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Flow of knowledge in customer behavior research related to hotel and restaurant
management: Is it progressing academically from a contemporary perspective?
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ABSTRACT : In order to confirm the academic progress of the contemporary perspective of the
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analyzed by comparing it with the International Journal of Hospitality Management. For detailed purposes,
first, the subject of the study on hotel and restaurant customer behavior and the subject through
keywords analysis were classified, and second, the keyword network was analyzed to see which topics
were related to core keywords. Third, the qualitative contents of the research corresponding to each
topic were analyzed by checking the subject analysis trends, and fourth, the overall flow of knowledge in
customer behavior research in the domestic, foreign hotel, and restaurant fields was analyzed. Hotel and
restaurant customer behavior studies from 2002 to 2021 were refined in 186 cases in the Journal of
Tourism Sciences and 272 cases in the International Journal of Hospitality Management. As a result of
the analysis, the most frequently covered topic in the Journal of Tourism Sciences was the study on
'relationship’, including the keywords of ‘customer', 'relationship'. 'satisfaction’ 'service quality’, and
Toyalty'. In the International Journal of Hospitality Management, research on 'well-being and incivility' is
the most classified and includes keywords such as 'employee’, 'well-being' 'incivility, 'service' and
'behavior'. Keywords such as 'satisfaction’, 'consumer’, 'relationship', and 'loyalty' were consistently
treated as important topics over 20 years in both journals, while family’, 'family restaurant' and 'coffee

shop' were confirmed in Korea and 'green’ and 'eco—friendly’ were confirmed abroad.

Key words : Journal of Tourism Sciences, Bibliometrics, Customer Behavior Research,flow of knowledge
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Journal ~ Topic 7 24 CUSPOMET o formance service satisfaction ~ emotion
g satisfaction
of Hospitality
. . isit
Management mopic 9 24 restaurant  behavior type response VIS
intention
Topic 4 23 service failure hotel hospitality  evaluation
. . . t .
Topic 10 22 restaurant intention food CUSTOMET — rmunication
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(Table 2) Main research title by topic of Journal of Tourism Sciences

Topic Main research title by topic
Effect of customers” experiential value on channel satisfaction and loyalty based 2013
Topic 1 on purchase channels
(Marketing) The effect of perceived importance of culture marketing by hotels and 92015
restaurants on heeling needs
Topic 2 The effect of customers’ cognitive and emotional responses to restaurant service 2006
(Loyalty& encounter on formation of service loyalty
Emotional  The effect of a hotel loyalty program on cognitive, affective, cognitive loyalty 9018
response) and action loyalty formation
Topic 3 The effect of situational factors on the restaurant selection 2003
(Attribute _ _ _
& Social A study on exploring message 1nformat10n‘that affec.ts the purchase .of hotel 2018
rooms through social commerce and differences in hotel star-rating
commerce)
The effect of apology messages on sincerity and image restoration in food service 2009
Topic 4 enterprises
(Perception) Do the linguistic styles of hotel's tweet message affect the customer 2021
engagement?
. The impact of complaint behavior handling on the confidence, revisit and
Topic 5 L . ) 2005
(Behavior recommendation intention of hotel customer
& Tntention) Customer categorization of eating-?ut frequency in Korea: from heavy users to 2020
light users
A Study of Effect of Customers” Involvement on Hotel Food & Beverage Brand 2006
Topic 6 Extensions
(Rela(iuli)(l);ship) The Structural Relationships among Servicescape, SST Service Convenience,
Positive Emotion and Brand Loyalty: Focused on The Franchise Fast Food 2019
Restaurants
. The effect of coffee shop customers’ experiential value on brand attitude and
’fgflc g brand loyalty: a focus on the moderating effect of brand nationality 2011
& Atlt?trilde) A focus on the restaurant‘social servicescape on the. §ol<? dining satisfaction: 2021
moderating role of restaurant familiarity
Topic 8 Influence of musical tempo on the perception of service time in a restaurant 2002
(Satisfaction) Perception change in restaurant quality: a longitudinal study 2008

The causal relationships of service environments, service quality, customer
satisfaction, and repurchase intention in tourist hotel industry: the structural 2002

Toplc 9 . equation model
(Relationship ; ; ; - oy
& Benefit) The structural relationship among restaurants self-service usability, customer
satisfaction, e-wom, and brand commitment: moderating role of self-service 2021
type
An analysis of the effect of complaint handling on service recovery and the 2008
Topic 10 perceived justice of hotel restaurant customers
(Online) Deluxe hotel facilities and service levels experienced by inbound tourists in 2019

Pyongyang, North Korea: focused on TripAdvisor reviews posted since 2012




W A WS Ve 2

B An|atgo] THH o THIHIE FA
b ABzp BT ufd EsEE AR o] g}
FAZ G AEY E- Y3 AFE AEEHC
] 3 ATHCEEFAAEFT, 2021). ¢
AP E =S} FAIYCA o= ke HaE
4 A= AHH R FEofo} g}, of
TopicellA= 200195E 2004 Ate] A=
Toll tigk Faie] S7ketsi=tl 2022d AR

S

ot

A} dAsEo g Hay 1 9oyt IRy 71
b F A% g Ui 84 o1 ge g 527
Homz Yres thate] A73A k| that A
&2 d77F dasit

Topic 9 'Relationship & Benefit o
S ATE AAEY, WA FA, AH|2 35,
HIARES Bl gl eol] Ak AF(HdS -
At - A3, 2006; A€F - #3874, 2011
ZAu), 2002) ¢ #HE 22U 19 38 o] ¢
Agiel vt AB| 2] AR/ 2} AnAPREEZE
o] AL AF(HA - o]FE, 20217}
=]}, s Topic 102 'Online 2.2
7lelle 2Rzke] AEee 3 A= (R
A, 2008)7F EZFHIAR F7ldll= 2Tl
T4, SNS, &AuHo], AAUEYNT Mu|x
o o Fromel ekl i % ole] 4
v o 2 HAE nlo|yd W Y EY A EAHEM o]
A7 et (A= - 1AL 2017:
2019 W&A - AW - o
A, 2015 A - FTd, 2015).

2 1-> e

(]

FZ PN H:l

g5

e - A48l

o

International Journal of
Hospitality Management®]
SEL- S Ro} ZnlelE Fe AT

International Journal of Hospitality
Management® FA % = Topic 19&
‘Wellbeing & Incivility o] &3+ A& 4 7]

FE - 914 ok 2|ARE A7 Aol BE 91

7t % 7P 271997 Noone (2008)2] ‘Customer
perceived control and the moderating
effect of restaurant type on evaluations
of restaurant employee performance©]t}.
WHEe 2 kel Aok gk A% da
£, 37 A5Y A2EY, TdesEgeld
AR B el AP S8 AR
pas|

oz x] VH B <12l A7kl

_l

JJr 1 1‘41?51 ’\le} ﬁ7} Atele] &
& glatar FAlol tigk A3k <l
W9} Y FA T 7)ok Ao
= YT Noone, 2008).

Topiclel 7€ A7+ 5 7P A9 A=
Li, Zhan, Cheng, and Scott(2021)<] Frontline
employee anger in response to customer
incivility: Antecedents and consequences’

ojth. ZH|zke] Tt ofaf fiE AU £
o} g A o] A gl ek AFEA] AH]
2ke] FHg PFo] Ao HEJER ofg
olojAEAll tE HPe AT ATE
A ALiidor At FEA 9
#gk oA PFo] Avzes el £ A
= AAste] AL, FEA A (R,
EEPJE R ZA Tl JokadA 2@ %
IS dleleh. A2 ol 7HA] QA4
ﬂ%ol ZHze] T s s 2%

gelsiion] Hxdsy
z24 Oodi 3}04 ot HEo|we] w7
= %Eﬁ‘r/‘]ﬂt A& Uehsth(Yang & Lau,
2019). &AL RRIZF? 2he A F9 1
Ae] vlgelHel PE& F4 07 FAle) 714
of wAle Il tisf A7t Bk H|
o0 Yol e 24 Ha el vt &F

o

o
_!

= F

d
of, nﬁi
ot

N
-

FU

],

oft
rr

o



92 A A|463 A3E(EH A|193%)
Al A7 e7d

2021 Topic 19 E3HH ATZ Hospitality
employee's mindfulness and its impact on
creativity and customer satisfaction: The
moderating role of organizational error
tolerance ¢} 2] tjste] Aol nhg2 e
go] ZR|AL W mX| = Gk Ak AFA
T 2H AR T A2 FAR Y] AAA] AT
FAZE o ERES SAsAtHWang, Wen,
Pasamehmetoglu, & Guchait, 2021). &
o= sET 9al7]|ele] HAelzo] olAE Qe
dz B3l & &F 99 A4 324 19
2 Qg i AMula 2EH 27} STbEo] AR
U g Bl FAielo] Ao th B%
A 2 H2Akgel Jk. ol A FAke] vhe

Aol AMANFE FFS FE AT 59
ATFAIE DEoto] FAKIY v A 59
9471919 BExMu Az dgale AR A
&7} d8sit

Topic 2% ‘Green Attitude®] #3F AF=
¥E 27 A7 39w H 294 3o
M AAA AR (CRM) O] gl gk AT

(Sigala, 2005)7F =AU EF 2B|2}9
of oF Bl AAAY e sElo] Agole] 9 A
ko] &gt A (Mei & Zhan, 20135 Noone
& Mattila, 2009)7F F3=HJH. o] FA=
287 A 2 a(green) o|PA7} HAER
Ag g8l gz WA= OﬂfE}(Jeong Jang,
Day, & Ha, 2014)3 9] 373 Zs}x<9l
ko 2 AH|zle] H7E A & A P
& frEshke ddl| ojwg 2% acle] deAE
%@1,_ A (Han, Chua, & Hyun, 2020)%
ojojAw AH|ake] 87 HHAQl Q142 s E ]
4 Ak o #APlde Fgsle] FEA]717]
o AT FAYE F T 7 U

Topic 3< ‘Overall service o &gt AF+=
d2Ege] =24 SHdolu A T AR B

2
-

of 24

W aHjAke] A wEh FAEd ojw g
g mAEAd #H A+ (Ryu & Han,
201 A9 aH|ARY] v} o] gk A
T7F B9 e (Han, Kiatkawsin, Kim, &
Lee, 2017: McManus, 2013), o+ =
AR AL W9 Hol thek aHate] B
A Wkl 7, A, AEo] AH|2 S0 A
o9 vkget=AE A8 A+ (Guttmann,
Gilboa, & Partouche-Sebban, 2021)% <+
=tk Topic 491+ ‘Service failure’ol
& FAR AE|~ AR g ARt ERk)E
o thAsh= Ar 2 2] Al 3o 2 A4l
ZHo #e AF-(McQuilken & Robertson,
20119 H2Zddle Ass}, daAls B 253
Bsto] Aulzs 233} A 2ke] 2H2HA, Q)
AA, XA, 347 BRAY AsAgel #st
AT (Huang, Chen, Huang, Kong, & Li,
2021)7}F 3=, Topic 5 ‘Service quality’
of B ATE AH|x FAH, &HAY] QIxH
7A ol &3 AT (Pefia, Jamilena, &
Molina, 2013: Su, 2004)<} = 4H|A}
o] 7154 7 ¢t A 7S w R Afu] s
Aol =7} Anla}p Fofo mX|= FgFo] #ek A
T7F FEAH(LL, 2021).

Topic 6= ‘Loyalty ol &3 AFZ Aol
oA o] aH|Al ERRE A ejshe B ol v
Lo} PFFoeo njAE G| AFEHIACH
(Mattila & Mount, 2003), AMH]2~ ZHF
o] AMu] 2 o] gof| A ] AH|A; Al gk AT
(Ye, Ying, Zhou, & Wang, 2019) ¥ IZ=&
U 19 dRellA] Akl 52 913 AH|2 o]
R B S s B M i = ) P e e P R IR S g
BE AFwgol nAe il #gF AFE ©]
X TH Chen, Waseem, Xia, Tran, Li, & Yao,
2021). Topic 72 ‘Customer satisfaction ]
T FA R 2HA A2 BES 98 719

P53} ez F3t A (Butcher, Sparks,



& McColl-Kennedy, 2009)%} Ayt e A
e o Au s Ao & A RS A AT
7h FEE QT ARRe] vk 9fdk FA S
FFoll Tk AFE BUlol T8 FAYES &
ol&tt(Min, Jung, & Ryu, 2021).

Topic 8 Valued &3 FA|Z 10709
A T F RAZ B2 d7 74 g5
HaEF R W 9o Y 7 F 719 E
& Yehth Wu and Liang(2009) = 4:H] A
ol A¥A Ade YrEF] 747 29ld 7
A T2 LBAEF] daAtgo] 2H|A B3
7120l S AR JEgE nAE ATFE SIS
o} oAy AH|zte] A QAE An|Re] 7]
A 7, HEA THA, AR A 7] Tl B4
Tobe] A S A At o S EAT
(Kim, Ham, Moon, Chua, & Han, 2019:
Itani, Kassar, & Loureiro, 2019). ZH|=}
7} BRshe 7ol theket 2919 gk v
£l Zhang, Li, Liu, and Ruan(2021)&
aH|zte] 2| ZbE 7px| e E3hA Felo] EAE
SE AE e d2EDY AEA F2H
HaERdS vwate] AH|ate] A En o 2
o] IAE Est= ATE FIuH.

Topic 99+ ‘Behavior & Emotional
intention’o #3F A= Anjxte] FPo = <l
o Pgoixe] #H ATt o EFE
Cheng, Lam, and Hsu(2005)< # A&
gk Znjake] 291 A Bkl vhg-o}
© A BeI 2nRe] o m=3te] BANA Al
g gsolEs A&l ATt Topic
102 ‘Communication®] #d+ A7z AH|A}
o} A AFUACldE S8 anATE
oz e At o EFHUTH
Kang and Hyun(2012)¥& Z8]z}e] 3412¢]
= frestetl AryAeld 2etdo] wf¢-
83 28-S dvda 9o, Wu, Liang,

and Gursoy(2021)+& AB|AFe} AL A5

o

i

[ok

F 93

¥
(9

S S14 ok ZNAYE AT A4

¢
B

Zo o] 2 192 QI3 mpaz &
2R =7l AR Y] wE o} ) Fo]
o ol FFe vA A AT

R

Zﬂ

toad

=t

7. Fll - 9] Se)- S|4 ROl 24T
=

‘esgetdt, 9 International Journal of
Hospitality Managementd] ZTH €230}
2H|AE AT A|4e] 382 (Figure 3l
A= ATk, FegEtA T 20021958 2011
W7 eb 2012958 20219714 2+ 1093t
TEHoR E2E od - o2 AR AT
o A 71 == &R customer), H2EH
(restaurant), ¥H(satisfaction), ©]%=(intention),
72l (emotional), A (relationship), 3
F(behavior), @€ (hotel), 2LE](loyalty), <!
A (perceived), AH] 2= Z2 (service quality),
A (perception), H#:M=(brand)e 1370%
o} ol 209 B9t ANAEE AT e
o] A= A9 A4 719 ERA 59 - 94
2H| RS ATl A AlthA SR % Fag A
T FAYS A 5 UL

A 7191= F 200295E 2010974 7]
ZHl dlgslE 719 s 7t (family), 93
(influence), 729 (structural), 744 WHg-
(emotional response), €14](dining out), &
A(quality), SEelel~E& (family restaurant),
MM 2(service), RES-(response), AHHE(revisit),
H]-&(cost), E(benefit), 4 (attribute)©]
¥} ol dA 19 A 2 &y E3)
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(Table 3) Main research title by topic of International Journal of Hospitality Management

Topic Main research title by topic
) Customer perceived control and the moderating effect of restaurant type on 2008
Topic 1 evaluations of restaurant employee performance
(Wellbeing
& Incivility) Serve perfectly, being happier: A perfectionistic perspective on customer-driven 2021
hotel employee citizenship behavior and well-being
. Integrating customer relationship management in hotel operations: managerial
Topic 2 . . . . 2005
and operational implications
(Green —— - ———
attitude) Frontline employee anger in response to customer incivility: Antecedents and 2021
consequences
Topic 3 New or repeat customers: How does physical environment influence their 2011
(Overall restaurant experience?
service) “I live with terror inside me": Exploring customers’ instinctive reactions to terror 2021
. The influence of guarantees, active requests to voice and failure severity on
Topic 4 . . 2011
] customer complaint behavior
(Service : ——— - - . -
failure) Customer-robot interactions: Understanding customer experience with service 2021
robots
Topic 5 Customer satisfaction measurement practice in Taiwan hotels 2004
(Service Linking servicescape and customer engagement: An investigation in the hotel
ity) 2021
quality context
The impact of selected customer characteristics and response time on 2003
Topic 6 E-complaint satisfaction and return intent
(Loyalty) To disclose or to falsify: The effects of cognitive trust and affective trust on 2021
customer cooperation in contact tracing
Topic 7 Predictors of customer service training in hospitality firms 2009
isten to their heart: y does active listening enhance customer satisfaction
(Customer  Listen to their heart: Why d tive list h t tisfaction o,
satisfaction) after a service failure?
Effect of experiential value on customer satisfaction with service encounters in 2009
Topic 8 luxury-hotel restaurants
(Value) Reconstruction of the relationship between traditional and emerging restaurant
2021
brand and customer WOM
Topic 9 Testing the sufficiency of the theory of planned behavior: a case of customer 2005
(Behavior dissatisfaction responses in restaurants
& Emotional Let's face it: Are customers ready for facial recognition technology at 2021
intention) quick-service restaurants?
. Effective communication styles for the customer-oriented service employee: 2012
Topic 19 Inducing dedicational behaviors in luxury restaurant patrons
(Communicat

ion) Effects of the new COVID-19 normal on customer satisfaction: Can facemasks 2021
level off the playing field between average-looking and attractive-looking employees?

20129 HE 2021d7 23tE A 719 )45 (coffee shop), 28A™ A (social commerce),
== ®l=(attitude), 7"} (purchase), =4 2| 2H(consumer), A8 (selection)©]th. =u]

(moderating), 7| (value), ¥712(focus), 71 AFAIGe] =& 89 FF9] F98e= Qe



2M|AbY s A7 Bekew 9]*4 2 SE
A 27w 20k AAE & E
9] 59 A7} U

International Journal of Hospitality
Managemente 2002958 20113714 21
7H 201298 20214714 2570¢] 719 =7}

ST BEHoR Sy Aol 4 7]

A== AR (customer  satisfaction),
&5 (behavior), #2EZ(restaurant), TE
(hotel), AB]2 EFZ (service quality), 7F
(value), ¥l (hospitality), 538 (performance),
Il (relationship), AH]2(service) AT,

2002958 2011479l 3 AFoll=
I (green), F27EA (eco-friendly) AT
9]% (revisit intention), ¥H&-(response), At
(investigation), 14| (perception), 747 (emotion),
& 52| = (behavior intention), 7F*x=(casino),

T (attitude), AIG¥ (planned)o] ZF=A
o}, o] Al7]el| Amizte] 1873 A AR
ANx ZAGFo ek B=e} on]x] Fo] #A
of &3t A9 (Han, Hsu, & Lee, 2009) Y
Al Avake] a9 HaEwred gk deEd
9 PFoEE AR A+(Jang, Kim, & Bonn,
2011)%°] =3t

2012958 20219704 FaE AFolvt 2
sty 719 =2 2 (employee), L E (loyalty),
(social), 2K (industry), 7@ (experience),
(scale), B#=(brand), A3 orientation),
2H2E 29 H (customer
loyalty), 2lH(review), 212 (trust), 7192 A
512 AY(CSR)l Att. o] A7]ell= &n]Aet
A Ae] o BA ek AT anjat =2
g 9 oo} gk At Tzl

Zhu, Lam and Lai(2019)2] ¥ 24
o] Znzte] FHghe Het & FHA R whg
g F e 2ol #3 A+, Yang & Lau
(2019)¢] &RAFRER AH| 2~ 2 d3te] HA

rhﬁ

=

H‘I

=
=

jinss

(engagement),

B - )4 B AulAWE AT A4 55 95

£ WA 9 sa2dY 243 HE S 49
gtk A7} o™ Garmaroudi, King and
Lu(2021)¢] a9-9]4 Hal=of tjgh 4H 2RI
2o g ARS| A AfH] A~ Ao L] ol
& A7} ofdl| adettt. wek 7199 A4
A(CSR) Y Hdo] MR FAE PIA=
gk #F AF(Ahn, Shamim & Park,
2021)7}F 3=t

o] A7l International Journal of
Hospitality Management 5‘%1194 AT
< g F(review)dhe= o T 574t o]
ATe] Ae} Hlaste] <Flgure 3yl A =]
ATt GFAT Ao LAY Fell B 719
T 2000 o]ddll= AH] 2 (service), ek
v A ¥ (marketing) ©| i?f}?c].]_
S AFE Pusle
(1nformat10n technology), EI%=( attltude)
—rﬂ(culture) %d 44 (hotel industry), <4t

A (lodging industry), d2~E# (restaurant),

]%ﬂgﬁ(local food) ¢ 719=7F =&
(Cunill et al., 2019). A¥]2 F4 (service
quality), 3% (behavior), =(satisfaction),
BH:E (brand) = EEATHRodriguez-Lopez
et al., 2020). 2000dd] Zgtel= AH 7]
=9 Hg3 gto] SfEE A7|BA FHI)E
Fagkon Anzie)Eo] AFA FA| ETH
AEHe] AP AgA 71Ee] At &
ST, 201295 2021974
mlt]o] (social media), olofH]A=] (air bnb),
F(health) AH]|22A0] Z(service scape)
o A4 719=7F EAS ERlE4
(Cunill et al., 2019). Rodriguez-Lopez et
al.(2020)-2 200094 20099742 A+ F
Al T ARz FA SRR Y] FAVE BE
AFFA A 7P & G mFom A wd ]
FANA 2wl BHe] FAR o]FF Ao
el A sksiet.
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T 20119714
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Journal of Tourism Sciences

o Qaticfarts g E PO o Catick
| i Relationship Behavior Family Hotel Influence Loyalty Behavior  Relationship  Service quality ~ Moderating
/] \ Structural Emotional responses  Perceived  Dining out Loyalty Hotel Perception  Value  Attitude
& Quality  Family restaurant ~ Service Perception Response Purchase ~ Perceived Emotional  Focus  Selection
. - Revisit  Service quality Cost Benefit Brand Attribute CoffeeShop ~ Brand Social commerce  Consumer
HanK. S
& ShinS. H. N
s S0 2005 2011 2015 >
of thls Shidy) C isfaction Behavi R Green Hotel  Restaurant Employee  Satisfaction  Service
Revisit intention Hotel Response  Investigation Behavior  Customer satisfaction  Hospitality  Loyalty
Service quality Perception Value Hospitality Social  Industry  Experience Relationship Scale  Brand
Performance Emotion  Relationship Behavioral i i Orientation Perspective Engagement Value Performance
Casino Attitude Planned Service  Ecofriendly Customer loyalty  Review Trust  CSR  Service quality
Service Information Technology Lodging industry Behavioral intention Consumer behavior
Cunil, O.M. Strategy Attitude  Culture Hospitality industry Firm performance  Casino Turnover Intention
etal 2019 Marketing o Restaurant industry Hotel Service failure Restaurant
Hospitality Restaurant Local food Customer satisfaction Loyalty Social media  Airbnb
Sigala, M. Celebrity endorsement Motivation . ) Behavior
etal 2021) Generation Y Hospitality Customer satisfaction Social media
Marketing  Good appearance Hospitality management Perceived value
Rodriguez < -
—LépengE Service quality Image  Behavior Satisfaction Emotions Attribution Health
etal (2020) MarketingBrand Business Country Profitability Food Social Systems  Scale
Physical environment  Relational marketing loyalty
Garcia-Lilo, . Service quality consumer behavior emotion
et &l (2016)

consumer satisfaction Service encounter Service scape
behavior intentions  perceived quality of service

International Journal of Hospitality Management

Note: Keywords derived equally at the same period were treated bold based on Journal of Tourism Science

(Figure 3) Flow of knowledge on customer behavior of Journal of Tourism Science and
International Journal of Hospitality Management
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FH 20169714 40.3%, 20169FH 20214
A 22.3%2] A7} A=A}, International
Journal of Hospitality Management®| 73
$ 200637HA 3.3%, 2007d5H 201137}
A 15.1%, 20124d5H 201613714 32%% 2
w, 20179FE 202197H4] 49.6%E YER
ot =9 g=A|9 75 20184 g=x]e] 5

=2 Al o] FrhE o] B =io| A
< F5skt
rgstAa L9 International Journal of

Hospitality Management® A 75 %3l
zolel] glo} Te3stdTt = AH| A customer),
A (relationship), T<+(satisfaction), 41¥]
2 ZA (service quality), €€ (loyalty)9
719E7F 23 A7 7S 8ol A o]
FAll gk P e E 20069 Ao}
20199 Aol Slo] FeAeRr Wxd
71 =e] #AA orle ZA|RE 201990 A
H| 2222 A| 0] gl ASZAH| 2 7], AH] 231 9] 4]
So] ROIFR| o] Bak AT ATLEA A]
A 559 o] RS AT AT
WHH  nternational Journal of Hospitality
ManagementolA 7V 2& FAl+= Topic 1
< A< (employee), ¥ (wellbeing),
(incivility), A1®¥])2(service), 3=(behavior)
o7 MR} PFI AB|AFE Al FEte TAM
kel A AT gl F AT o
FAol Z3E Al 2A AT aHA FA AT
SARE AT 20219 AR Ave LvAEE
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e *1‘31* %*] Mu)s TE'E o]ofz]

L

o o o e
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7} TP E 1’/} F#3eA+,¢ International
Journal of Hospitality Management® 7]
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=E 5940 o AIFoR "Ry ord]
wrob QA A2 HEY]AZt FHA
"W International Journal of Hospitality
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F)19le rosgetal = A 2K customer), )

2E# (restaurant), TH(satisfaction), 2%
(intention), 782 (emotional), A (relationship),
8= (behavior), &8 (hotel), Z&E (loyalty),
QA€ (perceived), A2~ F4& (service quality),
B = (brand)9 1370

a1, International Journal of Hospitality

1A (perception),
Management= 28| AP customer satisfaction),
&% (behavior), dl2E (restaurant), =&
(hotel), AH]~ ZH(service quality), 7H
(value), ¥l (hospitality), 38 (performance),
| (relationship), AH]A(service) #Ath. ©]
+ 20 Bt &MY S ATl A ] v
Ae FAY A4 719z ] 59 - 92 2H|A}
P& ATolA drje Ed= WHsx Fagt
AT FALE g F Ut T €] Apo]
o Tagstdy, o 2002958 20117}
A& 7F5(family), si¥zlEl~EZ (family
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Faso] BA 1% weel 944 ezt

FrRen == a(green), 218737
(eco-friendly)2l FA|9} THHE 2H|A} P=

A7t Y 5E ERls ‘jr 2012314
20219 =Wole #1945 (coffee shop)9
719 =7} 23tE o] W] AiA A A e o
& FA7E Bol B, FodAe A
(employee)el] #3} AH VF’”EE A7F 544
o8 YEpsit

Sigala et al.(2021)2 Zrte] Fole] &
T FAE B4 =0 2006 5-E 201097+
A #Fus, S L YA, 49, 174, 59
214, nHAR #- FA7F geken 2011d5E
201597 = #e], B71ho], ARpAmER
A|qALs] Fhel gl H[AARQ] B A7} ‘1“%9}
ok 20165 202097H4 FH7EAl, 7HE
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UARE A&7, AGE PdF olE, B
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