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Abstract

This study intended to verify the impact of non-verbal communication of servers in the service industry on
the affective path among customer’s positive emotion, self-identification, and loyalty(behavioral and attitudinal
loyalty). The data of 397 customers of typical fast food restaurants in Busan and Gyeongsangbuk-do area were
analyzed with SPSS and AMOS, and the hypotheses were verified through structural equation model after fre-
quency analysis, as well as exploratory and confirmatory factor analysis. According to the empirical analysis,
all three components of server non-verbal communication in the service industry, body language, pseudo lan-
guage, and body appearance, in respective order, had positive (+) influences on the positive emotion of custo-
mers. In addition, customer emotion had a positive (+) influence on brand self-identification. Finally, self-iden-
tification had a positive (+) influence on behavior loyalty and attitudinal loyalty. This study suggested practical
implications and logical implications in the course of developing emotional loyalty for restaurant companies.

Key words: non-verbal communication, customer’s emotion, self-identification, loyalty(behavioral and attitu-
dinal loyalty)
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{Table 1> Demographics characteristics

1. ZAHAIKIC] &
FEo AFEAIRA 54 8 AL 3} 549
%, AR} 45.1%, AL 7= | Ex7} 59.4%, 7
EAL 37%, 71EF 3.5%= UrE‘rkkE‘r. gk, AR
= 20tH7} 47.9%, 30tH7} 29.7%, 40tH7} 17.9%, 50
o o] 4.5% o=, A o] 403%= 71

Item %
Male 54.9
Gender
Female 45.1
~20 479
21~30 29.7
Age
31~40 17.9
50~ 4.5
Married 37.0
Marital status Non-married 59.4
Etc. 3.5
White-collar job/office worker 13.1
Businessman 19.7
Professions 8.8
Occupation Public official 1.8
Housewife 6.5
Student 40.3
Other 9.8
~100 41.6
100~200 19.6
Income 200~300 20.2
300~400 9.8
400~ 8.8
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{Table 2> Exploratory factor analysis of the exogenous variables

. . Factor Eigen Variance Cronbach's
Factors Classification .
loading value (%) a
They have a kind attitude. .834
They have a bright smile. .801
Kinesics They have smiling faces. 785 3.727 20.705 908
They nod when Iorder. 778
They make eye contact when I order. 751
They have a suitable speaking speed. .847
Paralanguage They have a suitable tone. 181 2.276 12.645 .855
They greet with a gentle tone. 745
They have neat impression. .843
Physical
They wear clean clothes. 815 2.421 13.447 875
appearance
Their hairstyle is neat. .800
It was a pleasure to be here. .853
Cust , I was satisfied being here. .836
utomers 3250 18104 928
emotion I was comfortable here. .835
I was sufficiently filled here. .823
This is consistent with my lifestyle. .908
Self-
. .e . This is consistent with what I seek. .885 2.629 14.604 917
identification
This is consistent with the image that I seek. .870

KMO Kaiser-Meyer-Olkin  .896

Bartlett chi-square

Significant

5318.073
0.000

Total cumulative variance(%)

79.505
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{Table 3> Exploratory factor analysis of the endogenous variables

. . Factor Eigen  Variance Cronbach's
Factors Classification .
loading value (%) a
I am willing to buy if an expensive dish is available. 0.931
Behavioral .
I intend to purchase more. 0917 2.580 43.007 916
loyalty
I am willing to purchase other products. 0.879
I would recommend this place to someone who asks. 0.928
Attitudinal » .
lovalf I respond positively about this place when others ask. 0915 2.510 41.826 901
oyalty
I would recommend this place to other people. 0.849

KMO Kaiser-Meyer-Olkin  0.770

Bartlett chi-square  1733.013
Significant 0.000

Total cumulative variance(%)  84.833

{Table 4> Confirmatory factor analysis of the exogenous variables

St.

Factors Classification . S.E. CR. p-value
estimate
They nod when I order. 0.792
They have a kind attitude. 0.846 0.055 18.681 p<0.000%**
Kinesics They make eye contact when I order. 0.798 0.058 17.324 p<0.000%**
They have smiling faces. 0.808 0.059 17.605 p<0.000%**
Opverall, this restaurant has better service. 0.832 0.057 18.282 p<0.000%**
They greet with a gentle tone. 0.851
Paralanguage They have a suitable speaking speed. 0.849 0.05 18.809 p<0.000%**
They have a suitable tone. 0.749 0.05 16.332 p<0.000%**
They wear clean clothes. 0.814
Physical . .
They have neat impression. 0.919 0.053 20.282 p<0.000%**
appearance
Their hair style is neat. 0.793 0.057 17.61 p<0.000%**
I was sufficiently filled here. 0.859
Customer’s It was a pleasure to be here. 0.877 0.044 23.11 p<0.000%**
emotion I was satisfied here. 0.892 0.043 23.842 p<0.000***
I was comfortable here. 0.866 0.044 22.616 <0.000%**
This is consistent with what I seek. 0.877
Self-
. ,e . This is consistent with my lifestyle. 0.939 0.042 26.104 p<0.000%***
identification
This is consistent with the image that I seek. 0.848 0.043 22.532 p<0.000%**
Fit x2=305.263, df=125, p=0.00, x*/df=2.442,

GFI=0.921, AGFI=0.892, TLI=0.958, CFI=0.966, RMSEA=0.060

#x p<0.001.
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ol wao] Agr= \2=305.263, df=125, p=
0.00, y*/df=2.442, GFI=0.921, AGFI=0.892, TLI=
0.958, CFI=0.966, RMSEA=0.060°-% UEHS

PAHGe] shold wnalo] Adrl= X —8.642,
df=s, p=0.124, \*/df=1.728, GFI=0.993, AGFI=
0.970, TLI=0.994, CFI=0.998, RMSEA=0.043 2.
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{Table 5> Confirmatory factor analysis of the endogenous variables

Factors Classification estisr;ate S.E. C.R. p-value

I would recommend this place to someone who asks. 0.974

Aﬁ;ﬁgal I respond positively about this place when others ask. 0.777 0.078 10291  p<0.000***
I intend to purchase more. 0.697 0.072 9.749  p<0.000%**
I would recommend this place to other people. 0.767

B‘Iziﬁi’yral I am willing to buy if an expensive dish is available. ~ 0.804  0.079 11685  p<0.000%**
I am willing to purchase other products. 0.967 0.104 10924  p<0.000***

Fit x’=8.642, df=5, p=0.124, x*/df=1.728,
GFI=0.993, AGFI=0.970, TLI=0.994, CFI=0.998, RMSEA=0.043
*E p<0.001.

{Table 6> Correlation coefficient between the exogenous variables and values AVE

. . Physical Customer’s Self-
Variable Kinesics Paralanguage . . . .
appearance emotion identification
Kinesics 0.664
Paralanguage 0.622%* 0.711
Physical appearance 0.601** 0.592%* 0.745
Customer’s emotion 0.551%* 0.473%* 0.470%** 0.786
Self-identification 0.305** 0.396** 0.231%** 0.483%* 0.789

Note) diagonal part AVE value, left correlation coefficient * p<0.05, ** p<0.01.
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{Table 7> Correlation coefficient between the endogenous variables and values AVE
Variable Attitudinal loyalty Behavioral loyalty
Attitudinal loyalty 0.679
Behavioral loyalty 0.442%* 0.723
Note) diagonal part AVE value, left correlation coefficient * p<0.05, ** p<0.01.
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{Table 8> Path analysis results
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Hypo-

thesis Path St. estimate S.E. C.R. p-value Select

H 1-1 Kinesics = Customer’s emotion (0.353%%* 0.071 5.116 0.000 Adoption
H 1-2 Paralanguage = Customer’s emotion 0.167** 0.070  2.433 0.015 Adoption
H 1-3  Physical appearance = Customer’s emotion 0.159%* 0.068  2.442 0.015 Adoption
H 2  Customer’s emotion =  Self-identification 0.511%** 0.059 9917 0.000 Adoption
H 3 Self-identification =  Attitudinal loyalty 0.484*** 0.049 9.074 0.000 Adoption
H 4 Self-identification ==  Behavioral loyalty 0.507*** 0.062  9.927 0.000 Adoption

Fit

x2=663.314, df=243, p=0.000, x>/df=2.729,

GFI=0.880, AGFI=0.852, TLI=0.935, CFI=0.943, RMSEA=0.066

* p<0.05, ** p<0.01.
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