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Abstract

The purpose of this research paper is to scrutinize the synthesis of 42
studies in the past years on the effects of atmospherics on customer satisfaction and
behavioral intentions. The analysis of these studies provides useful information about
which attributes of atmosphere in a restaurant industry strongly influence customer
satisfaction and behavior. Findings revealed that there are six variables of atmospherics
that strongly influence customer satisfaction and behavior. The variables are table
setting, layout, interior design, employees, lighting and music.
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INTRODUCTION

A restaurant is something where people visit to satisfy their hunger.
In other words, eating food is the basic purpose of dining( Ha & Jang, 2012).
However, customers now are not only confined to food. Equal importance is
given to other factors such as interior design, layout, music, ambience,
etc.Oftentimes, in favor of other elements, the physical environment of a
restaurant is overlooked. Many restaurateurs think that food is enough to
provide a good dining experience but the inability to provide great service
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along with an enjoyable or pleasant environment is a recipe for failure
(Rubright, 2019). In fact, (Milliman, 1986) is of the view that sometimes the
physical environment or the interior is more influential on customers' purchase
decisions than the product itself. The term atmospherics was first coined by
(Kotler, 1973) and he defined atmospherics as the recognition that people, in
their purchase decision making, respond to more than simply the tangible
product or the service being offered. This statement clearly goes in today's
business world, especially in the hospitality industry that customers' attention
has now been diverted from price to more a pleasant, soothing and exciting
atmosphere (Kotler, Bowen, and Makens, 2006); (Baker, Grewal, & Levy, 1992);
(Sherman & Smith, 1986).

Previous studies have identified various dimensions of atmospherics
such as layout, furnishings, ambience, table settings and service staff
(Countryman & Jang, 2006); ( Ryu & Jang, 2008); ( Liu & Jang, 2009); (Ryu &
Han, 2011); (C.S. Heung & Gu, 2012). The ambience of a restaurant includes
elements such as scent, music, temperature, and lighting which affect mainly
the non-visual senses. Spatial layout refers to the facility, furnishings and
equipment are arranged, the size and shape of these items and the spatial
relationship between them. Three dimensions of atmospherics / SERVICESCAPE
have been identified by (Bitner, 1992) : spatial layout, ambient conditions and
signs, symbols and artifacts. (Ryu & Jang, 2008) has also developed a scale
named DINESCAPE to measure the dining environment of a restaurant. The
scale incorporates six elements namely, ambiance, facility aesthetics, table
setting, lighting, service staff and spatial layout. Some researchers were of the
view that exterior elements should also be included in the atmospherics
dimension. (Berman & Evans, 1995) talked about four elements namely, the
general interior, store exterior, point of purchase and decoration variables, and
layout and design variables. Further (Turley & Milliman, 2000) stated that human
elements should also be considered like consumer crowding, density, etc. and
employee uniform or other characteristics. The link between the physical
environment and the quality of a restaurant has been identified in several
studies (Parasuraman, Zeithaml, & Berry, 1988); (Baker, Grewal, & Parasuraman,
1994). According to the above mentioned studies, the physical environment
provides details that can underline our judgments and shape our expectations
regarding the restaurant quality, thus making it an important factor in
influencing the perception of customers regarding restaurant quality.
Additionally, (Mattila & Wirtz, 2001); (Namasivayam & Mattila, 2007) in their
studies revealed that the physical environment/atmospherics plays a role in
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creating the pre-consumption mood of customers before the delivery of actual
service, suggesting that the atmospheric/ physical environment can negatively
or positively pose an impact on customers' mood. If we investigate some other
studies, the physical environment of a restaurant also affects the ratings of
meals by customers (Meiselman, 2003). According to (Milliman, 1986);
(Wansink, 2004), the music and lighting affect the purchase, ordering, and
length of stay. Also, the restaurant interior is considered as one of the main
factors in determining the experience of meals by customers. Another important
research has been conducted by (Mehrabian & Russell, 1974) in which they
proposed a SOR (Stimulus-Organism-Response) model. This model posits that
the relationship between human behavior and environmental stimuli is mediated
by an emotional response. The emotional state of an individual is affected by
the physical environment, which in turn elicit approach or avoidance behavior
among individuals towards the environment. Also, this model has been widely
used for research purposes mainly in the field of marketing (including hotels
and retail stores) and environmental psychology to explain an individual's
affective, cognitive and behavioral responses (El Sayed, Farrag, & Belk, 2003);
(Baker & Cameron, 1996); (Turley & Milliman, 2000). Adding to this (Riley,
1994) states that the satisfaction of customers is positively influenced by the
physical environment which in turn influences the behavioral intentions of
customers. So (Chishti, 2013) is of the view that to maximize satisfaction,
restaurateurs need to improve their standards of the physical environment and
service quality. Also, some studies have shown the direct effect of restaurant-
quality attributes on the behavioral intentions of customers (Ryu & Han, 2010).
Some studies suggested that the relationship between quality attributes and
behavioral intentions (i.e., word-of-mouth and return intentions) of customers
are linear and positive (DiPietro, Parsa & Gregory, 2011). While according to
some studies, the increase in quality attributes (food, service and ambience
quality) of a restaurant may not always lead to an increase in the behavioral
intentions of customers. In other words, there is a non-linear relationship
between restaurant quality attributes and behavioral intentions (Bowen &
Shoemaker, 1998). Based on these grounds, it is not only important but crucial
for restaurateurs or restaurant managers to know which factors of physical
environment influence customers' satisfaction and behavior.

Although many researchers have published papers on the impact of
atmospherics/physical environment on consumer behavior and satisfaction, but
they are mostly confined to one or a few dimensions (e.g. music, aroma, interior
design) (Mattila & Wirtz, 2001); (Wardono, Hibino & Koyama, 2012); (Robson



40 Priyanka Verma & B B Singla / Indian Management Studies Journal 26 (2022) 37-66

& Kimes, 2007); (Sun, 2013). Since, the physical environment of a restaurant
is one of the crucial elements depicting consumer satisfaction and behavior,
there is a need to understand all the attributes (dimensions) to unveil the
research question: which important attributes are considered by customers
while dining out?

RESEARCH METHODOLOGY

The authors have conducted a systematic literature review on
atmospherics driving customers' satisfaction and behavioral intentions in
restaurants. The first step for the review was to recognize keywords and for
this, the online databases were searched with expressions such as restaurant
atmospherics, physical environment, ambience, restaurant atmosphere, physical
surroundings, customer satisfaction and behavioral intentions. These keywords
were then searched within research articles, author keywords and abstracts.
Among the plethora of studies, the authors have collected 315 articles from
different databases. After those 200 articles were rejected on the ground of
having undefined journals or low-quality journals and some proceeding papers
have been eliminated. Only 42 research articles were selected from the
remaining and the rest were rejected as those studies were not pertinent to
this review paper.

Figure 1
Different Type of Database Used for Collection of Articles
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Well-known publication databases were focused to extract research
articles such as Elsevier, Emerald Insight, Routledge, SAGE. These databases
have been selected as they provide standard quality or high-quality publications
and have wide coverage of journals. Most of the articles used in this study are
published under Emerald Insight (14 articles) followed by Elsevier, Routledge,
SAGE, and others.

Figure 2 shows that the highest percentage ofcontribution involving
restaurant atmospherics is in the U. S (21 articles) specifically in Pennsylvania,
Florida and Las Vegas. Other studies have been conducted in countries namely,
Hong Kong, Indiana, Spain, Egypt, Turkey, Korea, China, Sweden, India, Serbia,
South Africa, Taiwan, Pakistan and Thailandto analyse atmospherics driving
customers' satisfaction and behavioral intentions in restaurants. Authors are able
to collect many quality research articles from U.S (Weiss, Feinstein, & Dalbor,
2004); (Andaleeb & Conway, 2006); (Countryman & Jang, 2006); (Ryu & Jang,
2007); (Namkung & Jang, 2008); (Ryu & Jang, 2008); (Jang & Namkung, 2009);
(Liu & Jang, 2009); (Liu & Jang, 2009); (Ryu, Han, & Jang, 2010); (Barber,
Goodman, & Goh, 2011); (Jang, Liu, & Namkung, 2011); (Ha & Jang, 2012);
(Harrington, Ottenbacher, Staggs, & Powell, 2012); ( Ryu, Lee, & Kim, 2012);
(Bujisic, Hutchinson, & Parsa, 2014); (Chua, Jin, Lee, & Goh, 2014); (Hyun &
Kang, 2014); (Bufquin, Partlow, & DiPietro, 2015); (Liu & Tse, 2018); (Wu, He,

Figure 2
Geographical Areas Investigated by Selected Publications
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King & Mattila, 2021). Two articles each were found to be conducted in Egypt
and China. The data itself shows that a significant number of studies have been
conducted in a foreign context and there is a dearth of research related to
restaurant atmospherics from India.

Figure 3, shows the publication timeline of articles, unveiling that
majority of the articles were published in the years 2008, 2009, 2012, and 2014.
Out of these, the year 2014 recorded the highest number of articles. Though the
publications investigated in this study range from 1997 to 2021, there were some
publications published before 1997 on physical environment or atmospherics
(Kotler, 1973); (Booms & Bitner, 1982); ( Bitner, 1992);. In the past few years,
various new elements of atmospherics have been added to the restaurants like
menu design, dining equipment, so these studies (published before 2000) have
been excluded from this research so that the present-day scenario regarding the
effect of atmospherics on customer satisfaction and behavioral intentions can be

judged.
Figure 3
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In the selection of articles for systematic review, the basic consideration
for authors was to select quality publications. The articles were not included in
this study which does not confine to the standard of quality. Many articles were
accumulated from International Journal of Hospitality Management (11 articles,
29%); International Journal of Contemporary Hospitality Management (7
articles, 17%); Journal of Foodservice Business Research (4 articles, 10%);
Journal of Hospitality & Tourism Research (3 articles, 7%).



43

gla / Indian Management Studies Journal 26 (2022) 37-66

Priyanka Verma & B B Sin

sioyiny £q uoneroqerq [eUOSIdJ : (S)32IN0S

¢l

ol

yoleasay Aje)dsoH pue wsuLnoj

wsuno] 9 AyjendsoH ul edueunssy Ajjenp jo jeunor
yoseasay ssauisng Jo [eusnor

Buijielay Jjo jeuinor

BuneyJe\ 821A18SpO0 g JueINE}SaY JO [eusnor

jeuinor poo4 ysihlg

JUBWAOUBAPY SSauisng [Bqo|9 JO [eudnor

Buluue|d g aouabiau| Bunayep

Buneylep Jawnsuo) [euoneulalu| Jo |eulnop

ains|a pue wsLno] ‘AjijeudsoH Jo [eulnop uesyy
S9OUSIDG 92IAI9S pue AJlENnD JO [BuJNO [BUOIBUJBIU|
|[eudnor sauisnpu| a82IAI8S 8y |

yoJeasay WsSLNO] JO [eUINOp Jljloed BISY

swabeuepy Ajjigelay % Allenp Jo [eunor [euoijeulaiu)
Buneylep\ seoinIag Jo jeusnor

yoseasay wsuno] g AyjeyndsoH jo jeulnop

yoJeasay ssauisng 921A19Spoo4 Jo jeusnor
wawsabeuey AyjendsoH Atesodwajuo) Jo [eusnor jeuoneulaiu]
juswabeuep\ AjjeldsoH Jo [eusnor [euoljeulaiu]

sfewanof Surysijqng
p dangiyg



Priyanka Verma & B B Singla / Indian Management Studies Journal 26 (2022) 37-66

44

VAONV

‘opninje Kep-ouQ
,SIoAI?S pue ‘oroydsoune
‘gInowr-Jo-prom ‘Kouowr $1S91.-)
10J onfea ‘Ayienb poojy e SJUBINEISY juowuoiiaug | juopuadopuy
Uorj093s I0J SIoWOISnNd Aq QWYL | pue uonoRINY
UOTJRIOPISUOD OJUT UIMB) QI uBOLIWY QOTAIOS Surdweg | syuopuodsoy Suoy 2002
Jey] SUOISUQWIIP JUBINBISIY — — | jo uomnooreg ‘Q011d ‘pPooqg o1RWSAS 081 SuoH ‘Funoyg | ‘¢
SuiAng
‘oraeyeq uinq asindw] pue
osindwt  pue uonoejsnes ‘uonoeJsnes
paoueyuo Im Aanisod aiow ‘goeorddy
JOBAI SIQWNSUOD ‘IO [Ord ‘quowruox
YIIM PAYdJeW 2B JUADS pUB -1AU Q101§ oIS sIowoisn)) 1002 “ZMIM
JISNUWI JO S[OAQ] [BSNOIE UM — — ‘aInse9[q pue Ju2d§ VAONY 0LT —| 2 emeN| T
uorjowoxd
pue 3uisnIoape sIsA[euy
puUE UONEBIO[ UOTISSAIZAY
‘K$911n0d srdnmy
pue 01AIS pue 10)oq
“UONUAIUI UINJAI ,SIAWOISNO ‘onfeA pue 0L
uo oouenpjur Jofew e nd uonuajuy “JUWIUOITAUY Surdweg |  s1owosn)
JUSWIUOIIAUT PUB POO, — — wnjoy pue poog o1eWISAS 1 'sn| 661 ‘nO| 1
SI[qBLIBA | SO[qBLIBA
Sune Sune SI[qBIIA sd[qeriep | A3ojopoydIA ‘ON
sSurpur | -JI9pPOIAl -IPAIAL | Judpuadda(q juapuadopuy YOIBISY jdures | Anuno) Joymy | °S

saIpm)S sorydsounny 43y Jo dqe], Arewwng




45

Priyanka Verma & B B Singla / Indian Management Studies Journal 26 (2022) 37-66

‘UONORJSHES JSWOISND UO 1Yo
JUBDIJIUSIS OU QARY UIISOP
[eorsAyd pue oouereaddy

SISA[euy
10308
SISATeUY UOISS?
-139y ordnniy

ssouaAIsuodsoy Surdwreg
‘Kyrenb pooy pue ‘Kyfiqeroy juowadpny
uoyl pue ‘oond premiojje / Aend 9002
‘ssouaArsuodsar Aq peouanfjur uonorjsneS poo, ‘eorg Surpdwreg [sjuopuodsay | ‘S n ‘erue| ‘Kemuo) 29
SI SIQWOISND JO UONORISIIBS — owolsn) | ‘uSiso [eo1sAyd wopuey 611 | -AlAsuuag| qoorepuy
sisA[euy
"SI9WO0)SNO [9POJAl Teaur]
JO uonuolul uInjal Ay} 3urd K)J[OAON pue [eI1oUQD) +002C
-uanpjul seINqLIIe JUROLIUSIS ‘Kiend) 201AI0S suoned ‘10qreq %
om) 9y} 2q 03 punoj Ajienb uonuIu| ‘aroydsouny Surdweg | jueine)soy ‘S| ‘urersureg
pooj pue aroydsounne ayJ — umoy ‘frend) pooq | 2oudruaau0) TLT |‘seSoA se ‘SSTOM
1891-L
‘uoneoo] pue ‘Sunysiy ‘pmoid uones0] pue VAOONV
‘oIsnu punoigyoeq £q pajodjje |suonowyg ‘Sunysry ‘udisoq VAONY
QIe pasuarradxad (qvd) oueu Qoerd JOLIQIU] ‘Ssou 1dA37 | €007 M°d
-twop pue ‘[esnoie ‘arnsed[d | -j1oyIRN SUONIUAU | -PapMOID) ‘OISNA Surjdweg [sjuopuodsay [‘oare)y pue| 2 ‘Seireq
Iowolsnd JOo junowe Q[ [JUSISuBI], [eIo1ARYQg punoisyorg | 9OUAUIAUOD) 80¢ |eLIpuEX9[Y ‘pakes
[BdN 24}
-aoe[d/eoudIquie pue ‘[eoul JO 150D/an[BA
9y} jo 3)soojonjea ‘Ajfenb pue ‘QoudIquiy
9o1A10s Aq pamof[o} ‘Ayrfenb wmay | /eoe[d ‘901AIRS
pPoOJ SI SIowolsno Kq pajer 0) uoIsI( [jJo Anend) ‘poog| sisoL, oSuey| siowolsn) 7002
nqume juepodwr jsowr yJ, — sIouwoisn)) Jo Ajend ordnny TL8E uredg ‘ouelLIog




Priyanka Verma & B B Singla / Indian Management Studies Journal 26 (2022) 37-66

46

‘soakordwo juejodwiod ‘ugisop
Jorrojul 3uneuIdsej ‘orsnuwa
punoidyoeq 3Juiseard ‘pooy

Aisel ‘Juowodueire Juneas sIowolIsn) 800¢
[eneds ‘uonejussord pooj payysnes [soueydsouny pue uo1SsI3Y | syuapuodsay ‘Suer
Surpeadde se yons sonquny — ATySTH ‘QOTAISS ‘pOOq onsIso 18T ‘S| Sumyuen |77
QIO]N Ked 01
SSQUSUI[IA SurepoN
‘suonjow? aAneSou pue ‘uonep | (ssouaarsuodsoy uonenbg
pue aanisod ‘Ayfenb oo1aI0s (eam1eSoN | -uowrwioooy | pue ‘AfIqeriey [eInonng 8002
poaroorad ‘Ajowreu uomnorj pue ‘KyrekoT) ‘QOURINSSY ‘SOTRIOIA
-SIJBS IOWO0ISNO JO $32INOS aanIsod) | uonoeysnes [‘se[qisuey) Aiend) Surdureg syuopm§ ¥ ‘unig
K9y 231y} [1oAUN S)NSAI Y], suonjowy Iowolsn)) [01AIdS PIAIRDIS] | OUIIUIAUOD) 8¢¢ — ‘ureype] | o1
"SUOIIUAIUT [BIOIABYQQ UO
QOUdN[JUI JUBDYIUSIS B QARY
Jinsea[d pue [esnoie ‘0s[y huowdinba Sururp
*Q0uIqUIR pue ‘noAe| SurfepoN
pue soakordwo Aq paosuanfjur ‘soakordwro uonenbyg
A[UO SI [esnoIe JQWO)SNO I M ‘Sunys1y [eInonng
sonayisoe AJIIoe] pue ‘oousIquIe [esnory ‘doudIquIe
‘sookordwo £q poouonyjur st pue suonuau] ‘soneyisor Surdweg | srowoisn) L00T ‘Suer
amsed[d JowoISNd JO [9AJ[ YT, amsed[d | [elolARyog A[ioe | 90uQIuaAuO0)) €ST ‘SN » nkg | 6
SurfepoN
uonenbyg
"uorssardwir [[eI0A0 Y} 0} [eInonng
parerar Apueoyusis oq 0} punoy sSurysrun,j pue sjuedronied 9002
(10100 pue ‘9[f)s ‘Sunysiy) uorssaxdwy | ‘10[0) ‘SUny3ry Surdweg [oIeasay ‘Suer 2
sjuowde oueydsoune ooIyJ, — 1811 91f1S ‘mnoke | oousruoauo)) 01 'S’ [vewdnunoy | g




47

Priyanka Verma & B B Singla / Indian Management Studies Journal 26 (2022) 37-66

‘sosuodsar [euonowrd dAne3oU

WOoIJ Wy} JAJ[AI sAINgLIIe (eAne3oN
jonpoid seoroym sSIOWOISNO pue
ul SsuoIjowWo aanrsod AANISOd) SurepoN 6002
JOo 1oA9] I19y31y ® 3IqQIYXQ suonowyg suonjuau] [soueydsouny pue uonenbd [sjuopuodsay ‘SunjweN
sorroydsowje pue 9d0IAIOS owosn) |  [eIOIABYY [‘90IAIOS ‘Jonpoid [eImonng 062 'S'N 2 Suer | 41
'SUONJUQIUT [BIOTABYOY
Uuo punoj st sonoyjsoe AJIoey
pue sookojdwo jo oouonpjul
10211 QY1 ‘uonIippe  uj
sookorduyg
‘sookojdwo pue sonoyjsor pue ‘noAe] SurepoN
Aypioey Aq pejovjje SI [esnoie [quowdmbyg Sumuig uonienbg| srowoisn)
JO [OAQ[ U} OIUM SIIIAYISIE ‘QoudIquiy [eInonng €6C
A)I[IoR] pue ‘QoudIquie ynoAe| [esnore ‘3unysry
Kq poyoejje  Apjueorjrusis pue uonuAIuJ ‘soneYIsoy Surdweg | sjueine}soy 800 ‘Suer
st ainseord  1owoisn) amsed[d| [eloraeyeg Anoe | ooudtuaauo) | oreosdn ¢ - » nky | €1
s3umyeg 9[qey,
‘uonemyIs sjueIne)sar dreosdn pue ‘Sunysry
ur s3urpunoxns [edorsAyd pue ‘JJB1S 901AIRS
uewWNY I0J 9[BJS PI[BA pUR [esnory INOART ‘QoUAIqUIY sisATeuy
orqereI e st 4dvOSANIA pue uonuIu| SOTOYISAY 10308 | syuopuodsoy 800C ‘Suer
QuIodmarA JowoIsnd AY) WOl amsed|d [ [eiolaRyeg Anpoeg | K1oyerordxg 61¢ ‘SN » nky |71

*S19UI0)SND
Jo [9A9] uoroeIsnes
oy) Sursearour ur juejrodur
g o
oarsuodsar  pue

punoj  99IAIQS

a1qerfal




Priyanka Verma & B B Singla / Indian Management Studies Journal 26 (2022) 37-66

48

sjuapuodsoy

are Aymenb pooj pue ‘Kyiqerex UOTSSAIZAY 8¢
Q0IAIOS ‘SSQUI[UB[D [BIUQW suonuo)u] ordnny
-UOITAUQ ‘A[owreu s?Inqriie [eloIARyQq | SOINQLINY IOYIQ SjuBINe)SOY
921y} SUTUIp SPIEMO) SUONUUL pue pUE ‘Q0IAIOS SIsATeuy asoury)
[eIoraeyaq oAnIsod pue uonoey uornorJsSNes ‘sorroydsouny | oouewIojIog Sumurg 6002
-S;jes  JOW0ISND 9JBAIO O, — IoWwo)Isn) ‘pooq | -ooueyrodwy| -rense) ¢ ‘s [Suer 29 nry| L1
'SIOWIOISND JO SUOHUUT
TeIotaeyaq Sururp 3sod souanfyul
oneA paardrad pue suonowa SI0UW0)SN))
aanisod pue oaneSou IoyyIng suonowyg SurfopoN 8¢
"sorroyd AneSoN jnoke uonjenbyg
-sounje Suruip Aq poouanyyur pue renedg pue [eiyonng | sjueInesay
AyueorjruSis o1e suorjowra QANISOd sjuowog uewWNH asoury)
aane3ou  pue  aanisod ‘anfeA uonuaIu| ‘QoulIquIy Surjdwreg Sutuig 600C
‘onfeA poarddred s1owolsn) poA1edIod | [eroraeyog | ‘u3IsoQ JOLINUL [ 9OUSIUSAUOD) rense) ¢ ‘s’ |[Suer 29 nry| 91
sIsATeuy
uoISSAIZAY
ordniny
pPUe VAONV
sIsA[euy
UoNR[a1I0D)
uonuauf
‘UONOBISIIES [[BJOAO puB uImjoy | 901 g pue ‘onfep sIsATeuy
SUOTJUQ)UT JISTADI SIOWOISNO pue ‘yInoJA |pue eousrueruo)) 1008
1O punoj st s1030e) AJHSANIA -J0-pIom ‘aroydsouny 600¢
[euonIninsur [[e Jo 199JJ9 ‘uonoejsnes | ‘Aiend) 901AIS Surdwes [ syuopuodsoy ‘wry %
aanrsod pue jueoygruSis v — heliifuilg) ‘Lrend) pooq paynens 0LL —| SN ‘wry|gr




49

Priyanka Verma & B B Singla / Indian Management Studies Journal 26 (2022) 37-66

puE ‘SWO0I)SY 1102
‘soINqQLIIE SSOUI[URD[D ‘sookoduyg sIsATeuy ‘qon ¥
Uo poseq oIt SIdWOISNO oSeuoned ‘I01I10)U] 10308, | syuopuodsoy ‘UBWIPOOD)
Jo suonjudjur jeadar/uIniay — — jeadoy jueine)say | Arojerordxyg 0827 ‘SN ‘rqreg | 1z
SUOTIUIUI [BIOIABYQQ
pue onJeA OIUOPAY/UBLIBITN
uooMm}oq IojeIpowl B S®
S]0B puUB SUONUAIUI [BIOJABYq
Uo Q0UON[JUI UB  SMOUS
UonoRJSIIES IOWOISND ‘OS[Y
"an[eA JIUOPaY
0) uostredwod ur uonoejsnes
IoWolsNd  pue  SUOTIUIIUI SurropoN 0102
[BIOIARYSQ UO QIOW SI OnjeA onoejsnes uonuAUJ | onfeA UBLIEII[IIN) uonenbd [ syuapuodsay ‘Suer
UBLIBII[NN JO Q0USN[JUI QYT — |[1owoisny | TeroIARyRg pue Oruopoy [eInjonng S6¢ 'sn| ‘uveg ‘nky | oz
"J0JeIopOW & Sk S)oe 0011d PoATad SIsATeuy
-10d ‘ssoooird uonewioj uon uoISSAIZAY
-oeJsnes ay) ul ‘siy) o) uppy suonuo)u] ordniny
‘UOT}ORJSNES JOWO0ISNO [eIo1ARYOg JUQWIUOIIAUS [ TedIyoIeIIH
JO s1010®) SUIUIWLIAIOP dlv pue [eo1sAyd pue
pooJ pue 921A13s jo Ajijenb o1d uonoeysnes ‘poo, ‘9dIAIOS Surjdureg | syuopuodsoy 0107 ‘ueH
pue JUOWUOITAUD [eJISAY{ [pPoATeoIdg — heliiulilg) Jo Krend) | oousruoauo) 1¥¢€ — » nky | 61
*SIQWOISND JO
suonjudiul dSeuonedoy oY) SSQUITUBI[D 0102
joedwr winy ur yorym ‘j09jye pue AIqISse0oy [sisA[euy yred ‘1o8sng
qim digsuonerer eanisod e 1001V ‘IFeIS ‘Teroos ¥ OB\
JIQIYXQ JONIISUOD IDIAIIS PUB suoned suonuo)u] puB 2dUAqUIY Surpdureg sjuopm§ ‘ni3oreg
pooj pue AJI[IQISSQ0dE Y], — pueine)soy | oSeuonedoy [@d1AI0g pue poo] | 2oudruoAu0) 0ST Koyang, ‘preoury] | 'g1




Priyanka Verma & B B Singla / Indian Management Studies Journal 26 (2022) 37-66

50

‘sotreydsowne jueIne)sar UOT}ORJSIIES |WOIf MAIA ‘90Ud ordnyniq | syueaneysoy
Aq poouanjjur Apuedyyrugis Suwurg pue | -1quy ‘ynoke| QOIATAS-[[N] BUIYD 2102
oIe uonoejsnes Jumurp pue SuUOTIUAIU] reneds ‘son Surdwres | 9[ppIA pue ‘Juoyy ‘nn ¥
SUOTIUSIUT [RIOTARYQY SuONed — — | [eIoaeyeq |-eyisey Aroeq | eousruaauo)) | oreosdn o1 Suoy [Suney ‘SO | $T
"UOTRULIJUOISIP PaATadIad
s19ieadar  jo siojorpaxd s3unyeg
juedrjiuSis  ole  Inoke| JIqe], pue
pue s3umnias J[qeL O[IYM ‘JJBIS QOTAISS SurfepoN
"UOIJRULIJUOISIP PAAIadIad [s1owoisn)) ‘QouRrquIy uonenbyq [ syjuopuodsay
,SIQWI-)SIIJ  pue  SIOJISIA jeadoy uonorjsneS ‘Sunysry [eIN}oNNS 00¢€
jeadar yjoq JO SJUBUTULIANAP pue Iowoisn) noke]
jueorjrudts ore Sunydip pue | siowr], |uoneuurj | pue KjekoT ‘SOTAYISAY Surdureg | syueIneIsay earoy| 1707 ‘ueH
‘JJe1S OTAIIS “SONAISAE ANIORT -sILy | -wodsiq Iowroisn) Aroe | eoudruaauo) | oqeosdn ¢ ‘Moas » nkyY | €T
‘SUOTIOWD SIsATeuy
aanedou pue aanIsod yjoq UoISSAIIAY
s)Io1[e  uonejuasard nuow uonRIUISAI syuapuodsay
pue OISNW SBAIYM SUOIIOW NUo\ pue SurrepoN Y€
aantsod souanyyur surysTuIng ‘Jumies 9IqeL uonenbg
‘sorzeydsounje suorjowryg ‘Sunureq ‘oIsny [exmonng | sjueine)soy 1102
JrjueyIne pue SUOIIUIIUI aAnesoN asauIy) asauIy) ‘SunyureN
[BIOIARYQQ UQ9M]}q SIOJBIPIW pue SuorjuUIIU| ‘s3urysruIn,g Surdureg Sururg »
se  10® suopowe ylog — | oanrsoq [eI01ABYQg Q[A3s-9saury) | 20USTUIAUOD) ense) ¢ ‘s'n| ‘nrg ‘Suer| -7z
sIsA[euy
huRUIWLIOSI(]
JOLIdIXYH
Surpping $1593-




51

Priyanka Verma & B B Singla / Indian Management Studies Journal 26 (2022) 37-66

‘901AI3s ‘pooj jo Kyend owosn) | [eloiaeyeg | ‘pooq ‘991AI0S eanonns | -say 00¢ ‘S| 991 ‘nhkY | LT
-9oudrradxd
9ATIESQU JO SIQALIP UTRW
dIe uLip/pooj jo Aienb
pue Jjels Jo SSQUI[PULIJ
‘SSQUITUBA[O  ‘QOIAIdS  JO
Kyirenb pue poads ‘searoyp
‘sjueIne)sar ur ouarradxo
aansod JO SIOALIp urewW oy
are aroydsoune pue ‘9dIAIOS SS9, oW 7102
Jo paads ‘Jyels Jo SSQUIPUILL} -ered-uoN ‘Tromod
“urp/pooyj jo Ajenb ‘ao1a1es sQouarradxyg 2 ‘s33e1s
Jo Aypenb ‘Aoains oandriosap AAnRION Suridureg|  syuopuod ‘1oyoeqUaNO
Ay} JO s)nsaI Ay} UO paseqg — | pue oAnISog — | souotuoAuo)| -0y 6SH ‘S N [‘uoiSurrey | ‘9z
SurPpo
uonenbyg
Ayrend) [eInoNNS
'sKem JOQIIpuUI pue JOAIIp pooq
yloq ur uondoorad Ajenb pue oISnN SIsAeuy 2102
y3noay) suonuduI [eIOIABYq Lend) suonuAu] pue ‘noke| uorssai3oy| sjuopuod ‘uer
douanyjul ued souRydsouny 0IAIS | [eIoIARyRq | ‘u3ISo JoLIduf srdninN|  -s9y L09 ‘SN » eH | SC
SIsA[euy
10)08,]
S10308 sjuopuod
dokordwyg pue sIsAfeuy|  -soY 811
‘MOPUIA U} [  uOTSSQISoYy




Priyanka Verma & B B Singla / Indian Management Studies Journal 26 (2022) 37-66

52

*SUOTIOUId
Jowolsnd Aq poouanjjul
ApueoryruSis a1e uonorjsnes
IQWO0)SNd puB SUONIUAIUL

[BIOTABYQQ  ‘QIOWIdYIINg SurepoN
"SUOTIUAIUI [BIOIARYQQ UO uonenby
puUnoJ SI 9ouUAN[JUI ISAYLIM uon [eanonng
9} pue SUONOWS IOWOISND -oeJsnes
Uo punoj SI JUSWUOIIAUD JIowo)sn)) 10T
[eo1sAyd oyy jo Qouanyjur pue| suonuduf JUSWIUOIIAUH Suridureg | s1owoisn) ‘uruy
aanisod pue 3so3uons Ay, suonowy | [elolaeyeg [BI1SAUJ | QOUSIUAUOD) 0LI BULYD » uv|-ec
sordrourig
aaneredwo)
-oouanIadxo JuQWdR]d JuBISUOD)
90IAIdS juUBINEISAI  I19Y) Jowoisn) (soAneIIEN
Sunooyye 1oALIp Juenoduwr ue oououadxyg | pue sjoejoly anbruyoay, S61) 7102
9q 0] punoj SI JUSWUOIIAUD Q0IAIOS J[qI3ueiuy JUAPIOUT | SMIIAIAU] ‘uosspreapg
eo1sAyd ay) ‘siowoisnd I04 — Jowoisny) pue [ed1sAyd feonu) 71| uopams| 29 19 | 8T
-onfea
PaATedIod JOWOISND JO SHURUI
-1010p JueOIUSIS 918 POO] onfea
pue juawuoIiAud [edrsAyd paarooxxd
oyl jo AKyenb oyy ‘osyy IowoIsno
-o3ewr pue
jueine}salr jo siojorpaid ‘a3ewr
juedjiudis 2q 01 punoj e hueine)sol JUQWIUOIIAUL SurepoN 7102
JUQWUOIIAUY [edIsAyd pue uonoejspes | suOnUAIU] TeorsAyq pue uvonenbg| sjuopuod ‘wry %




53

Priyanka Verma & B B Singla / Indian Management Studies Journal 26 (2022) 37-66

*SIUQWIYSI[qeIS
901AI9s-)oInb ur 9ouvIqUIE snqLNy $10C
JOAO 93BJUBAPE SIYB) ODIAIS Q0IAIRS JO J3euoned BIpu[ ‘orsiing
SBAIOUM QDTAISS I9A0 Aj1enb [PAYT pue IoWnsuo)) QOTAIS NADON| 2 ‘esreq
01 UudAIS ST Qouarojord juemeisay | pue Keq 01| pue ‘Qouriquy syuopuodsey | pue Iy ‘esreq
‘sjueine)sar pud-y3Iry uf — | Jo odA1 | ssouSurpp [ ‘Arrend) pooq VAONVY 80¢€ MIN ‘ennq | ‘zg

‘SON[O [EUOTIOUNJ pUE SUOT)
-UQUI [RIOTABYQQ ,SISUWIO}SNO
uoamiaq drysuonerar aanisod
B IoAUN S)[NSAI oY) ‘Apse]

‘sanyo
[euonouny pue oruewnyg Aq
poouanyjur A[JuedlyIusIs pue an[ea en
A1eanisod aie sonfea [en -uarredxyg
-uonIadx9 | SIQWOISNd ‘OS[Y pue
'SoNJO OIUBYOIW ‘son[) sIowoIsn)

Kq pajooyye Apueorjiusdis oruewng SUuI[OpoJN | JueINEBISAY +10Z ‘Yoo
pue A[eanrsod ore sonyd ‘san[) |  suonudIul sany) uonenbg QOTAISS » ‘99
[eUOT}OUNJ pUEB OIUBWNE — |reuonoung | TeIOIARYRg JTURYIIN eamonns|  -rmg 89¢ ‘S| ‘urr ‘enyd | ¢

VAONVIN
‘jueine)sar jo odKy oyy| 901AIS SUOT)UIU]
KQ pojeIopow QI8 SUOTIUIUT yornQ) wmnyoy VAONV
[eIOTABYQQ PpUB ‘OOTAIIS pue pue yinowr ¥10C
jueinejsal ‘Ayrenb ooudrquie | opeosdn) -JO-pIOp) ‘esied %
udamilaq drysuoneyar adA, suonuAU[ J0IAIOS pue udisog 'S'N [‘uosuryony
oY) JeY) [I9AUN SIMNSAT AYJ, [IueIne)say — | [eIO1ARYRg | ‘@oudIqUIY ‘poo | [eruswiradxy syuepms oS | ‘epuorg orsting | 0¢




Priyanka Verma & B B Singla / Indian Management Studies Journal 26 (2022) 37-66

54

Sururp pue 2014138 Jo Ayjenb soroydsouny [eo1yoIRIdIH
£q pamojroy Ajenb pooy Buuiq pue 10T
Kq poouanpjur Apuedijrugis uonorJsneS Aiend) pooq Surdweg | s1ourg juer eolyy | ‘AeyoeN
ST UOT}OBJSIIBS IoWO0ISn) — — heliiiNilg) pue 991AIdS | dousruUoAu0)) [-neISAY (ST ymmos| 2 197394 | "g¢
*SUOTIUIUT
JISTAQI JO s19331m jueizoduwr
se poSIowo UOIJOBJSIIES
s Suore aroydsoune pue
Qonid paaroorad ‘uonippe up
'SI0WI0ISND JO
[9AQ] uonorjsnes ay) 1oeduwr ¥10C
jou soop 9o11d PoATaIIdg orpelg %
a1oydsounye uonorIUL T[SAONTWIJ
pue uoroerdul jo Aljenb uon Jo Aurend SuropoN ‘AOYAT
oy £q poyoedwr Apueory -oBJsnes uonuAUJ pue ‘QoLg uonenby | sjuspuodsoy RIQIOS OIURS
-Tu31S ST UOTOBJSHES ISAND) — powoysny JISTADY ‘oroydsouny [eanjonns 812 [oeasm3ery] [‘otaoyumely | ¢
(9o11g pue
uoneso] ‘Aiend)
pooq ‘Aien®)
ITAIRS) San)
‘[esnore suoned SOALIp [CIUSWUOITAUD
yorym [erjuan[jul jsouw dIe -UON pue
SUOIIPUOD JUAIqUIE ‘SAND [B) (3noAe7 1eneds
-UQWUOIIAUS Juowre Idy)n, [wsmopoy pue suonipuo))
pue uon JuAIqUIY
‘Tesnore suonjed | -eluanIQ | QInses[d ‘s1oBJNIYy pue SuropoN suonedq ¥10C
uo 199jjo IoSuOI)S QIoW | [eUONBA pue| suonjuejul 1009() SonD uonenbyg| jueIne)SOY ‘Fuey]
B QABY SONO [RJUIWUOIIAUL -TJOJN | resnory | [eromaeyeg | [eIUQWUOITAUY [eanyonng [ Amxng 6L¢ ‘'S'n| 2 unkyg | gg




55

Priyanka Verma & B B Singla / Indian Management Studies Journal 26 (2022) 37-66

Jueyodwr A1oA ore

QOUSIUIAUO)) PUL

douaadxe Sururp pue ‘Sunysiy uon ‘oroydsouny
Y090 1soNT 2JLINIIB ‘OTAIOS -oeJsnes uonuAu] | ‘9dIAIdS ‘Onjep sisA[euy | syuopuodsay] 810C
jdwoird  ‘siowolsnd 104 owoisn) [BIOIARYQY | puR 0L ‘POO] red (87 ‘ST |esL 2 nI7| "6¢
MUAW Y} UM SIWOISND
JO UOTIOBRJSTIBS [[BIDAO uSisoq | uorssardoy
ayy jorpaxd o) djoy Ajorrea NUON pue srdnny L10T
nuow pue ‘suondriosop ‘K)oLIBA NUSA ‘9poon
wo)l nuow ‘ugrsep nuow uonoeysnes ‘suondrrosaq Surdureg| siowoisn) 29 ‘souof
‘A[oweu So[qeLIBA 921U} [[V — Jowoisn) W) NUIJA] | 9OUSIUIAUO)) 4ty 1dA39g ‘Kwored | '8¢
‘suonowd aAnisod
Kq pajerpaw jou SI Ioqe|
OT10Y)So® puEB SUOTIUIUT
[eIOIA®YQq uoomilaq
diysuone[ar ay) ‘uonIppe up
(sorroydsoune
pue ‘po0J ‘9IAIIS) 'SI[qRLIBA SurjopoN
[01U0D JO Q0Udsqe Ay} Ur uorjenbyg
ATuo Inq suonowd aanisod souaydsoury pue [eIn3oNns G102
pue SUONUAIUI [RIOTABYIQ ‘Kyreng) 901AIOS ‘onkg
soouan[jur A[oanisod pue uonowyg uonuauy | ‘Aend) pooq Surdureg | s1owolsn) » ‘yong
Apueorjiugis I0qe[ o1NoyIsAy AATISOd | TeIoTARYR [IOoQeT ONQYISAY | QousruaAuo)) 0zE uemreJ, ‘mesp | -L¢
‘Jou aIe soynqgrIe
U)[eoy pue [BIOOS [IYm suondaorog yi[eoy pue G102
SIQWINSUOD I0J soInqrIie pue ‘roydsouny SIsAeuy ‘onardig
[B}IA 9Q 0) punoj I PoOJ suoneydadxyg ‘eroog | eouewojreg|  syuapuod » ‘MO[Rd
pue ‘oroydsounie ‘901AI9S — | s1owoisn)y | 9211 ‘poo | -eoueytodwy| -soY 607 ‘'S'n|  ‘umbyng | ‘o¢
SISA[euy
uoIssaI3oy

‘A1oAnoadsar sotreydsouwne

ordnny




Priyanka Verma & B B Singla / Indian Management Studies Journal 26 (2022) 37-66

56

(uonyuayuy
‘Aoewinur juarquie | Aorwnuy JISIA pue
Jo uondoorad s1owo)snd |[euoneoy SSOUAATIORINY sIsA[euy 1202
AU} SeOUBRYUR )T ‘WONIPUOD pue POATAIIR]) UOTIRIPAIN “eIMRIN
Suny31 wip [[erA0 oy} 03| SunySry | Koewnug suonuaIu] Sunysry pojeropow |  sjuopuod 2 ‘Sury
pappe st 3unys3i[ [800] UYL | [eIUdD) | Juoiquy | yoroaddy [e00 | -poreIopoIN| -soY¥ 9.6 s'nl eH ‘nm | T
‘s1oWo)snd Juowe arnseard SISATeuy
JOo junowe 9y) ASLAIOUI UoISSAIZY
SIOJ0D on[eA-y3IYy IO wWIem ons130 810C
Y)IM  SjueIne)sar  ‘os|y osuodsoy UoIs109(J 9ufoTesug
‘asuodsal [eI0IARYQq oY) Sun [euonowyg Anug Suridweg|  sjuopuod ¥ um
-o1pa1d ur 3SOWRI0 ST AINSLI[J avd| iuemeisoy | JI0[0D JOLIAU] | 9oUAMUAAUOD |  -SOY 96+ | puereyl| -ojeueiuel | ‘T
"UOT)ORJSTILS JOWOISND
Kq pojeIpow ST SUOTIUIIUT
[BIOTABYQQ pUEB S)nqLIlje
jueIne}sar K9y uQ9m)dq
digsuone[er oyl  ‘os|y sisA[euy den
‘nowr Jo piom sIsA[euy
aansod o0y Surpeey suonuayuT soInqrmyy 19y)Q | uorssarSoy 810C
[BIOTABYQQ ,SIQWIOISND UO pue ‘pajelar ‘1qqeys
punoj st Ayenb ooraos £jre uon -QOIAIQS ‘pale[al Surdweg ¥ pewyy
-100dse soINqIIIe JUBINE)SAI -oeysnes | suonuouy | -soweydsouny | Ayiqeqord| siowoisn) NIRIN
Jo oedwr oeanisod oyj, — fpowosny |  TerolAByRg ‘pAIR[aI-PO0] -UON 96z | uweisopeg| ‘pezyeys | ov
"UOTSUWITP 9UIIUIAUOD
oyy10j 1dooxa uornoRJSIIES
IQWO)ISNd 03 paje[al Ajeanisod
pue A[109IIp QI8  onjeA
pue ‘ooud pue pooJ ‘QOIAIdS
‘stsAfeue yied uo poseg




Priyanka Verma & B B Singla / Indian Management Studies Journal 26 (2022) 37-66

57

With the help of literature analysis, the authors explored six

atmospherics variables from the past 42 studies that affect customers' behaviour

and satisfaction. The variables are Table setting, music, employees, layout,

lighting and interior design as shown in Table below :

Table 1

Atmospheric Variables Strongly Influencing Customer Behavior

Atmospheric
Variable

Authors

Effect

Table Setting

Ryu & Jang, 2007; Ryu &
Jang, 2008; Ryu & Jang, 2008;
Jang, Liu, & Namkung, 2011;
Ryu & Han, 2011

e Behavioral Intentions

e Customer Loyalty

e Customer Satisfaction

¢ Pleasure and Arousal

* Positive and Negative Emotions

¢ Disconfirmation

Jang, 2008; Ryu & Jang, 2008;
Liu & Jang, 2009; Kincaid,
Baloglu, Mao, & Busser, 2010;
Barber, Goodman, & Goh, 2011;
Ryu & Han, 2011; C.S. Heung
& Gu, 2012; Ryu, Lee, & Kim,
2012; Bufquin, Partlow, &
DiPietro, 2015; Tsaur, Luoh, &
Syue, 2015

Music Mattila & Wirtz, 2001; Sayed, * Pleasure
Farrag, & Belk, 2003; e Approach
Namkung & Jang, 2008; Jang e Environment
& Namkung, 2009; Jang, Liu, e Impulse Buying
& Namkung, 2011; Ha & Jang, e Customer Satisfaction
2012; Ryu, Lee, & Kim, 2012; e Positive and Negative Emotions
Tsaur, Luoh, & Syue, 2015 * Service Quality
* Food Quality
* Restaurant Image
e Customer Perceived Value
* Behavioral Intention
Employees Ryu & Jang, 2007; Ryu & * Behavioral Intentions

¢ Pleasure and Arousal

e Perceived Value

* Positive and Negative Emotions
* Repatronage Intentions

¢ Restaurant Patrons' Affect

e Customer Loyalty

e Customer Satisfaction

* Disconfirmation

* Restaurant Image

* Customers' Expectations and

Perceptions
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& Jang, 2007; Namkung & Jang,
2008; Ryu & Jang, 2008; Ryu
& Jang, 2008; Jang & Namkung,
2009; Liu & Jang, 2009; Ryu
& Han, 2011; C.S. Heung &
Gu, 2012; Ha & Jang, 2012;
Hyun & Kang, 2014; Petzer &
Mackay, 2014; Tsaur, Luoh, &
Syue, 2015

Lighting Sayed, Farrag, & Belk, e Behavioral Intentions
2003; Countryman & Jang,  First Impressions
2006; Ryu & Jang, 2007; ¢ Pleasure and Arousal
Ryu & Jang, 2008; Ryu & Jang, | Positive and Negative Emotions
2008; Jang & Namkung, 2009; e Customer Loyalty
Ryu & Han, 2011; Petzer & e Customer Satisfaction
Mackay, 2014; Bufquin, Partlow, |* Disconfirmation
& DiPietro, 2015; Tsaur, Luoh, |e Customers' Expectations and
& Syue, 2015; Wu, He, King, Perceptions
& Mattila, 2021 e Perceived Attractiveness
* Visit Intention
* Ambient Intimacy
Layout Countryman & Jang, 2006; Ryu |e First Impression

Behavioral Intentions

Pleasure and Arousal

Customer Satisfaction

Positive and Negative Emotions
Perceived Value

Customer Loyalty
Disconfirmation

Service Quality

Food Quality

Interior Design

Heung, 2002; Sayed, Farrag,

& Belk, 2003; Andaleeb &
Conway, 2006; Namkung &
Jang, 2008; Jang & Namkung,
2009; Liu & Jang, 2009; Barber,
Goodman, & Goh, 2011; Jang,
Liu, & Namkung, 2011; Ryu &
Han, 2011; Ha & Jang, 2012;
Ryu, Lee, & Kim, 2012; Walter
& Edvardsson, 2012; Ali & Amin,
2014; Hyun & Kang, 2014;
Petzer & Mackay, 2014; Tsaur,
Luoh, & Syue, 2015;
Tantanatewin & Inkarojrit, 2018

Selection of Restaurants
Behavioral Intentions
Customer Satisfaction
Positive and Negative Emotions
Perceived Value

Repeat Patronage
Disconfirmation

Customer Loyalty

Food Quality

Restaurant Image

Customer Service Experience
Arousal and Pleasure
Restaurant Entry Decision

PAD Emotional Response
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Table Setting

Customer
Satisfaction

Employees

Restaurant

Atmospherics

Behavioral

Intentions

Interior Design

RESEARCH MODEL
Managerial Implications

The results of the present study offer some insights to restaurateurs/
restaurant managers. Making a business successful especially restaurant,
requires a tireless efforts, meticulous planning, creativity and timely execution.
Now, the quality of food is not the only element influencing the dining
experience of customers, there's a lot of other things to keep in mind for making
a restaurant business successful. With the help of this study, the restaurateurs
will understand the importance of restaurant atmospherics in retaining and
approaching more customers. Also, it is stated by( Liu & Tse, 2018)that prompt
service, accurate guest check, lighting and dining experience are very important
for customers. To be more precise, tangible restaurant atmospherics such as
employees, table setting and layout have more influence on customers whereas,
temperature and scent are less effective in influencing customers( Walter &
Edvardsson, 2012). Moreover, the customers of a restaurant not only use the
physical environment/atmospherics but also create one. Like for example, some
customers may get irritated by the loud volume of the music, leading to
unfavourable dining experience, but for some it could be a favourable experience
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if the volume and genre fits their taste. So, the managers apart from functional
dimension, must consider the emotional and social dimension, as it is difficult to
design. Therefore, both unfavourable and favourable experience of customers
must be kept in mind while designing restaurant services. Also, based on
extensive literature, music is found to be a significantelement influencing
pleasure, satisfaction and behavioral intentions. The results from the present
study states that apart from better services being offered to restaurant customers,
the atmospherics of a restaurant occupies a vital position in facilitating customer
feelings. An aesthetically comfortable and pleasing atmospherics plays an
important role in satisfying hedonic needs of customers, influencing post-dining
behavioral intentions and improving overall value of restaurant. Furthermore, it
is not enough for restaurateurs/managers to know that atmospherics affects the
customer experience but which elements of atmospherics are important should
be their main concern. Thus, with the help of this paper, the restaurateurs will
be able to create a perfect atmosphere for their customers focusing more on the
elements which affects their satisfaction and behavioral intentions. Further this
would surely lead to walking in and retaining of more customers and would also
increase the profitability of the restaurant.

RESULT / CONCLUSION

In meta-analysis, the purpose of effect size is to combine all different
studies in single analysis. In this study, Critical value of chi square with df =
41 is 56.942. The value of Q (total variance) is = 56.22, which is less than
56.942, so we fail to reject the null hypothesis of homogeneity. Further, the
random effect model is applied which assumes that the population drawn differ
from each other. The value of effect size in random effect model is 0.4442 (95%
CI =0.345,0.542, df = 41).

Through a systematic literature review, this research paper highlights
the importance of restaurant atmospherics influencing the satisfaction and
behavioral intentions of customers. The authors have identified some important
attributes of restaurant atmospherics which could help restaurateur's or
academicians. Many studies have been conducted and focused on various
attributes of restaurant's physical environment/atmospherics that have
asignificant influence on emotions, satisfaction and behavioral intentions of
customers e.g.,( C.S. Heung and Gu, 2012). Facility aesthetics, service staff and
lighting are main determinants of repeat visitors and first timers' perceived
disconfirmation( Ryu & Han, 2011). Further, Furnishings of a restaurant can
separate a restaurant form its competitors making it an important attribute.
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During this coronavirus pandemic, this importance has taken a step ahead as
customers now want proper spacing. Furnishings also influence positive
emotions which acts as mediator between behavioral intentions and
atmospherics ( Jang, Liu, & Namkung, 2011). Another important element which
would attract or retain more customers is music. Right genre of music will
evoke emotions in customers which in turn would affect their ordering as well
as time spending in the restaurants. Further, if we talk about lighting, it has
various aspects such as general lighting, focal lighting. The lighting can be a
powerful tool to attract more customers and influence the customers perception
regarding ambient intimacy ( Wu, He, King, & Mattila, 2021). Adding to this, it
is said that interior design of a restaurant impacts the psychology of customers.
It can make them eat fast, stay more, order less or vice-versa. One of the main
components of interior design is color. It should be chosen with care and
should match with the theme and concept of the restaurant. ( Tantanatewin &
Inkarojrit, 2018) stated that the pleasure among customers increases if the
restaurant has warm (e.g., cream) or high-value colors. Lastly,one of the
essential tangible elements which has been overlooked by many academicians
is table setting. The way everything is presented or set up on table can make
customers happy or give them a feeling that they are in a prestigious or an
elegant environment (Ryu & Jang, 2008). So,through this extensive
literaturereview, we can conclude that the main attributes influencing customer
satisfaction and behavioral intentions are table setting, music, employees,

lighting, layout and interior design.
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