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Abstract 
The rapid emergence of restaurants in the country has leaded the foodservice establishment to grow 
theme restaurants in competitive market to stay relevant with the trend. Therefore, this study aims to 
identify the atmospheric factors that influence the young customers’ revisit intention into theme 
restaurants. Quantitative data taken from 200 young customers were analyzed, then, 146 valid 
questionnaires were returned and the result indicates a statistical relationship between cleanliness and 
respondents’ revisit intention. Thus, restaurateurs need to understand the importance of physical 
interiors and their influence on overall guest’s revisit intentions as a guideline and future references. 
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1.0 Introduction 
Malaysia nowadays is eagering to experience a much better eating atmosphere. Usually, 
upgraded dining establishments’ guests will also demand for a complete experience of dining 
instead of just good food (Yüksel & Yüksel, 2002). Andersson & Mossberg (2004) have 
successfully came out with five factors that give impacts on meal experience, which reflects 
the cuisine, the interior of the restaurant, services, company and other guests, plus, they 
have clarified these factors as meal experience’s ‘satisfiers’. Clearly, there are factors from 
the atmosphere that influence people to eat out.  

Restaurant attribute is one of the essential keys that management should consider in 
attracting more customers to come to the restaurant. It is a trend nowadays for customers to 
choose a restaurant that they want to dine in based on environmental issues. Chow et al. 
(2013) stated that if a restaurant is not cared about the cleanliness of the workplace, this may 
spoil the customers’ appetite.  

This may give negative impression in customers’ opinions and may influence them to not 
revisit that particular restaurant. Customers will not be energetic if the environment of the 
restaurant is too dull or boring. The management should create a restaurant concept to show 
that they are different and unique from other restaurants. When there is something new in 
the restaurant, there will be repetitive customers who would enjoy having a meal there. This 
will help the restaurant to be parallel with the norms of Generation Y, which is our generation 
right now. Customers revisit intentions are important because they are the ones that will 
generate income for the restaurant. This study focuses more on the atmospheric factors of 
theme restaurants that triggers their revisit intention.  

 
 

2.0 Literature Review   
Atmosphere seemed to be equally material and immaterial. This proves that atmospheric 
factors have some kind of relationship with revisit intention because it triggers the factors that 
led to the intention to revisit. Research suggested that there is a direct relationship between 
physical environment and the outcomes which make premise guests satisfied, which end up 
revisiting the premise (Chang, 2000; Chebat & Michon, 2003). This is a strong proof to say 
that the factors of atmospheric are highly related to revisit intention. Ryu and Jang, (2007) 
findings supported that ambience affected customers’ post-dining behavioral intentions. The 
atmospheric factors discussed in this study as follows. 
 
2.1 Restaurant Cleanliness 
The cleanliness of the restaurant is dubbed as a very important criterion when a restaurant 
guest observes the dining area’s quality (Barber & Scarcelli, 2009; Liu et al., 2009). Klara 
(2004) stated that 75% of customers would not come back to a restaurant if the toilet rooms 
were not clean. In the same article, Amer (2003) discovered at about 74% of restaurant 
guests were confident that they will certainly flee from a restaurant if they saw an unclean 
view. Cleanliness is vital when operating a restaurant. Threevitaya (2003) found that 
restaurant cleanliness and hygiene were the first factor customers considered when dining 
out in Thailand. Aksoydan (2007) suggested that food service establishments that failed to 
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meet the standards of food hygiene and cleanliness expected by customers would be 
targeted as having a low quality of service. Therefore, if a restaurant is unaware of its 
cleanliness, it may lose their customers even before they dine in. However, previous studies 
found that the used of restaurant cleanliness concepts are not constant (Yoo, 2012). Physical 
environment such as the interior of the dining area to evaluate restaurant cleanliness are 
even used in some studies for evaluation (Ryu and Jang 2008). The cleanliness of a 
restaurant reflects the whole image of the restaurant in Chinese studies (Jang and Liu 2009).  

There is limited research that suggests, among the factors that influence the service 
encounter, cleanliness is vital (Lockyer, 2003; Scarcelli, 2007). The overall cleanliness of the 
dining room, the employees’ appearance (Ryu and Jang, 2008) and the condition of the 
servers’ station can suggest similar conditions that happen in the kitchen. Understanding 
what customers consider when they evaluate a restaurant’s cleanliness can improve store 
quality easier due to obtain the useful information from prospective customers (Seung, 2012). 
U.Z.A. Ungku Fatimah et al. (2011) stated that foodservice hygiene is indeed important, and 
technically, cleanliness was the third most important factor, after food variety and convenient 
location, that influences consumer selection of restaurant to dine in. Threevitaya (2003) has 
ranked the factors of customer importance when dining out, and it seemed that she has put 
hygiene and cleanliness as number one, or as follows: (1) Hygiene and cleanliness, (2) 
Quality of the food, (3) Taste of the food, (4) Freshness of the ingredients, (5) Value for the 
money, (6) Price, (7) Service, and (8) Atmosphere of the restaurants. Luckily, we will only 
consider the cleanliness of the visible areas, including public areas which consists of dining 
area, washrooms and the exterior part of the restaurant, as restroom cleanliness was also 
agreed by customers who evaluate the foodservie quality to be an important criterion (Klara 
2004; Barber and Scarcelli 2009).  

 
2.2 Restaurant Ambience 
Restaurant ambience plays an important role in providing customers experience and also 
potrays the theme or concept of the restaurant. It can’t be measured if the customer didn’t 
experience it. Researcher remarks that the characteristic of the intangible background that 
may affect non-visual senses and have a subliminal effect on consumer is called ambient 
conditions (Jin, 2015). Even though ambience is not the main part in restaurant’s main 
service, their absence can result in riot of customers (Raajpoot, 2002). Ryu and Jang (2007) 
found that ambience and one other factor brought significant influences on customers’ 
emotional responses, as a result, will affect customers’ intentions after dining. Music is also 
a part of ambience. In other studies, there is another important part of the restaurant 
atmosphere that influences customers, known as music (Areni 2003; Wilson 2003). A suitable 
music can increase sales (Mattila & Wirtz, 2001). Music can make an atmosphere special, 
but if it is not match with the restaurant style, it may downgrade the experience of a meal. 
Meanwhile, creating good lighting is essential in order to create people’s perceptions of the 
environment (Lin, 2004). This shows that light rays are also affecting customers indirectly. 
Yet, scent is the most powerful criterium of ambience. Pleasant scents have appeared as a 
strong determinant for sales increase, and has gained retail businesses’ attention (Chebat et 
al., 2009; Magnini & Parker, 2009). In addition, the desire of customers to make a purchase 
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can be affected by the aroma. 
According to Horeco (2000), a simple decoration can give restaurants a competitive 

advantage. As a customer, we can feel it when the ambience of a restaurant is lacking. 
Foodservice providers should also take this matter into their favourable consideration. They 
should check any teensy bit of their restaurant environment to see and evaluate their 
ambience effectiveness, even from their menu card. Hence, restaurant operators should take 
good care of the restaurant ambience at a specific level of quality and improve it consistently 
in time to make customers satisfied (Omar, M. S., Ariffin, H. F., & Ahmad, R., 2014), and may 
influence revisit intention. 

Besides that, in order to attract more customers as well as encouraging their loyalty, 
restaurants placed a significant importance on ambience (Ha and Jang, 2010; Reimer and 
Kuehn, 2005; Raajpoot, 2002; Ryu and Han, 2010; Turley and Milliman, 2000; Wall and 
Berry, 2007). Good ambience can attract and enhance customer loyalty and influences the 
intention to revisit. Ariffin et al. (2011) stated that in order to ensure that the elements of  
restaurant atmospheric will draw experience to customers, design and layout must be 
planned and executed and all must be made meticulously. Some areas such as the 
decoration of restaurant, lightings and restaurant layout needed these attentions. This is very 
important for the restaurateurs to understand that choosing the interior colors wrongly, plus 
the music in the background, may bring negative impact on the business (Omar, M. S., Ariffin, 
H. F., & Ahmad, R., 2014). Furthermore, although the number of major studies in consumer 
research that confirmed that ambience may influence customer responses are very limited 
(Ariffin et al., 2012).The physical environment ambient conditions in some settings of service 
demands the guests to consume the consumptions of service and eventually gives effects 
towards attitudes and behaviours to the service provider (Nguyen & Leblanc, 2002). We can 
assume that positive ambience brings positive mood for the customers. Wall & Berry (2007) 
presumed that even though the quality of food is a bit common, the performance of the 
ambience and service hugely acknowledges an evaluating customer of some 
establishments. 
  
2.3 Restaurant Physical Environment 
Parsa et al. (2005) stated that since the success of a restaurant is critically related to food 
quality, the excellence of the food alone will not promise anyone about success. “Although 
the food and the service should be of acceptable quality, pleasing physical surroundings may 
determine to a large extent of the degree of overall satisfaction and subsequent behavior in 
the restaurant industry (Ryu et al.,2010)”. The physical environment of a restaurant also plays 
a significant role in successful restaurant operations. Research suggests that ultimately, 
customer is satisfied by the influence of physical environment (Ryu, 2005). Physically, the 
environment is a vital implication of the psychology of the customers and customers’ behavior 
when a service is primarily consumed for hedonic purposes and when the spending of the 
customers are moderately to long-term periods in places with atmospherics (Ryu & Jang, 
2007). The importance of physical surroundings to create an image and to influence customer 
is particularly fit for restaurant industry (Raajpoot, 2002; Ryu & Jang, 2008). In upscale 
restaurants’ cases, restaurant guests might spend more than 2 hours and realized that the 
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physical environment consciously and unconsciously before, during, and after the meal. In 
addition to food and service, pleasant physical setting should determine to a large extent the 
degree of overall satisfied and loyal customers (Han & Ryu, 2009; Kim & Moon, 2009). Spatial 
layout that makes people feel narrowed may have a straight effect on customer quality 
perceptions, excitement levels, and indirectly on their revisit intention (Ryu & Jang, 2007). 
Physical environment also may generate emotional responses (Han & Ryu, 2009; Ryu & 
Jang, 2007). Since intangible is a definite criteria of service, and customers are required to 
be present during the process, the perceptions of the overall quality of the service encounter 
can be affected by the physical environment, which in turn will affect customers’ level of 
satisfaction in the restaurant industry (Brady & Cronin, 2001; Ryu & Jang, 2008). 

Chang (2000) reported that physical environment had no significant on return intensions 
in a direct way; rather, its influence was found to be mediated through consumer satisfaction 
level. Customers are expecting an experience more than just eating, they seek for a 
memorable dining experience away from their home (Ryu and Han, 2011). Hence, physical 
environment aspects in this study includes: function and space and design color as one of 
the major stimulus during dining experience of customers, which lead to a positive behavioral 
response (Ha and Jang, 2010; Peri, 2006; Namkung and Jang, 2008). Kalra (2001) explains 
that dining out has become an important activity of customers’ lifestyle, thus experienced 
customers have increased their expectations regardless of quality, good service, well-cooked 
food and no dirty interiors, while seeking a better value for their money. In addition, Chang 
(2000) suggested that perceived physical environment was a direct indicator to make a 
customer satisfied, thereby suggesting that their satisfaction was directly and positively 
associated with aspects of positive approach behaviors, which we believe will lead to revisit 
intention. 

Physical environment is not just important for customers only. Foodservice providers also 
need to be aware of the situation first hand. Pratten (2003; 2003) states the hospitality 
personnel must decide on location, décor, seating arrangements, tableware and other 
material required to deliver the service. Besides that, it is recommended that the restaurant 
firm provide an interesting environment through the proper layout of table and chair. The 
furniture placement is important as it may mediate a sense of enclosure, spatial movement, 
function as walls and communicate visible or invisible edges (Lin, 2004). Rainforest Café and 
Planet Hollywood made their mark through innovative interior design and décor. Additionally, 
it can play as an important marketing tool by affecting customer responses such as attitudes, 
emotions, price perception, value, satisfaction, and behavior (Berry & Wall, 2007; Liu & Jang, 
2009; Ryu & Jang, 2007). A recent study undertaken by Chow et al. (2007) investigating 
restaurant services in the Chinese context reveals that interaction with the physical 
environment are more important than the outcome quality in predicting service quality for 
restaurant customers. In order to attract more people and customers, restauranteurs have 
devoted a lot of focus to the restaurants interior and exterior design (Lee & Nan, 2013). 
Foodservice providers have to believe that the physical environment helps to form customers' 
dining experiences at restaurants business and positively influence in forming satisfied 
customers (Ryu and Jang, 2008; Liu and Jang, 2009; Ryu and Han, 2010) as well as affect 
customers’ physical movement and comfort (Wall and Berry, 2007). Yüksel & Yüksel (2002) 
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revealed that “service environment” such as seating arrangements, music, decoration, is the 
critical determinant in shaping customers’ behavior. A study was conducted by (Hidayetoglu, 
Yildirim, & Akalin, 2012) in which they evaluated the color and lighting independently on the 
interior of a hospital in order to determine how the variety of these element help people to 
guide themselves.  
 
2.4 Revisit Intention 
The customers’ notion of intention or intending is basically a subjective matter. It is a fore 
judgment on how a customer will behave or act in the future. Frequently, it serves as a 
dependent variable in many service related researches and satisfaction models (Soderlund 
and Ohman, 2003). Revisit intention is the emotion when customer felt that they want to 
experience the same service that they had encountered during past visits on certain places. 
When a customer is satisfied and delighted with the service that they had consumed, there 
is always an idea that popped up in their mind that says they want to repeat that experience 
by revisiting the place. Kivela et al. (2000) prepared a very brief model for satisfaction of 
dining and revisit customers in their study stating that the return probability of customer 
depends on whether they are satisfied or not. The study‘s empirical results indicating that 
customer satisfaction with the theme restaurant attributes, food quality and atmosphere, were 
influential in determining customer’s return intention (Ng, 2005). Yet, if customers want to 
revisit a restaurant, they must have their own reasons (Soriano, 2002). It may be the pressure 
of work, family issues, lifestyles, and monetary condition, either way, it is still unpredictable. 
Of course, to know them, we have to put that question in our questionnaires. Customers that 
have positive and memorable experiences from the restaurant may revisit the same 
restaurant.  

Some guest’s revisit intentions existed majorly by the efforts regarding promotions in 
order to recall their agonizing memories and new attraction’s disseminated information (Um, 
Chon, & Ro, 2006). For the restaurant industry, it is important to understand the attributes 
which influence customers’ decisions to return to a restaurant for another meal (Soriano, 
2002). Other than food quality, the restaurant physical environments also affect customers’ 
revisit intention (Ng, 2005). In addition, Chow, et al (2013) stated that restaurant operators 
should have their main focus on the effects on the attributes that may influence  restaurant 
customers and their revisit guests for the sake of maximizing the needs and wants of the 
customers. Apparently, customer affective response may be influenced by restaurant’s 
environment and entertainment and hence influences revisit intention (Kim & Moon, 2009; 
Jang & Namkung, 2009). Proofs from Chaudhry (2007) have proven that revisit customers 
produce more than twice gross income than new comers. Despite the positive statistic, to 
receive new customers, it will require efforts almost seven times more just to retain customers 
(Conklin, 2006). 

Customers nowadays are more focusing on the environmental issues when deciding 
which restaurant to dine in (Sienny & Serli, 2010). In a good business system, less cost 
required and highest profit gained is considered as a successful bargain. Requiring new 
customers needs additional efforts as well as high performances due to new expectations 
from new buyers. So, revisitors can make a business achieve its target. Since restaurant 
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competitions are getting more and more intense, foodservice establishments are pulling 
strings to attract customers as well as retaining them by needs and wants fulfilments (Chow, 
et al 2013). This shows that revisit intention has become more and more relevant to be 
studied by researchers in this era. 
 
 

3.0 Methodology  
This study used self-administered questionnaire which adapted from previous research. A 
total of 200 questionnaires were distributed conveniently throughout young customer and a 
total of 146 respondents completed the questionnaire properly. The questionnaire was 
divided into three sections comprises of 45 items. The purpose of the instrument is to 
examine the respondents’ perspectives on the theme restaurant’s atmospheric factors. Apart 
from that, the questionnaires also aim to identify the level of revisit attention by using five 
likert scales. The study is conducted in Kuantan which also known as the capital city of 
Pahang. There are five theme restaurants that operated at the heart of the city. The main 
focus of this study is on atmospheric factors that influence respondent to revisit these five 
popular theme restaurants in Kuantan. 
 
 

4.0 Results 
Frequency distribution of the respondents’ rating on atmospheric factors is shown in figure 1, 
it can be seen that the respondents rated cleanliness as the most influential factor among 
other factors with (92%) followed by physical environment (86%) and lastly, ambience (79%). 
Total of 146 respondents are the young customers between the ages of 18 to 25 years old. 
Pearson correlation test has been conducted and the result indicates that there is a positive 
relationship between atmospheric factors and customers’ revisit intention with value of 0.663. 
 

 
Figure 1: Frequency distribution of atmospheric factors in Theme Restaurants 
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been immensely discussed in previous studies. However, this study focuses on three factors 
only, namely; cleanliness, ambiance and physical environment. Customers might be more 
concerned about the restaurant’s environment rather than the food itself (Chow et al, 2013). 
Bitner (1992) notify that physical environments effect behaviours and create most of the 
image in the service business such as banks, restaurants, retail stores and hospitals. As the 
nature of service is supplied and used right away while the customer is on the premises 
where the service is produced, it cannot be hidden and in fact have a strong impact on 
consumer’s perception of the service experience. Besides that, understanding what 
customers consider when they evaluate a restaurant’s cleanliness can improve store quality 
easier due to obtain the useful information from prospective customers (Seung, 2012). 
Cleanliness is very important and needs to be highlighted in the premises regardless of hotel, 
restaurant or any establishment. In providing the customer with the best experience, the 
value of cleanliness must be prioritized. Wan Nawawi, W.N et (2018) al examined on theme 
restaurant: influence of atmospheric factors towards the customers’ revisit intention remarks 
that restaurant cleanliness scored the highest mean with value (M: 4.50) shows that the 
atmospheric factors have the influence towards customers revisit intention.    
 
 

6.0 Conclusion  
The restaurateur should concern about their restaurants’ atmospheric factors as it may 
indirectly affect customers’ perception and satisfaction. Atmospheric factors also have 
influence and have possible impact on customers’ revisit intention. Improving the 
understanding of restaurateurs is crucial by extracting valuable information through survey 
regarding the atmosphere in sequence to attract concern of customer to stop over in their 
restaurants. Thus, restaurateurs need to understand the importance of atmospheric factors 
and their influence on overall guest’s revisit intentions as a guideline and future references. 
Thus, this century will be the start of something new in the service world. 
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