2007). Mehrabian and Russell(1974)° <]3Pd, AHFUA
o] oA WiAIRle] Aeazel] X o 28l 5 A<
87} 55%, 2434 847 38%, 1Bl WEF 847t 7%
of Exjsled Hjlo)A 947} 93%ut ARA|gctar sisict. whet
A HRIAFUA 1A AdZolAs Aoy Q4 vl 2
27} 831K Burgoon et al,, 1990). Ao)Z AFYA AL
oo w T FABIAL f=slr] GolsAIRE, HIRle1A 7
FuAlel S B9l Qe EEH7] vl &o] A 4e
B2 (Han, 2007) Tl st v Fke] A akeo] U Be
£ FEE Aoy AFUAIARY O Fasity & 4 vt
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Harrison(1973)& 212 #AHUA )%
W2 FiEo] lof o]gje] —%
Al HleA AFUA AL TS
3 Soloman et al.(1985) /‘1 122%
A= ARYACIAe] Ho) aze
HRITaL stk 58] A B
T3} e argsie Al Adske 29
I Axe o gdsi o A 7ksde] Eth o
AZolu vl 129171, Al Bellx APske A=
WAl ARUAIAS B8l sk PHolB=E &
A o s AERelA o AE 7ol =7
(Kim, 2007). B2 Fujfle] videid ARUA oA
o] 7o) FAE Fotehe 22 A PA|o] ¢ ZOE‘L
olgtx & = Utk AAHOZ Kim(2007)S Au|x
T gle] Bided ARUA oMol o] wkEof FFS Hlil
KU ﬁa— 7]%/\-]‘,,].01]1: Oﬂﬁ:__ u] 1:}*7 7}1 = 3)\‘—41 Llﬂjl
o] R ztshs Mu|2aE A Au| 2 HolA Fhfglel ¢lo)
Amded AfUAeldeR clate] AR A97F B
] ¥AAA ARUA A e] FzkelSle} 21AF <32 A
=20 FEAT FARH, AAA 9} Ao E Sl
Atslct. wEb s gle] vidold ARUA oS Jze] A

Pk A Aul2E A0 HgHe GFAAE 7k Relr,
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Gabbott and Hogg(2000)= A1H]2 AlFAle] H]Ao1x] #ARUA
ojido] o] A|zbe Mu| gl @3S PIRITAL sl

gep 2 Aol SAAE uhale] velo}d ARy
Aoldst el 27 Telal MuIAFEe] AE vletsie]
HAAFES Arlshs 719elA sidAE dnlle] Hle1d 7

9]
9]

FuAlelde] S84 AT, FFH R dAlE Al
o] ot v Aol =S Faak g

2. O|IEH HiZ

2.1. H|2A01X F{RLAHOM
Hdo)d AFUAIAE Bl loir A-H=S A
= ®o|x O }(Kim et al, 2006), THHE Adol=
AL BE HARE HIAo A AFuUAeldolgtal FTHKim
et al, 2006; Kim & Park, 2006). &, o7} ofd tf& W
S 53 AFYACIA = Z(Jandt, 1998) 0.2 2|3 3F
I #EE A AFUACIA SR ks T Ao
AAE AQgt v 2 E B3t o4, voed AR
#H(Han & Yoo, 2009)°]2} & 4= 9t} gk vldeid AR
YAl AFUACIA 33 WollA] Salake} 21z oA 2
A WA 7IRE L Qe 17kl | o8] op7|| o
o5 AT AFE xS 7dolth(Samovar et al., 1981).
H|Ao1Z] AFUA o)l et Efe A=l wE ohedst
EH7T o]FR| 2L JTHKim, 2007). Ruesch and Kees(1956)=
H|Aod AFUA IS 3ot 22 B oR Yot 52
2} 5& A=A (gesture)Z tlAlsk= FEHFEE 9usk= 7%
Ao (sign language), BE AAY A0 ZA AHZQ1 Z1A|
U HE 59 71EshER] @2 FAYUS oviske A
(action language) 12|31 o]&-olu} LA 5 tPdEe] <=4
2 vo=A HAE u]shs tl’dlof(object language) 5
9] 7R E FHE3IH 0™, Harrison(1973) 2A1d01 39121
Y 9)& I (performance codes), &%, B, 7FHlE 5 <l
7re] AYA &9 AFH FE(artificial codes), F7F, 717H,
Agzke] olg3} HEE YA A = (contextual codes)
a2 AFUACIA wiA Wl BRE FuRke wHo|
B3t 7159] 2owlel wi7fd F=(mediatory codes) & 47HA=
TE3I9 k. Richardson(1985)= AlxIe], 3743 319, QAKA
o] 5 /A2 FEINCH, Dodd(1982) AlA|2le], SA18)
H(occultists), HE3Y ¢ (haptics), 57H B9, 717+ B9 5
572 FEEIYCH, Mark and Miller(1994)y= AA| 2], A
Aoy, A 2L NAE 2 A 5 AR THESE
%Atk TS Gabbot and Hogg(2001)= H|o1& #ARYA 0l
< ZHABORJARA T AT AR, AAAEAH 4
), AlAAZ AR A =9 B5H A9, HaEEH
A 2 YARRIe]) 5% o] /AR s
oy gk og s A2 (Hong, 2007; Kim et al,
2006; Kim, 2007; Lee, 20092 Sundaram and Webster(2000)

7F g AAe], I &9, SARI, AAA FF 5 47t
A FES ARESEL Uk wEbA 2 AeME vl A
FuUAIAE 9] /=2 FEstaAt gt

AR, AlA A (kinesics)= WQUTF FE2goA Hol= E&F
14, 52 234, AlZFo(gesture), AHAl (posture), 2] =7
o B R, Ul 1)) S AAA e og v
o4& ARFUACIA P95 Lotk Argyle, 1975; Kim et al.,
2006). D=FAL 7N1e] A4, A, vkl tigk FE % 3
Aol HEE dedl F= oA wAIA] AAolt), HEd Al
FOIE Bo| AEshs A8 AlgAls wWEEsla, Hekslar, vl
gHo|aL, 7]x} Holil ML olaL AlF|gte] U FHsh
AEEo] Qlo] Kol whdl, 23A] e AH|A ATk A}
3 AYRAA =eld o2t Boltk(Leigh & Summers, 2002).

£ nyol= 9ot Sl XA T2 AdudelAl 74

Fotal Atk ovlolzt A wite st dvks ou]eltt

A, 79 (proxemicsy= FE 28] tiAdo] He ARME
Alole] A}l FHEE A 5o 7 sk = 9Jtk(Sundaram
& Webster, 2000). ©]= AFgzre] AFUA S flsiyE Y
T EXE 7RIS e At F7ke] fAXIE o) gtk A
S ANBIE Y. Hall(1959)0] 2lata Algso] Fojxzo=w
U2 ARES Jeagd o AMgehe 99S zge A, A
JANA A, AEIA A, dFH AR F2 F v 3t
ATk A Al 2-6 m=E 2HFIGY 2-3.5me AHIA 9
AQol|A ATl Af et At & 4 AUThLee, 2009). RF
of v fle] o] AANG HHE A9 1AL FAKE =
] 4= lom, WhH AUAA] "] oA A0S A5 Aol
g FolslA] ethAY IAEA S Asle Zo= o}
4= Jtk(Kim, 2007).
AR, A1 o] (paralanguage)y= 2AAES & W), H]
84 7k S48 T3 olFolRE AR U, T

ui Rl 4

re
2
2

2e] £,
=aele] A7, a¥, o, o, A, S42le] w1 B T
44 225 T¥THLee, 2009). 5, T4H o7t opd A
9] 2K 4T WU OR she o S, 4, &
“dolth(Trager, 1958). +AHAE 9] &k, 42 2= &7, &
Hole e, = Lok e hele] Ak s, Safol=
&F] T8 Feke, RS 5, ok 2 aely FEst

225 YeME <S4 522 FAEthHapper et al., 1978).
orflol= FAIRIA eteE At A o™ tisirt
23 AL 7Rl ke AV FVIE ek U89 A=,
A3AEHE Totehs <7171 Hth(Argyled et al,, 1970).

A, AAA 28 (physical appearance)y 212 wjF ot
o 2Eld, o, AT 52 LIkt 53] AAA migEe B
o} AE=Zo| gl (Chaiken, 1979), B $-3% 02 1 o™ (Hong,
2007), 249] =g ¥Msp7Ieds 9 vIxIth(Kahle &
Homer, 1985). loj=Efdolut Ede] 7ol Aol A Al
7ol 5AF olmAE HoE F don, AH= AgAE

Z

Hrkeledl 982 v 4= 3ltkSundaram & Webster, 2000).




TIAE B2 Hjeiels] ALFelie] 222 g Al

22. Io| ZtH

2z 7 B A= 7‘4/‘1(affect) 7]%(mood), =7
(feeling) 52 &9} &85l A== 7397F o, 2 J)
el = xEd wel o Z]-Olf"é Holal Jth(Lee,
2009). 713 EAIKT Adstel SlofAe] Ale] BAA
B2 Bl LAIFR] ZlolH, BAe YgA £ <
2 & Uehs o 2RE v A5 digk x|e® F)

= Ede] =48 WethPark & So, 2000). =2
x_ql E'E‘)‘EH ;Hsl. 73754;{-1 .,]é] q.]_g_ = om]—x—lo] 7V

o

ol &Xke

e 2%

23 AW ks 24 AdElothKim, 1991).
E@—E}E _L.»l—zqo 7H1/:] 2z BH= ﬁog]_ 7:1'
B 39, 283 g AAE R8s

tlo l‘..\l =2,
o,

o

JES L
1= o‘?‘(Lee, 2009; Lee & Lim, 2002) 5 T} A
Far odvk. e sids) AEE e AHpt 2l A
£ ditygoz M&Esie 2o Z(Jeong & Kim, 1999), 4H]
Ahgo] WAAFS TS W AFske AelH, A dEE
3tk(Park & So, 2000).

AbHo R 2wRFEe] AFCI} Mu|2E AMGSAL AR5
© &<l =7Al He v el 2ol B9k J7E Mehrabian
and Russell(1974)9] PAD(pleasure, arousal, dominace) 2%,
Richins(1997)2]  CES(consumption emotion set) 5°] %l
Donovan and Rossister(1982y= PADZ| =% F3Eo| HEA|A HE
1440] AL BX 615],/0401—;@0] GEH‘G]—/EGgé‘]— o _,_3],/1=1 U]}'o‘]—
9] 3o g FESIHOL, Yoo et al(1998)y> 744 7=t
R el F NS BARUOR TR olsh o] 7}
el Ae YRR L oAloR TR N, A
AZL Yoz 3 7o xRde FAZA ] 7 B
oz FEsE= 797 Bok(Hong, 2002; Jeong & Kim,
1999).

WP & el S 8R4 P B
2 G2 Belsiel 2 U W 5, <A zw, %
27 "hes ewaEl= ol oalA E—‘E ] )
(Lee, 2009)C-% B Hong(2002)7 7o) S42 7283 24
3 24 % vle Ao PRt .

o o
_IE

ol &

é“.:

2.3. Mu|a E&

A2 FAL AFE AR o] e Z|iek et
A sh=7e] AR AoEm w9 7|e} X HEE &
A A MuI2=E AlFste AolEtL I thLewis et al,
1983) Grnroos(1984}— 71ed F43 7158 #4249 F 7K

TSR CH, A7 ARIEERS HEE 7 7R 2R
EHGH ’\H]ZV} e FHARA Asie] dIa slon,
Parasuraman et al.(1985)2 A|Ztel AMH|AFAS AMu|2o] 9
L) FHEE ARNEQl Ak(judgement) S Bl = (attitude)2t
3 Aoleldtt. TEFF Zeithaml(1988)S Tl Aol Qlo] &
2%k 942 oW AFolu Al il AnAE A
2 WEe S48 ddolga st

[o
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£3| Parasuraman et al.(1988)2 AH|2=FAS =A37] 9
slo] Azh7|H =2l SERVQUALE 7Ndsted 34, A1)
3, vk, A, 3 5 e As A

1} Carman(1990y th2 diide] Mul2 GRS 7kt
o] W=, AHAFHe] 1 8 AEL ek

e W8-S AU 3L, g aAES] JHIAR] St A
H)2 %ol w7 84E 7 Ao R FeAe] o
5 F Aok s, olEet 1 9A4EC] BEiA o ot
B3] AMu) FHo] AFETAL S5ty 18 BE AMulX F
A 2ol AdtAe e AHIE Yl HREE MHEEE
AX 8R0S Brksate AR o] wep MuaEEE
]

Qe gebd % glrka sk,
=

(o

>~

and Hathcote(1994)y= 2HIE FEAC] AS W3l 4749
S AAIBI ™, Hong(2000yS o7 E] Mu)azad S
HE Au]2o} Aol /\131 5 UK Aoz TR o
311,]. Bng}x{,,], Eﬂ}\i EH”'_E EEPG g].ﬁJ,]. 1\13]/\4;0
o thale] A Yi and Kim(1998)2] 7ol vaxpoz
=Asl9.0m, 3 Yi and Gong(2005), Kang(2006) SolX %
dalxiglom =45 9l

wehr] B AFeM = Wﬂl 2FAS Aiﬂlé?% -4 @
%?l ZAarE el Iht(judgement) &2 2]
Jatarat gtk o] AH]ze] thsf 4 1%?7} Wl A4
T (Zeithaml, 1988)°F H7] wi&-o]w, Cronin et al.(1994)
o oJalH AMu|2aFAL Ao R 75E = Qlnkar &9
wZo|ch,

i&ll
L

o

N

3. ATHA

31. eIy

B o] BAL olf Azl Wolels A ze) Auls
Aol gle] Hlold ARUALI] 3] 7o o
42 Qosm, wak 1 A whgo] AuIAFAIE of
Gzl QEAE Tetalr] 99 Aolrk. Mo of
22 wiko g )] Welo)d ARUA A, 17

[Non-verbal communication] [Consumer’ emotions]

Paralanguage \
Physical Negative
appearance emotion

Fig. 1. Research model.
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o] A whe )il Mu|aEEe] dAE

TRHL Fig. 19 2o] =23kt

A 9%

3.2. 7tde| ¥

3.2.1. oA AfUAol A 24

Sundaram and Webster(2000)l] 25 Au]2~ #|F=}2] H]A
o8 ARUACIEE 39 7ol BT WAtk sk
Z, vjolold ThAle] tis) WEE A A S §
wrsto] AMu] 2 Al g2t tisi = T4 A< BIHE S
T, BlAo)E Xl EAERE =7 AR AR RS
W] Mu|s AlFAE g4 c® H7RItE Zolth(Zajonc,
1980). Kim(2007) #j1e] vided AFUA o1z 1=t
o] BANA B L A, A, AR A o] FAHE 1A
o L HAH, dof, A, F7HA B9, YAKIe7E 74
2ol Ao 9G&S wHkr &ATh T3 Patterson et
al200)= 273} FHAe] 2He Age 2] T840 7
A& S7HIRITAL S3iT

oldat 7ol Ay ATl nded AjuAeldo] <]

AT A G nx7 9SS w3 Yot WA B2 A
TFoME SAAF el Hdold AFUA el de] e
R YFE = AR A5kl et e 7HS A48t
A

H, @ A3A1F dujde] vdold] AFUAld@AId, &
Zrg9l, Ao, AAIA 2f)e] 7o) 3gH Al ¥
< A Aot

H, : siAAIE wlde] Biddold] AfuAleld QAo &
ZHY9), Ao, A 2 @)e] 7o) FAgA Aol Y

i
o
)
i)
X

o

3.22. HI1od AFUA A Au|~E-

Iacobucci and Ostrom(1995)= A|ZHd Au]2~FA S Fol7]
e Aulz AL vlleld] ARUA )] o] F
LAl splom, Kim(2005) A Wﬂl*gl Ae 49
0] & Fol| Qlofof sl 797t tiiEe|BR 9] AfH]
2 FAE "rtsked oA AHl= ﬂl—ﬂ}«l H|1olx AR
UAlelde] o] Fa3h)al 3Kt Gabbott & Hogg(2000)
© AHE AFARE] HAo1A ARJUAelde] o] X7

&S HRITAL B0, Jeong(2009)y= W-F
SE-deo] Hjdold 7{”1471]0]1;]0] Ay AZ Ao & 11;@ zol o

1l

=)
g
el
il

o) vleief ) Ao @A), 3
291, Sjiol, A1 ARyl ko] Akske A A

A 2FEo] S APATEA] Bol AR e 7F
A Hhgo] MujaFgd R)7tel| MPHFREA AMGEE F4E
BT} Kim et al(2008)> T4 2 7HA o] AMu|AFAA| 7o) &
Aol oJsks ‘]tq HAZA e Au|AZFZ A zke] A
A9l &S vXITaL 3192, Kye and Cho(2009) SA] 4

H|ze] 7Fg o] AfR|aEA X 7te] FEFS PIRITIAL 81T, ©]
Qo= Be A Blodgett, 1994; Frazier, 1983; Homer &
Yoon, 1992)°ll4] 7782 REgo] AH|2FZ A7t Pk m|
i st

o)AMY MePATolx 7Hgo] AMuIAFAe] APATEA o

& VAT 98-S WA Uek WP 2 AP T4
= 5

Hy @ 37209 3Pe 3zl AZkshe Auks Aful g
e )2 Zolt

O

Hyo @ 249 347 340] 258 arje] A7shs 2t
) 2 E e E)e] FEE 71E Rl

Hy, : 249 347 34o] 258 1] A7k
) A 2E el B(Eel FEE 71A Rl

O

iz

3.3. Mo &8

HAod AFUAle)ldS AE AQle 343 Hl3de] X
sty H]9lojd AlFZ2A Kim et al(2006), Sundaram and
Webster(2000)214] ARE-3H AlA|Ie], F71e89], elalle] 2]
3 Al *]7(4 g]'c‘ﬂg_i y_g}}r/}

Ao ol A5 F-go Hols A, A|2Fo],
A 329] 49l 2 EnE, Wi nelel] Se) A 4
2ol 9J& Bz AFUAI FL(Kim et al, 2006) T
292 34, 3 v&, 5, 7 114ol7], &3 a8

A ejuteE A 5 oo SAHTES ARSI

S gL o] Ee AFRE Alele] At
#A= = A (Sundaram & Webster, 2000)2} 37HX] (Kim
et al,, 2006) o2 3 7], Fagle A, 2dE, 2
g3 FHNA] T ] SHFES ARSI

PRlojE i kTS T o, Hdod a4 Thedl SAE
E3) o]FoIAE A(Lee, 2009)0.2 Wl &, 1S By
E, OF T Vi SAZES ARsisith

AAA Qe AAA wiEolu FojiEld, o, Al

5
(Hong, 200702 vj Q) o|m, 243 A2, g8 Fu,
w4 5 whel ZAYEE g

I e avAe] WA Wk =, A, AA, Aeld
WSS REshE J1ele) oAF ER RIS WhS(Lee,

= Fo el
2009)2; Hong(002) o] 343 743} ¥44 AHo=
TFES1] Murry et al(1992)0114] A}»&f& 3794 "l E71%,
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AN
ol
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R
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oy
ol
i)
o,
AN
o2l
oot
1
[
T
R
2
T
2

M| 2E-Le A o] Fost 242 ofH A
Foluh Aulze] il At A2 vels AN &
H(Zeithaml, 1988)2.2 ¥ A-7ol|A= Yi and Kim(1998)2}
o] HUA EFPES ARSI

34. X2y o BAuky
B e AZFAE 98 RS YA 2 Aol AFst
e 10 ode] AINIE T wshy, oiEvlE, a¥E 2
23l Hujgelld 7S gk Aol e AHAER F9
o A Felre o] gl AeE AT
S A &= A7 871wl 2 Aol Alels)
TA= 2011 99 209%E 108 15U7F4] & 30
28277} Bl on 34E Al &
o] Bl SHHA & 4355 et
off ARgE AEA|= 239%-¢]t}
445 AB+= SPSS Win 18.02 ©]43

E
i

o},

i
1 2

ju7)
==

0K o

oX W
N
T

ol
-

e
2
o
Hr
T

ﬂ'/

=
<]

At e
3 2k5 0] 54S vefslr] flste] e
STt AR edx AAE 70 E S (construct)thol] 2GS
FAAS A= 9lsle] T TREMLS B AN
7t 353BAE ATk Heldk AMOSE o8-8kt

Ui of to wlo

4. EMgn

4.1. Xt2o| £

2722 4L Aol 88 (36.83%), 93Ad°] 1519 (63.2%)=
et e, A% 20th ©l3h7t 857 (35.6%), 30TH 549
(22.6%), 400 5775 (23.8%), 2213 5000 ©]’do] 4378 (18.0%)>
2 el Ag2 AR 2 Aol 149 (5.9%), HiEFo] 32
H(13.4%), AHE71E2]0] 783 (32.6%), theFEol 749 (31.0%),
AQFET} 289 (11.7%), L2)3 7]EP} 139(5.4%) 0.2 VRS
o dEe yZo] 32%(134%), tiEC] 1794 (74.9%), 123l

Table 1. Characteristics of respondents

therIZE o)ido] 289 (11.7%)F LFERSTH Table 1).

42 MEM 3 ElEY
Z

Z 37NEel digt 25 Bl A5 St AlEA
B3 QBAS ANt A BAe A d Wk
E9]] U5} Cronbach's ogts ©]-8sle] AAJsISleH, &5

o
s
o2
1o
it
AN
oL

ol
F['r'
o
> jﬁ flo
ofN
2l
y
o
o
oL D'.9.4

) Jm

2 o
% or o

£ o] 9 3
e 98 3wl Bge wARty o
& 245k o] Whgel Wheg} whis 5L 9
k7 wAARES AdEhe Yoz ekt A3k
A4 2w A= Table 33 ol
(GFI = .90; AGFI>90; RMSR < .05; y° Z&4= u}
w2058 TFATIAY ol 71A YR diAlFoR o
sk 7o 2 YERTH

e
L
o

1

o
2
N
A

o
»
o

EE37] 1% HeAA gL AYaisieh. A=Al ¢

A 7P £83 71F0 R cross-loading®] ool SHFE
el FRAFA N FEAE FEAFE VIEeR AT
(Byme, 1998). & A7ellM= 587 gk ‘10& 7152 A
EAAE AABI, e SHEE QAR FEAEA A

oL
oot

Item Frequency % Item Frequency %

Gender Male 88 36.8 Less than 20 years 85 35.6
Female 151 63.2 Age 30 years 54 22.6

Business 14 59 40 years 57 2338

Profession 32 134 More than 50 years 43 18.0

Occupation Office job ® 326 Under 3,000,000won 30 12.6
Colleger 74 31.0 o :

Housewife 8 1.7 3,010,000-3,500,000won 32 134

cc. 13 54 Monthly 3,510,000-4,000,000won 75 314

- income 4,010,000-5,000,000won 20 8.4

High-school graduate 32 134 5,010,000-6,000,000won 33 138

Education level College graduate 179 74.9 Over 6,000,000won 49 20.5

Graduate student 28 11.7




48 Y E)8]R] Al4E A3E, 202K

Table 2. The result of reliability & validity analysis

Factor Intial item Item Cronbach's o Eigen value Loading value
Physical language 6 6 .849 3.68 20.46
Non-verbal Proxemics 4 4 947 6.44 35.79
communication Paralanguage 4 4 877 1.90 10.57
Physical appearance 4 4 .869 1.52 8.44
Consumer' Positive emotion 4 4 952 4.67 58.34
emotions Negative emotion 4 4 .893 1.92 24.01
Service quality 3 3 962 2.79 93.00
Table 3. The result of first confirmatory factor analysis
Factor Before CFA After CFA GFI AGFI RMR XZ df p
Physical language 6 4
Non-verbal Proxeics N 3 970 924 042 50495 36 055
communication Paralanguage 4 4
Physical appearance 4 3
Consumer Positive emotion 4 N 975 912 033 22970 8 003
emotions Negative emotion 4 3
Service quality 3 3 perfect
= Table 49} 72o] AURkHQl %ﬂﬂﬁl(GFp 90; AGFI > 90; o] Rzt & 4 9k
RMSR <.50; * 2H&P5 Wik, pgt > S0)8 $FA17174ut o]
7}7«47%] UERY tiAld e ® R e ‘/‘rE‘r‘f}ﬁr THE 43. 713
< Bagozzi & Yi(1988)7F AAEE £ = 7% 0.6 43.1. ATFRP] AF
ow, BAFEASAVE) 71E 050182 48w, SER £ Aol olg® Hllols AR, 1A 9] 24, 72
Table 4. The result of second confirmatory factor analysis
Observed var. Stand. .factor Measure-ment Cor-npf)slte AVE Fit measures
loading error reliability
Smile .884
Explain with gesture .857 052 17.45 78 .81
Polite posture 906 .053 18.63
Comfort distance 961
Burdenless distance .986 025 41.98 .83 .84
Proper spacial composition 71 .042 19.22
Non-verbal
communication Proper speech speed 174 -
Good pronunciation 954 .070 16.65 7 © x = 297.601
A pleasing voice 804 069 14.45 : : (p=-000
Talk in a soft manner .863 075 12.65 d=157
Affection apperance 769 _
Neatly face 977 .081 12.64 .69 .80 R(l,:gi 9(1502
Neatly hair-style 734 074 10.18 AGFI=902
Pleasure to meet 929 NFI=.949
Happy to meet 978 .027 35.60 3 3 IFI=.975
. Satisfaction to meet 910 .037 26.49 ’ ’ CFI=.975
Consumers Familiarity to meet 815 037 19.99
emotions
Feel unpleasant 998
Be disappointed .879 .045 21.82 .84 .88
Uncomfort .868 .066 13.47
Service level of overall .869
Service quality Service level of employee 989 .040 28.66 .90 94
Service level of others 981 .041 27.96
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Table S. The verified result of hypothesis
Hypothesis Path between variables Estimate Stad. coeff. S.E. CR.
Hypothesis 1  non-verbal consumer' emotions
communication
1-1 physical language > Positive emotion 852 412 .149 5.738**
1-2 proxemics > Positive emotion 195 238 .048 4.023**
1-3 paralanguage > Positive emotion .565 391 .084 6.709**
1-4 physical appearance -=> Positive emotion 284 .189 .087 3.264*
Hypothesis 2 non-verbal consumer' emotions
communication
2-1 physical language > Negative emotion -451 -248 153 -2.945%
2-2 proxemics > Negative emotion -.134 -.186 .053 -2.527*
2-3 paralanguage > Negative emotion -.020 -015 .086 -0.226
2-4 physical appearance > Negative emotion -121 -.092 .095 -1.278
Hypothesis 3 non-verbal Service quality
communication
3-1 physical language > Service quality 264 .198 115 2.289*
32 proxemics > Service quality .039 074 .037 1.056
3-3 paralanguage > Service quality 307 329 .069 4.456%*
3-4 physical appearance > Service quality 216 222 .067 3.211%*
Hypothesis 4  consumer' emotions Service quality
4-1 Positive emotion > Service quality 163 253 .051 3.205%
4-2 Negative emotion > Service quality -.094 -.128 .042 -2.206*

*p< .05, ** p< .0l
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