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Abstract: This study examines the relationship between service climate, empowerment, and organi-
zational citizenship behavior among Vietnamese employees at restaurants in urban areas of South
Korea. Moreover, the mediating role of empowerment between service climate and organizational
citizenship behavior is investigated. From a sample of 209 Vietnamese respondents working in
Asian ethnic restaurants, the findings indicate that work facilitation is the most influential service
climate that affects empowerment. However, two service climate factors—managerial support and
customer orientation—are not statistically significant. Moreover, organizational citizenship behavior
among employees is enhanced not only by service climate but also by empowerment. This study
provides empirical evidence of employee perceptions of service climate and of the influence of service
climate on employee empowerment and organizational citizenship behavior for customer service
quality. This study expands the knowledge regarding foreign employees at restaurants and provides
important theoretical and practical implications for creating a sustainable work environment and
empowering employees who strive for an excellent quality of customer service in the context of the
restaurant industry.

Keywords: restaurant; Vietnamese employees; service climate; empowerment; organizational citi-
zenship behavior; urban areas

1. Introduction

The number of foreign workers in the Republic of Korea has increased since the
1960s. As the growth of industries has rapidly increased, labor shortage has become a
serious social problem [1,2]. The labor shortage results in low birth rate, high education
level, and difficult and dangerous work avoidance in South Korea [1]. For this reason, the
Ministry of Employment and Labor (MOEL) introduced the foreign workforce quota to
solve the labor shortage and balance human resource supply and demand for the affected
industries [1]. Legally employed foreign workers have become an important human
resource, particularly for small- and medium-sized enterprises (SMEs) [1,2]. According
to the Ministry of Justice (MOJ) [2], South Korea has approximately 2.14 million foreign
workers from China (44.2%), Vietnam (10.1%), Thailand (8.9%), the United States (6.9%),
and Uzbekistan (3.3%). However, other social problems related to foreign workers have
emerged. Companies hiring foreign workers have reported negative aspects such as
employee job stress, high turnover intention, conflicts between employees and owners,
cultural differences, and communication problems [3,4].

In hospitality and tourism, employee service quality is one of the critical components
for customer satisfaction and loyalty. The intangible service quality of employees can
fulfill customer needs and desires and reduce the gap between customer expectations and
service quality performance [5,6]. Furthermore, service quality can become a core compe-
tency and create a unique brand image that leads to strong competitiveness in hospitality
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and tourism [7–9]. As companies in hospitality and tourism seek growth through attract-
ing international tourists, diversifying the travel market, and facilitating international
cooperation and exchange, managing a multicultural workforce is essential [10,11].

Given that most companies in hospitality and tourism are micro- and small-sized
enterprises, many foreign workers are employed in this industry in South Korea. However,
limited research has focused on foreign workers with the aim of understanding their
work environment, creating a sustainable workplace, and facilitating quality of service for
customers. As a result, research on leadership and work environment for foreign workers
and employees with different cultural backgrounds, and the creation of a sustainable work
environment is necessary [4,12]. The present study focuses on the restaurant industry,
which is service intensive. The success of restaurants mainly depends on the efficiency of
human resource management and employee understanding of organizational operations
and intangible service delivery [6,13,14].

In this regard, the service climate can become a useful theoretical framework [15,16].
Perceived customer orientation, interaction with managers, and rewards and recognition
in the workplace are closely associated with employee commitment and outstanding per-
formance [17]. Furthermore, understanding the mediating role of empowerment between
service climate and organizational citizenship behavior (OCB) expands the knowledge on
how to create a better work environment for employees and achieve their high service qual-
ity for customer satisfaction and loyalty [18,19]. Although the relationships between critical
factors and OCB, such as psychological attachment, commitment, and job satisfaction, have
been explored [20], identifying the important factors that are closely associated with OCB
among employees, especially those with different cultural backgrounds, is necessary [21].

Therefore, the purpose of this study examines the relationships among service climate,
empowerment, and OCB among Vietnamese employees of restaurants in South Korea. The
mediating role of empowerment between service climate and OCB is also examined. This
study provides empirical evidence of employee perceptions of service climate and of the
influence of service climate on employee empowerment and OCB for customer service
delivery. In addition, this study expands the knowledge of foreign employees at restaurants
and provides important theoretical and practical implications for creating a sustainable
work environment and empowering employees who strive for a high quality of customer
service in the context of the restaurant industry.

2. Literature Review
2.1. Service Climate

The number of studies on service climate in hospitality and tourism is increas-
ing [14,22–29]. Service climate is defined as “employee perceptions of the practices, proce-
dures, and behaviors that get rewarded, supported, and expected with regard to customer
service and customer service quality” (Schneider, White, and Paul [16], p. 151).

Previous studies on service climate have used different dimensions of service climate,
with no consensus regarding service climate dimensions [12,16,30,31]. Research on service
climate [26,27] has mainly used three dimensions of service climate, namely, customer
orientation, managerial support, and work facilitation [15,16,31].

Customer orientation refers to the vision and goals of an organization to deliver
excellent services to customers and fulfill their needs and wants [15]. Managerial support
refers to supervisor support, advice, and employee training to learn their organization’s
service priorities and visions for customer service excellence [16]. Finally, work facilitation
refers to rewards and recognition from the organization when employees make efforts to
provide excellent service and exhibit behaviors aimed at achieving the priorities of their
organization [15].

In the context of the hotel industry, employees have been found to perceive the service
climate. When organizations value higher quality of services for customers, frontline em-
ployees are likely to provide high service quality for customers [19,24,26–29,32]. Recently,
Kang and Busser [27] examined the relationships among service climate, psychological
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capital, employee engagement, and turnover intention in the hotel industry. Employees
who perceived the service climate were inclined to place the organization’s priorities first
and showed higher job satisfaction.

Studies on service climate in the restaurant industry are few and necessary [14,25,30].
Previous research on service climate in restaurants has focused on sustainable service
management in restaurants [25,30] and customer orientation and training [14]. Although
emerging studies examine the antecedents and outcomes of service climate and employee
perceptions behaviors based on social exchange theory [27], limited empirical evidence
exists for service climate and customer service practices among frontline employees in the
context of the restaurant industry.

2.2. Service Climate and Empowerment

Empowerment refers to motivational behaviors among employees that competently
fulfill their work role [33,34]. Spreitzer [33] proposed multiple dimensions of empowerment
based on the conceptual model developed by Thomas and Velthouse [35]. Psychological
empowerment has four dimensions, namely, impact, competence, meaningfulness, and
self-determination [33]. Impact refers to “the degree to which behavior is seen as ‘making a
difference’ in terms of accomplishing the purpose of the task, that is producing the intended
effects in one’s task environment” (Thomas and Velthouse [35], p. 672). Competence refers
to workers’ feeling of capability to fulfill their work role [36]. Meaningfulness refers
to employees’ personal values and visions that match the organizational visions and
work goals [33]. Finally, self-determination refers to intrinsically motivated actions when
employees make decisions [33,34].

These multiple dimensions of empowerment have previously been demonstrated [33].
At restaurants, the four dimensions may not be assessed equally, because high efficiency
and standardized operations are emphasized, leading to lower self-determination among
employees [21]. In this regard, the present study focuses on impact among the four
psychological empowerment dimensions [33,34]. Impact is related to the locus of control
and is an opposed concept to learned helplessness and powerlessness when employees
perform their work role [33,34]. The concept of impact measures the extent to which
employees can control organizational procedures and act proactively at their workplace
to obtain positive outcomes [37]. Empowered employees are more likely to be involved
in their work actively and show a higher level of ownership [34]. As a result, given
that hospitality and tourism require intensive human service for customers, empowering
employees is one of the critical issues for organizational performance [13,38,39].

Organizational management style influences employees’ empowerment and job perfor-
mance [13,21]. However, strict organizational regulations and job manuals may constrain
frontline workers’ sense of control, preventing them from providing different services
from the standard service procedures [21]. Support from colleagues, direct managers and
supervisors can increase a sense of control. Employees tend to build trust with managers
and actively participate in building strategies and improving managerial procedures effi-
ciently [34]. Spreitzer [33] indicated that rewards, incentives, and recognition of employee
contributions to their organizations are important components for empowerment.

However, the direct relationships between three dimensions of service climate and
empowerment have rarely been explored in hospitality and tourism. He, Li, and Lai [26]
called for further research to explore the mediators and outcomes of service climate in
different contexts of hospitality and tourism. In addition, the critical antecedents and
consequences of empowerment among employees with different cultural backgrounds at
restaurants are rarely examined. Therefore, this present study explores the relationship
between service climate and empowerment among Vietnamese employees in the restaurant
industry. Based on the previous literature, following hypotheses are proposed:

Hypothesis 1 (H1). Customer orientation has a positive effect on empowerment.

Hypothesis 2 (H2). Managerial support has a positive effect on empowerment.
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Hypothesis 3 (H3). Work facilitation has a positive effect on empowerment.

2.3. Customer Orientation and OCB

OCB is defined as “individual behavior that is discretionary, not directly or explicitly
recognized by the formal reward system, and that in the aggregate promotes the effective
functioning of the organization” (Organ, [40], p. 4). OCB has been widely conceptual-
ized and provides empirical evidence of its antecedents and the outcomes of employee
OCB [41–44]. The major advantages of OCB include increasing employee productivity and
overall organization performance, helping colleagues, sharing resources for better work
performance, and proactively participating in meetings in order to solve problems in their
organizations [41,44]. Moreover, employees’ extra efforts with respect to the provision of
excellent service beyond that required by their work role increase the competitiveness of
their organization, as well as customer satisfaction and loyalty [41]. The role of OCB among
service providers and consumers in hospitality and tourism has also been explored [45–49].
Furthermore, the restaurant industry is showing increased interest in the antecedents and
consequences of OCB [20,46,50,51].

In particular, the number of studies on the relationship between customer orientation
and OCB is increasing [18,47,52]. When employees perceive that their organization is
focused on customer orientation and excellence service, they have a sense of obligation.
As a result, they fulfill their required work roles and are also willing to provide extra-
role service behaviors for customers [18]. Based on the literature review, the following
hypothesis is proposed:

Hypothesis 4 (H4). Customer orientation has a positive effect on OCB.

2.4. Empowerment and Organizational Citizenship Behavior

Frontline employees are the primary contact point with customers [53]. Employees’
OCB increases customer perception of service quality and increases customer satisfac-
tion [33]. Several studies have explored the relationship between empowerment and OCB,
showing that empowerment is positively related to OCB [18,33]. Spreitzer [33] indicated
that one of the positive outcomes of empowered employees is their OCB. For example,
Chiang and Hsieh [18] examined the relationship between empowerment and employee
citizenship behaviors in hotels, and the results indicate that empowerment positively influ-
enced OCB. Without empowerment, employees may feel helpless and have insufficient
power when making the decision to provide customer-oriented services beyond work
requirements. Therefore, the following hypothesis is proposed:

Hypothesis 5 (H5). Empowerment positively influences OCB.

3. Method
3.1. Vietnamese Employees in South Korea

The central government of South Korea introduced the Industrial Trainee Scheme
(ITS) in 1994 in an attempt to improve programs for foreign workers. The Ministry of Em-
ployment and Labor (MOEL) launched the Employment Permit system (EPS) in 2003 [54].
The objectives of the EPS were to solve the lack of labor and provide a supply of human
resources for balanced development and to sustainably manage foreign workers [54]. The
EPS operates based on bilateral government-to-government memoranda of understanding
(MOU) with 15 countries, including those shown in Table 1. Approximately 188,000 foreign
workers were EPS E-9 visa holders in 2012 [2]. Subsequently, the EPS set the quota for E-9
Workers to 57,000. According to the EPS, a significant proportion of foreign workers in
Seoul and Gyeonggi province were from Vietnam, Thailand, the Philippines, Indonesia, Sri
Lanka and Mongolia, excluding those from China (e.g., Korean Chinese) [1]. Vietnamese
employees ranked second in number, and most of them worked in urban areas near the
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capital city, Seoul. Therefore, this study focuses on Vietnamese employees in urban areas
in the restaurant industry.

Table 1. Top ten nationalities for long-term foreign stay in South Korea.

Nationality 2016 2017 2018 2019 June 2020

China 1,016,607 1,018,074 1,070,566 1,101,782 943,540
Vietnam 149,384 169,738 196,633 224,518 214,774
Thailand 100,860 153,259 197,764 209,909 189,249
America 140,222 143,568 151,018 156,982 146,608

Uzbekistan 54,490 62,870 68,433 75,320 71,329
Russia 32,372 44,851 54,064 61,427 53,907

Philippines 56,980 58,480 60,139 62,398 53,416
Mongolia 35,206 45,744 46,286 48,185 46,339
Cambodia 45,832 47,105 47,012 47,565 43,378

Nepal 34,108 36,627 40,456 42,781 41,971

Total (n) 2,049,441 2,180,498 2,367,607 2,524,656 2,135,689
Note: more than 14 nationalities are not listed in this table; source: Ministry of Justice (2020). Immigration/stay
guide.

3.2. Measures

The questionnaire consisted of three sections. The first section included the character-
istics of restaurant employees (e.g., restaurant type, position, employee type). The second
section included items related to service climate, empowerment, and citizenship behavior.
These constructs were employed to examine the proposed model (see Figure 1). Finally,
the third and final section included demographic information.

Figure 1. The proposed study model.

Measurements of service climate were adopted from previous studies [16,26]. A
total of 14 items were employed to measure three constructs of service climate, namely,
customer orientation, managerial support, and work facilitation [16,26]. Customer orien-
tation included six items (e.g., “My restaurant has clear ideas about customers and their
needs”) [16,26]. Managerial support included four items (e.g., “My direct manager encour-
ages me to deliver high quality service”) [16,26]. Work facilitation included four items (e.g.,
“I received adequate support from workmates to do my job well”) [16,26]. The measure-
ment of empowerment was similarly adopted from previous studies [33]. Empowerment
included three items (e.g., “My opinion counts in work group decision making”). Organi-
zational citizenship behavior includes four items (e.g., “I voluntarily assist customers even
if it means going beyond the requirement of my job”) [55,56]. All of the second part was
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measured using a 5-point Likert-type scale (1 = strongly disagree to 5 = strongly agree).
Finally, the last page of the research questionnaire included demographic information.

3.3. Data Collection

The target participants were Vietnamese employees working in Asian ethnic restau-
rants in Seoul, South Korea. This study used respondent-driven sampling (RDS) [57]. The
criteria for participation in this study were: (1) those who are Vietnamese living in South
Korea; (2) those who currently worked as a part- or full-time employee at a restaurant in
South Korea; and (3) those who were aged over 18 years. To reach this population, the
research team contacted owners and Vietnamese employees of Asian ethnic restaurants
and asked for participation in this study. In addition, the online survey link was posted on
popular online communities for Vietnamese people living in South Korea.

A cover letter was included with the online survey to introduce this study’s aim and
objectives. After completing the questionnaire, a pilot test was conducted with experts and
graduate student majoring in Hospitality and Tourism Management to check the survey
items for typos and flaws. After completion of the pilot test, the questionnaire was revised
and refined for clarification of the items. Initially, the survey items were developed in En-
glish. After checking the face and content validity, all items were translated into Vietnamese.
The finalized measurement was examined for face validity and content validity.

The online survey was created using the SurveyMonkey website. All respondents
voluntarily participated in this study. The survey link was sent via email, Facebook
messages, social media links, and weblink. A reminder email was sent to those who did
not complete the survey. Data collection procedures were completed between October 2019
to January 2020. Responses were received from 252 participants, and excluding those that
were incomplete or were from employees of a different nationality, a total of 209 surveys
were obtained from Vietnamese respondents working in Asian ethnic restaurants.

3.4. Demographic Characteristics

Table 2 presents the frequency and percentage of the demographic characteristics. In
terms of gender, the number of female respondents (n = 120, 57.4%) was higher than that
of male respondents (n = 89, 42.6%). The largest age group was 18–24 years old (n = 105,
50.2%) followed by 25–29 years old (n = 79, 37.8%), and 30–34 years old (n = 18, 8.6%).
Most respondents reported that they had a bachelor’s degree (n = 127, 60.8%), followed
by had graduated high school (n = 39, 18.7%) and had a post-graduate degree (n = 26,
12.4%). A majority of them were part-time employees (n = 149, 71.3%). Regarding marital
status, a majority of respondents were single (n = 175, 83.7%). Approximately 45.9% of the
respondents (n = 96) reported that their monthly income was under 2,000,000 Korean Won
(KRW), followed by from KRW 2,000,000 to 4,000,000 (n = 61, 29.2%). The respondents’
work experience varied. Approximately 34.9% of the respondents (n = 73) reported that
they had worked for less than three months in the restaurant and food service industry.
In addition, 30.6% of them (n = 64) reported that they had worked in the industry for 3 to
12 months, and 28.2% of them (n = 59) had worked for 1 to 3 years.



Sustainability 2021, 13, 1172 7 of 14

Table 2. Demographic characteristics.

Variable Category n %

Gender
Male 89 42.6

Female 120 57.4

Age (M = 24.5)

18–24 years old 105 50.2
25–29 years old 79 37.8
30–34 years old 18 8.6
35–39 years old 5 2.4

Over 40 years old 2 1.0

Education

High school 39 18.7
Associate degree 17 8.1
Bachelor’s degree 127 60.8

Post-graduate degree 26 12.4

Occupation type Full-time 60 28.7
Part-time 149 71.3

Marital status
Single 175 83.7

Married 29 13.9
Other 5 2.4

Monthly Income

Less than 2,000,000 Korean Won 96 45.9
2,000,000–less than 4,000,000 61 29.2
4,000,000–less than 6,000,000 29 13.9
6,000,000–less than 8,000,000 11 5.3

Over 8,000,000 12 5.7

Working experience
in restaurant and

food service industry

less than 3 months 73 34.9
3 months–less than 12 months 64 30.6

1 year–less than 3 years 59 28.2
3 years–less than 5 years 10 4.8

More than 5 years 3 1.4
* USD $1 is equivalent to 1093 Korean Won (KRW).

4. Results
4.1. The Results of Confirmatory Factor Analysis (CFA)

This study followed a two-stage approach [58]. The five hypotheses of the proposed
model were examined. Factor analyses such as exploratory factor analysis (EFA) and CFA
were used to assess the validity and reliability of the constructs. After confirming that
the model fit, the structural equation model (SEM) was used to examine the relationships
among the five hypotheses. Stata 16 was used for analysis. As shown in Tables 3 and 4, the
results of CFA showed standardized loadings ranging from 0.54 to 0.85. The CFA results
showed that the overall model fit with statistically acceptable values: χ2 (67) = 129.97,
p < 0.001, χ2/df = 1.940; CFI = 0.942; TLI = 0.922; RMSEA = 0.067. The overall model fit
shows satisfactory fit indices [59,60]. The composite reliability ranged from 0.649 to 0.805.
Other than citizenship behavior, the other constructs exceeded the threshold of 0.7 [61].
The results of the composite reliability indicated the internal consistency of the items. The
average variance extracted (AVE) exceeded 0.50 for the proposed constructs [62], except
for OCB, which had an AVE value of 0.380. Despite this one construct having an AVE less
than 0.5, CR was above the acceptable level of 0.6 [61]. The findings showed convergent
validity [63]. Moreover, discriminant validity was evaluated using CFA, by calculating
the squared correlation between dimensions and the AVE in the measurement model. As
presented Table 4, all squared correlations between two factors have lower levels than the
AVE of all factors. As a result, discriminant validity was confirmed in the standardized
correlation matrix.
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Table 3. Confirmatory factor analysis: items and loadings.

Item Standardized Loading

Service climate

Customer orientation

My restaurant has clear ideas about customers and their needs [16,26]. 0.85

High quality service is emphasized as the best way to keep customers in my
restaurant [16,26]. 0.72

My restaurant does a good job of keeping customers informed of changes,
which affect them [16,26]. 0.72

Managerial support

My direct manager encourages me to deliver high quality service [16,26]. 0.84

My manager is responsive to my requests for help or guidance [16,26]. 0.72

My manager is very committed to improving the quality of our area’s work and
service [16,26]. 0.64

Work facilitation

I receive adequate support from workmates to do my job well [16,26]. 0.76

If I perform job well, I receive appropriate recognition and reward [16,26]. 0.80

Empowerment

My opinion counts in work group decision making [33]. 0.76

I have a great deal of control over my job [33]. 0.71

I have influence over what happens in my work group [33]. 0.74

Organizational citizenship behavior

I voluntarily assist customers even if it means going beyond the requirements of
my job [55,56]. 0.64

I help customers with problems beyond what is expected or required of me
[55,56]. 0.54

I often go above and beyond the call of duty when serving customers [55,56]. 0.66

Table 4. Summary of the CFA results.

No. of
Items

Mean
(Std dev.) AVE CO MS WF EM OCB

Customer orientation (CO) 3 3.534 (0.833) 0.586 0.805 a 0.496 b 0.394 0.262 0.272
Managerial support (MS) 3 3.638 (0.757) 0.545 0.246 c 0.779 0.403 0.288 0.260

Work facilitation (WF) 2 3.579 (0.813) 0.609 0.155 0.162 0.752 0.282 0.233
Empowerment (EM) 3 3.418 (0.753) 0.543 0.067 0.083 0.080 0.785 0.200

Organizational citizenship
behavior (OCB) 3 3.466 (0.660) 0.380 0.074 0.068 0.054 0.04 0.649

Goodness-of-fit statistics: Note: χ2 (67) = 129.97, p < 0.001 χ2/df = 1.940; CFI = 0.942; TLI = 0.922; RMSEA
= 0.067; SRMR = 0.049. AVE = average variance extracted; CFI = comparative fit index; TLI = Tucker–Lewis
index; RMSEA = root mean square error of approximation; SRMR = standardized root mean squared residual;
a Composite reliability are along the diagonal; b Correlations; c Squared correlations.

4.2. Structural Model

SEM was conducted to test the hypothesis. The fit indices of the SEM results in Table 5
show an acceptable fit (χ2 = 135.195, df = 69, χ2/df = 1.959, RMSEA = 0.068, CFI = 0.940,
TLI = 0.920, SRMR = 0.053) [59,60]. The results showed that work facilitation (β = 0.378,
p < 0.01) was significantly related to empowerment. Customer orientation (β = 0.323,
p < 0.001) was significantly related to citizenship behavior. Empowerment (β = 0.251,
p < 0.001) was significantly related to citizenship behavior. However, customer orientation
(β = −0.02, p = 0.839) and managerial support (β = 0.258, p = 0.072) were not significantly
associated with empowerment. These results supported H3, H4, and H5, but not H1 or H2
(see Figure 2). The results provided support for the hypothesis that customer orientation
has positive effects on the facilitation of citizenship behavior. In addition, work facilitation
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has a positive relationship to citizenship behavior mediated by empowerment. The results
provided support for H5 and emphasized empowerment as an important mediator with a
positive effect on citizenship behavior in the proposed model.

Table 5. The SEM results.

Coefficient z Hypothesis

H1 Customer
orientation → Empowerment −0.020 −0.20 Not supported

H2 Managerial support → Empowerment 0.258 1.80 Not supported
H3 Work facilitation → Empowerment 0.378 ** 2.69 Supported

H4 Customer
orientation →

Organizational
citizenship
behavior

0.323 *** 3.58 Supported

H5 Empowerment →
Organizational

citizenship
behavior

0.251 *** 4.00 Supported

* p = < 0.05, ** p = < 0.01, *** p = < 0.001.

Figure 2. The path coefficients of the proposed model. Note: * p = < 0.05, ** p = < 0.01, *** p = < 0.001.

The mediating effects were analyzed. As presented in Table 6, the mediating role
of empowerment between work facilitation and citizenship behavior were confirmed.
The results indicated that the indirect effect was statistically significant, supporting H3.
Empowerment seemed to fully mediate the relationship between work facilitation and
citizenship behavior, with a significant indirect effect of constructs (p < 0.001). However,
customer orientation and managerial support were not statistically significant, and the
confidence interval included zero points.
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Table 6. The direct, indirect, and total effect of the proposed model.

Estimate S.E. p

Customer
orientation → Empowerment −0.020 0.099 0.839

Managerial support → Empowerment 0.258 0.143 0.072
Work facilitation → Empowerment 0.378 0.141 0.007

Customer
orientation → Organizational

citizenship behavior −0.007 0.032 0.840

Managerial support → Organizational
citizenship behavior 0.083 0.526 0.113

Work facilitation → Organizational
citizenship behavior 0.122 0.055 0.026

Customer
orientation → Organizational

citizenship behavior 0.251 0.063 0.000

Empowerment → Organizational
citizenship behavior 0.323 0.090 0.000

5. Discussion and Conclusions
5.1. Theoretical Implications

The present study focuses on the relationships between service climate, empowerment,
and OCB among Vietnamese employees at restaurants in South Korea. This study provides
empirical evidence that OCB among employees is enhanced not only by service climate,
but also by empowerment. Service climate increases empowerment and enhances OCB.
Regarding service climate, the results reveal three factors of service climate: customer
orientation, managerial support, and work facilitation [15,16].

The present study demonstrates the mediating role of empowerment and suggest
a critical factor related to service climate, thereby enriching the previous literature in
hospitality and tourism [26]. The empirical findings indicate that work facilitation is
the most influential service climate that affects empowerment. However, two factors of
managerial support and customer orientation are not statistically significant. Employees
with rewards and recognition are likely to be empowered. Rewards and recognition can
serve as an important signal for perceiving organizational benefits and valued actions
among employees at restaurants.

The relationship between managerial support and empowerment is not statistically
significant (β = 0.258, p = 0.072). This study rejects this hypothesis. However, the inter-
pretation of this result might depend on the p-value criteria. Given the small number of
studies on the relationship between the three constructs of service climate and empower-
ment, further research should examine the relationship between managerial support and
empowerment.

One of the important findings is that customer orientation does not significantly influ-
ence empowerment, similar to its insignificant relationship with employee psychological
factors such as commitment [26,29]. A possible reason for this is that customer orientation
emphasizes standardized operational procedures and provides training programs for em-
ployees. Therefore, customer orientation would be effective when companies increase the
efficiency of employees by enhancing their understanding of standardized organizational
operations and service processes. However, these training programs may neither increase
the sense of control nor facilitate empowerment among employees.

The results indicate that empowerment positively influences OCB, which is consistent
with previous research [13,18,33]. Employees that are empowered in their work role are
likely to help others, be willing to show extra-role behavior for customers, and deliver
excellent service to customers at restaurants. This study empirically demonstrates that
highly empowered employees with different cultural backgrounds show OCB in the
restaurant industry.

Furthermore, the results highlight the mediating role of empowerment in the context
of restaurants and provide empirical evidence. The literature related to internal marketing
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and employee service quality for increasing customer satisfaction can be enriched. This
study suggests that employees have multidimensional service climate factors. Employees’
service climate has previously been explored in luxury hotels and major companies. This
study extends the Vietnamese employee service climate with respect to the restaurant
industry and the empowerment associated with OCB.

5.2. Practical Implications

The findings of this study suggest important practical implications. One of the im-
portant findings is that empowerment is enhanced by work facilitation, indicating the
need for rewards and recognition from managers to empower employees. For example,
managers need to consider having events for their employees to provide tangible rewards
and psychological recognitions for sharing information about employees’ valued service
performance for customers. In addition, managers need to provide the desired benefits
and work facilitation for their employees.

Work facilitation is essential to understanding the reason for employees’ willingness
to perform extra-role tasks for customers. Matching rewards and recognition when de-
veloping employee performance evaluation programs and events can increase employee
empowerment, because work facilitation is offered to employees who are devoted to excel-
lent service delivery. To increase empowerment among frontline employees, restaurant
owners and managers should appreciate employee contributions towards the provision of
excellent service, as well as their autonomous decision making with respect to innovative
service delivery. Moreover, the respondents in this study belonged to a relatively young age
group, and managers should be aware of the differences between generational cohorts [64].

However, managerial support does not strongly influence empowerment. Managers
need to provide sufficient instructions for customer service and provide employees with
opportunities to make their own decisions in order to provide a high quality of customer
service. In this way, empowerment level among frontline employees can be increased.
Restaurant managers need to develop effective human resource management strategies.
Moreover, maintaining an autonomous atmosphere that allows employees to understand
customer service and restaurant operations is essential.

Customer orientation shows a direct relationship with OCB. Managers need to provide
training programs for employees and increase their understanding of customer orientation.
For example, managers could consider recruiting Vietnamese employees who understand
the organizational culture and are willing to learn customer orientation and the vision of
the restaurant.

Finally, the results suggest that empowerment affects OCB. Employees reporting high
levels of empowerment are likely to engage in extra-role behavior in order to provide better
customer service. Employees display their OCB for customers. With respect to customer
orientation, employees need to learn the visions and goals of their organization. Therefore,
managers should seek effective ways to recruit highly qualified employees that are willing
to learn customer orientation. Moreover, managers need to provide signals regarding their
desired employee behaviors through various empowering events that increase OCB at
restaurants.

5.3. Limitations and Recommendations for Future Research

This study provides important empirical evidence, but also has several limitations.
First, this study collects data from Vietnamese workers in South Korea in the context of the
restaurant industry. The results cannot be generalized, and the proposed model needs to be
replicated in different contexts related to hospitality and tourism. Further research needs
to carry out a cross cultural research among multicultural workforce groups, and should
be conducted by using different methods (e.g., experimental research, qualitative research).
Second, this study utilizes cross-sectional data and cannot capture the longitudinal effects
of the service climate on empowerment and citizenship behavior. The longitudinal study
of these relationships can be used for further investigation. Third, this study focuses on one
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dimension of empowerment. Future studies using multiple dimensions of empowerment
could enrich the mediating role between service climate and citizenship behavior. Finally,
this study does not have statistically significant results of a multigroup analysis (e.g.,
gender, part time and full time). Future research needs to examine the moderating role in
the proposed model.
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