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Abstract 
The present study aims to examine the effect of restaurant atmosphere on behavioral intention. The study 
sample group consists of 412 guests visiting the à la carte restaurants residing in Bodrum destination. The 
questionnaire was applied to restaurant customers between June-December 2018. The convenience 
sampling method was used within the scope of the research. SPSS and AMOS statistical programs were 
utilized to calculate the validity and reliability of the questionnaire and test the hypotheses.  When the 
study results are examined, it can be noted 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, it was determined that the ambiance affected the willingness to pay more positively. 
Nonetheless, it has been identified that there was no statistically significant effect of the ambiance and 
facility aesthetics on the revisit intention and word-of-mouth intention. Finally, it was figured out that 
facility aesthetics did not statistically significantly affect willingness to pay more. 
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1. Introduction 
 

This study aims to determine the effect of the restaurant atmosphere (Kotler, 1973) on behavioral 
intention, which is an effective means of marketing. Kotler (1973) states that consciously designed spaces 
have an effect in determining consumer behavior. The client, who constantly interacts with atmospheric 
elements from the very first moment of restaurant selection up to leaving the restaurant, experiences the 
product he buys and the restaurant atmosphere. In this context, considered as a product, it may be 
interpreted that the atmosphere affects the customers cognitively and sensitively (Ünal et al., 2014). In 
the context of the purpose; to determine the effect of spatial order and employee factor on behavioral 
intention, to determine the effect of ambiance on behavioral intention, to determine the effect of an 
esthetic factor on behavioral intention, to determine the effect of view from the window on behavioral 
intention are the objectives of the research. 
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May be expressed as an augmented product, the restaurant atmosphere allows the interaction 
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 et al., 2019). When people firstly 
walk into a restaurant, they encounter the atmosphere of the restaurant before they get to tasting and are 
served. According to Jalil et al. (2016), today's customers eat out more and are now making efforts to 
find the products and atmosphere that suit their wishes when making the restaurant selection decision. 

The expectations of the customers in the restaurant businesses will not only be focused on the 
served meals. Apart from eating and drinking, many atmospheric variables can directly affect the behavior 
of individuals visiting restaurants (Jalil et al., 2016). In the following part of the study, the studies 
exploring the relationship between these two variables and the results of these studies in the literature 
were included to find an answer to the research problem formulated as "Does the restaurant atmosphere 
affect behavioral intention?", and then moved on to develop research hypotheses. 

In this study, the scale developed by Heung and Gu (2012) has been 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 restaurant atmosphere. It is noticed in the literature that the 
studies concerning the restaurant atmosphere in à la carte restaurants are quite limited. What is more, it 
has been observed that this type of research has not been carried out before in Bodrum, which is one of 
the important tourist destinations of Turkey and hosts tourists from all over the world. The international 
popularity of the chosen destination enables data to be collected at a high level of qualitative diversity 
from the research sample. Taken from these points, this current research differs from the others and 
owns an original value. In addition, in this study, measuring the effect of restaurant atmosphere on 
behavioral intention in à la carte restaurants, where free choice of food and waiter attitude are thought 
to be more important, is one of the factors that make this study unique. 

In today's competitive conditions where customer profiles have turned into a more 
heterogeneous structure, restaurateurs try to gain competitive advantage by developing new processes 
and production methods to ensure food quality and security (Bozkurt and Göral, 2013).  But, there are 
other factors that customers are interested in. The restaurants handle the restaurant atmosphere as a 
significant competitive argument. It is anticipated that the results obtained from this study will also serve 
as a guide for restaurant businesses. For that reason, this study is thought to have 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 is one of Turkey's major tourist 
destinations.  

Oliver (1996) voiced that measurements in the short and long term will bring different results. 
The author states that short-term measurements will generally affect the intention to recommend more. 
However, he puts forward that long-term measurements will affect attitudes and loyalty more. On the 
other side, Heung and Gu (2012) suggest that long-term research should be conducted to fully understand 
the behavioral intention of restaurant customers. The study was carried out between June-December 
2018. As for the sampling method, convenience sampling method that is included in the non-random 
sampling method was used. Aaker et al. (2007, p. 393) asserted that non-random sampling methods could 
be referred on the condition that the universe is homogeneous or random sampling is not possible. In 
this sampling method, the subjects in the sample are determined statistically and in a non-random way 
(Robson, 2002, p. 46). Due to these reasons, statistical generalization of the results of studies based on 
samples determined by non-random sampling method can be quite difficult. However, just it is the case 
in this study, convenience sampling method can be used so as to make some predictions about the current 
situation in the light of the information obtained based on a specific sample in which there is no definite 
information about the elements and the number of elements in the universe. Convenience sampling 
method is considered as fast and less costly way to obtain data in a swift fashion (Karamustafa and 
Yıldırım, 2007, p. 66). 
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2. Conceptual Framework 
 
 
2.1. Behavioral Intention 

In terms of tourism businesses, the customer is divided into two classes; first class customer and 
returning customer. In the most general form (Huang and Hsu, 2009), this classification is not a 
typological classification but a behavioral classification. The first-class customer refers to customers who 
prefer any tourist business for the first time, whereas returning customer refers to the customer who 
displays the same behavior as visiting the same destination or business once again. Depending on his 
previous experiences, the decision-making processes of the first class and returning customers also vary. 
The decisions of first-class customer are based on information retrieved from various sources. On the 
other side, the returning customer exhibits a behavioral intention depending on the experience gained 
during the first encounter with the business (Um et al., 2006). Many studies in the literature (Taylor and 
Todd, 1995; Hansen et al., 2004; Vesci and Botti, 2019) illustrates that this attitude may then be grown 
into different forms of behavior, such as transferring satisfaction or dissatisfaction to others, revisiting 
or not visiting, willingness to pay more or not. These studies examining the behavioral outcomes of 
individuals' attitudes are mostly based on the theory of planned behavior, which was derived from the 
Theory of Reasoned Action by Fishbein and Ajzen (1975). Theory of Reasoned Action assumes that 
human behavior depends on will. In theory, it is stated that consumers will decide by choosing among 
various alternatives according to their motivation and rationality. According to the Theory of Reasoned 
Action, the intention has two predecessors, namely one's attitude and social norms. Attitude highlights 
an individual's positive or negative evaluations concerning a behavior. Yet, the social norm is about how 
an individual displays a behavior in society (Ajzen, 1985). The theory of Reasoned Action has showed up 
with the inclusion of a third to these predecessors by which the intent is determined (Forward, 2009). 
This third constituent is known to be the perceived behavioral control. Contrary to attitude and social 
norm, perceived behavioral control can measure the behaviors that are not under the control of will 
(Stone et al., 2009). For instance, an individual may wish to revisit a restaurant since he likes the 
atmosphere, but he may not be able to fulfil this wish because the restaurant is not in the city where he 
lives. 

The concept of behavioral intention is periodically encountered in marketing literature. Zeithaml 
et al. (1996) worded that behavioral intention holds a fundamental role in ensuring bolstering and 
maintaining the relationship between the customer and the business. It is expected that the low perceived 
service quality related to the services provided by the business will turn into negative behavioral intention 
while high levels of perceived service quality will turn into positive behavioral intention. In their study, 
Cronin and Taylor (1994) linked behavioral intention with customer satisfaction and concluded that 
satisfaction might affect attitude and attitude might affect behavioral intention. Zabkar et al. (2010), on 
the other hand, focused on the past strategies to increase customer satisfaction. However, since 
behavioral intention is a better performance benchmark today, they indicated that customers strive to 
create positive behavioral intention. It may be expressed that the common aspect of the approaches in 
the marketing field that they divide the behavioral intention into two classes as positive and negative, 
focusing on the outcomes for businesses. 

Behavioral intention is expressed as the tendency to behave according to the feelings, knowledge 
and evaluations of the individuals gone through in their previous experiences (Keun et al., 2014). 
Additionally, according to Jin et al. (2015), behavioral intention represents an individual's attempt to 
achieve a goal, and this state is a direct indication of the behavior of customers. From another perspective, 
behavioral intention can be explained as a criterion for customers to revisit the businesses, recommending 
the businesses to someone else through word of mouth intention, and willing to pay more for the 
goods/services they will buy (Yu et al., 2014).  The revisit intention refers to the fact that a customer has 
a desire to re-purchase from the same business based on his previous experiences (Çavuşoğlu and 
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Bilginer, 2018). Word of mouth intention is defined as a type of communication emerged as a result of 
transferring the values that a person has perceived about goods and services to other individuals without 
a commercial purpose (Kement et al., 2018). Lastly, willingness to pay more is explained as the maximum 
amount of money the customer will spend on the product and the measure of the value that the individual 
determines as a result of his consumption or usage experience (Agnihotri et al., 2019). In this context, 
that can be stated that behavioral intention is directly or indirectly associated with many variables in the 
literature and it is generally examined as a dependent variable in these studies. This may be due to the 
fact that behavioral intention is quite determinant factor in purchasing decision processes. 

  
 

2.2. Restaurant Atmosphere 
Various academic fields such as psychology, tourism and marketing attach more importance to 

the impact of the physical environment on human psychology and behavior (Donovan and Rossiter, 
1982; Turley and Milliam, 2000; Liu and Jang, 2009; Kim and Moon, 2009). The literature in these fields 
signifies that the response by customer to the physical environment is associated with their emotional 
state, especially in the case of hedonic consumption (Wakefield and Blodgett, 1996; Lucas, 2003; Ryu and 
Jang, 2007). While many types of services are beneficiary or function-oriented, eating in restaurants is 
often hedonic or emotion-centered (Wakefield and Blodgett, 1996; Ryu and Jang, 2007; Kim and Moon, 
2009). The reason why it is the case is that the service areas of a restaurant can develop or hinder the 
feelings of customers (Jang and Namkung, 2009). Mehrabian and Russell (1974) explained this situation 
within the context of environmental psychology model. In the Mehrabian-Russell model, behavior is 
characterized as a function with both personal and environmental factors. The model reveals that 
emotional responses are a mediator in the relationship between environmental stimuli and human 
behaviors. The physical environment influences an individual's emotional state so that it forces an 
individual to constitute an approach to the environment or to form an avoidance behavior. The 
Mehrabian-Russell Environmental Psychology Model is a disparate application of Stimulus Organism 
Response (S.O.R.) model. In the S.O.R. model, the most crucial suggestion developed to understand the 
individual behavior was asserted by Kurt Lewin. As a result of such an approach and explanation, 'black 
box' model or stimulus and response model descriptions were introduced (Mehrabian and Russell, 1974). 
Stimulants are outside the humans and they are consisted of various physical atmospheric elements. The 
organism appoints to internal processes and structures intervening between final actions or reactions with 
external stimuli to the individual (Bagozzi, 1986). This state amounts that the effect of the atmosphere 
on consumer behavior mediates the emotional state of the consumer. The Environmental Psychology 
Model put forward by Mehrabian and Russell (1974) is based on the identification of the measurement 
and direction of response in the SOR model. According to the Environmental Psychology Model, the 
responses exhibited to a stimulus in the physical environment may be disclosed in three dimensions; 
pleasure, arousal and dominance. According to this established model, it was received that these 
dimensions affect individuals and conceive Approach Avoidance Behavior (Heung and Gu, 2012). 

Approach behavior incorporates staying with others in the environment, researching, and the 
desire to form relation with them, and it helps increase customer satisfaction (Booms and Bitner, 1980). 
On the other way, avoidance behavior includes running away from the environment and ignoring 
communication attempts coming from the others (Donovan and Rossiter, 1982). It is considered that 
both approach and avoidance affect behaviors such as purchasing / using / willing to paying 
more/revisiting (Chang, 2000; Donovan and Rossiter, 1982; Wakefield and Blodgett, 1996). Even though 
the M-R model was not formerly established for consumer behavior studies, it has been confirmed that 
atmospheric consumption is pertinent to explain the effect of consumer behavior on different consumer 
environments (Donovan and Rossiter, 1982; Liu and Jang, 2009; Ryu and Jang, 2007). By applying 
Mehrabian and Russell's model, a great deal of studies have been conducted on the role of environmental 
stimuli as a predictor of consumer behavior such as emotional reactions like pleasure or arousal and the 
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extra time spent in a store and the actual increased spending (Donovan and Rossiter, 1982; Wakefield 
and Blodgett, 1996). Briefly, according to the M-R model proposed by Mehrabian and Russell (1974), a 
person's inner emotional position is led by environmental stimuli and this affects the behavioral intention 
of customers. 

Despite the great contribution of the M-R model to the literature, it cannot be negated that 
atmospheric factors supplied only limited information about the customer satisfaction of perceived 
quality in many service environments. Because environmental stimuli are only a subset of general service 
elements. That is, other aspects of service stimuli, in addition to environmental stimuli, may have 
significant but distinctive roles in service environments. For example, in a restaurant, product stimulants 
such as taste, freshness and presentation of the food along with the physical environment create a 
stimulus group that may function as an important determinant of emotional reactions and future behavior 
(Kivela et al., 1999). Due to the hedonic nature of a quality restaurant experience, it will inevitably help 
feel satisfaction and generate revisits in the future (Stevens et al., 1995). In other words, the atmospheric 
elements supplied by the business, such as aesthetics, ambiance, spatial order, employee factor and 
landscape, can be critical constituents of restaurant service quality. Therefore, general service stimuli need 
to be taken into account in order for customers to better understand the restaurant experience. 

In the literature, the restaurant atmosphere was put into different dimensions by the authors in 

different ways (Table 1). In a study by Bitner (1992), it was stated that the restaurant atmosphere consists 
of 3 dimensions as ambience, spatial order and sign/symbol/artefact called SERVICESCAPE. Berman 
and Evans (1992) correlated atmospheric elements with business image and examined it under four 
factors: external factors, internal factors, store layout and view. Turley and Milliman (2000) developed it 
by including a new dimension by adding the employee factor to the scale of Berman and Evans. Raajpoot 
(2002) developed the TANGSERV scale as a measurement tool to affirm physical evidence that creates 
the atmosphere on food and beverage businesses. In this context, it is seen that the physical evidence of 
the scale is classified into the dimensions of ambiance, aesthetics, social, goods or services and functions. 
Ryu and 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, lighting, 
ambiance, layout, table layout and staff. Heung and Gu (2012) developed a new scale by adding the 
landscape dimension to the DINESCAPE scale created by Ryu and Jang. In this study, the restaurant 
atmosphere scale (aesthetics, ambiance, spatial order/employee factors and landscape), which was 
formed by adding "landscape" dimension by Heung and Gu (2012), was used. 
 

Table 1. Restaurant Atmosphere Scales 

Researcher/s Scale Sub dimensions 

Bitner (1992) SERVICESCAPE 
Ambiance 

Spatial order 

Sign / symbol / artefact 

Berman & Evans (1992) ATMOSPHERIC ELEMENTS 

External factors 

Internal factors 

Store layout 

View 

Turley & Milliman (2000) ATMOSPHERIC ELEMENTS 

External factors  

Internal factors 

Store layout 

View 

Employee Factor 

Raajpoot (2002) TANGSERV 

Ambiance 

Aesthetic 

Social 
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Goods or service 

Function 

Ryu & Jang (2007) DINASCAPE 
Aesthetic 

Ambience  

Spatial order / employee factors 

Heung & Gu (2012) EXTENDEN DINESCAPE 

Aesthetic 

Ambience  

Spatial order / employee factors 

Landscape 

Source: own research 

 
Heung and Gu (2012) indicated that the restaurant atmosphere includes five dimensions such as 

aesthetics, ambiance, spatial layout & employee factor and landscape (view form window). The aesthetics 
involves physical elements just like interior decoration, color, cleaning and so on. As a function of 
architectural design to create an attractive image (Jalil et al., 2016). The ambiance refers to non-material 
background characteristics such as the environment, music, smell and temperature that directly affect the 
perceptions of individuals through the senses (Albayrak and Tüzünkan, 2015). Also, the spatial layout 
refers to the design of objects such as chairs, tables, furniture, tables, corridors, toilets in the service 
environment. Jalil et al. (2016) describe the employee factor as the speed of service taking place in the 
physical environment and the willingness of the employee to serve. As for the last dimension, view from 
window is about how the outside location looks like from the place the customer sit at the restaurant and 
refers to the scenery that the customer gets within his sight. View from window is considered to be an 
important part of the experience of customers (Karaca and Köroğlu, 2018). That is why good scenery 
may be the prime reason for preferring a restaurant. Therefore, when booking, customers usually request 
tables that are close to the window. As the atmosphere of the environment has the probability to affect 
the expectations and emotions of the customers, it may result in behavioral consequences such as 
revisiting, recommending to other people and willing to pay more. This situation may help the businesses 
to increase their sales as well as to make more profits (Wahab et al., 2018). 

 
 

2.3. The Effect of Restaurant Atmosphere on Behavioral Intention 
It has been detected that in many studies in the literature, the atmosphere of the restaurant has 

an effect on the dimensions of behavioral intention (revisit, word-of-mouth intention, willingness to pay 
more) (Milliman, 1986; Areni and Kim, 1994; Wakefield and Baker, 1998; Kivela et al., 1999; Summers 
and Hebert, 2001; Sweeney and Wyber, 2002; Caldwell and Hibbert, 2002; Wilson, 2003; Heung and Gu, 
2012; Jalil et al., 2016; Han and Hyun, 2017; Wahab et al., 2018).  

As a result of the study, Bitner (1992) concluded that atmospheric elements have an impact on 
consumer behavior by using the atmospheric elements (spatial order, ambient conditions and symbols-
artefacts) on the Servicescape scale. As an element of ambience, Wilson (2003) examined the effect of 
music on the consumers and their intention to buy. As a result of the study carried out in restaurant 
businesses, it was found that type of music that was not suitable for the atmosphere forced consumers 
to "avoidance" behavior and negatively affected the duration of their stay in the restaurant. Moreover, it 
was determined in the study that music genres create different effects on the perceived atmosphere, and 
it has the potential to change the time spent by the customers. Besides, it has been determined that 
customers' willingness to pay more can be increased by determining suitable atmospheric environments. 
Sweeney and Wyber (2002) identified that music influenced the customer's behavioral intention, 
increasing the willingness to buy and recommend the business to others. Similarly, Milliman (1986) and 
Caldwell and Hibbert (2002) ended that music prolongs consumption time in the business and is one of 
the atmospheric factors that directly affect the purchasing behavior. Wakefield and Baker (1998) suggest 
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that the overall architectural design and décor of a business are key environmental elements in creating 
excitement among customers. Kivela et al. (1999) argued that physical environment and food quality are 
significant determinants of customer satisfaction and behavioral intention. Areni and Kim (1994) and 
Summers and Hebert (2001) concluded that atmospheric elements such as spatial order and aesthetics 
affect behavioral intention. 

In a study including 10 restaurants operating in mid and luxury level in Hong Kong, Heung and 
Gu (2012) aimed to reveal the effects of restaurant atmosphere on customer satisfaction and behavioral 
intention. As a result of the analyzes performed, it was achieved that the restaurant atmosphere 
(aesthetics, ambiance, spatial order/employee factor and landscape) has significant effects on the dining 
experience of the consumers. It has been found they it particularly has a positive effect on their revisit 
intention and intention to pay more. In their study on seafood restaurants in Johor Bahru, Malaysia, 
Wahab et al. (2018) obtained that the atmosphere of the restaurant positively affects the behavioral 
intention. Phan et al. (2020) claim that factors such as trust, customer value and customer satisfaction, 
which are closely related to the restaurant atmosphere, are determinants of word of mouth intention. 24. 
Jupowicz-Ginalska and Patak (2018) points out that, in addition to family and friend recommendations, 
even the opinions that are not known by whom are expressed in online content are effective in people's 
decisions and intentions. 

In a study on two restaurant businesses operating in Istanbul province, Karaca and Köroğlu 
(2018) identified the fact that the restaurant atmosphere affects the revisit intention. In support with the 
previous study, Han and Hyun (2017) detected with the study carried out on customers visiting five-star 
hotel restaurants in Korea that the physical environment, service, and the quality of the food indirectly 
and positively influence the revisit intention. Also, Küçükergin and Dedeoğlu (2014) found out that the 
spatial layout and ambiance perceptions of the customers visiting the fast food businesses in Izmir have 
an impact on their revisit intention. Niemczyk (2014) implies that the degree of satisfaction with the 
restaurant atmosphere results in customers' behavior with the revisit intention. In parallel with our study, 
Wahab et al. (2018), conducted a study in the sea restaurants in Johor Bahru, Malaysia. They concluded 
that the restaurant atmosphere affected behavioral intention positively. According to another study 
performed in restaurants in Malaysia, Jalil et al. (2016) specified that the restaurant atmosphere 
dimensions (aesthetics, ambiance, spatial layout & employee factor, and view from the window) affected 
behavioral intention (revisit intention, word of mouth intention and willingness to pay more). Under the 
light of the researches in the literature, the following hypotheses have been formed: 

H1a: Spatial layout & employee factor affect revisit intention positively. 
H1b: Ambiance affects revisit intention positively. 
H1c: Aesthetic affects revisit intention positively. 
H1d: View from the window affects revisit intention positively. 
H2a: Spatial layout & employee factor affect word of mouth intention positively. 
H2b: Ambiance affects word of mouth intention positively. 
H2c: Aesthetic affects word of mouth intention positively. 
H2d: View from the window affects word of mouth intention positively. 
H3a: Spatial layout & employee factor da affect willingness to pay more positively. 
H3b: Ambiance affects willingness to pay more positively. 
H3c: Aesthetic affects willingness to pay more positively. 
H3d: View from the window affects willingness to pay more positively. 

 
 

3. Methods 
 
 
3.1. Questionnaire Design 
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The questionnaire form used in this study consists of two parts. In the first part, the participants 
were asked about their gender, age, education and income level to determine their demographic 
characteristics. In the second part, 17 questions were used to measure the restaurant atmosphere (Ryu 
and Jang, 2007; Turley and Milliman, 2000; Heung and Gu, 2012) while 8 questions were utilized to 
measure the behavioral intention (Han et al., 2009). The expressions used to measure the restaurant 
atmosphere and behavioral intention have been adapted to the five-point Likert scale and were coded 
between 1-5 points, including degrees ranging from "Strongly disagree to Strongly agree". In order to 
determine the content and appearance validity of the expressions, the questionnaire form was reviewed 
by taking the opinions of the experts. In addition to that, after the expressions have been translated into 
Turkish, they have been back-translated into English and checked whether there is a change in the 
meaning of the expressions. Consequently, a questionnaire was applied to a group of 50 restaurant 
customers in order to determine the fact that the expressions in the questionnaire form are 
comprehensible. As a result of the findings obtained, it was found that the expressions were valid and 
reliable. 

 
 

3.2. Sample Design and Data Collection 
The population of the research is constituted of individuals visiting the à la carte restaurants 

operating in Bodrum destination. The questionnaire was applied to restaurant customers between June-
December 2018. Sampling method has been utilized in that no statistical information could be reached 
in the literature about the population of the research and it was not possible to reach to the whole 
population. A table has been proposed by Krejcie and Morgan (1970) to determine the sample size 
compared to the size of the population. In the calculation of the sample size at the 0,05 level of 
significance and the sample error of 0.05, the number of 387 questionnaires is found to be sufficient for 
the samples in the population sizes greater than 10,000. However, in this study, the number of samples 
was determined as 412 considering that it could represent the population. Lastly, easy sampling method 
was used in the selection of the guests to be surveyed and 412 questionnaire forms were applied. 

When the answers of the participants about the demographic characteristics are examined (Table 

2), it may be witnessed that 54.1% of the participants were male while 45.9% were female. When the 
education level of restaurant customers is examined, it is noticed that 42.5% of them have undergraduate, 
20.1% associate degree and 14.6% of them have high school degree. As for the age, it may be observed 
that 19.7% of restaurant customers are in the 25-34 age range, 17.2% are 35-44, 16% are 18-24 and 14.8% 
are 45-54. It was also concluded that 24.8% of the participants belonged to the high-income group, 22.1% 
were medium, and 21.4% were from low income group. 

Table 2. Demographic profile of respondents 

Variables   Categories n % 

Gender  
Male   223 54.1 

Female  189 45.9 

Perception of Income status  

Very low 73 17.7 

Low 88 21.4 

Medium   91 22.1 

High  102 24.8 

Very High  58 14.1 

Educational status 

Elementary / secondary school 48 11.7 

High school  60 14.6 

Associate degree 83 20.1 

Undergraduate education 175 42.5 

Graduate education 46 11.2 

Age   <18 35 8.5 
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18-24 66 16 

25-34 81 19.7 

35-44 71 17.2 

45-54 61 14.8 

55-64 53 12.9 

65≤ 45 10.9 

Source: own research 

 
 
3.3. Data Analysis 

SPSS and Amos statistical programs were utilised in the study to calculate the validity and 
reliability of the questionnaire and to test the hypotheses. As for reliability, Cronbach Alpha (CA) analysis 
(Hair et al., 2010) was carried out. In addition, confirmatory factor analysis (CFA) (Suhr, 2006) was 
performed for construct validity. To measure the convergent validity, composite reliability (CR) and 
average variance extracted (AVE) (Bagozzi and Yi, 1988); (Hair et al., 2012) were used. Furthermore, to 
test the discriminant validity, maximum shared variance square (MSV), average shared variance square 
(ASV), and AVE root square were applied (Fornell and Larcker, 1981); (Hair et al., 2010). Path analysis 
was applied through structural equation modelling to test the hypotheses. 

 
 

4. Results 
 
4.1. Confirmatory Factor Analysis and Descriptive Statistics 

To measure the reliability of the scales used in the model proposal, Cronbach Alpha scores were 
examined and it was found that the reliability of the scales is greater than 0.70, and therefore it was found 
to be good (Hair et al., 2010). Next, the construct, discriminant and convergent validity of the scales were 
studied to measure the validity.  

CFA was performed to test the construct validity. CFA concedes whether a previously used scale 
complies with the original factor structure when used in the present study and to what extent it fits (Suhr, 
2006). Compliance statistics are examined along with CFA results. To put it another way, DFA explains 
the extent to which the designed model corresponds to the real one, and thus it illustrates the structural 
validity of the model (Bagozzi et al., 1991). In terms of congruity statistics, absolute compliance and 
comparative compliance criteria are examined (McDonald and Ho, 2002). Chi square (CMIN), chi-
square/degree of freedom (CMIN/df), RMSEA and GFI values are examined as absolute criterion. 
Concerning the absolute fit indices, Chi square (CMIN), chi-square/degree of freedom (CMIN/df), 
RMSEA and GFI values are examined. However, for the comparative fit, CFI, TLI and NFI values are 
examined. While with the absolute fit tests the sample data and the compatibility of model is explored, 
the unrelated degree of all variables is examined by comparative fit tests (Byrne, 2013). In factor analysis, 
factor loads are expected to be to at least 0.30 for 350 samples and above. It was observed that the factor 
loads of the expressions belonging to the scales in the research model are above 0.50. In addition, it is 
assumed that CMIN/df value from the fit indices be lower than 5 (Wheaton et al., 1977).  The RMSEA 
value is expected to be between 0.05 and 0.08 at the 0.05 reliability level (Rigdon, 1996). GFI value should 
be above 0.90 (Shevlin and Miles, 1998), NFI value needs to be above 0.90 (Hu and Bentler, 1999), CFI 
value should be above 0.90 (Bentler and Bonnet, 1980) and TLI value needs to be above 0.80. They are 
prerequisites for ensuring the structural validity of the research model (Byrne, 2013). According to the 
results of the research, goodness of fit of the model was calculated (CMIN=520,556, DF=254, 
X2/df=2,049, RMSEA=.051, NFI=.928, GFI=.907, CFI=.962, IFI=.962, TLI=.955, p<0,001) and the 
goodness of fit of the model was found to be at good level. 
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To determine the concurrent validity, AVE and CR results were referred. It may be seen that CR 
values are above 0,50 (Bagozzi and Yi, 1988), AVE values are above 0,50 and lower than the CR level 
(Fornell and Larcker, 1981). In this respect, it may be commented that the study has the concurrent 
validity (Table 4). 

 

Table 3. Descriptive statistics, correlation and discriminant 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 aesthetics  4,03 ,888 ,698** ,693** 0,819     

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

5 Revisit Intention 3,88 ,969 ,565** ,511** ,571** ,580** 0,794   

6 WOM Intention 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  
Source: own research 

 
The MSV, ASV and AVE square root values (Hair et al., 2010) have been screened to determine 

the discriminant validity (Table 3). It was detected that MSV values of variables are smaller than AVE 
values, whereas ASV values of the variables were found to be smaller than the MSV values. Furthermore, 
it was found that AVE square root values were higher than the correlation values among the scales (Table 

4). 
 

Table 4. Construct & Convergent 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 attractive. 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 
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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 restaurant 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  

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

analysis, MSV: Maximum shared variance square, ASV: average shared variance square, p=<0,001 
Source: own research 

In this context, it can be said that the measurement model has the discriminant validity. Moreover, 
kurtosis (K) and skewness (S) values were gone over to analyses the distribution of normality of the 

variables used in the study (Table 5) and it was obtained that all variables has normal distribution 
(Tabachnick and Fidell, 2013; Shao, 2002). 

 
Table 5. Normality Test 

 
Construct and Measurement Items Skewness Kurtosis 

SL&EF (Spatial Layout & Employee 

Factor) 

SL&EF1  -1,150 0,798 

SL&EF2 -1,445 1,763 

SL&EF3 -0,769 -0,188 

SL&EF4 -0,824 -0,051 

SL&EF5 -0,677 -0,274 

SL&EF6 -0,846 -0,149 

AMB (Ambiance) 

AMB1 -1,042 0,580 

AMB2 -1,416 1,873 

AMB3 -0,664 -0,209 

AMB4 -0,841 0,140 

AMB5 -0,839 0,093 

FA (Facility Aesthetics) 

FA1 -1,023 0,814 

FA2 -1,514 2,317 

FA3 -0,847 0,248 

FA4 -1,009 0,499 

VW (View from the window) 
VW1 -1,053 0,720 

VW2 -1,242 1,043 

RINT (Revisit Intention) 

RINT1 -0,811 0,008 

RINT2 -0,958 0,143 

RINT3 -0,628 -0,446 

WOM (WOM Intention) 
WOM1 -1,048 0,472 

WOM2 -0,945 0,245 

WPM (Willingness to Pay More) 
WPM1 -0,625 -0,644 

WPM2 -0,645 -0,631 
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WPM3 -0,160 -1,196 

Source: own research 

 
 
4.2. Structural Equation Model 

The hypotheses were tested with the help of structural equation modelling (Table 6). 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, TLI=.949). 

  
Table 6. Path Analysis 

 

Construct Hypothesis 
Beta 

(ß) 
SD t p R2 Result 

Revisit Intention 

(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 
Source: own research 

 
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. The results of the path analysis have been estimated, 
and it was observed that SL&EF (ß=0.270, p=<0.001) and VW (ß=0.414, p=<0.000) have a significant 
positive effect on revisit intention. Therefore, H1a and H1d hypotheses 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. SL&EF (ß=0.398, p=<0.000) 
and VW (ß=0.204, p=<0.007) have a significant positive effect on WOM intention. For that reason, H2a 
and H2d hypotheses were supported. 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 willingness 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.  

 
 

5. Conclusion and Recommendations 

 
In this study, it was intended to investigate the effect of restaurant atmosphere on behavioral 

intention. The restaurant atmosphere consists of four sub-dimensions: spatial layout & employee factor, 
ambiance, facility aesthetics and view from the window. However, behavioral intention used in this study 
has been addressed under three dimensions; revisit intention, word-of-mouth intention, and willingness 
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to pay more. When the study results are examined, it can be noted 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, it was determined that the ambiance affected the willingness 
to pay more positively. Nonetheless, it has been identified that there was no statistically significant effect 
of the ambiance and facility aesthetics on the revisit intention and word-of-mouth intention. Finally, it 
was figured out that facility aesthetics did not have a statistically significant effect on willingness to pay 
more. 

In parallel with the results of this study, many studies in the literature show that restaurant 
atmosphere affects behavioral intention dimensions (Bitner, 1992; Areni and Kim, 1994; Wakefield and 
Baker, 1998; Kivela et al., 1999; Summers and Hebert, 2001; Khoiriyana and Untoro, 2018; Wahab et al., 
2018; Jalil et al., 2016). When the restaurant atmosphere is examined in terms of dimensions, Bitner 
(1992) concluded that atmospheric elements influence consumer behavior by using the atmosphere 
elements (spatial order, ambient conditions and symbols-artefacts) on the Servicescape scale. Sriwongrat 
(2008) figured out that atmospheric elements, such as spatial order and cleanliness of facilities, affect 
behavioral intention to a great extent.  Areni and Kim (1994) and Summers and Hebert (2001) identified 
that spatial order affects behavioral intention. Wakefield and Baker (1998) argued that the overall 
architectural design and décor of a business was an important determinant of behavioral intention. Kivela 
et al. (1999), on the other hand, claimed that the physical environment in general is an critical determinant 
of behavioral intention. In a similar study, Khoiriyana and Untoro (2018) concluded that physical factors 
such as spatial layout & employee factor and facility aesthetics affected behavioral intention. On the other 
hand, they did not reach a statistically significant effect in other sub-dimensions. While this result 
supports this current study at the spatial layout dimension, it possesses the converse result in facility 
aesthetics dimension. This difference may have originated from the iconic design of the Double Decker 
Solo Baru restaurants that were handled in that study. It can be expected that restaurants involving iconic 
and nostalgic elements would affect the behavioral intention by awakening aesthetic perception on 
customers. 

According to this study by Heung and Gu (2012) on restaurant businesses in Hong Kong, they 
found that the restaurant atmosphere (aesthetics, ambience, spatial order/employee factor and landscape) 
has a positive effect on the revisit intention and their intention to pay more. The authors searched the 
effect of restaurant atmosphere dimensions such as aesthetics, ambience, spatial order/employee factor 
and landscape on behavioral intent dimensions separately, and they concluded that other sub-dimensions 
positively affect the intention to revisit, recommendation and willingness to pay more, except for the 
ambience. They came to the conclusion that the ambience affects the dimension of revisits and 
recommendation, but they ended that it did not affect the intention to pay more dimension. 

In the studies conducted by Jalil et al. (2016) and Wahab et al. (2018), they obtained the conclusion 
that the restaurant atmosphere affects the behavioral intention. Considering other results in the literature 
it may seem, surprising that there is no significant relationship between elements such as ambience and 
aesthetics and behavioral intention. However, Liu and Jang (2009) concluded that there is no significant 
relationship between ambience and perceived value, which is one of the most important antecedent of 
behavioral intention, is consistent with this result. The reason why the ambiance and facility aesthetics 
did not affect the behavioral intention in our study may be explained with the population of the research. 
Bodrum is a highly developed destination in terms of tourism. Since there are many tourist facilities and 
restaurants, there are plenty of options for tourists. This state can make the decision-making process of 
tourists more complicated. Also, because each culture has its specific characteristics, behavioral intention 
may vary according to cultural characteristics. Therefore, as the research population investigates a 
different culture, it is expected to contribute to the literature in this scope. From another point of view, 
this result may indicate that tangible elements are more effective than intangible elements such as 
ambiance in the decision processes of restaurant customers. On the other hand, it can be interpreted that 
physical evident can be determinant in the behavioral intention of restaurant customers. Also Chang 
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(2012) concluded that aesthetics do not effect behavioral intention, as in the current study. This result 
can be explained as follows; in major destinations such as Bodrum, almost all restaurant have a certain 
aesthetic standard, which make the aesthetic elements not a discriminating factor for tourists. This article 
has been designed to investigate the key role of the restaurant atmosphere in terms of determining 
behavioral intention of customers such as revisit, recommendation (wom), and willingness to pay more. 
The findings of this study indicate that such type of atmospheres have significant effects on the behavioral 
intention of customers. 

Taken from the theoretical aspects, one of the most important contributions of the study is that 
it demonstrates a direct connection between the restaurant atmosphere and behavioral intention. From 
this perspective, it may be uttered that the spatial layout of the restaurant and its employee factors, the 
ambience and the atmosphere created by the landscape has a significant and direct impact on behavioral 
intent. In addition, the relationship between restaurant atmospheres and customers' behavioral intention 
was not only studied in terms of revisit intention dimension but also willingness to pay more and 
recommendation dimensions. A direct relationship between the aesthetic perception of customers and 
the dimensions of behavioral intention was found to be insignificant in this study. Despite that, the results 
may provide insight into future research as to why this link is weak. Another theoretical contribution of 
this study to the literature is that the atmosphere of the restaurant was discussed in four dimensions 
within the scope of the atmosphere scales. Being one of the restaurant atmospheres, the study particularly 
including "landscape" was applied to the à la carte restaurants operating in Bodrum destination. By 
conducting this research, it was identified that the atmosphere of the restaurant is an important predictor 
of behavioral intention.   

Taken from the practical terms, the results of this study exhibit 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 basing sustainable 
relationships with customers. It may be worded that a good atmosphere will be sufficient in assuring 
customer satisfaction and creating loyal customers. For example, if operating costs grant an opportunity, 
restaurant managers may consider making reasonable investments that could bring additional benefits to 
the pay and training of employees as well as including some interior design and restaurant decorations. 
In the study, it may be observed that the aesthetic factor does not have any effect on any dimensions of 
the behavioral dimension. It may be commented that this state happens because the study was conducted 
in one of Turkey's most important places, Bodrum. Because there are a lot of restaurants in Bodrum and 
the expectations of customers visiting these businesses may not be related to aesthetic elements. 
However, this should not constitute an argument that encourages the facilities to underestimate the 
aesthetic aspects. The aesthetics of facilities can therefore be an atmosphere factor that researchers need 
to focus in the future. Although it was found that the landscape dimension is a far-reaching indicator of 
behavioral intention, such an opinion depends on the physical location of the restaurant. Landscapes 
should be one of the criteria of selection of restaurant owners in Turkey when starting new restaurants 
though various resource constraints allow restaurant managers to have very little choice of location for 
their restaurant. 

With atmospheric elements, restaurants may ensure that customers revisit their businesses. 
Besides, the current customers may recommend the business to others and may facilitate the new 
customers favor the restaurant. It may be noticed that the customers who have experienced a good dining 
background may be willing to pay more. Therefore, restaurants that can increase customer satisfaction 
with quality service, tasty food and an ideal atmosphere can demand higher prices and make higher 
profits. The obtained findings indicate that the customers adopt a holistic approach when evaluating the 
quality of the service offered by the restaurant. Together with the qualities of the food, atmospheric 
elements such as ambience, aesthetic, spatial layout and view of window can also be determinant in 
tourists' behavior. Therefore, restaurateurs should devote time to these issues as much as they spend on 
the menu they prepare and they should seek professional support in these matters.  
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Just like 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. Research can be improved by analysing 
the effects that cannot be obtained in the study results. To extend the understanding of the relationship 
between atmospheric and consumer behavior, other factors such as demographic information and 
different types of restaurants may be covered in future research models. Since the restaurants continue 
to exist in a postmodern world, they serve the guests with personalized needs and perceptions, called by 
Urry (1990) as post tourists. Therefore, there are many more components that make up the restaurant 
atmosphere when compared to the past. As we go over the literature, it is visible that existing scales are 
limited in measuring these components and a need for creating a new scale has emerged. It is suggested 
that we should focus on this need in the subsequent studies. It should also be considered that the data 
collected belonged to a time during which the tourism season was not yet fully opened, and a small 
number of data were collected from foreign tourists. 
 
 

Additional information: 
 
This study was presented as a summary paper at MTCON'20 Conference on Managing Tourism Across 
Continents held in September 2020 online and was prepublished in Proceedings Book. 
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