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ABSTRACT

Mood is a phenomenon which has not been studied a lot in previous researches
related to its relationship and impact on marketing processes a customer goes
through. The objectivity of this study was to understand and see to the effect of
mood on constructs service quality and perceived brand value, and overall
relationship it has with customer satisfaction. Quantitative research method was
used to collect the data from convenience sample in two different cultures. The
results suggest mood can be positioned as a preliminary factor affecting service
quality and perceived brand value, and it can be leading aftereffect of
dissatisfaction of the customers. Findings indicate culture as an important factor
in understanding consumer behavior and the antecedents of societies perception

in consumption.

Aim of this research is contributing to the marketing literature and recognizing
the relationship of mood with service quality, perceived brand value and

customer satisfaction.

Key words: mood, service quality, perceived brand value, customer satisfaction,

cultural dimensions



OZET

Ruhsal durum, 6nceki arastirmalarda pek fazla ¢alisilmis bir olgu degildir. Bu
calismanin amaci, duygu durumunun servis hizmetinin olusturulmasindaki
Onemini, miisteri tarafindan algilanan {iriin degerinin anlasilmasin1 ve bunlarin
miisteri {izerindeki memnuniyetini goézlemlemek ve anlamaktir. Iki farkl
kiiltiirden alinan verileri uygun sekilde toparlamak icin nicel arastirma yontemi
kullanilmistir. Sonuglar, ruh halinin, hizmet kalitesi ve algilanan marka degerini
etkileyen bir On faktor olarak konumlanabilecegini ve art¢1 etki olarak
misterilerin  memnuniyetsizliklerine yol agabilecegini gostermektedir.
Bulgular, kiiltlirtin tliketici davranisin1 ve tliketimdeki toplum algisinin

onceliklerini anlamada 6nemli bir faktor oldugunu gostermektedir.

Bu arastirmanin amaci, pazarlama literatiiriine katkida bulunmak ve hizmet
kalitesi, algilanan marka degeri ve miisteri memnuniyeti ile duygudurum

iliskisini tanimaktir.

Anahtar kelimeler: ruhsal durum, servis kalitesi, algilanan marka degeri, miisteri

memnuniyeti, kiiltiirel boyutlar
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INTRODUCTION

1.1. Research Background

Customer satisfaction is a concept studied in many previous researches, starting
from the mid 1960’s (Cardozo 1965) when a first study on the topic of consumer
expectations and satisfaction was written. Since then, different academicians
have tried to find all factors which have an influence on it, including the
dimensions of service quality (Parasuraman 1985) and perceived brand value
(Zeithaml 1988). Although Oliver (1981) defined satisfaction as a
“psychological state”, many academicians before him and until the mid-1980’s
suggested it was only a mental process (Dube and Schmitt 1991). Other
researches, such as Kotler (1991), defined it as after-purchase evaluation

process, based on the pre-purchase expectations.

Present studies include emotions as a result of a post-purchase process customer
is experiencing. Bargerand and Grandey (2006) conducted a study aiming to
show how much a simple smile in an encounter is important for maintaining
customers and having higher satisfaction score. Uniqueness of this study is
placing mood, as a psychological factor, as an antecedent of customer
satisfaction, not only as a state resulting after trying the service or a product.
Thus, mood having positive relationship with service quality, perceived brand
value and customer satisfaction is the allegation of this research. Additionally,
testing the hypotheses in two different countries contributes to the
understanding of how cultural dimensions and values impact behavior and

processes of customers.



1.2. Research Purpose

Objective of this studies is to prove the existing relationship between mood and
following factors: service quality, perceived brand value and customer
satisfaction. Mood was used as a moderating variable and its effect was
described in the later part of the research. Moreover, testing the relationship
between service quality and customer satisfaction, and perceived brand value

and satisfaction was performed.

The second aim was to include mood as a factor affecting the pre-purchase
process of a customer, initially shaping the perception of other steps in the
buying process. As gaining competitive advantage is the main goal of
companies, understanding how customers feel may predict their behavior, and
employees may know how to pursue customers in a way reducing the possible
dissatisfaction. Third aim was to acknowledge if cultural dimensions are
important in shaping customer behavior when under the effect of different mood

states.

1.3. Outline of the research

In this master thesis, mood, service quality, perceived brand value and customer
satisfaction constructs are defined. The thesis is divided into four parts,
including the literature review, methodology used, analysis of the data and

interpreting the results of the conducted research.

In the literature review part, definition of customer satisfaction, service quality,
perceived brand value and mood are included. Findings of the previous
researches have been summarized and all focal points of the research constructs

were explained.



Second part consists of describing the methodology used in the research. Design
of the research, sample selection, data collection, questionnaire design,
development of the framework and research constructs were all specified in
detail.

In the third part, statistics of the sample were revealed, and the cultural
dimensions of Turkey and Bosnia and Herzegovina were analyzed and
compared. Factor, reliability and regression analysis were applied to test the

developed hypotheses.

Final part includes interpretation of the research findings, managerial use of
presented results, limitations of the study and notes for future ones.

Questionnaires used for the purpose of the study are found in the Appendix part.

2. LITERATURE REVIEW

In this section, a review of the literature including the topics on customer
satisfaction, service quality, perceived brand value and the definition of mood
will be evaluated. It is based on the articles and books written by different
academicians, published from the year 1981 to the year 2018. The review
consists of various definitions, explanations and some models of the topics

mentioned before.

2.1. Customer Satisfaction

Many previous papers have been written on the topic of customer satisfaction.
Before the 90’s, Oliver (1981) defined customer satisfaction as a “summary
psychological state resulting when the emotion surrounding disconfirmed
expectations is coupled with the customer’s prior feelings about the

consumption experience”. It has also been defined as an evaluation of post-



purchase based on the expectations prior to the purchase (Kotler 1991, Casalo
et al. 2008). If you simply type the word satisfaction into Oxford dictionary,
the definition you will get is “fulfilment of one’s wishes, expectations, or
needs”, and that is the core of understanding what this term is about (Oxford
Dictionary of English 2010).

As a concept, it has been present in the retail markets for a while and many
different academicians point out customer satisfaction as one of the main factors

influencing companies’ profitability, success and survival (Angelova and ZeKiri

2011, Jashireh et al. 2016).

Satisfaction depends on the ones expectations before, the feelings during the
purchase phase, the behavior it brings after the purchase and highly influences
customers further buying habits (Tong 2015). It is well known that a customer
who has positive post-purchase experience and is satisfied with the product or
service, is more likely to purchase the same product/service than the customer
who is not satisfied. Those who are highly satisfied, along with the continuous
purchase also tend to spread positive word-of-mouth to others, and in many
situations become loyal customers for their whole life (Schiffman and Wisenblit
2015; p.44). Exactly because of this reason, for many companies, customer
satisfaction became crucial for gaining and maintaining overall success and
customer loyalty in a market competitive as it is nowadays (Mohammad 2012,
Jashireh et al. 2016). Moreover, some businesses tend to not only meet but to
exceed the expectations of the customers’, aiming to gain their commitment

(Martin et al. 2008, Petzer and Mackay 2014).

When it comes to service sector, customer satisfaction is seen as a result of
global interpretation of elements which composes relationship between the
service provider and the customer (Severt 2002, Casalo et al. 2008) and some
researches divide it into a disposition supported by economy and economic
conditions (volume of sales, profitability) or as a cognitive factor induced by
fulfilled promises (Geyskens et al. 1999, Casalo et al. 2008).



Generally, in services it is not only one specific task which is evaluated, rather
the whole environment and the overall performance. When we take restaurant
as an example, aspects such as service received, food quality are all evaluated
to see if they match with the expectations of a customer (Jangga et al. 2012
Patzer and Mackay 2014). This statement is further supported by the study
conducted by Ha and Jang (2010), stating that the quality of food and the service

delivered influences customer satisfaction.

2.1.1. Factors influencing satisfaction

Hokanson (1995) defined following factors as the ones having direct impact on
the customer satisfaction: employee’s knowledge, friendliness and willingness
to help, correct billing and fair pricing, quality of the service and its fast delivery
and receiving overall good value. In the service sector, two most important
factors influencing satisfaction are perceived value and the service quality
(Angelova and Zekiri 2011).

Some further studies suggest that satisfaction is closely related to the emotions
and feelings such as delight, happiness, relief and acceptance (Hoyer and
Maclnnis 2001). Skills of communication between the customer and employee
also contribute to the level of one’s satisfaction or dissatisfaction (Tong 2015).
Furthermore, customers who had negative experience usually spread negative
word-of-mouth and adverse marketing to the other customers which can directly
affect one’s expectations or lower their perceived value (Schiffman and

Wisenblit 2015; p.44).

2.2.  Service

Service as an industry plays important role in the economies of the world

nowadays. During only the last five years, there was a rapid growth in the sector
and a switch where US customers tend to spend more on the experiences and



the services, rather than spending on the goods for their households (Deloitte
Center 2017).

In 2007, Grsnroos defined service as “a process consisting of a series of more
or less intangible activities that normally, but not necessarily always, take place
in interactions between the customer and service employee and/or physical
resources or goods and/or systems of the service provider, which are provided
as solutions to customer problems”. However, services may not always be
provided as a solution to problems, but as a need or simple demand from a
customer. Kotler et al. (2009) argued the definition above by stating services

are “essentially intangible” and they do not “result in ownership of anything”.

Unlike goods, services are intangible and have no physical apparent, but same
as goods they provide value for the customers (Angelova and Zekiri 2011).

2.2.1. Service quality

Parasuraman et al. (1988) described service quality as the measurement of
customer’s observed quality of an organizational unit’s perfection or dominance
in the overall delivery of the service. Moreover, this perceived quality is an
attitude (Parasuraman et al. 1988) where a customer is influenced by the
expectations and the objectivity of the service and is described as an opinion
rather than feeling of satisfaction or dissatisfaction. It is the customer’s
approach and overall perception of the service which affect the evaluation of
quality level (Jashireh et al. 2016).

For managers, understanding the service quality and customers expectation
became one of the major fields of interest as it is closely related to the
performance of their businesses (Angelova and Zekiri, 2011). Providing a good
service is nowadays seen as a differentiation point of a company, as consumers
value the high quality of performances which they aim to get from the
employees and they tend to visit firms which meet their expectations. By having

more competition, firms’ key to success in overcoming, or being in the seek of



competitive market and gaining profit, is being able to provide high service
quality by having the core focus set on the customer (Chiara et al. 2007, Jashireh
et al. 2016).

Services are determined by its intangibility, variability, perishability and
inseparability of production and consumption (Schiffman and Wisenblit 2015;
p.139). It is exactly these factors which make it problematic and more

challenging to evaluate in terms of its level of quality.

The consumption and the production of the services are often processed in the
same period while the consumer is present in the service provider center. It is
the element of human presence which increases the chances of making a mistake
while delivering or producing the service, because intangibility of the service
makes controlling it very hard (Bowen, 1986, Ramseook-Munhurrun et al.,
2010).

Due to its determining factors such as the one before, customers often tend to
use indicators related to the service (Schiffman and Wisenblit 2015; p.139).
When in a restaurant, for instance, a customer does not only rely on the quality
of the food, rather needs to be satisfied with the quality of the received service
during the meal (Omar et al. 2016). Furthermore, these indicators can be visual
appearance of the area where the service is performed, look of the personnel,
their knowledge and professionality, etc. In the 2000, a study conducted by
Kivela et. al, states that the chances of customer retreating himself/herself in the
same restaurant again depends on the quality of the service, impact the place

leaves, quality of the food, atmosphere and the comfort of being there.

When it comes to the standardization of the services, there needs to be
differentiation and a standard unit of standardizing cannot be used (Morschel et
al. 2002). The list of elements affecting the overall delivery and the factors
influencing consumers perception of quality is too long. It is the human element
which is the hardest to standardize, since employee or the customer can be in

different moods, may want different and customized approach and value the



quality based on the interaction. Also, having the problem with too high demand
at a certain point of time might lower the quality of delivered service. What
many firms are trying to do to solve the problem of inconsistency and the errors
in service delivery, is making special offers to attract consumers in the time
when there is less demand, so that it is not overcrowded in any point of time
(Schiffman and Wisenblit 2015; p.139). “Happy hour” or special price in certain

time offerings are perfect examples.

Over the years, many different models were developed by different researches
on how to measure level of service quality. Perception of the quality of the
service obtained by the consumer, is one of the most objective and relevant
measurement for the actual firm’s service level (Parasuraman et al. 1988). The
tool used to measure this perceived customer’s quality is mostly the
SERVQUAL (Parasuraman et al. 1988) and it is based on the five dimensions
of the services including tangibles, reliability, responsiveness, assurance and
empathy. According to the authors of the model, customers use these five
dimensions to evaluate the overall level of service quality. SERVQUAL model,
besides the five dimensions, includes 22 scales used to asses this perceived

quality.

Tangible stands for the physical elements of the service, which can be touched.
It includes the environment, tools and the employees, etc. Usually, tangible
elements are used for declaring the image of the service provider’s brand and
the visual quality as the intangibility of the actual services may fail to deliver
the intended value (Kasapila 2006, Omar et al. 2016). Reliability of the services
indicates the precise and decisive delivery of the firm’s promises.
Responsiveness dimension is used to measure the service providers willingness
to help their customers and their efficiency. Knowledge of the personnel, their
ability to communicate and imply trust to customers is related to the assurance.
Zeithaml and Bitner (2003) found this element of great importance when the
customer is insecure about the restaurant’s offering and the waiter can convey

customers to order without uncertainty or fear. Empathy, on the other hand,



refers to feeling of caring and the keeping in mind and reality every customer
as an individual worth attention. Empathy can be shown by simply referring to

the customer by his/her name or remembering their usual.

Furthermore, gaps in service quality like positioning, specification, delivery,
communication and perception can be identified through the SERVQUAL
model (Parasuraman et al. 1988). They can be used to identify the fails such as
miscommunication, customer preferences, employee not understanding what
the management wants, customer expectations versus actual perception, and

guide the management towards them (Naidoo et al. 2010).

Another model developed by Gronroos (1982), describes service quality as a
consequence of both customers’ expectations and actual experience of the
service quality. He divided service quality into three dimensions: technical,

functional and corporate image. The model is illustrated in the figure below.



Figure 1 - Service quality model

Expected Perceived Perceived
service service quality service

Technical Functional
quality quality
What? How?

Adopted from Groéroos (1984)

Technical quality refers to what the customer receives by the delivered service.
The question “How?” is answered by the functional quality, which is the way
in which the service is provided and delivered to the customer. “What?” in the
technical quality part of the model refers to the quality of the performed service
after itis delivered. Corporate image is composed of the technical and functional
quality. Moreover, it is easily affected by the marketing campaigns, price

system, word-of-mouth and needs of customers (Jashireh et al. 2016). Overall

10



evaluation of the perceived quality is affected by the corporate image, expected

and perceived service.

Generally, what we can see is that authors’ base for defining the service quality
is that customers compare their expected level of service performance with the
one delivered, and that the final delivery is affected by the overall process of
service production and serving (Parasuraman et al.1985, Angelova and Zekiri
2011).

2.2.2. Service quality and customer satisfaction

Although closely linked, service quality and customer satisfaction are two
separate concepts. Service quality is a “form of attitude, related but not
equivalent to satisfaction” (Parasuraman et al. 1988). Some authors believe
satisfaction is precedent of service quality and that as such, it affects the opinion
and evaluation of the service quality (Carman 1990, Bolton and Drew 1991,
Markovi¢ et al. 2009).

To sum up, there are no definitions which can be used to define these two terms
as a one, rather than as a complex relationship in which one affects another.
They are seperate but have joint points. After employee delivers the service to
the customer, customer evaluates the quality level and forms either attitude of
being satisfied or dissatisfied (Bitner et al. 1990, Jshireh et al. 2016).

2.3. Perceived brand value

Perceived value is the consumers evaluation of the product or a service based
on the overall perception of what is acquired and what is gained (Zeithaml 1988,
Petzer and Mackay 2014). Nilson (1992) defined it as “consumer’s expression

of the product benefits”.

Value differs from customer to customer, as it is based on individual perception
and beliefs. It is the view of a customer, in which “perceived benefits and

sacrifices are processed simultaneously in the customer’s mind” (Martin et al.

11



2004, p.54, lcazuriaga 2016). Mostly, the perception can be consequence of
subjectivity, but even as such, it can guide managers to build strategies and learn

how to answer to customer needs (Angelova and Zekiri 2011).

Customer always have some perception before consuming the service or a
product. Ha and Jang (2012) categorize two dimensions of perceived value in
the restaurant: food quality and service quality. According to their study, both
need to be meeting the customer’s expectations to have high overall perceived
brand value. Besides these two dimensions, restaurant managers need to
acknowledge factors such as taste of the food, visual presentation, pricing, and

value for money (Jangga et al. 2012, Petzer and Mackay 2014).

Scale used to measure the perceived value is PERVAL (Sweeney and Soutar
2001) and it is composed of four dimensions such as quality, price, emotional
and social value. It is usually used to measure tangible products’ perceived value
and can be tested in the pre and post-purchase phase (Icazuriaga 2016). Even
though, it is methodologically correct, according to some researches it lacks the
evaluation of overall perception, rather it focuses more on the post-purchase
value results (Gallarza and Gil 2006, Sanchez et al. 2006, Petrick 2003,
Icazuriaga 2016). Gronroos (1997) divided perceived value into functional,
standing for rational assessment, and emotional, which includes feelings about

the product or a service.

2.3.1. Perceived brand value and customer satisfaction

Level of perceived value of the delivered service, or of the brand in general, is
closely related to the customer satisfaction (Angelova and Zekiri 2011).
Demirgiines (2015) defines customer satisfaction as the result of “customer’s
perception of value received”. If the perception meets customers expectation, it

is more likely that customer will be satisfied.

For satisfaction to occur, benefits need to overcome the costs and the experience

needs to meet the expectations of a customer. Furthermore, if a customer pays

12



less and the experience exceeds his expectations, both the perceived value and
satisfaction will increase. Similarly, if some unforeseen upturn in the price or
benefits occurs after purchasing the product or a service, a decrease in customer
satisfaction will occur (Omar et al. 2011). For firms, perceived brand value is
foreseen as one of the most important elements for being in the peak of
competitive market and is also one of the important elements predicting
satisfaction of the customers (Milfelner et al. 2011). In the study conducted by
Demirgiines (2015), perceived value was highly liked to the customer
satisfaction in terms of predicting its outcome and the intentions of the
customer. Some other studies, also found perceived value playing an important
factor in shaping the decision-making process of a customer, implying
behavioral intentions are also an outcome of perceived value (Zeithaml 1988,
Omar et al. 2016). Recommending a product or a service is also considered to
be originating from the perceived value (Bowen and Shoemaker 2003, Ladhari
et al. 2008, Omar et al. 2016).

2.4. Definition of Mood

Mood is defined as an “affective state” (Kumar 1997, Smith and Kosslyn 2007,
Turner 2007) of mind which is triggered by the personal feeling (Smith and
Kosslyn 2007, pg. 328). It is the “appropriate designation for affective states
that are about nothing specific or about everything” (Frijda 2009, pg. 258). It is
seen as an independent perception of elements of affect (Gardner 1985,
Swinyard 1993) and its’ “cause may not always be easy to identify” (Ekkekakis
2013) because it “often (though not always) lacks a contextual stimulus” (P.

Robbins and Judge 2007, pg. 260).

Independent measures best used to describe and characterize mood are positive
and negative, and mood, in the market, reflects the feeling a customer has during
the confrontation of the employee providing the specific service (Ruyter and
Bloemer 1998). Psychologists define mood as “positive or negative emotional

state of varying intensity that changes in response to life’s circumstances”
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(Polak et al. 2015). Positive or negative mood can be induced by something
undifferentiated and an individual may not be able to specify the source of it, as
it is not a response to a certain event or a person (P. Robbins and Judge 2007,
pg. 260). For example, when we are down and in a bad mood, it may last for
few hours or for a month and that feeling cannot be directly related to anything
specific. Mood is believed to be composed of considerable number of emotions
and is a cognitive state (P. Robbins and Judge 2007, pg. 261) and as such, it
affects the one’s perception and thinking.

It is believed that individuals seek to be in a positive mood and tend to escape
from the situations which bring them in the negative mood (Clark and Isen 1982,
Ruyter and Bloemer 1998). Thus, in an environment where negative affect or
influence on a customer may occur, it will most likely be avoided. Affects which
initiate the positive mood states include emotions such as excitement, happiness
and calmness while nervousness, sadness, depression, boredom or tense

emotions initiate negative mood (P. Robbins and Judge 2007, pg. 265).

2.4.1. Differences between mood and emotion

Although emotion and mood are mostly used in the same context, majority of
the researches and academicians agree they have connecting points but are still
very distinct (Beedie et al. 2005, Kocabulut and Albayrak 2016). Emotions are
defined as “a complex set of interrelated sub-events concerned with a specific
object” (Russell and Barrett 1999, pg. 806). Unlike moods which are related to
a non-specific cause (P. Robbins and Judge 2007, pg. 260), emotions are
triggered by certain and specific thing, event or a person (Ekkekakis 2012).
Emotions are conditions affected by the subjectivity of the experience and they
are composed of “evaluation and appraisal, motivation and bodily responses

such as arousal and facial expression” (Smith and Kosslyn 2007, pg.328).

Reactions which lead to creation of emotions are bound to a limited amount of
time (Smith and Kosslyn 2007, pg. 328), while for moods there are no

correlations with the specificity of time intervals in which they could occur.
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Furthermore, emotion is a momentary and intensified feeling, and mood is a
long-lasting and less intense feeling (Kocabulut and Albayrak 2016). Unlike
mood, emotions are numerous and diverse such as being angry, sad, happy,
surprised, feared or disguised, they can be distinguished by the one’s facial
expression and in general influence individuals to act accordingly to the feeling
they have (P. Robbins and Judge 2007, pg. 265).

According to Robbins and Judge’s definitions, both emotions and moods can
easily influence and leave impact one on another ((P. Robbins and Judge 2007,
pg. 265), e.g. when being extremely happy for some specific reason, may lead
to being in a positive mood for a long period of time. In some studies (e.g.
Oatley and Jenkins 1996, pg.125; Tosun 2018) mood is defined as a state of an
emotion, lasting for few hours or days or as a state which includes emotions
(White 2006, Tosun 2018).

Exacting the differences between moods and emotions is very hard. Some of the
main points of differentiation are the causes of their initiation and triggering,
time duration of the feeling and the intensity.

2.4.2. Relationship between mood and satisfaction

Not many researches have been made on the impact of mood states on customer
satisfaction. Some psychologists have found that higher customer satisfaction is
directly related with the positive mood and power of a customer as an individual
(Cunningham 1979, Forest et al. 1979; Gardner and Hill 1990). Oliver (1993)
also proposed that both positive and negative moods are linked with the level of

perceived satisfaction of a customer.

Furthermore, in some studies, it has been found that mood, particularly the
positive mood, has a significant impact on probable positive behavior of a
customer (Isen and Simmonds 1978, Forest et al. 1979; Gardner and Hill 1990).
This behavior includes acts of consumers leading to a positive result and their

overall satisfaction. Moreover, feelings such as being happy, relieved and
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excited are related to satisfaction (Hoyer and Maclnnis 2001, Singh 2006).
Thus, if the duration of these feelings is longer, they can be components of a
mood a customer is in, and as such will be associated with the level of customer
satisfaction. Hollingworth et al. (2007) used this proposition when obtaining a
research about the correlation between mood and job satisfaction. By using the
“stress arousal checklist” (Hollingworth et al. 2007) as a leverage on mood of
the workers, it has been found that high level of stress is directly influencing
low level of satisfaction with the job and position (Hollingworth et al. 2007).
Less satisfied workers tend to be in a negative mood.

Huang et al. (2010), in their study, state that “mood, together with visitor
expectations and performance evaluation was found to be significantly related
to satisfaction and future intentions to recommend shows to others”. According
to their study, understanding the moods of customers is an important factor for
companies. By understanding their needs and mood, the management can ease
the process of achieved higher level of satisfaction (Huang et al. 2010).

Also, smile of an employee can trigger the positive mood and, in the study,
conducted by Pugh (2001), it was found as a leading factor in greater perception
of service quality and higher customer satisfaction (Barger and Grandey 2006).
Meng and Sirakaya-Turk (2010) state that overall satisfaction of the customers,
particularly tourists, depends on positive and negative mood. Tourists in
negative mood were generally less satisfied with the tours than the ones in

positive mood (Meng and Sirakaya-Turk 2010).

However, some studies suggest that mood and satisfaction are not dependent.
Ruyer and Bloemer (1998) state that these two concepts are both unique and
specific and are not directly affecting each other (Abelson et al. 1982, George
1989, George and Brief 1992, George and Jones 1996, Ruyer and Bloemer
1998). The base for their thinking is distinguishing the difference between the
evaluation process of mood and satisfaction. For example, mood is more related

to the feelings and affect during the stage of receiving the service, while
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customer for satisfaction evaluation considers the whole process (Ruyer and
Bloemer 1998).

2.4.3. Relationship between mood and behavior of customers

In the researches conducted until today, many different factors and behavior
patterns are influenced by the mood of an individual. Ruyter and Bloemer
(1998) found out that positive mood is directly connected with the loyalty of a
customer. When in a high positive mood during the process of service delivery
and experience, customers tend to relate that experience to highly satisfied and
visit the same service provider more than once (Ruyer and Bloemer 1998).
Bitner (1992), in his study, stated that mood is affecting the number of visits of
the customer. Atmospherics and the environment of the service provider are
additional factor affecting the mood (Berens 2010). Customer which enjoys the
environment of a service providing center, is believed to be in a positive mood,
or his/her mood can be influenced in a positive way leading to greater

satisfaction with the delivered service (Spies et al. 1997, Berens 2010).

Amount of money spent is shown to be related with the mood (Bitner 1992,
Spies et al. 1997, Berens 2010). In the study conducted by Parker and Brown
(1982), individuals in negative mood intend to go more often and do more
shopping than the ones in positive mood. They also tend to buy more themselves
products, rather than buying for others, and the period of staying in the stores
was longer than the positive mood sample (Parker and Brown 1982, Luomala
and Laaksonen 1995). Brand of the preference, in terms of doing more or less
research about them, also depends on the mood (Gardner and Hill 1988, Berens
2010). When in positive mood, less information about products is needed
(Brewer and Hewstone 2004, pg. 118, Tosun 2018) before their purchase and
these customers show greater willingness to try different products than the ones
in negative mood (Gardner and Hill 1988, Berens 2010). Pornpitakpan et al.

(2017) revealed that positive mood is inspires and strengthens individuals in
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risk taking, making decisions in short time period, to rely on their intuition and

opinion while making the purchase.

Koch and Forgas (2012) argued that one’s mood influences the amount of
attention customers have. In their study, positive mood is related to less
attention given to attributes around the customer, while customers in negative
mood gave more attention to those attributes (Koch and Forgas 2012). Mood is
affecting the cognitive processes of individuals (Pornpitakpan et al. 2017) and
their process of decision making (Kuru-Salo 2013). Consumers with positive
mood are believed to allow more intuitive behavior, ignore errors and use more
logic during their behavior and performance as customers (Kahneman 2011,
Karu-Salo 2013). Moreover, White (2006) states that mood is highly
influencing the perception of the quality and the overall service performance.
The perception of the service is more positive when consumers are in positive
mood (Mattila and Wirtz 2000, Karu-Salo 2013).

Generally, judgement of the consumer is influenced by the mood (Pornpitakan
et al. 2017), as is the evaluation of the services (Gardner 1985; Knowles et al.
1993; Mattila and Enz 2002; Pornpitakan et al. 2017). When in negative mood,
evaluation of the service is more negative than when customers are in a positive
mood during the service delivery and after receiving the service (Meng and
Sirakaya-Turk 2010). Donovan and Rossiter (1982) also found positive mood
was to be closely related to the positive evaluation (Berens 2010). Furthermore,
solving problems on creative basis and more easily is found to occur more often
by individuals in positive mood (Brewer and Hewstone 2004, pg. 72, Tosun
2018).

As the literature points out, customer satisfaction is one of the main goals of
firms operating in any industry, and the elements shaping and leading to it are
very important to be understood and studied. How the customer perceives
overall performances of the service, product purchase, their prior expectations,

emotions are still very common in the topics of many studies.
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When it comes to the service sector, perception of the level of service quality
and the perceived brand value are factors directly influencing satisfaction
(Angelova and Zekiri 2011). In this research, our aim is to add mood to the list
of these factors. We will measure the extend to which mood as a cognitive,
intangible state, affecting thinking and perception (P. Robbins and Judge 2007,

pg. 261), has an overall effect on satisfaction.

3. METHODOLOGY

After defining all the variables in the literature review part, a questionnaire was
created for the survey and used to collect data from the sample group. After
being collected, it was analyzed and discussed.

3.1. Research design

The aim of this research is to support hypotheses by testing the relationship
between following variables; mood, perceived service quality level, perceived
brand value and customer satisfaction. In this thesis, we will be comparing the
cultural differences by collecting and analyzing the results from two countries,

Turkey and Bosnia and Herzegovina.

Quantitative data was collected by using questionnaires in the survey as a

research method.

3.2.  Sample selection

For the research to be reliable, population number participating in the
questionnaire had to be meaningful and not too small. Due to the time and
accessibility limitation, convenience sampling method was used, and the
subjects chosen are the university students. In this research, additionally, sample

was divided based on the country of residence, Turkey and Bosnia and
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Herzegovina, and is proportional. Total size of the sample is three hundred, one
hundred fifty responders from Turkey and one hundred fifty from Bosnia and

Herzegovina.

3.3. Data collection

Research data was collected in Turkey and in Bosnia and Herzegovina.
Questionnaires were distributed by using four different university platforms:
two in Turkey and two in Boshia and Herzegovina. Questionnaires were
uploaded on to Bilgi University e-platform and Istanbul Technical University
e-platform in Turkey and, on School of Business and Economies e-platform and

International University of Sarajevo e-platform in Bosnia and Herzegovina.

3.4.  Questionnaire design

By using previous papers and research methods, a questionnaire (Appendix 1)
was formed and designed to fit the needs of testing the hypotheses. The
questionnaire was divided into five sections including collecting data on
demographics (age, gender, country of residence, education level and current
occupation), mood, service quality, perceived brand value and customer
satisfaction. Demographic data, as mentioned, consists of five items, and these
items are used to profile the sample and divide data by respondents’ country of
residence. The section regarding the mood variable includes 4 items which are
measured using the 5-point Likert scale. Service quality section includes 22
items measured. The fourth part, perceived brand value, consists of 8 items, and
the customer satisfaction section includes 3 different items and all the

mentioned are measured by using the 5-point Likert scale.

To answer on the service quality, perceived brand value and customer
satisfaction section, participants of the study were asked to name their favorite

retail brand store, and to think about it while answering the questions.
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3.5.  The development of the theoretical framework for the
research

Examining the effect of mood states on customer satisfaction, more precisely
the effect of mood as an independent variable on service quality and perceived
brand value and the influence it has on the satisfaction of a customer, was the

main idea while developing the conceptual model of this study.

In the figure below, you can see the theoretical framework developed for this

research paper.
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Figure 2 - Conceptual Model for the research
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Hypotheses to be tested in this research are following:

H1: There is a positive relationship between negative mood and low perceived

service quality level.

H2: There is a positive relationship between positive mood and high perceived

service quality level.

H3: There is a positive relationship between positive mood and high perceived

brand value.

H4: There is a positive relationship between negative mood and low perceived

brand value.

H5: There is a positive relationship between perceived service quality and

mood.

H6: There is a positive relationship between perceived brand value level and

mood.

H7: The higher the level of service quality, the higher the level of customer

satisfaction.

H8: The higher the level of perceived brand value, the higher the level of

customer satisfaction.

3.6.  Research constructs

3.6.1. Mood construct

To measure mood in this study, items adopted from Swinyard (1993), Mattila
and Enz (2002), White (2006) and Albayrak and Kocabult (2016) were used.

The items were measured by using the 5-point Likert scale, with the answers in

range from “strongly disagree” to “strongly agree”.
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Table 1 - Mood construct

Items

Currently 1 am in a good mood

MOGD As | answer these questions I feel cheerful

For some reason | am not comfortable right now*

At this moment | feel edgy or irritable*

**reverse scored

3.6.2. Service quality construct

Service quality was measured by using the Parasuraman, Zeithaml and Berry’s
(1988) and Chingang and Lukang (2010) 22 item scale and a 5-point Likert
scale unit, ranging from “strongly disagree” to “strongly agree”. 22 item scales
are divided into five subdimensions: tangibles, reliability, responsiveness,

assurance and empathy and are altered to fit the purpose of this research.

Participants of the survey were asked to answer following questions while
thinking about their favorite retail brand.

Table 2 - Service quality construct

Subdimensions Item

Retail brand's store has up-to-date equipment.

Physical fascilities are virtually appealing.

Employees are well dressed and appear neat.
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SERVICE
QUALITY

Tangibles Physical environment in the store is appropriate
for the service provided.
When they promise to do something by a certain
time, they do it.
Reliability When customer has a problem, they should show

sincere interest in solving the problem.

Retail brand's store perform the service right.

They provide their services at the time they

promised to do so.

They keep their records accurately.

Responsiveness

Employees make information easily obtainable by

customers.

Employees give prompt services to customers.

Employees are always willing to help customers.

Employees are never too busy to respond to

customer requests.

Assurance

The behavior of employees instill trust in

customers.

Customers feel safe in their transactions with the

employees.

Employees are polite to customers.

Employees of the retail store have knowledge to

answer to customer's questions and attention.

Each customer is given individual attention.

Operating hours of the retail store are convenient

to customers.
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Employees give customers personal service.

Empathy Retail brand has their customer's interest at heart.

Employees of the retail brand stores understand

the specific needs of their customers.

3.6.3. Perceived brand value construct

Perceived brand value measurement of 11 items were adopted from the study
conducted by Omar et al. (2007), Peng and Liang (2013) and Demirgiines
(2015) and were measured by using 5-point Likert scale. This variable was
divided into four subdimensions- perceived functional value, perceived price
value, perceived emotional value and perceived social value. The items were

adjusted to fit the purpose of this research.

Participants of the survey were asked to answer the following questions while

thinking about their favorite retail brand.

Table 3 - Perceived brand value construct

Subdimensions Items

Retail products have consistent quality.

; Retail products are what | really need.
Perceived P y

. Products perform consistently.
functional value

26



PERCEIVED
BRAND
VALUE

Perceived price

value

Products are reasonably priced.

Retail's products offer value for money.

Perceived

emotional value

Retail products make me want to buy it.

Retail products make me feel good.

Retail products give me pleasure.

Perceived social

value

Retail products would help me feel
acceptable.

Retail products would cause the interest

of others.

Retail products would promote friendship

between me and my friends.

3.6.4. Customer satisfaction constructs

Satisfaction of the customers variable was measured by using 3 items adopted
from the studies conducted by Omar et al. (2007), Chen and Fu (2015) and

Demirgiines (2015) and measured using the 5-point Likert scale, answers

ranging from “strongly disagree” to “strongly agree”. Items were adjusted to fit

the purpose of this study.

Participants of the survey were asked to answer following questions while

thinking about their favorite retail brand.
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Table 4 - Customer satisfaction construct

Items

CUSTOMER I am very satisfied with the retail brand's products.
SATISFACTION

Retail brand's products are the right decision.

Retail brand's products satisfy my needs.

4. DATA ANALYSIS AND DISCUSSION

Collected data was analyzed by using the Statistical Package for Social Sciences
(SPSS), factor and regression analysis as methods from the same computer
program, collected data was analyzed. Structure of the sample demographics,
reliability of the data and results, and the relationship between the independent
and dependent variables under the effect of mood as the mediator were revealed.

4.1. Descriptive statistics for demographic variables

Descriptive statistics used for this questionnaire were gender, age, country of
residence, level of education and the current occupation.

4.1.1. Gender

Both male and female respondents are in the sample of this research. From the
total number of 300 surveys, 99 were answered by male, and 201 by female
respondents. This makes totally 33% of male respondents, and 67% of female
respondents.

As the country of residence is one of the most important distinguishing factors
for the later analysis and the results of the study, we have analyzed the gender
ratio in Turkey and Bosnia and Herzegovina according to the given data. In
Turkey, 61 respondents were male, and 89 females. In Bosnia and Herzegovina,
the number of male participants is slightly lower with only 38 male respondents,
while there were 112 female respondents.
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Table 5 - Total gender of the sample

Total Gender

Country of Gender Frequency Percent
residence
Turkey Male 61 20
Female 89 30
Bosnia and Male 38 13
Herzegovina

Female 112 37
Total 300 100

4.1.2. Age

The age of the respondents ranges between 17 years and 30 years old. Majority
of the respondents were aged between 21 to 24 years (68.66%). Five answers
are missing; therefore, a total number of answers is 295.

4.1.3. Country of residence

From the total number of 300 respondents in the survey, 50 % (150) of the
participants were from Turkey, and the other 50 % (150) were from Bosnia and
Herzegovina.
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Table 6- Country of residence of the sample

Country of residence

Frequency Percent
Turkey 150 50
Bosnia and
. 150 50
Herzegovina
Total 300 100

4.1.4. Education

The highest educational level of the respondents consists of primary school (2.6
%), high school (32.6%), two-year degree (2 %), bachelor’s degree (51 %),
master’s degree (11.3 %) and doctorate degree (0.3 %).

30



Table 7 - Level of education of the sample

Total level of education

Frequency in

Frequency in

Turkey Bosnia and Total percent
Herzegovina
Primary school 1 7 2.6
High school 44 54 32.6
Two-year 6 - 2
degree
Bachelor’s 51
degree 84 69
Master’s degree 14 20 11.3
Doctorate 1 - 0.3
degree
Total 150 150 100

4.1.5. Occupation

Occupation of the respondents consists of 239 students (79.6 %), employees in
a firm (11.3 %), government sector workers (1.3 %), owners of a business (2.3

%), housewives (0.6 %) and 14 respondents with other occupation (4.6 %).
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Table 8 - Occupation of the sample

Occupation
Frequency in
Frequency in Bosnia and Total percent
Turkey Herzegovina
Student 128 111 79.6
Employee in a
firm 10 24 11.3
Government
sector employee 2 2 1.3
Owner of a 2 5 2.3
business
Housewife 1 1 0.6
Other 7 7 4.6
Total 150 150 100

4.2. Cultural values and differences

According to Hofstede (2001), culture is a “collective programming of the mind
which distinguishes the member of one group or category of people from another”
and five dimensions are used to define the values of culture. These dimensions are
“power distance, uncertainty avoidance, individualism, masculinity and long-term

orientation” (Hofstede 2009). All the mentioned dimensions are used to describe
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how society and individuals of a certain culture behave, what their characteristics

are, and based on which factors they make their decisions (Podrug et al. 2006).

Hofstede (2001) described power distance as a measurement for the “extend to
which less powerful members of institutions and organizations within a country
expect and accept that power is distributed unequally”. In different countries and

cultures, individuals reflect this either as an issue, or just do not mind the inequality.

Uncertainty avoidance is used for “extent to which the members of a culture feel
threatened by certain and unknown situations” (Hofstede 2001) measure.
Individuals with low uncertainty avoidance are more risk oriented than the ones
with high uncertainty avoidance, do not follow rules and are not too scared about
things unknown (Hofstede 1980).

Individualism/collectivism is the dimension which measures if individuals of a
culture are either more caring about themselves as individual creatures or tend to

protect society and are strongly attached to other members of it (Hofstede 2001).

Masculinity, as a name states, measures the extent to which gender roles are
distinguished; “men are supposed to be assertive, tough and focused on material
success, women are supposed to be modest, tender, and concerned with the quality
of life” (Podrug et al. 2006). Opposite of masculinity is the femininity, where
gender distinction is equal and both male and female care about the life quality
rather than materialism (Hofstede 2001).

Long-term orientation is used to describe culture which is future oriented, and
opposite of it is the short-term orientation, describing culture holding to their past
and being in the present, caring about the tradition and social values (Hofstede and
Hofstede 2005, Podrug et al. 2006)

Nowadays, it is crucial to understand how different cultures function, especially for
firms who are trying to enter new markets and become global. Moreover, skills of
managers by understanding their partners from different regions, different clients

and competition are getting stronger and more valuable (Podrug et al. 2006).
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4.2.1. Turkey’s Hofstede dimension values

The five dimensions of cultural values of Turkey are presented in the table below.

Table 9- Hofstede's dimension values of Turkey

Dimension name Value
Power distance 66
Individualism/collectivism 37
Masculinity/ Femininity 45
Uncertainty avoidance 85
Long-term ori_entati_on/ short-term 46
orientation

Adopted from Hofstede et al. (2010)

4.2.2. Bosnia and Herzegovina’s Hofstede dimension values

Five-dimension values of the culture in Bosnia and Herzegovina are revealed in the
table below. The values were not originally measured by Hofstede as they are
unavailable in his work. Hofstede (2001) obtained results of five-dimension values
for ex-Yugoslavia, including Croatia, Serbia and Slovenia. Podrug et al. (2006)
made a research on a sample consisting of graduate students from Croatia, Slovenia
and Bosnia and Herzegovina and by using 94 Value survey model questionnaire
they got the values of the national cultures (Podrug et al. 2006).

Since the estimated values of cultural dimensions of Croatia and Slovenia,

conducted by Hofstede were proved to be similar in the study conducted by Podrug
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et al. (2006), these values were used to describe culture of Bosnia and Herzegovina

for the purpose of this research.

Table 10- Hofstede's dimension values of Bosnia and Herzegovina

Dimension name Value
Power distance 40,78
Individualism/collectivism 73,78
Masculinity/ Femininity 83
Uncertainty avoidance 63,39
Long-term orientation/ short-term
orientation 29,73

Adopted from Podrug et al. (2006)

4.2.3. Comparison of five-dimensions of Turkey and Bosnia and Herzegovina

Based on the five-dimension values of culture, the results of two countries were

evaluated and compared.

4.2.3.1. Power distance

Power distance value of Turkey is 66, which is a score indicating society is more
tolerant towards inequality, were everyone needs to know their part and role and
where the power is split equally (Hofstede et al. 2010). In the working environment,
boss and managers are the one in control, while in the households’ father figure is
the one who makes major decisions, but everyone knows parts of their obligations
(Hofstede et al. 2010).
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In Bosnia and Herzegovina, with a score 40.78, society is marked with dependence,
assurance and equality is an important value (Hostede et al. 2010). Accessibility,
reliance and assistance of individuals who are good in something is very common
and a society in which individual wants to be a part of decision making process
including themselves (Hofstede et al. 2010).

4.2.3.2. Individualism/collectivism

Turkey with a score of 37, has more collectivistic society. Individuals think “we”
rather than “I”, are more protective and caring towards group of people who have
their trust and are loyal (Hofstede et al. 2010). This kind of societies is proven to
be more open toward individuals outside of their group (Hofstede et al. 2010).
Families tend to be more patriarchal, and one is very protective and respectful of it
(Hofstede et al. 2010).

Bosnia and Herzegovina, on the other hand, scored 73.35, which indicates high
level of individualism. This refers to the society being more self-caring, taking care

of themselves and closest family (Hofstede et al. 2010).

4.2.3.3. Masculinity/femininity

Score equal to 45 is characterizing Turkey as a feminine society. Quality of the life
is one of the most important values in such culture (Hofstede et al. 2010). Gender
difference is smaller than in the countries with higher scores, and the society is
encouraging relaxation time with families and friends (Hofstede et al. 2010).

On the other hand, Bosnia and Herzegovina with a score 83 has a masculine culture.
In a society like this, gender roles are distinct, there is a greater gap and value is
placed on material rather than on the leisure and quality (Hofstede et al. 2010).
Individuals in masculine societies tend to be more competitive (Hofstede et al.
2010).
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4.2.3.4. Uncertainty avoidance

Uncertainty avoidance is high in both countries, with a score 85 in Turkey, and
63.39 in Bosnia and Herzegovina. In both cultures, society is unpleasant with
unknown, and a lot of rules and rituals are followed to allow any risks (Hofstede et
al. 2010).

4.2.3.5. Long-term orientation/short-term orientation

Unlike Bosnia and Herzegovina, Turkey, with a score 46 is in the middle point of
being future or past oriented, with no principal choice (Hofstede et al. 2010).

With a score 29.73, Bosnia and Herzegovina is characterized as a short-term
oriented culture, where past is more perceived and thought about than the future
(Hofstede et al. 2010). Any change within the society is viewed with cynicism and
individuals care about the tradition (Hofstede et al. 2010).

4.3. Analysis of the results

4.3.1. Factor and reliability analysis for mood

The extent] to which the data is useful and suitable for the factor analysis, Kaiser-
Mayer-Olkin and Barlett test measures were obtained. The results (KMO=0.699,
y2Bartlett test 413.777, p=0.000) were adequate. Anti-image correlation diagonals
are all exceeding 0.50, meaning all single items in the factor analysis are to be

involved. No items were excluded.

Following these measurements, component analysis and varimax rotation was

performed. Cronbach’s alpha coefficient was determined, and it was estimated to
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be reliable. One dimension was found as a result of the analysis, and its total

variance is 62.526%.

Factor items are included in the appendix of the study.

Table 11- Factor and reliability analysis of mood

Factor Name Factor item Factpr %Variance | Reliability
Loading
mood_1 .843
mood_4 -.792
Mood 62.526 .795
mood_2 .763
mood_3 -757

4.3.2. Factor and reliability analysis for service quality

The extend to which the data is useful and suitable for the factor analysis, Kaiser-
Mayer-Olkin and Barlett test measures were obtained. The results (KM0O=0.952,
y2Bartlett test 5286.379, p=0.000) were adequate. Anti-image correlation diagonals
are all exceeding 0.50, and all the factors were included in the factor analysis. Items

with loadings smaller than 0.50 and with eigenvalue exceeding 1 were excluded.

Following these measurements, component analysis and varimax rotation was
performed. Cronbach’s alpha coefficient was determined, and it was estimated to
be reliable. One dimension was found as a result of the analysis, and its total
variance is 80.636%. As a result of the analysis two items were excluded, E2 and
A4.

Factor items are included in the appendix of the study.
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Table 12- Factor and reliability analysis of service quality

Factor Name Factor Factor % Variance | Reliability
Item Loading

R1 .815
R4 748

Reliability R2 713 19.589 931
RS 701
R3 .678
T3 812
T4 .796

Tangibles T2 792 19.140 933
T1 JA47
RES1 741
RES2 132

Responsiveness RES3 .700 16.126 .906
RES4 .618
E3 734
ES5 132

Empathy El .673 15.285 877
E4 .641
Al .686

A3 641 10.496 .909
Assurance A2 .632

4.3.3. Factor and reliability analysis for satisfaction

The extend to which the data is useful and suitable for the factor analysis, Kaiser-
Mayer-Olkin and Barlett test measures were obtained. The results (KMO=0.768,
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y2Bartlett test 742.795, p=0.000) were adequate. Anti-image correlation diagonals

are all exceeding 0.50, meaning all single items in the factor analysis are to be

involved. No items were excluded.

Following these measurements, component analysis and varimax rotation was

performed. Cronbach’s alpha coefficient was determined, and it was estimated to

be reliable. One dimension was found as a result of the analysis, and its total
variance is 688.839%.

Factor items are included in the appendix of the study.

Table 13 - Factor and reliability analysis of satisfaction

Factor Name Factor item Lzztg?;g %Variance | Reliability
SAT1 949

Satisfaction |SAT3 942 88.839 937
SAT2 .938

4.3.4. Reliability analysis for perceived brand value

Perceived brand value scale was taken from the study done by Demirgiines
(2015), Peng and Liang (2013) and Omar et al. (2007), and in the literature

collected data was shown to be reliable and valid. Thus, only the reliability

analysis for the subdimensions (perceived functional value, perceived price

value, perceived emotional value and perceived social value) was performed.

The obtained results reveal all four subdimensions of perceived brand value to

be reliable.

Factor items are included in the appendix of the study.
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Table 14 - Reliability analysis of perceived brand value

Factor Name Factor Item Reliability

PFV1

Perceived functional PFV2 .898
value PFV3
PPV1

Perceived price value PPV2 704
PEV1

Perceived emotional PEV2 918
value PEV3
PSV1

Perceived social value PSV2 .798
PSV3

4.4. Regression analysis of the results

4.4.1. Hypotheses testing for Turkey

The effect of mood as a moderating variable influencing service quality
subdimensions and the subdimensions of perceived brand value on customer
satisfaction of respondents in Turkey, is presented in the Table 15. The results of
the regression analysis, AR?=.113 F=2.806 P=.005< .005, show a significance, and
as seen from the Table 15, only responsiveness and perceived social value,

moderated with mood, have an impact on customer satisfaction.

Based on the results, hypotheses 1, 2, 3, 4, 5, 6, 7 and 8 are partially supported in
Turkey.
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Table 15 - Regression analysis of the moderating effect of mood on service quality
and perceived brand value subdimensions on the satisfaction in Turkey

Dependent Independent variable
variable pvalue | tvalue | P value
Tangibles x Mood -102 | -1.786 077
Reliability x Mood -.180 | -1.859 .065

Responsiveness x Mood 312 | 2.686 .008

Assurance X Mood -114 -.857 .393

Empathy x Mood 189 | 1.226 223

Perceived functional value x
Satisfaction

Mood -024 | -.235 815
Perceived price value x

Mood -.163 | -1.434 154

Perceived emotional value x

Mood -1.76 | -1.585 116
Perceived social value x

Mood 183 | 2.156 .033

R?=.175 AR?=.113 F=2.806 P=.005 N=150
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4.4.1.1. Model after testing the hypotheses for Turkey

MOOD

Pvalue=.315

[ Responsiveness ] |

\, CUSTOMER

SATISFACTION
Pvalue=.183 {
Perceived

social value

Figure 3 - Model after testing the hypotheses in Turkey

After applying regression analysis, it was shown that only responsiveness and
perceived social value, moderated by mood, have an impact on customer

satisfaction. This partially supports the following hypotheses:

H1: There is a positive relationship between negative mood and low perceived

service quality level.

H2: There is a positive relationship between positive mood and high perceived -

service quality level.

H3: There is a positive relationship between positive mood and high perceived

brand value.

H4: There is a positive relationship between negative mood and low perceived

brand value.
H5: There is a positive relationship between perceived service quality and mood.

H6: There is a positive relationship between perceived brand value level and mood.
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H7: The higher the level of service quality, the higher the level of customer

satisfaction.

H8: The higher the level of perceived brand value, the higher the level of customer

satisfaction.

Partial support is due to only one subdimension of the variables being proven to

have a relationship with customer satisfaction under the effect of mood states.

4.4.2. Hypothesis testing for Bosnia and Herzegovina

The effect of mood as a moderating variable influencing service quality
subdimensions and the subdimensions of perceived brand value on customer
satisfaction of respondents in Bosnia and Herzegovina, is presented in the Table 16.
The results of the regression analysis, AR?=.215 F=5.080 P= .005< .005, show a
significance, and as seen from the Table 16, only assurance under the effect of
mood, has an impact on customer satisfaction. However, the relationship with these

variables is negative based on the negative Bvalue.

Based on the results, hypotheses 1, 2, 4, and 5 are partially supported in Bosnhia and

Herzegovina.

Table 16 - Regression analysis of the moderating effect of mood on service quality
and perceived brand value subdimensions on the satisfaction in Bosnia and
Herzegovina

Dependent
variable Independent variable pvalue | tvalue | P value
Tangibles x Mood 025 163 871
Reliability x Mood 291 | 1772 .079
Responsiveness x Mood .068 292 171
Assurance x Mood -705 | -3.774 .000
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Empathy x Mood 044 .366 715

Perceived functional value x

Satisfaction Mood 294 | 1.957 .053
Perceived price value x
Mood 022 169 .866
Perceived emotional value x
Mood -124 | -.861 391
Perceived social value x
Mood 075 516 607
R?=.268 A R?=.215 F=5.080 P=.000 N=150

4.4.2.1. Model after testing the hypotheses for Bosnia and Herzegovina

MOOD

SATISFACTION

Bvalue= -.705 l CUSTOMER
[ Assurance ]

Figure 4 - Model after testing the hypotheses in Bosnia and Herzegovina

After applying regression analysis, it was shown that only assurance, moderated by
mood, has an impact on customer satisfaction. This partially supports the following
hypotheses:

H1: There is a positive relationship between negative mood and low perceived

service quality level.
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H2: There is a positive relationship between positive mood and high perceived -

service quality level.

H4: There is a positive relationship between negative mood and low perceived

brand value.
H5: There is a positive relationship between perceived service quality and mood.

Partial support is due to only one subdimension of service quality being proven to

have a relationship with customer satisfaction under the effect of mood states.
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CONCLUSION

The purpose of this study was to find how mood reflects perceptions of the
individuals, including the service quality and perceived brand value, and to find
how mood moderates variables affecting the overall satisfaction of customers.
Service quality and perceived brand values were divided into different
subdimensions, and to determine which ones are under the effect of mood and affect
satisfaction was intended to be assessed. Additional goal of this research was to see
how cultural differences and values shape customers, their decision-making

processes and the overall satisfaction.

Based on the results found in the study, we can see that the dimensional values of
two different cultures have a distinctive role in shaping customer satisfaction and
that not all elements which build up service quality and perceived brand value are
affected by moderating variable mood. In Turkey, results determine responsiveness
(service quality subdimension) and perceived social value (perceived brand value
subdimension) to affect overall satisfaction of a customer when moderated by
mood. We can relate these findings with the dimensions of the culture;
responsiveness might be related to the Turkey’s high level of uncertainty avoidance,
were society reacts quickly to be in smaller risk and avoid unfamiliar situations.
Furthermore, it can be closely related to the collectivist society, where one is taking
care of others. Having a feminine culture means seeking more quality in everything,
and thus responding to the situations quickly and in a good manner can be connected
to this element as well. When it comes to perceived social value, we can relate it to
the collectivist society where individuals take care of others, and care for trust, and
opinions. Under the effect of mood, both responsiveness and perceived social value
factors have positive relationship with satisfaction; positive mood leads to positive

outcomes and negative mood leads to less satisfied customers in Turkey.
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Results of the data obtained by the respondents in Bosnia and Herzegovina indicate
that only assurance (service quality subdimension), moderated by mood, influences
customer satisfaction. Moreover, relationship between assurance and customer
satisfaction is negative, meaning higher assurance level decreases satisfaction, and
vice versa. If we look at the cultural dimensions, unlike Turkey, Bosnia and
Herzegovina has a lower value of power distance and is determined as a society
having more dependent individuals. Equality, assurance and confidence in decision
making processes is a distinguishing value. Negative relationship can be explained
through the customer/employee relationship, where too much assurance and

reliance on employees reduces the satisfaction of a customer.

To sum up, we can say that several dimensions of service quality and perceived
brand value, affected by mood have impact on customer satisfaction and cultural

values play an important role in shaping a customer.
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MANAGERIAL IMPLICATIONS

Understanding the customer needs and elements which have impact on overall
satisfaction is very important factor for all employees, managers and firms
wanting to have profitable business. This study investigates three different
variables and their effect on customer satisfaction. Mood is a variable which
cannot be directly controlled, neither in customers nor employees and
acknowledging what processes it directly relates to eases the way of trying to

decrease negative impact on other factors such as satisfaction and perceptions.

Providing trainings about mood states and how to recognize them for employers
and managers can lower the risk of customer dissatisfaction and negative
experiences of both parties. Understanding in which mood state is the customer
will allow employees and managers to use the right approach towards the

customers.

This approach can include the way of communicating, the tone of the voice used
towards the customers, topics of discussions and knowing when to use
minimum amount of words if possible. Moreover, encouraging empathy of
employees towards customers’ needs to be guided. This empathy may lead to
the perception of higher level of service quality, perceived brand value and

overall satisfaction.

Managers also need to know the right way of approaching towards their
employees; the way their communication can shape the mood of an employee
which is later directly passed on to a customer. They also need to learn to
understand the mood states of their employees to better guide their behavior.
Organizing special workshops, events and team building can also contribute to
building empathy between the team, learning each other’s strengths and

increase their mood towards the working atmosphere.
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When in a positive mood, both managers and employees can give better
solutions to their problems. Increasing a chance for that is always a plus. More
creativity, joyfulness and constructive discussions are more probable to exist in

good atmosphere with positive mood in the air.

Also, anything that can trigger more positive mood and behavior of customers
should be engaged to increase the level of their satisfaction. Creating the right
store/service provider space ambience and the environment can also contribute
to reduction of negative mood impact on perception, satisfaction and
judgements of a customer. All the atmospherics need to be carefully assessed
and placed in order to increase the positivity. Another way to trigger positive
mood can be done by using positive associations to the brands, happy colors,
and right representation. Moreover, using the appropriate and positive mood
influencing scents and music can influence both employees and customers

states of mood and lead to satisfaction.

Managers need to think about the time periods in which mood is generally
lower, such as Sunday nights or Monday mornings. Customers should be
approached with kindness and a smile, reducing the effect of probable negative
mood. Employers should be given additional benefits such as a bonus for
working on Sundays and during the holidays to increase their mood, because
during that time, especially during the holidays, the interaction between them
and customers is at the peak. A simple smile can increase customer’s mood,

lead to greater purchase and increase overall satisfaction.

New, innovative products should be proposed and presented to the customers
in positive mood, as they are less sensitive to risks. Employees can avoid bad

weather or days with great tension to introduce these products for instance.

Getting higher scores on evaluation surveys, more customers in positive mood
should be included. All individuals are less sensitive to mistakes when in a good

mood.
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Furthermore, this study reveals insights into cultural dimensions and important
values of societies in Turkey and Bosnia and Herzegovina. To achieve right
customers and product placement in different cultures, dimensions of societies

need to be carefully assessed.

Knowing how to approach the market and customers can be understood from
these cultural values. It is one of the key factors on which other variables rely
and on which perceptions of quality, brands, positive and negative mood
indicators, customer satisfaction are built on. Managers should provide
adequate trainings on the topic on cultural dimensions and values for all their
employees, depending in which society they work in. In this way, they will

relate to their perceptions and behavior.

Knowing the core dimensions of different societies will ease the way of
understanding needs and wants of customers. Managers can foresee which
subdimensions of service quality or perceived brand value customers appreciate
and care about the most. Due to this, providing trainings and guidance for
employees on these specifies can lead to more positive outcomes for the whole

purchase experience process.
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FUTURE RESEARCH

Although this study is based on reliable and valid data, certain on limitations of
it do exists. As the sample size was 300, and it mainly consisted of student
respondents, the results are hard to generalize. In question is the
representativeness of the sample, as students were used as an outcome related

to the usage of convenience sampling method.

Other limitation is including only two countries in the research, which can also
limit the generalization of the data and hypothesis. Lack of resources and
availability of data obtained by the questionnaires, there was a small chance for

including more cultures.

For the similar topics to be researched in the future it is suggested to use more
representative and bigger sample, additional cultures can be studied, and more
data can be collected in different countries, additional marketing variables can
be added and tested and the mood as a moderating variable can be observed

more in detail.
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Appendix

4.2. Factor items

4.2.1. Mood

Table 17 - Mood factor item names

Factor item in Items
the analysis
mood_1 Currently I am in a good mood
mood_2 As | answer these questions | feel cheerful
mood_3 For some reason | am not comfortable right now*
mood_4 At this moment | feel edgy or irritable*

4.2.2. Service quality

Table 18 - Sevice quality factor item names

Factor item Items
in the
analysis
T1 Retail brand's store has up-to-date equipment.
T2 Physical fascilities are virtually appealing.
T3 Employees are well dressed and appear neat.
T4 Physical environment in the store is appropriate for the service provided.
R1 When they promise to do something by a certain time, they do it.
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R2 When customer has a problem, they should show sincere interest in

solving the problem.

R3 Retail brand's store perform the service right.
R4 They provide their services at the time they promised to do so.
R5 They keep their records accurately.
RES1 Employees make information easily obtainable by customers.
RES2 Employees give prompt services to customers.
RES3 Employees are always willing to help customers.
RES4 Employees are never too busy to respond to customer requests.
Al The behavior of employees instill trust in customers.
A2 Customers feel safe in their transactions with the employees.
A3 Employees are polite to customers.
A4 Employees of the retail store have knowledge to answer to customer's

guestions and attention.

El Each customer is given individual attention.

E2 Operating hours of the retail store are convenient to customers.

E3 Employees give customers personal service.

E4 Retail brand has their customer's interest at heart.

E5 Employees of the retail brand stores understand the specific needs of their
customers.

4.2.3. Perceived brand value

Table 19 - Perceived brand value factor item names

Factor item in the

analysis Items

PFV1 Retail products have consistent quality.

PFV2 Retail products are what | really need.
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PFV3 Products perform consistently.

PPV1 Products are reasonably priced.

PPV2 Retail's products offer value for money.
PEVL Retail products make me want to buy it.
PEV2 Retail products make me feel good.
PEV3 Retail products give me pleasure.
PSV1 Retail products would help me feel acceptable.

Retail products would cause the interest of others.

PSVv2

Retail products would promote friendship between me and my

PSV3 friends.

4.2.4. Customer satisfaction

Table 20 - Customer satisfaction factor item names

Factor item in the Items

analysis

I am very satisfied with the retail brand's products.

SAT1
SAT2 Retail brand's products are the right decision.
SAT3 Retail brand's products satisfy my needs.
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4.3.  Questionnaire on Turkish language

Ben Istanbul Bilgi Universitesi’nde arastirmactyim. “Miisteri duygu
durumularinin miisteri memnuniyeti lizerine olan etkisi” isimli konu ile ilgili
diisiincelerinizi 6grenmek istiyorum. Yanitlariniz gizli tutulacaktir. Liitfen

diisiincelerinize ve duygulariniza gore cevap verin.

Bu c¢alismanin katiliminda bulundugunuz i¢in tesekkiir ederim!

DEMOGRAFIK BILGILER:
1. Yas:
2. Cinsiyet:
- Erkek
- Kadin

3. Ikamet ettiginiz iilke:
a) Tiirkiye
b) Bosna Hersek

4. Su ana tamamladiginiz egitimin diizeyi:
a) Egitim gérmedim okur yazar
b) Ilkokul
¢) Ortaokul
d) Lise
e) On Lisans
f) Lisans
g) Yiiksek lisans
h) Doktora
i) Diger (liitfen belirtiniz)
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5. Su anki mesleginiz:

a) Emekli

b) Ozel sektorde sirket ¢alisani

¢) Isletme sahibi

d) Kamu sektorii caligani

e) Ev hanimi

f) Ogrenci

g) Diger( liitfen yaziniz )

Liitfen asagidaki sorulart su anki duygu durumunuza gore cevaplayin.

Kesinlikle
katilmiyoru
m

Katilmiyoru
m

Kararsizi
m

Katiliyoru
m

Kesinlikle
katiliyoru
m

Su an keyfim
yerinde.

Bu sorulari
cevaplarken
kendimi keyifli
hissediyorum.

Bir sebepten
otiirii kendimi
su an rahat
hissetmiyorum.
*

Su an gergin ve
sinirliyim.*

En ¢ok sevdiginiz perakende markasinin adi ne?

belirtiniz)

(litfen

Liitfen asagidaki sorulara yukarida belirttiginiz markayr goz Oniinde

bulundurarak cevap veriniz.
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Kesinlikle
katilmiyoru
m

Katilmiyoru
m

Kararsizi
m

Katiliyoru
m

Kesinlikle
katiliyoru
m

Bu perakendenin
magazalari
cagdas donanima
sahiptir.

Fiziki tesisler
cazibelidir.

Calisanlar iyi
giyimlidir ve
derli toplu
goziikmektedir.

Magazalardaki
fiziki ortam
saglanan hizmete
uygundur.

Verdikleri s6zii
tutarlar.

Miisterilerin
sorunlarini
¢Ozmekte
hassasiyet ve ilgi
glsteriyorlar.

Magazalarda
hizmetler diizgiin
sekilde
saglanmaktadir.

Soz verdikleri
tarihte hizmetleri
sagliyorlar.

Kayitlarini
kusursuzca
tutmaktadir.

Caliganlar
bilgileri
miisteriler
tarafindan
kolayca
ulasilabilecek
sekilde
diizenlemektedir.

Calisanlar
miisterilere
hizmetleri
gecikmeden
saglamaktadir.

Calisanlar
miisterilere
daima yardimei1
olmaktadir.
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Calisanlar higbir
Zaman
mesguliyetlerind
en Otliri
miisterileri ihmal
etmemektedir.

Calisanlarin
tutumlari
miisterilere
gliven
saglamaktadir.

Miisteriler
calisanlarla olan
islemler sirasinda
kendilerini
giivende
hissetmektedir.

Calisanlar
miisterilere
kibarca
davranmaktadir.

Magazalardaki
calisanlar
miisterilerin
sorularina cevap
vermek ve
ihtiyaglari ile
ilgilenmek i¢in
yeterince bilgiye
sahiptir.

Her miisteriye
ayr1 hassasiyet ve
dikkat
gosterilmektedir.

Magazalarin
calisma saatleri
miisterilere
uygundur.

Calisanlar
miisterilere
kisisel hizmet
vermektedir.

Perakendenin
asil hedefi
miisterilerin
sunulan fayday1
arttirmaktir.

Magazalardaki
calisanlar
miisterilerin
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kendilerine
0zgln
ihtiyaglarini
anlamaktadir.

Liitfen asagidaki sorulara yukarida belirttiginiz markay1 goz 6niinde bulundurarak
cevap veriniz.

Kesinlik
le
Kesinlikle Katilmiyo | Kararsiz | Katiliyor | katily
katilmiyorum rum m um orum
Perakende
iiriinleri
istikrarli

kaliteye sahiptir

Bu perakende
iirlinleri tam
ihtiyacim olan
iiriinlerdir.

Uriinlerin
performansi
istikrarlidir.

Uriinler makul
fiyatlara
sahiptir.

Satin alinan
perakende
iirtinleri deger
sunmaktadir.

Perakende
uriinleri bende
onlar1 alma
arzusu yaratir.

Perakende
uriinleri bana
kendimi iyi
hissettiriyorlar.

Perakende
urinleri bana
zevk veriyorlar.

Perakende
uriinleri bana
kabul edildigimi
hissettiriyorlar.
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Perakende
trinleri
baskalarinin
ilgisini
¢ekmektedir.

Perakende
urinleri
arkadaglarim ile
kendim
arasindaki
iliskiyi
kuvvetlendirme
ktedir .

Liitfen asagidaki sorulara yukarida belirttiginiz markay1 goz o6niinde bulundurarak

cevap veriniz.

Kesinlikle
katilmiyorum

Katilmiyorum

Kararsizim

Katiliyorum

Kesinlikle
Katiliyorum

Bu perakende
firmasinin
iriinlerinden ¢ok
memnunum.

Bu perakende
firmasimin
urinlerini satin
almak dogru bir
karardir.

Bu perakende
firmasinin
tirtinleri
ihtiyaglarimi

giderebilmektedir.
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4.4. Questionnaire on Bosnian language

Istraziva¢ sam sa Istanbul Bilgi Univerziteta. Voljela bih znati Vase misljenje o
temi “Efekat raspoloZenja na satisfakciju kupaca”. Vasi odgovori su povjerljivi i
ostat ¢e tajni. Molim Vas da odgovorite shodno Vasem misljenju I osjecanjima.

Hvala Vam na participaciji u istrazivanju!

DEMOGRAFSKA INFORMACIJA

1. Godine:
2. Spol:
a) Muski
b) Zenski

3. Koja od navedenih je Vasa drzava boravista?
a) Bosna | Hercegovina
b) Turska

4. Koji je Vas najveéi nivo zavrSene edukacije?
a) Bez zavrSene formalne ili neformale edukacije
b) Osnovna skola
€) Srednja $kola
d) Bachelor
e) Master
f) PhD.
g) Ostalo (molim Vas da popunite prazno polje)

5. Vase trenutno zanimanje je?
a) Penzionisan/a
b) Uposlenik u firmi
¢) Vlasnik biznisa
d) Drzavni sektor
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e) Domacica
f) Student
h) Ostalo

Molim Vas da odgovorite pitanja shodno Vasem trenutnom stanju.

(molim Vas da napisSete zanimanje)

Upotpunosti
se ne slazem

Ne
slazem
se

Neodlucéan/a

Slazem
se

Upotpunosti
se slazem

Trenutno sam u
dobrom raspoloZenju

Dok odgovaram na ova
pitanja osjecam se
radosno

1z nekog razoga,
trenutno mi je
neprijatno*

U ovom momentu se
osjecam nervozno ili
razdrazljivo *

Naziv Vaseg omiljenog maloprodajnog brenda?

upisite)

(molim

Molim Vas da mislite na taj isti maloprodajni brend dok odgovarate na pitanja

ispod.

Upotpunosti
se ne slazem | se

Ne slazem

Neodluc¢an/a

Slazem se

Upotpunost
i se slazem

Radnje istog
brenda imaju
savremenu
opremu.

Fizi¢ki
izgled radnje
je virtuelno
privlacan.

Uposlenici
su lijepo
obuceni i
izgledaju
uredno.
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Fizic¢ko
okruzenje u
radnji je
odgovarajué
e uslugi koju
pruza.

Kada
obecaju da
¢e nesto biti
zavrseno do
odredjenog
vremena,
ispostuju to.

Kada kupac
ima problem
pokazuju
veliki interes
za rjeSavanje
tog istog
problema.

U radnjama
se usluga
pruza na
ispravan
nacin.

Pruzaju
uslugu u
obec¢ano
vrijeme.

Uredno
cuvaju svoje
zapise.

Uposlenici
informacije
saopStavaju
jasno svojim
kupcima.

Uposlenici
pruzaju brzu
uslugu
kupcima.

Uposlenici
su uvijek
zeljni
pomoci
kupcima.

Uposlenici
nikada nisu
previse
zauzeti za
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pomo¢
kupcima.

Ponasanje
uposlenika
ulijeva
povijerenje u
kupce.

Kupci se
osjecaju
sigurno
tokom
transakcija
sa
uposlenicim
a

Uposlenici
su ljubazni
prema
kupcima.

Uposlenici u
radnji imaju
dovoljan
nivo znanja
da odgovore
na pitanja i
namjere
kupaca.

Svaki kupac
dobije
individualnu
paznju.

Radno
vrijeme
radnje je
pogodno za
kupce.

Uposlenici
pruzaju
kupcima
individualnu
uslugu.

Brend u srzi
ima interes
svojih
kupaca.

Uposlenici u
radnjama
istog brenda
razumiju
specificne
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potrebe
kupaca.

Molim Vas da mislite na taj isti maloprodajni brend dok odgovarate na pitanja

ispod.
Upotpunost Ne
i se ne slaze | Neodlucan/ Upotpunost
slazem m se a Slazem se i se slazem
Proizvodi

brenda imaju
konzistentan
kvalitet.

Proizvodi
brenda su
ono $to mi
treba.

Proizvodi
imaju
konzistentan
performans.

Proizvodi
imaju
razumne
cijene.

Proizvodi
brenda
pruzaju
vrijednost za
novac.

Proizvodi
brenda me
¢ine da
Zelim da ih
kupim.

Proizvodi
brenda me
¢ine da se
osjecam
dobro.

Proizvodi
brenda mi
pruzaju
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zadovoljstvo

Proizvodi
brenda bi mi
pomogli da
se osjeCam
prihvacéeno.

Proizvodi
brenda bi
probudili
interes
drugih.

Proizvodi
brenda bi
promovisali
prijateljstvo
1izmedu
mene i
mojih
prijatelja.

Molim Vas da mislite na taj isti maloprodajni brend dok odgovarate na pitanja

ispod.

Upotpunosti
se ne
slazem

Ne
slazem
se

Neodluc¢an/a

Slazem
se

Upotpunosti
se slazem

Jako sam zadovoljan/a sa

proizvodima istog brenda.

Proizvodi brenda su
ispravna odluka.

Proizvodi brenda
zadovoljavaju moje
potrebe.
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