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Abstract In this study, we further study the customer's positive emotion about the impact of different inherent
service climate on the emotions and satisfaction of the customers who receive the service. Through this, the
purpose was to present the direction of creating a service climate. As a research method, structural equation
statistical analysis, such as measurement model analysis and structural model analysis, was performed using
SmartPLS (v.3.2) for data collected in surveys. Looking at the research results, first, a company's service climate
has a positive (+) impact on positive customer emotions: pleasure, pleasure, and happiness. This can be
interpreted as an indication that creating a business climate for service is an important factor that elicits positive
emotions from customers. Second, a company's service climate and positive customer emotion also have a positive
impact on customer satisfaction. Finally, when a company's service climate affects customer satisfaction, happiness
has the greatest mediating effect among several parameters. This demonstrated empirically that satisfying the
happy feelings of customers is the most important of the company's service climate. Since this study is aimed at
a small number of restaurant companies, there is a limit to generalizing the findings and applying them to all
restaurant companies. Nevertheless, it is meaningful to study the emotions of positive customers when the service
climate affects customer satisfaction, and we hope that the company's analysis of service climate will continue to
improve customer satisfaction through various emotional analysis as well as positive factors.
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Table 1. Operational Definition of Variables

Resear

Latent variables e

Operational Definition

The organization's policies,
practices and procedures that
make it aware of the
atmosphere in which employees
are compensated and expected
in connection with the quality of
service they provide to [5][6]
customers.

Behavioral practices and
organizational policies that
companies support employees
who provide high—quality
services.

Service Climate

Resear

Operational Definition e

Latent variables

The emotional and psychological
state of the customer's
perception of the service
interface.

A behavioral reaction resulting
from heightened physical
excitement, according to external [
stimuli, a very complex and [
more comprehensive emotional
experience, not just pleasure or
displeasure, unlike sentiment.

. The level of emotion the
Happiness | customer will experience in the
context of the service interface.

Pleasant

Customer

Emotion Enjoyment

The difference between the
customer's expectations of the
service before the service is
received and the customer's [18],
perception after the service is [21]
received.

Customer satisfaction with
employee services

Customer Satisfaction

r
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Table 2. Results of Measurement Model Analysis

Internal Consistency

Obser Convergent Validity Reliability

Latent | vation

Vierlo Factor | Variable Cronbach’s | Composite

Table 3. Discriminant Validity of the Measurement model

Lesieni Cussigmer Enjoyment|Happiness| Pleasant Sl
Variables | Satisfaction 1oy PP climate

Customer

Satisfaction 0.837

Enjoyment 0.581 0.901

Happiness 0.590 0.510 0.848

Pleasant 0.604 0.625 0.498 0.839

Service

; 0.673 0.581 0.508 0.657 0.854
climate
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4.41 28A+(R2)
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Variables s Loading | Reliability RYE a Reliability
»708 | %50 | »50 | .70~90 | .60~.90 Pleasant?] d8As= 43.1%9] d¥gs HoFi

cs1 | 0754 | 0569 Qo™ Customer Sat15fact1on-4 ZAATE 56.9%

€S2 | 0.854 | 0.729 o] o 2 HuES WaZy Q)
Scafstf;’c”;;: CS3 | 0.828 | 0.686 | 0.701 | 0893 | 0.921

222 %Zof Sj;: Table 4. Determination coefficient(R2)

EN3 | 088 | 0774 Variables 7 Adjusted R’
Enjoyment EN4 | 0.922 0.85 0812 0771 0-89% Customer Satisfaction 0.569 0.662

HA1 | 0816 | 0.666 Enjoyment 0.338 0.335
Happiness HAz | 0867 | 0752 0719 | 0870 0.911 Happiness 0.258 0.255

HA3 | 0.855 | 0.731

HA4 | 0853 0.728 Pleasant 0.431 0.429

PL1 0.82 0.672
PL2 | 0.796 | 0.634
Pleasant 0.703 0.859 0.904
PL3 | 0.857 | 0.734

PL4 | 0.879 | 0.773

SC1 | 0.845 | 0.714
Service | SC2 | 0.872 | 0.76
Climate | sc3 | 0.847 | 0.717
sca | 0.852 | 0.726

0.73 0.876 0.915
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Table 5. Results of Hypothesis test

Table 6. Results of Mediating effect analysis

. path  |standard t- p-
Inbeiizels P coefficient|deviation| value | value resli
H1-1. Service climate| g 57 | 0,045 | 14.653 | 0.000 | Accept
-) Pleasant
H1-2. Service dlimate|  gor | 0047 | 12.464 | 0,000 | Accept
-) Enjoyment
H1-8. Service climate|  gog | 049 | 10430 | 0,000 | Accept
-) Happiness
H2. Service climate
- Customer 0.358 0.068 | 5.295 | 0.000 | Accept
Satisfaction
H3-1. Pleasant
- Customer 0.147 0.067 | 2.204 | 0.028 | Accept
Satisfaction
H3-2. Enjoyment -)
Customer 0.149 0.066 | 2.262 | 0.024 | Accept
Satisfaction
H3-3. Happiness -)
Customer 0.259 0.065 | 3.980 | 0.000 | Accept
Satisfaction
ST \ —> Accept
Customer Emotion “eeeao> Reject

el

Pleasant

(R2=.431)

Enjoyment

(R2=

.338)

Happiness
(R2=

258)

149*%

358+

I
%’

Customer
Satisfaction
(R?=.569)

#5% e 001, ** p<.01, * p<.05

Fig. 2. Path Coefficient Analysis
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