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Abstract

Purpose: Service quality is a topic of constant interest in marketing research and practitioners. Service quality is an important factor
influencing performance even in the context of coffee shops, and research on service quality management strategies continues by
coffee shop researchers and practitioners. The service quality of coffee shops is a source of competitive advantage and is an important
factor in enhancing customer and business performance. This study aims to identify the effects of cognitive evaluation on emotional
and behavioral responses using a cognitive-emotional-behavioral framework and SOR model in the coffee shop context. Cognitive
evaluation (service quality) consists of tangibles, responsiveness, assurance, reliability, and empathy dimensions. Research design,
data, and methodology: In the proposed model, positive and negative emotions and satisfaction mediate the relationship between
service quality and money to spend and visit frequency. The data were collected from customers who visited a coffee shop within the
last 1 month. The survey was conducted for about one month. Among a total of 300 distributed questionnaires 261 responses were
used for data analysis. The data were analyzed using frequency analysis, measurement model analysis, and structural equation modeling
analysis with SPSS 28.0 and SmartPLS 4.0. Results: Tangibles, responsiveness, assurance, and empathy had significant positive
effects on positive emotion, while only reliability had a significant negative effect on negative emotion. Both positive and negative
emotions had significant positive effects on customer satisfaction, but not on money to spend and visit frequency. Lastly, customer
satisfaction had significant positive effects on money to spend and visit frequency. Conclusions: The study revealed the relative weight
of cognitive factors on customer emotions and confirmed the validity of SOR model. The fact that tangibility is the most important
factor in increasing positive emotions and reliability is the most important factor in reducing negative emotions provides a direction
for emotional branding strategies using the service quality mix of coffee shops. This study confirmed the full mediating role of
satisfaction between positive and negative emotions and consumer behaviors (money to spend and visit frequency). This infers that
when a coffee shop increases customer satisfaction through customer emotion management, the customer's money to spend and visit
frequency in the coffee shop increases.
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Figure 1: The estimated structural model
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Appendix

Appendix 1: Demographic Profiles (n=261)

Index Category N %
Male 82 31.4
Gender Female 179 68.6
20 ~29 89 34.1
30 ~39 53 20.3
Age 40 ~ 49 67 25.7
50 ~ 59 35 13.4

Over 60 17 6.5
. Single 151 57.9
Marriage status Married 110 42.1
Graduate high school 100 38.3
Education Junior college 46 17.6
Graduate university 91 34.9

Graduate school 24 9.2
<1 77 29.5
>1-<2 54 20.7
Income >2 - <3 59 22.6
(Unit: Million won) >3-4 30 115
>4 - <5 16 6.1

<5 25 9.6
Student 77 29.5
Housewife 31 11.9
Office worker 73 28.0

Job Public official 3 1.1
Self-employment 24 9.2
Professional 32 12.3

Others 21 8.0
Type Local brand coffee shop 94 36.0
Franchise coffee shop 167 64.0
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Appendix 2: Measurement model analysis

41

ltems I:::it:)g;s a CR AVE
Tangibles 0.731 0.757 0.557
The coffee shop | visited has modern facilities. 0.791
The composition of the interior and equipment is visually pleasing. 0.823
The appearance and attire of the staff are neat. 0.765
Parking facilities are available. 0.583
Reliability 0.800 0.819 0.627
The staff's order reception is accurate and prompt. 0.810
Drinks ordered were served at the appointed time. 0.719
The staff treats customers with sincerity. 0.870
The staff makes no mistakes in the preparation and service of coffee 0.759
beverages.
Responsiveness 0.729 0.739 0.551
The staff responds promptly to customer inquiries and inquiries. 0.798
No matter how busy the staff is, they respond quickly to customer needs. 0.712
When ordering, the staff informs you of the waiting time and the coffee 0.715
drink making time. ’
Staff look around and stand by to respond quickly to customers. 0.741
Assurance 0.786 0.807 0.612
The staff has sufficient knowledge to answer customer questions. 0.728
The staff are friendly and polite. 0.841
You can trust the coffee shop and the staff. 0.870
It seems that it can be used safely to provide information such as 0.675
membership registration. )
Empathy 0.709 0.748 0.529
The staff pays individual attention to the convenience of the customer. 0.826
Adjust business hours for customer convenience. 0.693
We provide differentiated services to long-term and regular customers. 0.703
It is convenient and easy to make a reservation and use the place. 0.680
Positive emotion 0.783 0.79 0.698
Feeling of sufficiency 0.834
Enjoyment 0.879
Excitement 0.790
Satiety -

Ostentation
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Negative emotion 0914 0.929 0.797
Disappointment 0.785
Unpleasant 0.917
Feeling neglected 0.935
Feeling withdrawn -
Anxiety 0.926
Customer satisfaction 0.805 0.835 0.634
| am satisfied with the service of the staff at the coffee shop | visited. 0.771
| am satisfied with the taste of coffee at the coffee shop | visited. 0.852
| am satisfied with the price | paid at the coffee shop | visited. 0.664
| am satisfied with my decision to choose the coffee shop | visited. 0.880
Money to spend 1
Visit frequency 1

Appendix 3: Fornell-Larcker Criterion

Constructs 1 2 3 4 5 6 7 8 9 10
Tangibles 0.746

Reliability 0.572 | 0.792

Responsiveness 0.450 | 0.658 | 0.742

Assurance 0.508 | 0.632 | 0.673 | 0.783

Empathy 0.226 | 0.391 | 0.520 | 0.582 | 0.728

Positive emotion 0.449 | 0379 | 0483 | 0523 | 0.433 | 0.835

Negative emotion -0.324 | -0.381 | -0.256 | -0.293 | -0.130 | -0.276 | 0.893

Customer satisfaction | 0.463 | 0.562 | 0.543 | 0.656 | 0.491 | 0.606 | -0.458 | 0.796

Money to spend 0.062 | 0.055 | -0.002 | 0.039 | -0.053 | 0.010 | 0.041 | 0.079 -

Sloe|lo|N|loja|dlw|N|=

Visit frequency -0.018 | -0.046 | 0.010 | -0.038 | 0.054 | -0.015 | 0.001 | 0.115 | -0.114 -

Bold numbers indicate the square root of AVE. Off-diagonal elements are the correlations among constructs (p < 0.01). For discriminant validity,
diagonal elements should be larger than off-diagonal elements.

Appendix 4: Heterotrait-Monotrait Ratio (HTMT)

Constructs 1 2 3 4 5 6 7 8 9 10
1 Tangibles
2 Reliability 0.733
3 Responsiveness 0.611 | 0.840
4 Assurance 0.654 | 0.783 0.879
5  Empathy 0.315 | 0.510 | 0.716 | 0.768
6  Positive emotion 0.587 | 0.475 | 0.639 | 0.663 | 0.555
7  Negative emotion 0.371 | 0.436 | 0.294 | 0.331 | 0.156 | 0.314
8  Customer satisfaction | 0.566 | 0.676 | 0.694 | 0.815 | 0.650 | 0.738 | 0.526
9  Money to spend 0.134 | 0.068 | 0.039 | 0.047 | 0.065 | 0.058 | 0.040 | 0.087
10 Visit frequency 0.028 | 0.077 | 0.095 | 0.071 | 0.070 | 0.083 | 0.043 | 0.147 | 0.114 -
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Appendix 5: Structural model

Paths Stand_ardized t-Value p-value Results
estimate
H1-1 Tangibles — Positive emotion 0.276 4.444 0.000 Supported
H1-2 Reliability — Positive emotion -0.114 1.649 0.099 Not supported
H1-3 Responsiveness — Positive emotion 0.188 2.622 0.009 Supported
H1-4 Assurance — Positive emotion 0.216 2.823 0.005 Supported
H1-5 Empathy — Positive emotion 0.192 3.266 0.001 Supported
H2-1 Tangibles — Negative emotion -0.140 1.636 0.102 Not supported
H2-2 Reliability — Negative emotion -0.280 3.358 0.001 Supported
H2-3 Responsiveness — Negative emotion 0.027 0.303 0.762 Not supported
H2-4 Assurance — Negative emotion -0.091 0.970 0.332 Not supported
H2-5 empathy — Negative emotion 0.050 0.769 0.442 Not supported
H3-1 Positive emotion — Customer satisfaction 0.519 11.852 0.000 Supported
H3-2 Positive emotion — Money to spend -0.060 0.694 0.488 Not supported
H3-3 Positive emotion — Visit frequency -0.134 1.714 0.087 Not supported
H4-1 Negative emotion — Customer satisfaction -0.315 6.941 0.000 Supported
H4-2 Negative emotion — Money to spend 0.097 1.473 0.141 Not supported
H4-3 Negative emotion — Visit frequency 0.068 0.956 0.339 Not supported
H5-1 Customer satisfaction — Money to spend 0.160 1.999 0.046 Supported
H5-2 Customer satisfaction — Visit frequency 0.227 2.518 0.012 Supported
R2 Q2
Positive emotion 0.368 0.334
Negative emotion 0.166 0.124
Customer satisfaction 0.459 0.382
Money to spend 0.016 -0.006
Visit frequency 0.028 -0.004




