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INTRODUCTION 

The aim of this study is to determine the effect of restaurant atmosphere (Kotler, 

1973) on behavioural intention, which is an effective means of marketing. Kotler 

(1973) stated that consciously designed spaces play a role in determining con-

sumer behavior. The client, who constantly interacts with atmospheric elements 

from the initial moment of restaurant selection through to leaving the restaurant, 

experiences not only the product they buy but also the restaurant atmosphere. 

In this context, considered as a product, it may be interpreted that the atmosp-here affects the customers both cognitively and sensitively (Ünal, Akkuş, & Ak-kuş, 2014). 
Expressed as an augmented product, the restaurant atmosphere enables interac-

tion between customers, except for the basic products of a restaurant (food and 

beverage); addresses the senses outside the sense of taste; and affects people's 

purchasing behavior (Palit, Kristanti, & Wibowo, 2019). When people first walk 

into a restaurant, they encounter its atmosphere before they are served the food and get to taste it. According to Jalil, Fikry & Zainuddin (2016), today’s customers 
eat out more regularly and are now making efforts to find the products and at-

mosphere that satisfy their desires when making the restaurant selection deci-

sion. 

The expectations of the customers in the restaurant businesses are not only fo-

cused on the served meals. Apart from eating and drinking, many atmospheric 

variables can directly affect the behavior of individuals visiting restaurants (Jalil, 

Fikry, & Zainuddin, 2016). 

In this study, the scale developed by Heung & Gu (2012) was used instead of the 

Dinescape scale commonly used in the literature because it covers the view from 

the window dimension, which is believed to be an important part of the restau-

rant atmosphere. It is evident from the literature that the studies concerning the 
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219 restaurant atmosphere in à la carte restaurants are quite limited. Furthermore, 
this type of research has not been carried out before in Bodrum, which is one of 

the most important Turkish tourist destinations.  

In today's competitive conditions, where customer profiles have developed a 

more heterogeneous structure, restaurants consider restaurant atmosphere as a 

key factor for their competitiveness. It is anticipated that the results obtained 

from this study will also serve as a guide for restaurant businesses. For that rea-

son, this study is thought to provide an additional contribution to the literature 

in that it examines a different culture and includes a specific type of restaurant, covering à la carte restaurants operating in Bodrum, which, as already noted, is 
one of Turkey's major tourist destinations.  

Conceptual Framework 

In terms of tourism businesses, the customer is divided into two classes: first 

class customer and returning customer. In the most general form (Huang & Hsu, 

2009), this classification is not a typological classification but a behavioural one. 

The first-class customer refers to customers who prefer visiting any tourist bu-

siness for the first time, whereas returning customer refers to the customer who 

displays the same behaviour in the form of visiting the same destination or busi-

ness again. Depending on his previous experiences, the decision-making proces-

ses of the first class and returning customers also vary. The decisions of the first-

class customer are based on information retrieved from various sources. On the 

other hand, the returning customer exhibits behavior depending on the expe-

rience gained during the first encounter with the business (Um, Chon, & Ro, 

2006). Many studies in the literature (Taylor & Todd, 1995; Hansen, Jensen, & 

Solgaard, 2004; Lam & Hsu, 2006) have revealed that this attitude may then be 

grown into different forms of behavior, such as transferring satisfaction or dis-

satisfaction to others, revisiting or not visiting, and willingness to pay more or 

not. These studies examining the behavioural outcomes of individuals' attitudes 

are mostly based on the  

In the literature, the restaurant atmosphere has been placed into different di-

mensions by the authors in different ways. A study by Bitner (1992) stated that 

the restaurant atmosphere consists of three dimensions: ambience, spatial order 

and sign / symbol / artefact, called SERVICESCAPE. Berman & Evans (1992) cor-

related atmospheric elements with business image and examined it under four 

factors: external factors, internal factors, store layout and view. Meanwhile Tur-

ley & Milliman (2000) developed this further by including a new dimension, ad-

ding the employee factor to the scale of Berman & Evans. Raajpoot (2002) deve-

loped the TANGSERV scale as a measurement tool to affirm physical evidence 

that creates the atmosphere for food and beverage businesses. In this context, 

the physical evidence of the scale is classified into the dimensions of ambiance, 

aesthetics, social, goods or services and functions. Ryu & Jang (2007) developed 

a new scale called DINASCAPE with the help of the scales in the literature. They 

identified the sub-dimensions of the restaurant atmosphere as aesthetics, lig-

hting, ambiance, layout, table layout and staff. Heung & Gu (2012) then develo-

ped a new scale by adding the landscape dimension to the DINESCAPE scale cre-
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ated by Ryu & Jang. In the current study, the restaurant atmosphere scale (aest-

hetics, ambiance, spatial order / employee factors and landscape), which was formed by adding the “landscape” dimension of Heung & Gu (2012) was used. 
As a result of his study, Bitner (1992) concluded that atmospheric elements have 

an impact on consumer behavior by using the atmospheric elements (spatial or-

der, ambient conditions and symbols-artefacts) on the Servicescape scale. Swee-

ney & Wyber (2002) identified that music influences customer's behavioural in-

tentions, increasing the willingness to buy and to recommend the business to ot-

hers. Similarly, Milliman (1986) and Caldwell & Hibbert (2002) concluded that 

music prolongs consumption time in the business and is one of the atmospheric 

factors that directly affects purchasing behaviour. Meanwhile, Wakefield and Ba-ker (1998) suggested that the overall architectural design and décor of a busi-
ness are key environmental elements in creating excitement among customers, 

whereas Kivela et al. (1999) argued that physical environment and food quality 

are significant determinants of customer satisfaction and behavioural intentions. 

Areni & Kim (1994) and Summers & Hebert (2001) concluded that atmospheric 

elements such as spatial order and aesthetics affect behavioural intention. Wa-hab, Nurdıyanah, Ahmad & Zaınal Shukri (2018) conducted a study in the sea 
restaurants of Johor Bahru, Malaysia. They concluded that the restaurant at-

mosphere affected behavioural intentions positively. According to another study 

performed in restaurants in Malaysia, Jalil, Fikry & Zainuddin (2016) established 

that the restaurant atmosphere dimensions (aesthetics, ambiance, spatial layout 

& employee factor, and view from the window) affected behavioural intentions 

(revisit intention, word-of-mouth intention and willingness to pay more). In light 

of the findings from the literature, the following hypotheses are proposed: 

 Figure 1: Research Model 

 

METHOD 

17 questions were used to measure the restaurant atmosphere (Ryu & Jang, 

2007; Heung & Gu, 2012) whereas eight questions were utilised to measure the 

behavioural intention (Han, Hsu, & Lee, 2009). In this study, the number of samp-

les was 412 and it was considered that this could represent the population. The 
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population of the research is constituted of individuals visiting the à la carte res-
taurants operating in Bodrum. The questionnaire was applied to restaurant cus-

tomers between June and December 2018. Lastly, a convenience sampling met-

hod was used in the selection of the guests to be surveyed. 

Table 1: Demographic Profile of Respondents 

Variables   Categories n % 

Sex  
Male   212 54,4 

Female  178 45,6 

Perception of Income status  

Very low 31 7,9 

Low 91 23,3 

Medium   142 36,4 

High  83 21,3 

Very High  43 11,0 

Educational status 

Elementary / secondary school 12 3,1 

High school  78 20,0 

Associate degree 136 34,9 

Undergraduate education 123 31,5 

Graduate education 41 10,5 

Age   

<18 26 6,7 

18-24 110 28,2 

25-34 132 33,8 

35-44 58 14,9 

45-54 32 8,2 

55-64 23 5,9 65≤ 9 2,3 

 

RESULTS AND DISCUSSION 

The hypotheses were tested with the help of structural equation modelling (see 

Table 4). The goodness of fit of the model was found to be good (CMIN=564,206, 

DF=257, X2/df=2,195, RMSEA=.054, NFI=.922, GFI=.898, CFI=.956, IFI=.956, 

AGFI=.870, TLI=.949). The estimated R2 values for revisit intention were found 

as (0.54), WOM intention were (0.44), and willingness to pay more were (0.27) 

respectively.  

Table 2: Descriptive Statistics, Correlation and Validity 

Constructs X SD 1 2 3 4 5 6 7 

1 SL&EF 3,95 ,923 
0,787 

 
  

    

2 Ambiance  3,96 ,897 ,702** 0,800      

3 
Facility aes-

thetics  
4,03 ,888 ,698** ,693** 

0,819 

 

    

4 VW 4,05 ,998 ,574** ,576** ,626** 0,866    

5 
Revisit Inten-

tion 
3,88 ,969 ,565** ,511** ,571** ,580** 

0,794   

6 
WOM Inten-

tion 
3,95 1,04 ,553** ,512** ,489** ,454** ,448** 

0,860  

7 WPM 3,57 1,13 ,409** ,414** ,388** ,361** ,386** ,496** 0,819 

SL&EF: Spatial layout & employee factor, VW: View from the window, WPM: Willingness to Pay More 

Note: The results written in bold numbers in the sections of each scale refer to the square root of the AVE 

values, p=<0,001  
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The results of the path analysis have been estimated, and it was observed that 

SL&EF was (ß=0.270, p=<0.001) and VW was (ß=0.414, p=<0.000) so that they 
have a significant positive effect on revisit intention. Therefore, H1a and H1d hy-potheses were supported. On the other hand, AMB (ß=-0,010, p=<0,911) and FA (ß=0,142, p=<0,126) do not have a significant positive effect on revisit intention. 

Hence, H1b and H1c hypotheses were not supported. 

Table 3: Validity and Reliability Scores 

Construct and Measurement Items CR AVE MSV ASV CFA 

Seating arrangement gives me enough space 

0,91 0,62 0,49 0,35 

0,794 

Layout makes it easy to move around. 0,736 

Layout creates adequate dining privacy. 0,781 

Employees are neat and well-dressed. 0,796 

Attractive employees make me feel good. 0,837 

The number of employees is adequate. 0,809 

SL&EF (Spatial Layout & Employee Factor) CA:0,90  

Plants/flowers make me feel happy. 

0,89 0,64 0,49 0,33 

0,781 

Paintings/pictures are visually appealing. 0,752 

Temperature is comfortable. 0,817 

Aroma is enticing. 0,826 

Lighting creates a comfortable atmosphere. 0,823 

AMB (Ambiance) CA:0,89  

Overall interior design is attractive 

0,89 0,67 0,39 0,29 

0,790 

Furniture is of high quality 0,766 

Table setting (including tableware, linens) is visually attrac-

tive. 
0,865 

Background music is pleasing. 0,861 

FA (Facility Aesthetics) CA:0,89  

View from the restaurant window is visually appealing 

0,86 0,75 0,34 0,26 

0,862 

View from the window makes me feel comfortable. 0,876 

VW (View from the window) CA:0,86  

I am willing to visit this restaurant when traveling to Bodrum. 

0,84 0,63 0,34 0,27 

0,841 

I plan to visit this restaurant when traveling to Bodrum. 0,816 

I will make an effort to visit this restaurant when traveling to 

Bodrum. 
0,735 

RINT (Revisit Intention) CA:0,83  

I will encourage my friends and relatives to visit this restau-

rant when traveling to Bodrum. 

0,85 0,74 0,31 0,24 

0,850 

I will say positive things about this this restaurant. 0,871 

WOM (WOM Intention) CA:0,85  

It is acceptable to pay more for this restaurant 

0,86 0,67 0,25 0,17 

0,860 

I am willing to pay more for this restaurant 0,834 

I am willing to spend extra in this restaurant.  0,775 

WPM (Willingness to Pay More) CA:0,86  

Composite reliability, CA: Cronbach Alpha, AVE: Average variance extracted, CFA: confirmatory factor anal-

ysis, MSV: Maximum shared variance square, ASV: average shared variance square, p=<0,001 SL&EF (ß=0.398, p=<0.000) and VW (ß=0.204, p=<0.007) have a significant pos-

itive effect on WOM intention. For that reason, H2a and H2d hypotheses were sup-ported. Conversely, AMB (ß=0,165, p=<0,073) and FA (ß=-0,029, p=<0,766) do 

not have a significant positive effect on WOM intention. Accordingly, H2b and H2c hypotheses were not supported. SL&EF (ß=0.201, p=<0.038), AMB (ß=0.212, p=<0.034) and VW (ß=0.180, p=<0.029) have a significant positive effect on will-
ingness to pay more. Consequently, H3a, H3b and H3d hypotheses were supported. Contrarily, FA (ß=-0,009, p=<0,934) does not have a significant positive effect on 

willingness to pay more. Consequently, H3c hypothesis was not supported. 
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Table 4: Path Analysis 

Construct Hypothesis 
Beta 

(ß) 
SD t p R2 Result 

Revisit Inten-

tion (RINT) 

H1a SL&EF»RINT ,270 ,091 3,183 ,001*** 

0,54 

Supported 

H1b AMB»RINT -,010 ,097 -,111 ,911 Not Supported 

H1c FA»RINT ,142 ,108 1,530 ,126 Not Supported  

H1d VW»RINT ,414 ,077 5,581 ,000*** Supported 

WOM Intention 

(WOM) 

H2a SL&EF»WOM ,398 ,102 4,359 ,000*** 

0,44 

Supported 

H2b AMB»WOM ,165 ,108 1,794 ,073 Not Supported 

H2c FA»WOM -,029 ,119 -,298 ,766 Not Supported 

H2d VW»WOM ,204 ,083 2,682 ,007* Supported 

Willingness to 

Pay More 

(WPM) 

H3a SL&EF»WPM ,201 ,123 2,071 ,038* 

0,27 

Supported 

H3b AMB»WPM ,212 ,132 2,118 ,034* Supported  

H3c FA»WPM -,009 ,145 -,083 ,934 Not Supported  

H3d VW»WPM ,180 ,101 2,181 ,029* Supported 

*** p=<0,001, * p=<0,05 

CONCLUSION 

This study aimed to investigate the effect of restaurant atmosphere on behav-

ioural intention. The restaurant atmosphere consists of four sub-dimensions: 

spatial layout & employee factor, ambiance, facility aesthetics and view from the 

window. However, behavioural intention as used in this study was addressed un-

der three dimensions: revisit intention, word-of-mouth intention, and willing-

ness to pay more. Examining the results, it is evident that the spatial layout & 

employee factor and view from the window had a positive effect on the revisit 

intention, word-of-mouth intention and willingness to pay more. Furthermore, 

the ambiance affected the willingness to pay more positively. Nonetheless, there 

was no statistically significant effect of the ambiance and facility aesthetics on 

the revisit intention and word-of-mouth intention. Finally, facility aesthetics did 

not have a statistically significant effect on willingness to pay more. 

From the theoretical viewpoint, one of the most important contributions of the 

study is that it demonstrates a direct connection between the restaurant atmos-

phere and behavioural intent. From this perspective, it is evident that the spatial 

layout of the restaurant and its employee factors, the ambience and the atmos-

phere created by the landscape have a significant and direct impact on behav-

ioural intent. In addition, the relationship between restaurant atmosphere and 

customers' behavioural intentions was not only studied in terms of the revisit 

intention dimension but also the willingness to pay more and recommendation 

dimensions. A direct relationship between the aesthetic perception of customers 

and the dimensions of behavioural intent was found to be insignificant in this 

study. Despite this, the results may provide insight into future research as to why 

this link is weak. 

In practical terms, the results of this study suggest that restaurant managers 

should take the atmosphere of the restaurant into account and focus on retaining 

customers. The results of the present research provide restaurant managers 

with a set of information for creating sustainable relationships with customers. 

It may be that a good atmosphere will be sufficient to ensure customer satisfac-

tion and create loyal customers. 
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Just as in all studies, there are constraints to some of the issues discussed in this 

study. A more extensive model can be developed to better explain relationships, 

and the research can be improved by analysing the effects that cannot be ob-

tained in the study results. To extend the understanding of the relationship be-

tween atmospheric and consumer behaviour, other factors such as demographic 

information and different types of restaurants may be covered in future research 

models. 
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