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Abstract

This study examined customers from restaurants in hotels in the Busan and Gyeongnam region, South Korea,
to confirm if dinging area decoration has any indirect effect on behavioral intention via customer emotional res-
ponse and the mediating effects of customer emotional response in order to provide the basic materials of marketing
strategies for continued customer visit to the hotel restaurants. The implications of the study are summarized as
follows: First, if restaurant space is designed in consideration of gustatory, visual, auditory, tactile, and olfactory
aspects, it becomes a reason for customers to re-purchase and spread good words of mouth. Second, restaurant
food space should be designed to make customers pleasant and exciting. Third, the design of food restaurant design
that induces customer emotional responses elevates customer re-purchase and intention to deliver words of mouth.

Key words: hotel restaurant, restaurant design, customer emotional response, behavior intension
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The number of persons (%)

Category Attribute n(%) Category Attribute n(%)
Male 268(53.5) Profession 6(1.1)
Gender
Female 233(46.5) Company staff 237(47.4)
Twenties 61(12.2) Housewife 8(1.5)
Occupation
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Age
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igh school graduate 61(32.1) income) six million won 5(28.9)
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model initial
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Dining area .
. Auditory factor 1.142 .053 21.702%%%* .867 957 816
decoration
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Olfactory factor 954 .049 19.663*** .803
s Entertainment 1.000 .843
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emotional re- Awakening 955 051 18.653%** 736 932 732
action Dominance 890 048 18.646%** 736
Behavior Repurchase intention 1.000 .847
. . .862 610
Intention Word-of-mouth intention 1.080 .047 22.987%%* .833

8% p< 001,
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Gustatory factor

One-step model (Effects of independent variables on dependent variables)
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Three-step model (Non-constraint model)

<Fig. 2> Mediating effect analysis model.

{Table 4> Goodness of fit of results from measuring model analysis

7? df NC GFI  NFI TLI CFI  RMSEA p
Step 1  The initial 73.523 13 2.656 961 967 956 973 .076 .000
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Step 3 The initial  116.045 32 2626 957 965 963 974 072 .000
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A—C BEE A3 29A BdoAe] FrE
AuEd, AFt dES IAHNRS(B=.609,
p=000)°ll H(+)e] FaFE AL, TGRS
2 =0 (B=903, p=.000)°] B+ FFS v
o=

A-C 729 BFAE F43 397 EdoA
o] A2 E AR, A3 AES 1A NE
(B=.580, p=000)°l H(H)*] F&= PIHL, 14

RS Ao E(B=792, p=000)°] H(+)®]

ITE vAom, 43 Ase gl
155, p=000)°] B(H)e] A3 wAk 122
T AE) TABYNGE AR YT v]

A& 2P EIHB=459, p=010)= F(H)2) LI
= ‘?F'O/]D] O]'M ]’

25HA Bdlo] y2gks) 3eHA Bde] gk A}
FE= 1914 1 %(1)=10.585>3.841°]t}. 1B EZE
o] M7 &z FEmiZRE ] RS & & ATk
a2 o] iy E ] TAA fFoA deE

gk Sobel-testE A AISF A, Sobel-test®] FE

F A77H4d HI, H2,
% A E .

1
oo gy
folr
i
=
[
i
ol
10

2

ox
»

X fol
o
i

,d
2
T
T
olo
rlo
o,
oft
1o
ki
=2 old
oly
o
ro

|o
I
1>
o}
.
l-'O
i
f rlo
rQ off
Lo
flo k1
=

Rl
ool
)
oX,

317

N
)

il
2
o[l
o o
2
ro
fol

<]
it
=)

)
o
)
)
2
>

r
pou)
o
f

PR ESE 71
o] A8 A ATl A
AZo] o wd nx= FeKLee YJ - Kim
1998; Jo UJ 2003; Jeon HG 2013; Choi SM 2007

o) Ae3t A= 9

[

Al A1 wf

AZo] TAZA S



126 =22 e3]A] A 218 Al 152015)

8HGang WC 2013; Kim SH 2011 5), 24740k
ol Aoz PAE 9 EKKim SH 2011; Jang
RG 2013 5)° A7t dA gk et o
£ Wel 7he] JgAA el te sHE~ETdS
o2 ste] L2220 IAE AHEAE K3}

U= FHAE FHSIATHE Hel 9o 7t
] = 9low, #4ARE T8 AXG F e

AAEE the a2

iy

o ¥

AR, 39 HEEFS = 7o) thA] A
U o2 Aol Al 2R § e A5S F3)
7] QA= 7B 07 Y AEGe] 2]F 7o) 1
ZHA, ANZHE, 74, £744, FAH R L2
AZo] o]Fojd F UEE HLS FYstojok

g Zolt.

A, 59 damade] 4F1ke) w7, Az
A4, A7, F24, FAAOR EE AFo] o)
o4 % 9l7] SlalnE 2A ) PAo) Exa, A
glo]n, 291716 Lejof s, B917]e] G @
s 7)ol Bol weheS 12 QLS dlob
.

AR, 279)

o[y
o
)
0,
N
N
o
o
olo
o
§
2
filo
01011 o

5
fr
ngp
fr off
Jo
ko r
(e o o

Br_lr\ulr
o e K
re
-

fol RN

tlo T
> 4

rir

-z

>,

o

o

o

2

fol

i)

=

[

i

iy

e
=
[
il
)
1o,
=
)
2
=
:lol:‘
x
k1
o)
>,
:0.1_:,
f
i)
ko rir

N
—

o
L
N

fol

i)

ox
&=
o
Og‘:",
off
1o,
b
N
N
lo
o
N

= 10
ox 2 e 2

i<}
ko
oX,
_O‘ [o]
M
N
A
fn)
=
[
Q
1o,
e

g{jr

ool 0 oo &

o
02

2t
5
o

e
ko

N

N
30,
S
Rl

N
1o
)
o,
o

-0,

4 o,
N >

Mo 4

S
02

L B
ol
a oft et

=)

2 of

T g £
b
:?1:4"
hind
_°|l',
2
4
FN
i)
hoo% oS oom & Y
g
=

o g

Hoo%

X

o cg,
s
o,
D
rot
12

r
X,
=
ol
=

Bl e Ay dusEge
Balo] o8 F9 TAL U 43 A%
o] TANSE Fo 77 BT Folk
Ao R ET 8 DARRue] B RAE 2
Zaol, A&H0R FH YrERe BEY 4
Q= TAY Akl 7% AaE AASLA 3
Qom, 427 AZL TARANLE Fo) A5
oo FAH EHE MHOH, 4T7 BEH
AENE 7ke] BANN ARG B
NEFHE 7R E Ao Yepgey olg Ba) 3
g & o AL thed 2Tk 3, B9
d2Ege B wdo] th FAL, e Aty
o BRI F e AT KES) s
NeAOE dzEe] Agte] w2k, A2,
A7, F7A, FAH 0 FE AFo) o] F
A 5 QS AL Fysielor & Aotk A,
59 dagde] A7l mA, Az, Wz
4, 2744, FAH0R £ AFo| o|Fo)d &
917] s AE 34 Aol E, Aeolw,
w9710 ok sk, #9710 QhE T 7]
wo] Bo] HereS L7 4 UES o} 3}
AR, T4 FHA AR NS Bolgel
NFY B SUHAEDS O] 27, THG
L A% fEE SUs ¥ 5 ot
Z =251

Bae BR (2011). A Study on Principles and Actual
Condtions of Amos 19 Structural Equation Mo-
deling, Seoul: Book Publications Cheongram.

Cho YB (2009) The effect of the service quality
of family restaurants on selection attribute re-
visit intention and customers satisfaction, The
Korean Journal of Culinary Research 15(3):
294-306.

Choi SM (2007). Effects of hotel restaurant's phy-
sical environment perception upon emotional

reaction, customer satisfactions, repurchase in-



Al

Qe sEge] 4T Aol

fol

tention and recommendation intention. Doctor
degree thesis, Graduate school, Sejong Uni-
versity.

Gang BS, Kim GS (1998), Development of quality
platforms and quality service model in the pu-
blic sector. Management Review 1(3):55-74.

Gang WC (2013). Effects of buffet restaurant din-
ing space creation and coordinator role upon
psychological reaction and purchasing inten-
tion Doctor degree thesis, graduate school, Soon
Chun Hyang University.

Go BS, Park HJ (2005). A study on effects of
fairness of service recovery upon restaurant
customers' satisfaction and behavioral inten-
tion. Journal of Culinary Society of Korea,
11(3):103-120.

Go DW (2003). Effects of risk perception and
emotional reaction of ski activities upon satis-
faction. Tourism Research 27(2):49-69.

Holbrook MB, Hirschman EC (1982). Hedonic
consumption: Emerging concepts, methods and
propositions. Journal of Marketing 46:92-101.

Hoyle RH, Smith GT (1994). Formulating clinical
research hypotheses as structural equation mo-
dels: A conceptual overview. Journal of Con-
sulting and Clinical Psychology 62(3):429-
440.

Jang RG (2013). Effects of service scape and
personal service at mid priced buffet restaurant
upon customer satisfactions and behavioral in-
tention, Doctor degree thesis, Graduate school,
Youngsan University.

Jeon HG (2013). Effects of Korean style restau-
rant's physical environment upon customer sa-
tisfaction and loyalty : Focused on mediating
effects of customer values. The Korean Journal
of Culinary Research 18(3):149-162.

Jo MN, Yang IS (2006). A study on restaurant

Feolw

o

7t 2 o mAE Gl B AT 127

¢

service in-counter quality rating, emotional reac-
tion, customer satisfaction and service loyalty
depending upon restaurant types. Journal of
Society of Diet Life of Korea 21(5): 524-535.
UJ (2003). Effects of food service industry

consumers' physical environment perception

Jo

upon service quality rating and satisfactions:
Focused on restaurants' physical environment
variables. Doctor degree thesis, Graduate sch-
ool, Kyonggi University.

Kim CS (2003). A study on family restaurant cus-
tomers' service recovery fairness perception,
reliability and behavioral intention. Doctor de-
gree thesis, Graduate School, Dong-A Univer-
sity.

Kim GC, Lee YJ (2009). A study on values and
satisfactions of hotel party dining space crea-
tion. Journal of Culinary Society of Korea 15
(2):173-187.

Kim GJ (2008). A study on effects of food service
industry service quality and relational benefit
upon satisfactions, switching barrier and repur-
chase intention: Focused on customer charac-
teristics' moderating role. Doctor Degree The-
sis, Graduate School, Dong-Eui University.

Kim GS (2009). A study on amos 16.0 structural
equation modeling, Seoul: Han Na-rae, Kim
Gi-yeong et al (2003). A Theory of Food Ser-
vice Industry Management, Hyeonhaksa, Seoul.

Kim MJ (2009). A study on effects of family res-
taurant's dining space creation upon customer
satisfaction and revisit intention. Master degree
thesis, Graduate School, Dong-eui University.

Kim SH (2011). Effects of emotional dining space
creation of each type of restaurant upon cus-
tomer emotional reaction satisfaction and be-
havioral intention. Doctor degree thesis, Gra-

duate School, Sejong University.



128 =22 e3]A] A 218 Al 152015)

Kim SS (2010). A study of effects of service qua-
lity, service values, emotional values and re-
putation at service relations upon customer sa-
tisfactions and reuse intention. Doctor degree
thesis, Graduate School, Hanyang University.

King SC, Weber A (2004). The effect of meal
situation, social interaction physical environ-
ment on food acceptability. Food Quality and
Preference, v15.

Lee MG (1999). A study on service affection fac-
tors. Marketing Research 14(1):23-45.

Lee YJ, Han GS (2004). A study on cultural his-
tory of western dining space. Society of Korean
Diet Life Culture 1(19):2-12.

Lee YJ, Kim UC (1998). A study on effects of
physical environment upon service quality ra-
ting. Marketing Research 1(13):62.

Lee JH (2003). A study on relations between inter-
vention, selection attributes, evaluation and reu-
se intention of tourism pension users. Doctor
degree thesis, Graduate School, Dong-A Uni-
versity.

Lim HJ (2010). A study on quality factors per-
ceived at Korean style restaurant having influ-
ence upon satisfaction and behavioral intention:
Focused on viewpoints of asian tourists visiting
Korea. Journal of Culinary Society of Korea,
16(1), Culinary Society of Korea, 209-225.

Min CH (2013). Effects of counter-factual thinking
at service failure upon customer's emotional
reaction : Focused on mediating effects of re-

lation maintenance period's mediating effect.

Doctor degree thesis, Graduate school, Kyonggi
University.

Park HJ (2007). A study on relations between
emotional labor, customers' emotional reaction
and behavioral intention of family restaurant
employees. Doctor degree thesis, Graduate Sch-
ool, Dong-A University.

Park US (2012). A study on effects of brand asset
of food service franchise business upon cus-
tomer behavior. Doctor degree thesis, Gradua-
te school, Kyonggi University.

Plutchik R (1980). Emotion: A Psychoevolutionary
Synthesis. New York: Harper & Row.

Roh HY (2007). A study on customer satisfaction
of floral design of dining space: Focused on
both Korean style restaurants and Western style
restaurants. Master degree thesis, Graduate Sch-
ool, Kyonggi University.

Yu GA, Kim YG (2009). A study on color har-
mony of tableware and garnish at restaurant
dining space creation. Journal of Culinary So-
ciety of Korea 15(3):29-41.

Zeithamal VA, Leonard LB, Parasuraman A (1996).
The behavioral consequenecs of service quality.
Journal of Marketing 60(2):31-46.

20149 08¢ 129 A
2014 12 30¢ 12 =&F%
2015 01€ 30 2‘} N
20154 02¢ 054 33 =w54
2015 029 159 =2A 234

E
0:

:
0:





