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Abstract

Purpose: How to build the positive emotion of customer is very important, because it affects the positive attitude. Brand evidence has a
significant impact on consumer behavior in terms of reinforcing consumers' perception of food service companies and differentiating
them from competing brands. Thus, this study examines the effect of brand evidence on emotion (positive emotion and negative emotion),
and attitude in restaurant industry. Research design, data, and methodology: This study examines the structural relationship among
brand evidence, emotion, and attitude. Brand evidence divide into three sub-dimensions such as physical evidence, core service, and
employee service. In order to test the purposes of this study, research model and hypotheses were developed. The questionnaire items
were modified and used according to the content of this study based on previous studies. All constructs were measured by multiple items
tested and developed in the previous research. The data were collected from 439 restaurant users from Seoul area were analyzed using
SPSS 22.0 and SmartPLS 3.0 program. A total of 460 questionnaires were distributed and a survey was conducted for 4 weeks, and a total
of 439 were used for analysis, excluding non-response data and 21 unusable response data among the collected questionnaires. Frequency
analysis was conducted to identify the general characteristics of the survey subjects. To measure the reliability and validity of the
measurement tools, confirmatory factor analysis was conducted. Structural model analysis was conducted to verify the research model.
Result: The findings demonstrate that physical evidence, core service, employee service had positive effects on positive emotion. And
core service and employee service had negative effects on negative emotion while physical evidence did not have. Also, positive emotion
had positive effect on attitude and negative emotion had negative effect on attitude. Conclusions: The findings of this study provide
guidelines on how to enhance competitiveness in restaurant industry through understanding brand evidence’s effects on raising perceived
consumer’s emotion and attitude. Therefore, food service companies should establish a marketing strategy that can stimulate positive
emotions through brand evidence, which is all factors related to service brands that influence consumers' evaluation of service products

and purchase decision-making process.
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ZH(brand evidence)= AfH|A EzHE(service branding)2
ot BEOEM 70| MH|A HFS FONSIL £H|Sk= EHA0|IM
YA Ele= MHA BUME FE RE HMMNES
O|0|BtCKKhodadadi & Abdsabour, 2015; Krystallis & Chrysochoy,
2014). AH|XH= MH|[A AE 0§ SHAOIN X|ZHEL 7H(price),

HAMEYbrand name)it 2 AH|A EHE SHE S 4F X

=x
AMH|AE A HIVSIA E|H(Arora & Stoner, 1996), 70 & 2H
CHAHOIME MH|A AE0l R S48 HitY = e =A™
S H(physical evidence), SAHE AH|A(employee service) Sl
MH|Acore service) 52| HME FHE Sl MHA MES
HI}SHCHAN et al, 2016; Krystallis & Chrysochou, 2014).

TaEot HHE SHES MHA oEF FOiQIAtEE aPgat
Bt FES 0Kz AMH|A 2EQt BHME ZE QASS
olnfgict 53| MH|A HE0| §EYQ FHMS RS Hord
= U= =™ BAHY MH[AAHO|Z(servicescape), AfHIA
o2 EEX|Z0| AF¥EC S 0K @ MH|A, D21
MH[A FHEOIM 0apo| MmEE0| FgE 0K SAH
Mb|AE EME ZHo sieiatn o 4= QICh MatM 2
AFoM= EME S7{9| o2 a4 5 S2[H 57, dd MH[,
S MH|AE ASHCZE AHASI0] Hm{E X} BICt

21.1. 2218 34
22H = 22 A Y2EY § 240 MH2E
Oist= QAAMH[A 7|0] MH|A oF2l 3o FHdsS
M Hashk= dfIFoln &M s =EIH
KBitner, 1992). =2|& FHe FOHIFFOIA 2H|XHO|A
| CHEH 71X e fEHQ HME M3 #E ozt
EFA0I A g7l H¥ME FA=
CHBitner, 1992; Jang & Namkung, 2009). A{H|A AHEQ|
HAe YHHHE 27T ZRe FARBIA MH[A 7|0
=0 oot AlAHQl 272 A EILiBinter, 1992).
1 S= MH|~ 2HF0M 2H[RE2| IXH 3L
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2.1.2. 4 MH[~

Sl AMH|X(core service)s 0| MH|AE HEHS Of 71
ZQdtn siMol2tn L= MH|AS O|0|SHCKGrace & O'Cass,
2005a). 2H|7b Zbkl= EEAOIM AH[XFSO| MH|A HIHEO|
Oist B7hs AlS T, e MH[A s OZH0|AH AH[ATE
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Ll MH|AE o|0|$CHGrace & O'Cass, 2005b). 24l AH|AE
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70| CH7|Sk= AlZto] CHeh E&0|Lt nZiuto] Mo Eg0)| Chot
ARl FEJH MH|A EIHE FEX B0 e ORI
Danaher & Mattsson, 1998). M2tA @4 AMH[AE AH|XLC| O|2y
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MH[A9| MAtmE AH|ZF SA[0f O|RO{ZICE AMH|A Zntof CHE
O|Fgoz Qs nzinto] HHo| U JALACS| Agte MH|A
Z2EE 4%t 8% IS oiligung & Kim, 2015). O|2{gt
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S
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Bi=attitude)s £ EWEO0| Cist AH|XRC| X|£XO0|
FH 0l HIIZ HO|=ICKSchivinski & Dabrowski, 2016). E2HE
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et FEO|CHLow & Lamb 2000). EHEe AH[X} HE0| ZHA
F2 ez Feg OK|= Al Koje] CHE RULEAN
bgheo| Cfeh EFEQl 7|, ™, Mg 3 ASo| BEE
‘45k0|CHHellriegel, Slocum, & Woodman, 2001). AfH|A FH0||A
BHE Efs MH|A HHME A0 Cfe X|[Zar 2HE of 0]

mat Lietthe 388 22 288 4389 BHMOICHO'ass &
Grace, 2005b). SE9F HEHE Ei= LAIHQ 2478 HEH7F OfLEY,
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=
ne
i
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g0| A7| M=o 2H|X BSS Of5Hst

O|&8H=0 012 S23ICHKIm, Kim, & Lee, 2019). [}2tA 2=
Bzo| ZEs £F EYWE MES FOistaxt k= AH(X
OIAEEO ER% IS F # ofLat BHEZE ZTAIF|Y
Ij20l| Ef 2EZHEQIO| X|Fst ZH YA BYERAE XEXISHA
Ste SR% A2 At

Hees QXH, 48N, 5™ @40 COXRCE FEEC
(Duffett, 2017). Duffett(2017)= QXN @47t E7 EME0Q| Cist
XA A, W2 5SS oojsta, 248N Qa4 £ 2HEY
ZHE5l0] AH[XIL LB HO|AL HIR=HoZ ost s &
ZAo|2t ofAX|s 7[Ch=EE 2|05, Y Q4= HHMEOQ
Ot Weole 52 ASEES QUscta stict & A7 =
QM7IYel MH|IA EHEO CHot AES S FHdE E=7t
sigh EdE "It OXls S FYSHAA = AREZ,
EHE Ef=E Q4 AH|Xto] HAEO| O3t FHEO|HL =2
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£ o70] O|8% SEXA 439H0]| Cigt LHt E42 Table 12t
Y2 HRH494%)2t OfX
LIEtRD, 208 e 7|2(508%)0] |§(4 9.2%) = Ct %WJ i
LIEFGCE HE2 40M-49M|(264%)7F 7FY BUtL, 1 o
20-29M1(262%),  30-39AM1(25.7%), 50| S

LIEHRICE WS+F2 etu E(554%)0| 7+
1 Cr2oz 1n5stn EUR21%), M0 =Y
O|4(75%)2| =22 LIEHRLCE
oc +x|.o| pNe k=X :":LEVM-

(o]
o I =
P F=E(196%) =22 Lg I

T

-

(383%)0| 7ty e,

X E &(19.6%)1 LHEHGE,

Table 1: Demographic Profiles (n=439)

n %
Gender Male 217 49.4
Female 222 50.6
Marital Single 223 49.2
status Married 417 50.8
20-24 52 11.8
25-29 63 14.4
30-34 48 10.9
Age 34-39 65 14.8
(vears) 40-44 65 14.8
45-49 51 11.6
50-54 57 13.0

Over 55 38 8.7

Meals with family 221 50.3
Business 4 .9
Pu;gfse Meals alone 76 17.3
visit Meals with my girl/boy friend 42 9.6
Meals with friends/co-workers 90 20.5
Others 6 14
High school or less 97 22.1
Education Two-years college 66 15.0
Four-years college 243 55.4
Graduate school or more 33 7.5
College student 57 13.0
Salaried worker 168 38.3
Sales/Service 32 7.3
Occupation Technical 44 10.0
Profession 22 5.0
Self-employed 30 19.6
Housewife 86 19.6
Quick Service restaurant 104 23.7
Family-oriented restaurant 160 36.4
Types of Casual restaurant 147 335
restaurant High-end restaurant 12 2.7
Korean traditional restaurant 15 3.4
Others 1 2

SEA7L 0|83 HAEFS AT WU AEE(364%)0|
O HIE S AX[SIR, O CHEe 2 Uit CHE-SAIE(33.5%),

EZXE JH(237%)°| %2; LIEFSATE 2283 0]85HE

&2z B

42. 5HES0| EpY W MEY

ol

Chetmez FgE APoheol XM SmartPlS 302
0|85t 2M |UCHHair et al, 2016; Wang, Lee, & Kim, 2018). HX],
AME|1E #4E Cronbach's ot ALER] 42| = (composite reliability:
CRE 0|83I0] #ME|QCt F2|X SH(physical evidence), &
MH|X(core  service) ZAFH  AH|A(employee service) 3EH
U7 (positive  emotion),
Ef = (attitude) SIT-EHRO CHSF Cronbach's ot CR 42 YHtH o=
20X JIEQ 702 He AR LER} ME[HO
HB AL} (see Appendix 1).

285 UM (negative emotion), 12|11
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2oz, EBEde +8Egdn HEEFdEez FE59
HSEIAULE Appendix 12+ 20|, Zf 0I0] HIE L1M7
=9

240 70 O| 40|, AVE Z(0| 50 O|AO 2 LtEfL} Z+ CIIEH
+HEIEYo] YBEJCE 2|0 EHEEIEEE ™

Xl &Hsquare root) 240| &2HEHA| gfECH 3 THHEIMO| U=
Ho2 HYE|l= Fomell-larcker 7|&2 &M= Zal AVE 29|
ME 240] AEtEtA A== Zt2CH 30, 42 0|2 dTHeE
Zto| AMBRA Zro| AHSZHO| AVE ZHECH A2 Z{OZ LIEfL} 2
ATERS Zhe| EHHELSY0| LS EIAULt (See Appendix 2). T,
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Figure 1: Estimates of the Structural Model (PLS)
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Appendixes
Appendix 1. Measurement Model
Constructs and ltems Il::z:cti(i)r:gs o rho-A | C.R | AVE
Physical Evidence .873 .878 | .913 | .723
The facilities of this restaurant suit my needs. .842
The physical facilities of this restaurant are visually attractive. .825
The employees of this restaurant have a neat and well-dressed appearance. .858
The appearance of this restaurant’s physical fapilities is in accordance with the type 875
of service provided.
Core Service .930 931 | .947 | .781
The core service provided by this restaurant suits my needs. .861
The core service provided by this restaurant is reliable. .902
| can rely on this restaurant to provide good core service. 911
This restaurant provides good quality of core service. .901
The core service provided by this restaurant is superior to other restaurants. .841
Employee Service .937 .939 | .950 | .762
| receive prompt attention from the employees of this restaurant. .863
The employees of this restaurant are always willing to help me. .876
The employees of this restaurant are never too busy to respond to my requests. .862
| can trust the employees of this restaurant. .888
| feel safe around the employees of this restaurant. .848
The employees of this restaurant are polite. .898
Positive Emotion .899 .904 | .930 | .769
While dining in this restaurant | feel excited. .908
While dining in this restaurant | feel energetic. .889
While dining in this restaurant | feel happy. .913
While dining in this restaurant | feel relaxed. .793
Negative Emotion .905 915 | .933 | .777
While dining in this restaurant | feel bored. .858
While dining in this restaurant | feel sleepy. .874
While dining in this restaurant | feel annoyed. .907
While dining in this restaurant | feel angry. .887
Attitude 951 | 952 | .963 | .837
Overall | think this restaurant is very good. 917
Overall | think this is a nice restaurant. .907
Overall | think this restaurant is very attractive. .907
Overall | think this restaurant is desirable. 911
Overall | think this restaurant is extremely likeable. .932
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Appendix 2: Fornell-Larcker Criterion, Mean, and Standard Deviation (SD)

1 2 3 4 5 6
1. Physical Evidence .850
2. Core Service .756 .884
3. Employee Service .768 774 .873
4. Positive Emotion .699 a72 .707 .877
5. Negative Feeling -.267 -.342 -.320 -.339 .882
6. Attitude .694 792 .684 .804 -.345 915
Mean 4.806 4.812 4.899 5.054 1.993 4.966
SD 1.012 1.054 .923 1.002 .907 1.093

All correlations are significant at the level of p = .01
Bold numbers indicate the square root of AVE,

Appendix 3: Heterotrait-Monotrait ratio (HTMT)

1 2 3 4 5
1. Physical Evidence -
2. Core Service .834 -
3. Employee Service .844 .829 -
4. Positive Emotion .787 .844 .769 -
5. Negative Emotion .290 .367 .343 .374 -
6. Attitude 759 .842 724 .868 .367

Appendix 4: Structural Estimates (PLS)

Paths Estimate t-value p f2 Results
H1-1 Physical Evidence — Positive Emotion .190 3.445 .001" .034 Supported
H1-2 Core Service — Positive Emotion .484 8.212 .000™ .218 Supported
H1-3 Employee Service — Positive Emotion .186 3.163 .002™ .031 Supported
H2-1 Physical Evidence — Negative Emotion .049 .657 .512 .001 Not Supported
H2-2 Core Service — Negative Emotion -.254 3.454 .001” .025 Supported
H2-3 Employee Service — Negative Emotion -.161 2.118 .034 .010 Supported
H3 Positive Emotion — Attitude 776 29.303 .000™ 1.153 Supported
H4 Negative Emotion — Attitude -.082 2.655 .008™ .017 Supported
R? Q2
Positive Emotion .636 486
Negative Emotion 119 .093
Attitude .650 541

*+ < 001, ** p<.01, * p<.05



