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Abstract

:

The global economy has been profoundly affected by the COVID-19 pandemic. This impact is particularly evident in the restaurant industry, where restaurant traffic has dropped significantly, leading to a decline in revenue. In response to the impact of the pandemic, non-contact services, such as overseas delivery and door-to-door delivery, have been implemented to reduce interpersonal contact and minimize the spread of the virus. Contactless service not only provides consumers with more choices and convenience but is also an important means of livelihood for restaurant service staff during the pandemic. This study takes the Taiwanese chain restaurant Kura Sushi as an example to explore the impact of service contacts on authenticity consumption and experience value in the context of non-contact services. A total of 318 valid responses to a questionnaire were collected and analyzed using IBM SPSS 25.0 and IBM AMOS 25.0 software. This study made the following findings: (1) service staff performance has a significant positive impact on authenticity perception; (2) the physical restaurant environment has a positive impact on consumers’ perceptions of authenticity; (3) active interactions with other customers significantly enhance the sense of reality; (4) experience values significantly promote real consumption; and (5) experience values also significantly affect consumer satisfaction.
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1. Introduction


1.1. Research Background and Motives


The COVID-19 pandemic, which has spread around the world since 2019, devastated the global economy. Many countries imposed border closures, quarantine measures, and social restrictions in response to the pandemic, and many businesses closed, laid off workers, or temporarily shut down. In addition, global trade, tourism, and restaurants were severely affected, leading to massive job losses and economic decline. Affected by the pandemic, people became more cautious in their social interactions. The Central Epidemic Command Center in Taiwan raised the COVID-19 alert level to Level 3, and the government required restaurants to halt dine-in service and provide take-out service only [1].



The emergence of contactless services could provide a way for the food and beverage (F and B) industry to respond to the current and future pandemic. Contactless services can avoid physical contacts between restaurant workers and customers to reduce the risk of virus transmission, ensure food service safety, reduce the risk of food contamination and infection, and increase consumer confidence in food safety. Contactless services can simplify the process of ordering, making payment, and picking up food, thereby reducing the amount of time customers have to wait in line and improving the efficiency of the restaurant industry. Such self-service technology can reduce personnel costs, improve service speed, efficiency, and order accuracy, as well as create service differentiation [2].



With the pandemic significantly changing people’s daily lives, the norms that existed prior to the pandemic can never be restored. This does not exclude previously perceived service encounters in the F and B industry. Fitzsimmons et al. [3] proposed that service encounter is a process of direct interaction between consumers and the institution or personnel providing the service. Meanwhile, service staff performance directly affects consumers’ overall evaluation of the service delivery process and service quality [4].



Keller [5] confirmed that the physical surroundings of a restaurant affect consumers’ authenticity perception as a whole. Winsted [6] proposed that the interaction with other customers is important and affects customers’ perceived authenticity of consumer products. According to the above studies, the service staff performance in the service encounter, the physical surroundings, and positive interactions with other customers are all important factors in the process of service delivery.



A number of studies argued that authenticity in service encounter needs to be emphasized [7,8,9]. Authenticity is a key quality indicator for enterprises. Consumers feel the authenticity of services provided by enterprises through the service staff performance, the design and layout of the physical surroundings, and the process of interaction with other customers. However, as the pandemic escalated, authenticity perception has evolved to respond to the needs of consumers_ and the ecology of the global crisis. During the pandemic, presenting authenticity perception and gaining consumer satisfaction has become one of the key factors for a company’s success.



Taiwan’s F and B industry suffered an unprecedented impact as a result of the COVID-19 pandemic. The F and B industry is one of the service industries that are closely related to daily life. However, because it is not possible to use protective measures such as masks when dining in restaurants, contactless service has become a prominent measure in this line of business. Hence, this study focused on restaurants.



The COVID-19 pandemic has created tremendous pressure to provide and receive contactless services [10,11]. However, without contact, communication between consumers and service staff is reduced or canceled, which may affect consumers’ satisfaction with and trust in the services provided by enterprises. The space of the service encounter is also shifting from occurring in physical stores to Internet or other virtual platforms, and the location where consumers receive services is also shifting to their homes or other non-physical locations. These related effects also change in contactless services. Consumers’ perceived authenticity and the experiential value may be affected by the lack of physical contact. These related effects warrant further study.



Kura Sushi is a revolving sushi restaurant in Japan, founded in 1977 and headquartered in Osaka Prefecture, Japan’s second largest city. The company has over 500 stores in Japan. In 2014, Kura Sushi entered Taiwan—the only Japanese revolving sushi restaurant with the largest number of stores in the country. The company had its revenue rebounded and stabilized during the pandemic mainly by introducing automated technologies, such as the first “SENDO-KUN” (sushi shield) IC chip to control the freshness of the ingredients and prevent airborne bacteria and dust from touching the food; the “E-queue Reservation”, a fast and convenient app system for advanced reservations to save time in the queue; the “Mobile Ordering System”, which allows customers to browse the online menu and order directly from their smartphones, reducing unnecessary contact; the “Touch-screen Ordering”, which allows customers to order their favorite products through the screen provided in the store; the “AI Table Counting”, which automatically counts the number of plates without the need for any person to come and touch them; the “Zero-touch Self-checkout”, which allows customers to conveniently complete the checkout process without having to go to the cashier.



Kura Sushi has adopted contactless services, from booking, ordering, picking up food, and making payment, to implement true contactless services [12]. Therefore, this study took Kura Sushi as the research target to explore the impact of service staff performance, physical surroundings, and positive interactions with other customers on authenticity perception, experiential value, and customer satisfaction in the post-COVID-19 era.




1.2. Research Purpose


Based on the above research background and motivation, the purposes of this study are as follows:




	
To explore the impact of three elements of service encounter for contactless services, namely, service staff performance, physical surroundings, and positive interactions with other customers, on consumers’ perceived authenticity, consumers’ authenticity perception, the impact of authenticity perception on experiential value, and customer satisfaction.



	
To provide practical suggestions and references for enterprises, so as to help enterprises to lay a solid foundation for their long-term development due to the impact of the pandemic.










2. Literature Review


2.1. Contactless Services


2.1.1. Definition of Contactless Services


The world has witnessed the emergence of innovative new technologies related to the F and B industry. In particular, drones have opened up unlimited possibilities for food delivery [13,14]. In the past, contactless food pickup, unmanned stores, unmanned supermarkets, and drones were available. During the pandemic, due to the need for social distancing, most people chose to stay at home, which thus increased the need for contactless food delivery services. Food service providers responded to this dramatic change by adopting more flexible business models, including taking additional precautions to minimize physical contact, such as expanded hygiene practices, providing more take-out services, and expanding drive-through and delivery options [15].



The impact of the COVID-19 pandemic has placed enormous pressure on the provision of, and access to, contactless services [10,11]. The term contactless refers to maintaining a certain distance between people or between people or things, without direct contact [16].



Lee and Lee [17] defined contactless service as service that is provided through digital technologies without face-to-face encounters between staff and customers. Different types of contactless services have been developed according to the needs of consumers, and personalized customer experiences have been provided [18,19,20,21,22].



Lee and Lee [23] suggested that while some of the contactless services already in place during the pandemic may revert to traditional face-to-face services, innovative contactless services that have been proven effective would remain practiced and even promoted in the post-pandemic era.




2.1.2. Contactless Service Model


Lovelock and Young [24] proposed that self-service technology allows consumers to serve themselves. It has changed the contact service and subverted attitudes towards traditional service provision. Ledingham [25] stated that when technology is applied in service, customers would feel that the service is more efficient and saves time compared to human service. Contactless services are often provided through advanced technologies such as artificial intelligence (AI), the Internet of Things (IoT), virtual reality (VR) or augmented reality (AR), big data, and cloud platforms [17].



The COVID-19 pandemic has amplified the demand for contactless services, changing global food service delivery models and channel patterns. In response, many companies are focusing on acquiring new business opportunities in the digital economy by combining the application and innovation of new technologies. The contactless service model can be divided into three major models: online reservation services, digital self-service ordering kiosks, and home delivery, which are introduced below.




	
Online reservation services: in 1999, Open Table launched the first online restaurant reservation service [26]. In order to address social distancing, consumers can save time waiting in line outside the restaurant through online reservation services. With online reservation services, new customers and old customers can be registered to ensure more a customized consumption experience, and the average consumption amount and product items of consumers can be learned from the back-office interface [27], thus improving the service quality of restaurants.



In 2012, MOS Burger launched an online ordering app, the MOS Order, making it the first fast food company in Taiwan to launch mobile app ordering, allowing consumers to order through the app to reduce wait times [28,29].



Starbucks Taiwan launched the Mobile Order and Pay feature (MOP) feature in 2021.



In order to allow customers visiting during peak hours to save time waiting in line in the store, Starbucks Taiwan introduced a new service to provide VIP members with a more convenient experience [30]. The Action pre-order service aims at low contact and secure delivery and enables consumers to complete online ordering and payment, thereby reducing contact risks;



	
Digital self-service ordering kiosks: McDonald’s Taiwan introduced its first digital self-service ordering kiosks in April 2018, allowing consumers to browse menus conveniently, and pay with multiple payment methods [31]. The use of digital self-service ordering kiosks allows consumers to complete their own ordering and conduct cashless payments, thus minimizing physical contact between people;



	
Home delivery: this model is mainly used for making food deliveries, fresh retail, logistics, and other industries. HCT Logistics has promoted contactless signing and the use of technology to ensure the health and safety of customers and deliverers through services such as zero contact, QR code mobile phone signing, and photo message signing [32] to avoid the risk of person-to-person contact. In order to protect the health and safety of consumers and delivery partners, Foodpanda, an instant delivery platform, provides contactless delivery on its app interface, so that consumers can easily order and pick food without physical contact. Meanwhile, it has called on consumers to use online cards to order food and implemented contactless delivery to reduce encounters and decrease the risk of transmission.










2.2. Service Encounter


2.2.1. Definition of Service Encounter


Solomon et al. [33] defined the service encounter as “establishing a long-term interactive relationship with customers through face-to-face interactions between customers and service providers in the process of service to address various problems related to service marketing caused by service characteristics”. Carlzon and Peters [34] regard the service encounter as a moment of truth, indicating that the service encounter is a core element of service. According to Crosby et al. [35], the “service encounter, or moment of truth, occurs whenever the customer interacts directly with any contact person.” Morgan and Chadha [36] defined the service encounter as “the direct contact between customers and company representatives, which resulted in mutual interaction and two-way communication”.




2.2.2. Elements of Service Encounter


McCallum and Harrison [37] propose that the service encounter is one of the earliest and most important social contacts. Shostack [38] suggests that the service encounter is the interaction between customers and service providers, in which interaction is interpersonal contact and communication, and it is also the core of most service experiences [7]. Fang and Hsu [39] suggest that in the process of service provision, the service encounter affects customers’ cognition of service quality.



Baker [40] divided the elements of the service encounter into three categories, which are described below.




	(1)

	
Ambient factors: the background situations that affect people’s potential awareness, such as temperature, sound, smell, light, and cleanliness, will affect whether customers are willing to stay or return to the environment. Customers usually do not immediately perceive or realize these potential factors, but these can easily have an invisible influence on the customer’s mind;




	(2)

	
Design factors: obvious visual stimuli, such as external architectural designs, materials, and color service facilities, have a strong impact on customer perception;




	(3)

	
Social factors: the appearance and behavior of personnel in the service environment, including personnel in the service environment and other customers, affect the customers’ perception.









Machleit and Eroglu [41] pointed out that an improvement in the music environment improves customers’ perceptions of crowding in their physical surroundings, thus further affecting customers’ shopping feelings and satisfaction with the store. Therefore, customers’ purchase intentions are strongly influenced by store environments [42]. Hence, the physical surroundings in which services are provided are conducive to service marketing and influencing service behavior.



The service encounter has three elements, namely, service staff performance, physical surroundings, and positive interactions with other customers [8]. The first element, service staff performance, refers to the quality of service provided by service staff, including the attitude, posture, mood, speed, and professionalism of service staff [43]. In the service encounter, service staff must have contact with customers; the customer’s feelings are very important. Service staff are the first line of contact with customers during the service encounter. For customers, staff are the representatives of the enterprise, and staff attitudes and behaviors have a profound impact [44]. The attitude, expertise, and efficiency of service staff all affect the perceived authenticity of the interactions between customers and service staff [45,46]. Therefore, service staff performance and behaviors in their interactions with customers have a great impact on customer experience.



The second element, physical surroundings, refers to the places where service takes place, including the space and facilities where services are delivered. Bitner [47] suggested that physical surroundings are divided into external facilities, including external designs, symbols, and parking lots; internal facilities, including interior designs, interior furnishings, and equipment; and other tangible elements, such as company uniforms, posters, and business cards. The interior design and decoration are the main constructs that form the image of a restaurant, and the design and arrangement of the dining environment can enhance the pleasant and satisfying dining experience of customers [48]. The dining environment created by a restaurant should be harmonious and make customers feel relaxed and comfortable, and also take into account the privacy of customers [49]. Keller [5] suggested that the service performance, facilities, and decorations of a restaurant affect customers’ authenticity perceptions as a whole.



The third element is positive interactions with other customers. Many service encounters occur when there is a need to co-exist or share a service environment with other customers. Winsted [6] reported that interactions with other customers are important and affect customers’ evaluations of the authenticity of consumer products. When customers co-exist in the same environment, the existence and behavior of some customers indirectly affect other customers and generate interpersonal encounters and interactions, potentially affecting the perception of other customers [50].




2.2.3. Research on Service Encounter


Surprenant and Solomon [51] propose that customers and staff are interdependent in the process of personnel service encounters. Berry and Parasuraman [52] suggest that how service staff present themselves to customers in the service process (e.g., behavior, conversation, and appearance of service staff) and the interaction in service encounters affect customers’ behavioral and repurchase intentions. Keller [5] pointed out that in a restaurant, the physical surroundings of the service encounters affect customers’ authenticity perception as a whole, and further affect their behavioral intentions. When customers have a positive perception of the service quality, they think that the service is valuable, and show satisfaction in the service they consume. Moreover, they have more obvious intentions for future consumption and become more loyal customers of the organization.





2.3. Authenticity Perception


2.3.1. Definition of Authenticity Perception


Bruhn et al. [53] integrated the previous definitions of authenticity in various fields and found that the perception of authenticity is a multi-faceted construct that covers originality, reliability, sincerity, naturalness, unaffectedness, credibility, and persuasiveness, and is closely related to independence. Authenticity refers to the degree to which it reflects the reality of things. Weber reported that perception can be seen as the ultimate integration of sensory information and the most meaningful experience. Senses are basic states of consciousness, while perception involves a deeper level of understanding and interpretation. The degree of perception can vary from person to person, and each person has a different understanding of senses [54].




2.3.2. Research on Authenticity Perception


Stern [55] linked an advertisement’s authenticity with the credibility of its persona or spokesperson. When customers think that an advertisement is highly authentic, they have a positive experience towards the brand and evaluate the brand as being more reliable and using better materials.



Leigh et al. [56] reported that social and personal attributes are related to customers’ authenticity perceptions and brand experiences, especially in enterprises that focus on symbolic value and meaning, such as the fashion industry [57]. For service brands, authenticity is one of the key factors in creating consumer behavioral intent [58].



Hwang et al. [59] pointed out that brand authenticity is different between robotic and human services. They also maintained that it contributes to brand satisfaction and brand preference and has a positive impact on brand loyalty. Service staff play a moderating role between utilitarian values and brand authenticity.




2.3.3. Impact of Authenticity Perception


Regarding the relationship between authenticity perception and experiential value, Casey et al. [60] pointed out that if authenticity perception clues are added to products, customers’ perception evaluation of the products could be improved. According to Mathwick et al. [61], consumers’ cognition and preference for product attributes or service performance form their evaluation of experiential value. The value increase can be realized through interactions because interactions can help or hinder the achievement of consumer goals. The consumer’s sense of a service, whether it triggers personal perception and then enhances the experiential value of the service activity, is important. In this study, consumers’ experiences in the service process and encounters were regarded as the authenticity perception.



According to the above literature, service staff performance in a restaurant, the physical surroundings, and positive interactions with other customers all influence consumers’ authenticity perception evaluation. Therefore, the following hypotheses are proposed in this paper:



H1: 

Service staff performance in a restaurant has a positive impact on consumers’ authenticity perception.





H2: 

The physical surroundings of a restaurant have a positive impact on consumers’ authenticity perception.





H3: 

Positive interactions with other customers have a positive impact on consumers’ authenticity perception.







2.4. Experiential Value


2.4.1. Definition of Experiential Value


Holbrook and Corfman [62] defined experiential value as the “basis of consumer preference after the consumers have direct interactions with a product or service, that is, the consumers’ overall feelings, comments and opinions about the product or service after they have paid for the product or service.” Experiential value is based on consumers’ experience and interactions when using products or services directly, which has a significant impact on personal preference and experiential value after consumption. The experience generated by such an interaction contains the basis of relative preference and influences consumers’ perceived value of products or services.



Mathwick et al. [61] defined experiential value as follows: “Consumers’ cognition and relative preference for product attributes or service performance can be improved through interactions, thus increasing the sense of value. In the process of interaction, it will help consumers achieve their goals, or vice versa.” As customers’ consumption experiences can be shaped, service providers only need to offer the right environment and scene to create a rich experience situation, trigger customers’ desire for an experience, and create value to enhance competitiveness [63]. For customers, experience is a response to a stimulating-feeling and experience. Enterprises should adjust their value creation behavior to adapt to the era of the experience economy.




2.4.2. Measurement Constructs of Experiential Value


The empirical value typology proposed by Holbrook [64] and revised by Mathwick et al. [61] can be divided into four quadrants, with intrinsic and extrinsic sources of value on one axis and active and reactive values on the other axis. The four experience values in the four quadrants are: (1) customer investment return: consumers’ financial investment, time investment, and behavioral investment; (2) service excellence: consumers’ recognition of the services provided by the company; (3) aesthetics: visual appeal during the service process and pleasure; and (4) consuming entertainment: something that provides a temporary escape from real life. Consumers’ interactions with products, services and experiences during participatory experiences can enhance or weaken their consumption perspectives and values.




2.4.3. Research on Experiential Value


Holbrook [64] suggested that value is formed by the interactions between consumers and products. Value has the characteristics of preference, which includes consumers’ preference judgment for products; value is a relative concept that refers to the evaluation or ordering of two or more items so that they can be compared. Meanwhile, value also has personal characteristics due to people having different values, and these views affect their evaluation and judgment of the situation after the occurrence. Value also comes with experience, not in the product purchased, the brand chosen, nor the ownership of the product, but in the experience of consumption.



Mathwick et al. [61] indicated that customer value in view of experience is called experiential value. The perception of experiential value is formed by people’s behaviors, such as direct utility or remote appreciation of products or services; experiential value is their cognition and relative preference for product attributes or service performance. The increase in value can be achieved through interactions.



Chang et al. [65] argued that tourists hold an attitude of recognition towards the experiential value, especially the aesthetic part. The experiential value is mainly affected by the emotion and correlation of experience marketing. Specifically, the correlation has the greatest impact. As long as tourists’ experiences of the correlation of experience marketing are improved, tourists’ experiential value perception of the tourism industry is improved. The experiential value is embodied in sense, emotion, thinking, action, and correlation.




2.4.4. Impact of Experiential Value


In consumers’ view of the product experience, value and satisfaction are intermingled [66], and experience value and customer satisfaction have a positive relationship. Oliver [67] proposed that the judgment of satisfaction comes from the emotional level and that the evaluation of satisfaction covers the whole experience process of the service transaction, the special behavior of the service industry and interactions with customers in the entire service context. Lee and Overby [68] pointed out that all value types positively affect customer satisfaction. When the consumers experience higher values, their travel satisfaction is also higher. Holbrook [64] emphasized that there is a correlation between value and experience, and that value is formed after the use of products or services. Lin used Formosan Aboriginal Culture Village as an example to discuss experiential value, customer satisfaction, and repurchase intention, in which experiential value was divided into the four constructs of consumer return on investment, service excellence, aesthetics, and playfulness. According to the literature, the authenticity perception of consumers is correlated with experiential value.



H4: 

Customers’ authenticity perception has a positive impact on experiential value.







2.5. Customer Satisfaction


Definition of Customer Satisfaction


Customer satisfaction defines the impact of the gap between customer anticipation and reality on customer satisfaction and repurchase intention [69]. Crosby et al. [35] explained that when consumers feel satisfied with their interactions with sellers, and the products and services are worthy of their trust, consumers increase their relationship with the sellers. According to Petrick et al. [70], enterprises know that it is important to analyze customer satisfaction. When an enterprise can identify the factors that influence consumer satisfaction with a product or service, it may be able to change the consumer experience when using the product or service so that consumers can obtain maximum satisfaction.



Kotler indicated that customer satisfaction refers to whether the actual results of purchased products or services are consistent with the expectations. In other words, it is a way of assessing the gap between the degree of consumer expectation and the actual perception. Satisfaction is determined by the difference between consumers’ perceived performance of goods or services and their original expectations after purchase and consumption. If the perceived satisfaction is higher than expected this means that the customer is satisfied, and vice versa. The greater the difference, the higher the degree of satisfaction or dissatisfaction. The satisfaction evaluation process encompasses the whole experience process of service delivery, especially interactions with customers [67].



According to Bearden and Jesse [71], Churchill and Surprenant [72], and Woodside and Daly [73], customer satisfaction is a kind of consumption attitude formation that reflects the degree of consumers’ feelings after purchasing goods or using services, including likes and dislikes. In other words, customer satisfaction can be viewed as feedback after the consumer experience that shows the consumer’s attitude towards the product or service. Fornell [74] suggested that satisfaction is a holistic feeling that can be regarded as the expression of consumers’ attitude towards the overall experience of the service or product they have received, reflecting their comprehensive like or dislike of the experience. Lee and Overby [68] pointed out that all value types positively affect customer satisfaction. When the consumers experience higher values, their satisfaction is greater. According to the literature, experiential value has a positive relationship with customer satisfaction and repurchase intention. Therefore, this study proposed the following hypothesis:



H5: 

Experiential value has a positive impact on customer satisfaction.








3. Research Method


Based on the above literature review, this study established a research framework and developed hypotheses. This section is divided into three parts. Part 1 is the research structure, part 2 presents the research subjects, and part 3 is the questionnaire design. The research framework is shown in Figure 1.



The research questionnaire was designed according to the research framework, and empirical data were collected to verify the validity of the five hypotheses in this study.



3.1. Research Subjects


This study adopted the questionnaire survey method. Questionnaires were issued and filled out through Surveycake to collect relevant information by convenient sampling. The sampling subjects were consumers who had received services from Kura Sushi. The subjects came from the general public, and there were no other restrictions. The purpose of the survey was to explore the correlation between service encounters, authenticity perception, experiential value, and customer satisfaction with Kura Sushi.



Because of the impact of the COVID-19 pandemic, contactless services have become an accepted way to receive services. Lee and Lee [17] defined contactless service as service that is provided through digital technologies, without face-to-face encounters between staff and customers. Kura Sushi established a complete contactless service system during the pandemic that included a fast and convenient reservation app system and a touch screen for menu selections. The store also introduced a mobile ordering service system through which users could easily browse the online menu and order food by scanning a QR code with smartphones. Meals were delivered to customers without contact via a conveyor belt. Meanwhile, an automatic checkout system was introduced, so that customers could quickly make payment without the need for a cashier. A contactless dining environment—from the moment customers enter the restaurant to the moment they leave—was created, reducing the contact between service staff and consumers. Meanwhile, the store implemented non-contact epidemic control measures to make contactless consumption become a daily pattern of consumers; therefore, the needs of the research purpose of the questionnaire were met.



The questionnaires were distributed for two months, from 4 February 2023 to 4 April 2023. The duration to complete the questionnaire was about five minutes. The collected questionnaires with blank, omitted, or incomplete answers were eliminated. A total of 318 valid questionnaires were retrieved.




3.2. Questionnaire Design


The variables measured in this study were service staff performance, physical surroundings, positive interactions with other customers, authenticity perception, experiential value, and customer satisfaction.



Three constructs of service staff performance (interactions between customers and service staff), physical surroundings, and positive interactions with other customers (impact of customers on customers) were integrated. There were 40 items in total. The five items for service staff performance were modified from the questionnaire developed by Baker et al. [43]. Physical surroundings were divided into ambient factors and design factors, and the questionnaire items were modified from the research questionnaire developed by Wakefield and Baker [75]. There were six items, with three items for each item. The operational definitions of Mcgrath and Otnes [76] and Parker and Ward [77] were used as references for positive interactions with other customers, and four types of interactions were summarized, containing four items. The measurement method of authenticity perception by Chhabra et al. [78] was adopted to measure customers’ overall authenticity perception, containing seven items. The experience consumption value proposed by Holbrook [64] and Mathwick et al. [79] was adopted to develop four constructs, namely, return on investment, service excellence, aesthetics, and playfulness to measure the experience value. There were 12 items, with three items for each construct. For customer satisfaction, the measurement method of Crosby et al. [35] was adopted to learn consumers’ subjective attitude towards the comprehensiveness and integrity of the products or services they received, containing six items. In addition to the basic information, all other constructs in this questionnaire were scored on a Likert five-point scale, ranging from 1 (strongly disagree) to 5 (strongly agree). The item contents are shown in Table 1.





4. Research Results


4.1. Analysis of the Sample Population Characteristics


The research subjects of this study included consumers who had dined in Kura Sushi during the pandemic and were deeply impressed by their experience with its services. The survey was conducted from 10 February to 31 March 2023 by distributing 450 formal questionnaires on the Internet. Recovered questionnaires with the same or missing answers were removed. Hence, 318 valid questionnaires were collected, with a validity return rate of 70.1%.



According to the recommendation of Schumacker and Lomax [80], the sample size should be between 200 and 500 for a structural equation modeling (SEM) study. The 318 valid samples of this study met the criterion.



4.1.1. Gender


Among the 318 valid samples, most respondents are females (204, 64.2%), and 114 are males (35.8%). The chi-square test value was 2.283, with a degree-of-freedom of 1 and a p-value of 0.131, greater than the α value of 0.05, indicating that the sample was representative. The chi-square analysis showed that the proportion of male and female subjects in the recovered samples was the same as the proportion of the actual parent population.




4.1.2. Age


In terms of the age distribution, 247 respondents are between 21 and 30 years old (77.7%), 29 are between 31 and 40 years old (9.1%), 18 are under the age of 20 (5.7%), 16 are between 41 and 50 years old (5%), 7 are between 51 and 60 years old (2.2%), and 1 is over 71 years old (0.3%).




4.1.3. Educational Level


In terms of educational level, the majority of the subjects are university graduates (166, 52.2%), while 129 have master’s or doctorate degrees (40.6%), 19 have a high school education (6%), and 4 have a junior high school education (1.8%).




4.1.4. Work industry


In terms of work industry, 183 subjects are students (57.5%), 29 work in other industries (9.1%), 26 work in the hospitality industry (8.2%), 22 work in the manufacturing/electronics industry (6.9%), 14 work in the financial industry (4.4%), 13 are in the military, civil servants, or teachers (4.1%), 13 work in the business/trade industry (4.1%), 11 are freelancers (3.5%), 5 work in the medical industry (1.6%), and 2 work in the farming, forestry, fishing, husbandry, and mining industries (0.6%).




4.1.5. Monthly Personal Income


Regarding monthly income, 201 subjects have monthly personal incomes of NTD 30,000 and below (63.2%), 53 have incomes between NTD 30,001 and NTD 40,000 (16.7%), 29 have incomes between NTD 40,001 and NTD 50,000 (9.1%), 13 have incomes between NTD 60,001 and NTD 70,000 (4.1%), 12 have incomes between NTD 50,001 and NTD 60,000 (3.8%), 3 have incomes between NTD 70,001 and NTD 80,000 (0.9%), 3 have incomes above NTD 100,000 (0.9%), 2 have incomes between NTD 80,001 and NTD 90,000 (0.6%), and 2 have incomes between NTD 90,001 and NTD 100,000 (0.6%). The distribution of the results is summarized in Table 2. According to The Internal Revenue Service of the U.S., the average exchange rate USD to NTD for 2022 is 29.813, and according to the Directorate General of Budget, Accounting and Statistics of Taiwan, Taiwan’s per capita GDP is $32,756 in 2022.





4.2. Reliability and Validity Analyses


Reliability analyses can measure the stability and consistency of questionnaire results. Cronbach’s α coefficient was used in this study. A higher reliability coefficient indicates higher stability and consistency in a questionnaire. A reliability coefficient above 0.70 or higher is considered acceptable. If the reliability coefficient is below 0.60, it is more appropriate to consider revising the research tool [81]. The Cronbach’s α values in this questionnaire were all greater than 0.80, indicating high consistency among items and the internal consistency of each construct. Therefore, the items had good reliability, and the results measured in this study were credible and representative. The analysis results of the measurement items of each variable are shown in Table 3:



For validity analysis, confirmatory factory analysis (CFA) has the following advantages: (i) clear expectations of the number of constructs included in tests and the relation between the constructs and test indicators; and (ii) more accurate and includes hypothetical testing. The test structure is inferred from observing the model fit between the measurement indicators and hypothetical model under the situation of eliminating measurement errors. In this study, CFA was conducted for all six constructs of the model (Figure 2, Table 4). The factor loading was 0.54–0.844, the component reliability was 0.781–0.936, and the average of variance extracted (AVE) was 0.38–0.86. These were in line with the criteria proposed by Hair et al. (2009) and Fornell and Larcker (1981). The factor loading was greater than 0.5, with the best state being greater than 0.7. The composite reliability (CR) was greater than 0.7. The factor loading must be higher than 0.7 when the AVE is greater than 0.5. However, considering the actual orientation of the data, the AVE can be higher than 0.36 to avoid forcible acceptance of the thresholds. This being the case, all six constructs had convergent validity. The collated data are shown in Table 4.




4.3. Confirmatory Factor Analysis


This study carried out CFA for all constructs. The standardized factor loads of the six constructs in the model were in the range of 0.540–0.844 and showed a significant relationship, representing a good measurement relationship. A construct with a CR value higher than 0.7 and an AVE value greater than 0.5 indicates that its factor load should be higher than 0.7. According to the data collected in this study, the AVE value can also be higher than 0.36 as barely acceptable. Therefore, all six constructs had convergence validity. The analysis results of the factor load coefficients are shown in Table 4.



Based on whether the data obtained from the evaluation and observation of the model fit the model proposed in this study, the fit index of the overall theoretical model in this study was as follows: x2/df = 3.334, GFI = 0.695, AGFI = 0.660, RMSEA = 0.086, and CFI = 0.824. Bagozzi and Yi [82] proposed that the chi-square value can be replaced by the ratio of the chi-square value to the degree of freedom to test the fit of the model and suggested that the ratio should be between 1 and 5. The ratio of the chi-square value to the degree of freedom in this study was 3.334, and the model and data fit of the results were acceptable. GFI > 0.8, AGFI > 0.8, RMSEA < 0.08, and CFI > 0.8 represent acceptable values of model fit, as shown in Table 5.




4.4. Correlation Analysis


According to the Pearson correlation analysis, a higher correlation coefficient value indicates a higher correlation. If the coefficient value is above 0.7, it has a strong correlation; if the coefficient value is between 0.3–0.7, it has a medium correlation; if the coefficient value is below 0.3, it has a small correlation. Table 6 shows the relationships between service staff performance, physical surroundings, positive interactions with other customers, authenticity perception, experiential value, and customer satisfaction. The correlation coefficient matrix of the six variables was obtained through correlation analysis, and each construct reached a significant level. The correlation coefficient between experiential value and authenticity perception was 0.836, and the correlation coefficient between customer satisfaction and experiential value was 0.875, indicating a strong correlation between the two variables.




4.5. Path Analysis


As seen in Figure 3, the path coefficient of service staff performance on authenticity perception was 0.40, and the p value was significant; the path coefficient of physical surroundings to authenticity perception was 0.47, and the p value was significant; the path coefficient of positive interactions with other customers to authenticity perception was 0.25, and the p value was significant; the path coefficient of authenticity perception to experiential value was 0.78, and the p value was significant; the path coefficient of experiential value to customer satisfaction was 0.85, and the p value was significant.



According to the path analysis in Table 7, the standard coefficient of service staff performance to authenticity perception was 0.404; the standard coefficient of physical surroundings to authenticity perception was 0.467; the standard coefficient of positive interactions with other customers to authenticity perception was 0.252; the standard coefficient of authenticity perception to experiential value was 0.779; and the standard coefficient of experiential value to customer satisfaction was 0.846.




4.6. Hypothesis Verification


Based on the above path analysis coefficients, the verification analysis results of the research hypothesis are listed in Table 8 below.



From the path coefficients of the above path analysis, the results of this study indicated that: service staff performance in a restaurant has a positive impact on consumers’ authenticity perception; the physical surroundings of a restaurant has a positive impact on consumers’ authenticity perception; positive interactions with other customers have a positive impact on consumers’ authenticity perception; customers’ authenticity perception has a positive impact on experiential value; and experiential value has a positive impact on customer satisfaction. In other words, all five hypotheses are supported.





5. Conclusions and Suggestions


5.1. Conclusions


This study focused on contactless services and took Kura Sushi as an example to discuss the impact of three elements of service (service staff performance, physical surroundings, and positive interactions with other customers) on consumers’ authenticity perception, experiential value, and customer satisfaction.



5.1.1. Impact of Service Staff Performance on Authenticity Perception


The results of this study showed that service staff performance during a service encounter has a significant positive impact on consumers’ authenticity perception, which means that good service staff performance can increase consumers’ perception of service authenticity. This finding is consistent with previous studies [45,46], which suggested that the attitude, expertise, and efficiency of service staff all affect the perceived authenticity of the interactions between customers and service staff.




5.1.2. Impact of Physical Surroundings on Authenticity Perception


The results of this study showed that physical surroundings have a significant impact on consumers’ authenticity perception. This finding is consistent with Keller [5], who suggested that the service performance, facilities, and decoration of a restaurant affect customers’ authenticity perception as a whole. The design of the physical surroundings for contactless services is a new experience and is greatly different from the physical surroundings design of traditional restaurants. The physical surroundings design for contactless services can increase the sense of security of consumers, as they can reduce the encounters with others. Existing studies have demonstrated that customers’ feelings about the restaurant environment affect customers’ behavioral intentions. Levitt also found that the average consumer judges the physical aspects (e.g., the restaurant’s appearance or interior decoration) as part of their evaluation of the dining experience.




5.1.3. Impact of Positive Interactions with Other Customers on Authenticity Perception


The research results showed that positive interactions with other customers have a significant positive impact on the perception of authenticity of services. This indicates that positive interactions with other customers can make consumers experience a more authentic and sincere service experience. This result is consistent with Winsted [6], who found that interactions between other customers are important and affect customers’ authenticity evaluation of consumer products.




5.1.4. Impact of Authenticity Perception on Experiential Value


The research results showed that authenticity perception has a significant positive impact on experiential value, which means that when consumers believe the service is authentic, they give a positive evaluation of the experiential value. This finding is consistent with previous studies [83,84]. Sun et al. [83] confirmed that the authenticity construct has a positive impact on tourists’ perceived value and experience quality. According to Qiu et al. [84], authenticity perception has a positive and significant impact on experiential value.




5.1.5. Impact of Experiential Value on Customer Satisfaction


The results of this study showed that experiential value has a significant positive impact on customer satisfaction, indicating that when consumers think they have had a valuable experience, they are more satisfied with the service providers. This finding is consistent with previous studies [85,86]. Gallarza et al. [85] suggested that consumer value is an important factor affecting customer satisfaction, and that the level of experiential value indirectly affects customers’ perception of consumption value [61]. Experiential value is the pre-factor of customer satisfaction. Chang [86] reported that experiential value has a positive and direct impact on satisfaction.





5.2. Theoretical Implications


Previous research on authenticity perception was mostly conducted in the tourism industry, with few studies examining the impact of authenticity perception on the F and B industry. Therefore, this study examined the impact of contactless service on authenticity perception during the COVID-19 pandemic. Based on authenticity perception, this study discussed the relationship between authenticity perception and experiential value and customer satisfaction.



We investigated the impact of service employee performance, physical surroundings and positive interactions with other customers on authenticity perception, the impact of authenticity perception on experiential value, and the impact of experiential value on customer satisfaction for the F & B industry with respect to contactless services. While we focused on one restaurant, we also investigated the relationship between authenticity and experiential value and contactless services. This research is still a work in progress and in future, a theoretical framework based on the empirical model presented in this study could be further developed.




5.3. Practical Suggestions


After the COVID-19 pandemic, some contactless services may return to traditional face-to-face service, as the performance of service staff has a better mediating role than robots in terms of utilitarian values [59]. In this study, the performance of Kura Sushi’s service staff in welcoming customers to their seats through Japanese greetings and Japanese service could make consumers feel as if they were enjoying sushi in Japan without any difference in distance. Therefore, the performance of the service staff in this study had a significant impact on consumers’ perception of authenticity. The friendly Japanese terminology and service staff attire in Kura Sushi promote the whole atmosphere of the restaurant, making consumers experience the friendly atmosphere of the restaurant. The positive interactions also provide consumers with a better sense of authenticity perception. Kura Sushi’s unique Japanese architecture and classic white color theme make consumers feel as though they are dining in Japan as they experience Kura Sushi’s meticulous and thoughtful service concept. Furthermore, the perfect combination of food and atmosphere is crucial, as it allows the customer to have an immersive experience. Therefore, the physical environment has an impact on authenticity perception.



Prior to the pandemic, service was mostly a direct service between people. However, technology replaced some of this work during the pandemic, and a variety of contactless services began to expand as industries responded to consumer demand. Instead of direct service (i.e., human contact), both online and offline services will exist in the future, not only in the F and B industry but also in other industries, where both types of services need to be systematically established. Becker et al. [87] pointed out that authenticity has different dimensions and can have different effects on different outcomes. Authenticity perception can be enhanced through unique services that can meet the needs of consumers. For example, Kura Sushi presents the original Japanese conveyor belt sushi to the customers both during and after the pandemic while meeting the needs of its customers. As a result, customer satisfaction is enhanced, enabling authenticity perception to have a great impact on experiential value and customer satisfaction.




5.4. Research Limitations and Suggestions for Future Research


This study adopted an online questionnaire survey to collect data. However, consumers may have confused the dining experience at Kura Sushi with that at other revolving sushi restaurants (e.g., Sushiro), which might have further influenced the questionnaire results.



As can be seen from the questionnaires retrieved in this study, the student group accounted for 57.5% of the total valid samples. It is suggested that follow-up researchers expand the samples with different backgrounds. Expanding the samples to include participants with different backgrounds, and adopting various ways to collect opinions, will help to gain a broader and more comprehensive understanding of the consumer feedback of different age groups on the dining experience at Kura Sushi, and will have greater reference value for the promotion and application of follow-up research. For example, stratified sampling can be employed based on different age groups, educational levels, occupations, regions, and other variables to explore different ethnic groups’ views on, and use of, contactless services. Furthermore, through in-depth interviews and other means, researchers can understand the views and experiences of people with different backgrounds and different needs on contactless services.



Because this study focused on customers who had experienced dining at Kura Sushi, it is suggested that the samples be expanded to consumers of other similar restaurants in future research. At present, Kura Sushi is only available in specific regions. It is suggested that in future research, the culture and consumption habits of different regions be considered, in order to more accurately understand the evaluation and satisfaction of customers in different regions on the restaurant.



Each F and B service has unique characteristics and experiential values, and these values have different impacts on customer satisfaction and loyalty. Therefore, future researchers can choose representative F and B formats, such as coffee shops, fast-food restaurants, and other restaurant types to conduct in-depth discussions and research and explore experiential values and impacts on customer satisfaction and loyalty. Through research comparisons of different F and B industries, the experiential value and customer behavior of the F and B industry can be more comprehensively understood, and practical suggestions and improvement methods can be provided for F and B services.



As technology constantly improves, the F and B industry is paying increasing attention to the digital transformation. In the future, researchers can explore the impact of digital transformation on F and B services through digital methods such as online menus, online ordering, data analysis, and other aspects, and explore how to improve customer experiences and satisfaction through digital transformation in an era when we are witnessing many advances in science and technology.
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Figure 1. Research framework. 
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Figure 2. Structural equation model diagram. 
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Figure 3. Path analysis diagram. 
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Table 1. Questionnaire design.
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	Construct
	Items
	Source
	Hypotheses





	Service staff performance
	1. The service staff at Kura Sushi are professional.

2. The service staff at Kura Sushi are able to provide services according to my needs.

3. The service staff at Kura Sushi take the initiative to help customers and provide services quickly.

4. The service staff at Kura Sushi have a wealth of knowledge and skills.

5. The service staff at Kura Sushi are trustworthy.
	[43]
	H1



	Physical surroundings
	1. The background music played at Kura Sushi is unique.

2. Kura Sushi uses objects of quality.

3. The surroundings of Kura Sushi are neat and clean.

4. The overall layout of Kura Sushi is different from the general style.

5. The facilities provided by Kura Sushi are exquisite.

6. Kura Sushi’s venues are clearly marked.
	[75]
	H2



	Positive interactions with other customers
	1. When dining at Kura Sushi, other customers behave well.

2. When dining at Kura Sushi, I feel good about the interactions with other customers.

3. When dining at Kura Sushi, other customers do not make any loud noises.

4. When dining at Kura Sushi, other customers participate and cooperate with each other.
	[76,77]
	H3



	Authenticity perception
	1. I think the uniform of the service staff is in keeping with the theme.

2. I think the overall environmental facilities are in line with the featured theme.

3. I think the service staff are friendly and sincere.

4. I think the food served by Kura Sushi is authentic.

5. I think the process of dining is in line with the actual life in Japan.

6. I think the overall consumption of the meal is unique.

7. I think other customers are also engaged in the consumption process of the meal.
	[78]
	H4



	Experiential value
	1. Kura Sushi’s dining costs are acceptable to me.

2. The consumption at Kura Sushi is of excellent quality and has a reasonable price.

3. Overall, I have learned a lot from the dining experience at Kura Sushi.

4. Kura Sushi can provide its customers with an authentic Japanese service experience.

5. The customers can experience a smooth service system in Kura Sushi.

6. Kura Sushi’s service staff will explain the service model carefully.

7. Kura Sushi’s environmental facilities are aesthetic.

8. Dining at Kura Sushi is appealing to me.

9. I like the atmosphere and setting during the whole meal process.

10. Dining at Kura Sushi makes me feel at ease.

11. Dining at Kura Sushi is a convivial experience.

12. I find the whole arrangement of Kura Sushi interesting.
	[64,79]
	H5



	Customer satisfaction
	1. Overall, I am satisfied with Kura Sushi.

2. Overall, I am very satisfied with choosing Kura Sushi.

3. Overall, I love the services offered by Kura Sushi.

4. Kura Sushi provided better services than I expected.

5. I think the services provided by Kura Sushi are the best according to my past experience.

6. I am very satisfied with Kura Sushi compared with other restaurants according to my past experience.
	[35]
	










 





Table 2. Descriptive statistical item analysis for samples.
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Descriptive Statistical Item

	
Category

	
Number

	
Percentage (%)

	
Cumulative Percentage (%)






	
Gender

	
Male

	
114

	
35.8

	
35.8




	
Female

	
204

	
64.2

	
100




	
Age

	
Under 20 years old

	
18

	
5.7

	
5.7




	
21–30 years old

	
247

	
77.7

	
83.3




	
31–40 years old

	
29

	
9.1

	
92.5




	
41–50 years old

	
16

	
5.0

	
97.5




	
51–60 years old

	
7

	
2.2

	
99.7




	
Over 71 years old

	
1

	
0.3

	
100




	
Educational level

	
Junior high school

	
4

	
1.3

	
1.3




	
Senior high school

	
19

	
6.0

	
7.2




	
University graduate

	
166

	
52.2

	
59.4




	
Master’s/doctorate degree

	
129

	
40.6

	
100




	
Work industry

	
Student

	
183

	
57.5

	
57.5




	
Financial industry

	
14

	
4.4

	
61.9




	
Hospitality industry

	
26

	
8.2

	
70.1




	
Military/civil servant/ teacher

	
13

	
4.1

	
74.2




	
Farming, forestry, fishing, husbandry, and mining services

	
2

	
0.6

	
74.8




	
Business/trade industry

	
13

	
4.1

	
78.9




	
Medical industry

	
5

	
1.6

	
80.5




	
Freelancer

	
11

	
3.5

	
84.0




	
Manufacturing/electronics industry

	
22

	
6.9

	
90.9




	
Other industries

	
29

	
9.1

	
100




	
Monthly personal income

	
Below NTD 30,000 (inclusive)

	
201

	
63.2

	
63.2




	
NTD 30,001~40,000

	
53

	
16.7

	
79.9




	
NTD 40,001~50,000

	
29

	
9.1

	
89.0




	
NTD 50,001~60,000

	
12

	
3.8

	
92.8




	
NTD 60,001~70,000

	
13

	
4.1

	
96.9




	
NTD 70,001~80,000

	
3

	
0.9

	
97.8




	
NTD 80,001~90,000

	
2

	
0.6

	
98.4




	
NTD 90,001~100,000

	
2

	
0.6

	
99.1




	
Above NTD 100,000

	
3

	
0.9

	
100








Source: Compiled by this study.













 





Table 3. Reliability analysis.
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	Scale
	Question
	Cronbach’s α





	Service staff performance
	1. Service staff at Kura Sushi are professional.

2. Service staff at Kura Sushi were able to provide services according to my needs.

3. Service staff at Kura Sushi take the initiative to help customers and provide services quickly.

4. Service staff at Kura Sushi have a wealth of knowledge and skills.

5. Service staff at Kura Sushi are trustworthy.
	0.899



	Physical surroundings
	1. The background music that Kura Sushi plays is unique.

2. Kura Sushi uses objects of quality.

3. The surroundings of Kura Sushi are neat and clean.

4. The overall layout of Kura Sushi is different from the general style.

5. The facilities provided by Kura Sushi are exquisite.

6. Kura Sushi’s venues are clearly marked.
	0.827



	Positive interactions with other customers
	1. When dining at Kura Sushi, other customers behaved well.

2. When dining at Kura Sushi, I felt good about the interactions with other customers.

3. When dining at Kura Sushi, other customers didn’t make any loud noises.

4. When dining at Kura Sushi, other customers participated and cooperated with each other.
	0.859



	Authenticity perception
	1. I think the uniform of the service staff is in keeping with the theme.

2. I think the overall environmental facilities are in line with the featured theme.

3. I think the service staff are very friendly and sincere.

4. I think the food served by Kura Sushi is very authentic.

5. I think the process of dining is in line with the actual life in Japan.

6. I think the overall consumption of the meal is unique.

7. I think other customers are also very engaged in the consumption process of the meal.
	0.880



	Experiential value
	1. Kura Sushi’s dining costs are acceptable to me.

2. The consumption at Kura Sushi is of excellent quality and reasonable price.

3. Overall, I have learned a lot from the dining experience at Kura Sushi.

4. Kura Sushi can provide its customers with an authentic Japanese service experience.

5. The customers can experience a smooth service system in Kura Sushi.

6. Kura Sushi’s service staff will explain the service model carefully.

7. Kura Sushi’s environmental facilities are aesthetic.

8. Dining at Kura Sushi is appealing to me.

9. I like the atmosphere and setting during the whole meal process.

10. Dining at Kura Sushi made me feel at ease.

11. Dining at Kura Sushi is a convivial experience.

12. I find the whole arrangement of Kura Sushi interesting.
	0.937



	Customer satisfaction
	1. Overall, I am satisfied with Kura Sushi.

2. Overall, I am very satisfied with choosing Kura Sushi.

3. Overall, I love the services offered by Kura Sushi.

4. Kura Sushi provided better services than I expected.

5. I think the services provided by Kura Sushi are the best in my past experience.

6. I am very satisfied with Kura Sushi compared with other restaurants in my past experience.
	0.921










 





Table 4. Factor load coefficients.
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Latent Variable

	
Measured Variable

	
Non-Standard Factor Load

	
S.E.

	
p Value

	
Standard Factor Load

	
AVE

	
CR






	
Service staff performance

	
A1

	
0.972

	
0.054

	
0.000 ***

	
0.844

	
0.647

	
0.901




	
A2

	
0.892

	
0.054

	
0.000 ***

	
0.800




	
A3

	
0.987

	
0.065

	
0.000 ***

	
0.749




	
A4

	
1.060

	
0.064

	
0.000 ***

	
0.797




	
A5

	
1.000

	

	

	
0.828




	
Physical surroundings

	
B1

	
1.151

	
0.142

	
0.000 ***

	
0.540

	
0.374

	
0.781




	
B2

	
1.422

	
0.151

	
0.000 ***

	
0.675




	
B3

	
1.181

	
0.133

	
0.000 ***

	
0.618




	
B4

	
1.212

	
0.137

	
0.000 ***

	
0.614




	
B5

	
1.251

	
0.135

	
0.000 ***

	
0.660




	
B6

	
1.000

	

	

	
0.549




	
Positive interactions with other customers

	
C1

	
1.055

	
0.071

	
0.000 ***

	
0.820

	
0.614

	
0.864




	
C2

	
1.094

	
0.073

	
0.000 ***

	
0.835




	
C3

	
1.158

	
0.092

	
0.000 ***

	
0.707




	
C4

	
1.000

	

	

	
0.767




	
Authenticity perception

	
D1

	
1.000

	

	

	
0.596

	
0.455

	
0.854




	
D2

	
1.067

	
0.108

	
0.000 ***

	
0.650




	
D3

	
1.322

	
0.133

	
0.000 ***

	
0.658




	
D4

	
1.303

	
0.124

	
0.000 ***

	
0.708




	
D5

	
1.332

	
0.132

	
0.000 ***

	
0.673




	
D6

	
1.420

	
0.135

	
0.000 ***

	
0.711




	
D7

	
1.307

	
0.123

	
0.000 ***

	
0.719




	
Experiential value

	
E1

	
1.000

	

	

	
0.665

	
0.550

	
0.936




	
E2

	
1.135

	
0.100

	
0.000 ***

	
0.686




	
E3

	
1.274

	
0.100

	
0.000 ***

	
0.784




	
E4

	
1.094

	
0.085

	
0.000 ***

	
0.788




	
E5

	
1.042

	
0.083

	
0.000 ***

	
0.768




	
E6

	
1.068

	
0.091

	
0.000 ***

	
0.708




	
E7

	
1.138

	
0.093

	
0.000 ***

	
0.750




	
E8

	
1.213

	
0.098

	
0.000 ***

	
0.759




	
E9

	
1.173

	
0.088

	
0.000 ***

	
0.822




	
E10

	
0.990

	
0.081

	
0.000 ***

	
0.745




	
E11

	
0.970

	
0.085

	
0.000 ***

	
0.685




	
E12

	
1.056

	
0.088

	
0.000 ***

	
0.727




	
Customer satisfaction

	
F1

	
0.834

	
0.050

	
0.000 ***

	
0.801

	
0.626

	
0.909




	
F2

	
0.865

	
0.053

	
0.000 ***

	
0.784




	
F3

	
0.877

	
0.051

	
0.000 ***

	
0.818




	
F4

	
0.988

	
0.060

	
0.000 ***

	
0.787




	
F5

	
1.086

	
0.071

	
0.000 ***

	
0.747




	
F6

	
1.000

	

	

	
0.809








Note: *** p < 0.001. Source: Compiled by this study.













 





Table 5. Research model fit.
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	Statistical Test Variable
	Standard Value
	Results
	Model Fit Judgment





	X2/df
	1–5
	3.334
	Yes



	GFI
	Greater than 0.8
	0.695
	Yes



	AGFI
	Greater than 0.8
	0.660
	Yes



	RMSEA
	Smaller than 0.08
	0.086
	Yes



	CFI
	Greater than 0.8
	0.824
	Yes







Source: Compiled by this study.













 





Table 6. Person correlation.
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	Service Staff Performance
	Physical Surroundings
	Positive Interactions with Other Customers
	Authenticity Perception
	Experiential Value
	Customer Satisfaction





	Service staff performance
	1
	
	
	
	
	



	Physical surroundings
	0.644 **
	1
	
	
	
	



	Positive interactions with other customers
	0.570 **
	0.587 **
	1
	
	
	



	Authenticity perception
	0.699 **
	0.720 **
	0.617 **
	1
	
	



	Experiential value
	0.738 **
	0.783 **
	0.612 **
	0.836 **
	1
	



	Customer satisfaction
	0.737 **
	0.737 **
	0.629 **
	0.775 **
	0.875 **
	1







Note: ** p < 0.01. Source: Compiled by this study.













 





Table 7. Path analysis table.
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	Model Path
	Estimate
	S.E.
	p Value
	Results





	Service staff performance ->

Authenticity perception
	0.404
	0.032
	0.000 ***
	Significant



	Physical surroundings->Authenticity perception
	0.467
	0.035
	0.000 ***
	Significant



	Positive interactions with other customers->Authenticity perception
	0.252
	0.028
	0.000 ***
	Significant



	Authenticity perception->Experiential value
	0.779
	0.039
	0.000 ***
	Significant



	Experiential value->Customer satisfaction
	0.846
	0.036
	0.000 ***
	Significant







Note: *** p < 0.001. Source: Compiled by this study.













 





Table 8. Research hypothesis results.






Table 8. Research hypothesis results.





	Research Hypotheses
	Results





	H1
	Supported



	H2
	Supported



	H3
	Supported



	H4
	Supported



	H5
	Supported







Source: Compiled by this study.
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