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Abstract 

Store atmospherics which plays an important role in influencing customer behaviour, has received rising attention from 
academics and practitioners in current years. However, studies of store atmospherics in external environment of the restaurant has 
been excluded and has continued to remain scarce in Malaysia. In order to gain more understanding, this paper reviews the 
literature related to store atmospherics, perceived value, customer satisfaction and behavioural intentions. Therefore, this 
conceptual paper presents  a research model which aims to examine the relationship between store atmospherics (facility 
aesthetics, ambience, spatial layout and employee factor), perceived value and behavioural intentions (return intentions and 
positive word-of-mouth) will be mediated by customer satisfaction. Research propositions resulting from discussions on the 
relationship between the dimensions will be tested in future research. This paper concludes with the research implications of the 
conceptual model. 
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1. Introduction 

As rapidly changing customer preferences have been  identified affecting the food service industry, the remaining 
approach is no longer effective for the operators in the food service industry (Blum, 1996). This challenging 
situation should not be underestimated by the operator in order to gain and retain a strategic advantage in the 
competitive industry. 
_________ 

* Corresponding author. Tel.:+60103625495; fax: +60332587000 

   E-mail address: all_aina@hotmail.com 

© 2016 Published by Elsevier B.V. This is an open access article under the CC BY-NC-ND license 
(http://creativecommons.org/licenses/by-nc-nd/4.0/).
Peer-review under responsibility of Faculty of Business Management, Universiti Teknologi MARA

brought to you by COREView metadata, citation and similar papers at core.ac.uk

provided by Elsevier - Publisher Connector 

https://core.ac.uk/display/82325298?utm_source=pdf&utm_medium=banner&utm_campaign=pdf-decoration-v1
http://crossmark.crossref.org/dialog/?doi=10.1016/S2212-5671(16)30162-9&domain=pdf


539 Nur Aina Abdul Jalil et al.  /  Procedia Economics and Finance   37  ( 2016 )  538 – 544 

 

Thus, it explains why in today’s business world, especially in the service industry, increased attention not only to 
the product itself, but  also the purchasing environment in line with the business thinking has to be considered 
(Baker et al., 1992; Dawson et al., 1990; Kotler, 1973; Sherman et al., 1997; Tai and Fung, 1997). This attention 
may be significant in the restaurant environment to investigate factors that influence customer behaviour. Clearly, it 
takes more than a meal to create a great dining experience. Additional support Hume (2007) found that customers 
now frequently eat out and are selective in finding an atmosphere that makes them feel enjoyed with merchandise 
and amenities that suit their desires. So, food and amenities nowadays is not sufficient enough to attract diners. Food 
services outlets should offer food and amenities with good value in a favourable atmosphere (Soriano, 2002) as 
customers are becoming more cautious in their spending to maximize the worth of every dollar (Sun, 2011). 
Therefore, it is important for food service operators to identify customers preferences so that those customers feel it 
is worthwhile to spend in the future. Major reviews on the impact of store atmosphere on customer behavior and 
satisfaction (Chang, 2000; Donovan and Rossiter, 1982; Ha and Jang, 2012; Heung and Gu, 2012; Liu and Jang, 
2009; Namkung and Jang, 2007; North and Hargreaves, 1996; Ryu and Jang, 2007; Ryu, 2005; Tai and Fung, 1997) 
have been done either in separate, pair or combined elements of store atmospheric variables. 

Although Heung and Gu (2012) discuss on a set of combined store atmospherics element namely facility 
aesthetics, ambience, spatial layout, employee factor, and view from window, of which is somewhat related to study 
at hand, however, their research setting differ from the study at hand. Noting the gap in understanding the behavior 
intentions of restaurant customer, this paper intends to examine the combined effects of store atmospherics (facility 
aesthetics, ambience, spatial layout and employee factor) on customer satisfaction and behavioural intentions. 

2. Introduction 

2.1. Store Atmospherics 

The term atmosphere  comes from the surrounding air sphere and being introduced by Kotler (1973), one of the 
spearheads in the use of this term as a marketing tool. He also defines the term as a form of aware area to produce a 
particular emotional impact  on shoppers in order to enhance the  likelihood of buying. Atmospherics can be 
captured through the five basic human senses, namely sight, sound, smell, touch and taste. Besides Kotler (1973), 
Bitner (1992) has acknowledged ambient conditions, spatial layout and functionality and signs, symbols, and 
artifacts as a measurement for atmospherics or what she called the SERVICESCAPE. Ambient conditions discuss 
the nature of surroundings, such as temperature, lighting, noise, music and smell. Space layout and functionality 
visualize ways in which aisles, chairs, hallways and walkways, foodservice lines, toilets, and the entrance and exits 
are designed and organized in service settings. Signs, symbols, and artifacts consist of signage, personal artifacts, 
decoration, and other physical features that work as signals that connect with users. 

However, there are a number of scholars who have recommended the external aspect in atmospherics dimension 
namely Berman and Evans (1995) and Yildirim et al. (2010). Berman and Evans (1995) identified external 
dimension as consists of elements such as storefront, tents, entrance, window display, and architecture of the 
building while Yildirim et al. (2010) viewed external aspects in atmospherics dimension as comprised of  window 
display only. 

In an attempt to provide a holistic view of store atmospherics, researcher will include human elements (socalled 
employee factors) in this paper as well. According to Turley and Milliman (2000) employee factors involves staffs 
(employee characteristics, employee attires), customers (customer characteristics, customer congestion, and density) 
and privacy. The employee factors of Turley and Milliman (2000) study can be divided into two parts namely the 
influence of other customers and the influence of retail worker on spending behaviour. 

Although Tombs and McColl-Kennedy (2003) claim that past studies has focused on the effects of physical 
elements and ignores the employee factors in store atmospherics studies, Ryu and Jang (2008) discovered the 
importance of human elements in store atmospheric studies, thus came up with the conceptualization of 
DINESCAPE (facility aesthetics, ambience, lighting, service product, layout and human elements) as a 
measurement scale of the physical environment in upscale restaurants. 
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Based on the conceptualization of  DINESCAPE developed by Ryu and Jang (2008), facility aesthetics are being 
defined as a function of architectural plans, along with internal embellishment in order to create attractive image. 
Ambience refers to intangible background features such as music, scent, and temperature. Spatial layout refers to the 
seating arrangement in dining area and also measures the psychological characteristics (e.g. congestion) of the 
layout itself. Also, employee factors are being seen as comprised of the characteristics of staffs and other customers 
in the service setting. The conceptualization of variables developed by Ryu and Jang (2008) will be used for the 
study at hand. 

Even up to present, Heung and Gu (2012) also exclude the influence of other customers since their focus was the 
dining space itself only. Therefore, items such as attractive employees, adequate number of employees, and well-
presented employees being used as a measurement for employees factor. After reviewing the above-mentioned 
literature, in regards to store atmospherics variable, facility aesthetics variable will focus on internal design and 
decoration only, while ambience will cover on background music, odours in the dining area, lighting, and 
temperature. The element of  spatial layout will look into the way furniture and equipment are arranged in the dining 
area whereas the variable of employee factors will focus on controllable factors such as the employee uniform and 
ample number of employees only. 

On the other hand, when looking at the relationship between store atmospherics and perceived value, Liu and 
Jang (2009) discovered that there is a partial significant relationship between store atmospherics and perceived 
value. Zooming deeper into the result revealed that interior design and employee factors had direct effects on 
perceived value,whereas ambience and spatial layout did not influence perceived value significantly. 

In another, many researchers have studied on customer satisfaction because it is a part of strategy to achieving 
business success (Gilbert and Veloutsou, 2006). On that note, studies of (Andaleeb and Conway, 2006; Heung and 
Gu, 2012; Kivela et al., 2000, 1999; Kivela et al., 1999) focused on the relationship between store atmospherics and 
customer satisfaction. Few scholars found a significant relationship between physical surrounding and customer 
satisfaction such as Chang (2000) and Wakefield and Blodgett (1996). Studies of Wakefield and Blodgett (1996) 
focus on the leisure service setting, Heung and Gu (2012) in the restaurant setting and Chang (2000) in the stadium 
setting. Noting that Wakefield and Blodgett (1996), Heung and Gu (2012) and Chang (2000) use different research 
setting, thus the result is only partially related to the research at hand. On the other hand, Andaleeb and Conway 
(2006) reveal unexpected findings when atmospheric does not have a significant effect on customer satisfaction. 

Viewing the impact of store atmospherics on behaviour intentions, it is further noted that favourable environment 
can motivate  behavioural approaches, such as the desire to stay, look around and discover the environment, and to 
communicate with others in the environment, while unfavourable environment might direct to adverse effects of 
approach behaviour which is avoidance. 

In light of that, (East, 1997) and (Soriano, 2002) found a significant influence between atmosphere and customer 
behaviour. Also, studies of (Liu & Jang, 2009) and (Ha & Jang, 2012) have shown that the store atmospherics  has a 
direct influence on behaviour intentions, while the study of (Namkung & Jang, 2007) mediated the relationship 
between atmospherics and behavioral intentions. On contrary, the study of  (Chang, 2000), (Namkung & Jang, 2007) 
and (Wakefield & Blodgett, 1996) discover that atmospheric does not have a direct impact on behavioral intention. 
The debate on the relationship among store atmospherics and behavioural intention brings us to the following 
propositions: 

 
Proposition 1: Store atmospherics will have significant positive influence on perceived value. 
Proposition 2: Store atmospherics will have significant positive influence on customer satisfaction. 
Proposition 3: Store atmospherics will have a significant positive influence on behavioural intention. 

2.2. Perceived Value 

The role of value is becoming an increasing concern to customers (Dodds, 1991) because it is one of the most 
powerful forces in today’s marketplace (Albrecht, 1992). Value is being described as customer’s overall appraisal of 
the service net worth based on benefits sought and costs in acquiring and utilizing the services (Hellier, 2003; 
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Zeithaml, 1988). In another, Sheth et al. (1991) suggested that customer choice is a function of multiple 
consumption situations of which the perceived value sought will differ according to different consumption 
situations. By looking into the hotels setting, Walls (2012) further added that customer experiences with hotels will 
lead to customers’ perceived value of the hotel services. 

Researchers have been studied on the impact of value towards customer satisfaction and behavioural intention 
(Andreassen and Lindestad, 1998; Chen and Tsai, 2007; Lee et al., 2007; McDougall and Levesque, 2000; Patterson 
and Spreng, 1997; Pura, 2005). Most of the findings found that perceived value positively affect customer 
satisfaction (Andreassen and Lindestad, 1998; McDougall and Levesque, 2000; Patterson and Spreng, 1997), unlike 
the study of Pura (2005) who revealed that behavioural intention have a significant impact on perceived value. Thus 
based on these findings, it is further propose that: 

 
Proposition 4: Perceived value will have significant positive influence on customer satisfaction. 
Proposition 5: Perceived value will have significant positive influence on behavioural intention. 

2.3. Cutomer Satisfaction and Behavioural Intention 

Customer satisfaction can lead to subsequent behaviourial intention such as repurchase and positive word-of-
mouth communication. Most of the earlier studies present the direct relationship between customer satisfaction and 
behavioural intention (Han and Ryu, 2009; Heung and Gu, 2012; Jang and Namkung, 2009; Ryu et al., 2012; Ryu 
and Han, 2011). In addition, satisfaction has a significant effect on customer loyalty (Han and Ryu, 2009; Ryu and 
Han, 2011). 

Additionally few researchers have proposed that the relationship between customer satisfaction and behavioural 
intentions are weak (Kivela et al., 2000; Kivela et al., 1999; Kivela et al., 1999), of which they further conclude that 
satisfied customers are not necessarily loyal customers (i.e. behavioral intention). Meanwhile, a study conducted by 
Chow et al. (2007) report insignificant relation between satisfaction and behavioural intentions. 

These arguments have prompted the development of the following propositions for this study namely: 
 
Proposition 6: Customer satisfaction will have significant positive influence on behavioural intentions. 
Proposition 7: Customer satisfaction mediates the relationship between store atmospherics and behavioural     

intentions. 
Proposition 8: Customer satisfaction mediates the relationship between perceived value and behavioral intentions. 
 
Based on the above-mentioned standpoint, a conceptual framework is proposed as depicted in Fig. 1 below: 
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Fig. 1. Proposed Conceptual Framework 
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3. Conclusion and Conceptual Framework 

This study provides a starting point for understanding the impact of store atmospherics on the satisfaction and 
behavioural intentions. Specifically, the conceptual model will  be used to examine the relationship between store 
atmospherics and behavioural intentions which will be mediated by customer satisfaction. Although Heung and Gu 
(2012) discuss on a set of combined store atmospherics element namely facility aesthetics, ambience, spatial layout, 
employee factor, and view from window, of which is somewhat related to study at hand, however, the research 
setting of  Heung and Gu (2012) differ from the study at hand. Noting the gap in understanding the behavior 
intentions of restaurant customer, this current paper intends to propose the combined effects of store atmospherics 
(facility aesthetics, ambience, spatial layout, and employee factor) on customer satisfaction and behavioral 
intentions.  

From the practical perspective, this conceptual paper could benefit foodservice providers by better understand in 
customers motivation to dine at their place. Specifically, with this understanding will stimulate customers to reacts 
appropriately then at the end of the day increase customer perceived value and produce customer satisfaction, which 
in turn influence the behaviour. There are a few suggestions for foodservice providers to consider such as the table 
arrangement has the ability to convey a feeling of privacy and functions as a boundary to the diners from the others 
diners (Ryu, 2005). The above statement is fully supported by the results of the study Ryu and Jang, (2008) who 
found that the layout is a key factor in the context of restaurant. The next suggestion is colour segments, the 
presence of this important elements in the enclosed surroundings could create a positive moods even Gail Tom et al., 
(1987) positions that the brightly colour outdoor, chairs, and footsteps would appear further eyecatching from the 
unpainted one. The final recommendation is the most easily controlled elements of music. In the study of Adrian et 
al., (1998), classical and pop music capable to influence the diner to spend more in dining area compared to other 
rhythm. Furthermore, they also discovered that atmospheric music can impact diners eating behaviour. 

This conceptual paper propositions attempt to emphasize that  good store atmospherics will lead to positive 
behavioural intentions (such as return intentions and positive word-of-mouth). Store atmospherics and behavioural 
intentions will be mediated by customer satisfaction, and, simultaneously such satisfaction will independently have a 
positive influence on behavioural intentions. 
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