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Abstract
Customer behaviour and customer satisfaction are human aspects that are dependent on a
number of determinants.

These determinants can be in the form of physical, emotional,
mental, and visual dimensions that can have an effect on the factors that can arouse the
behavioural sense or sense of satisfaction. In this study the physical environment that causes
an effect on the customer’s behavioural and emotional aspect or intention is studied
extensively. The basis of this study is to determine the impact caused by different physical
attributes and establish a relationship with the behavioural changes that undergo after the
exposure to these physical stimuli. For the purpose of this research, upscale restaurants in
London are selected and physical stimuli in the form of servicescape elements are tested to
determine the behavioural changes in the customer. The research aims to establish a link
between the servicescape elements and the changes in behavioural emotions pertaining to the
customer.
9
Chapter 1
Introduction
This chapter explains the various concepts that would be covered over the course of the
research in a brief format. It gives an insight into the research background and the outlines
the concept of research. This chapter mainly consists of background and scope of research
along with research aims and objectives. This is followed by limitations of research and the
overall research structure.
1.1 Background of Research
Customer behaviour and satisfaction is dependent on a number of variables. Earlier, the
customer satisfaction and behaviour was relational to hedonic activities arousing pleasure.
Subsequently, physical environment and visual medium started affecting the outcome of
customer behaviour and 

satisfaction (Spangenberg, 2000). The main purpose of this research
study is to gain an insight into the physical aspects in various upscale restaurants in London
and to try and establish a level of significance that has an impact on the customer. The
apparent research on the concept of servicescape and its relational elements has been
relatively low and literatures on these concepts are limited. However, there have been studies
on different aspects of servicescape such as colour, lighting, music, etc. separately. Most of
the studies focus their attention to one or couple of aspects, but behavioural changes are
related to a number of elements and their perception. Studies on hospitality industry related to
servicescape are not thoroughly explored. The emphasis of these studies is on the investigation
of a direct connection between servicescape factors and behavioural variables.
1.2 Scope of the Study
According to Bitner (2005), Servicescape can be described as the medium or environment
that facilitates the service. Customers visit a restaurant with a certain perception and
servicescape provides them with elements that enable to consume the service in a better way.
The focus of this research is to establish a link between the elements of servicescape and its
apparent impact on the behavioural and emotional intention of the customer in upscale
restaurants in London. This research exercise aims to project the importance of the
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servicescape to the hotel and restaurant industry. The perception of quality and service varies
from person to person. This research tries to form a scale whereby the perception of 

service
and quality can be determined with the help of tangible elements. The framework and results
of the research can be used by prospective managers and restaurant owners to plan and
integrate the elements of servicescape in the restaurants. There is a firm belief that the
elements of servicescape will enable to understand and change the customer’s perception of
service in the hospitality industry. This study will further help in assessing the re-patronage
decisions made by the customers. There is an apparent lack of literature and research in this
field, and this exercise provides ample scope for the research.
1.3 Research Objectives
The main aim of the study is to measure the ranking of servicescape dimensions, which the
customers would recognize in an upscale restaurant in London, UK.
• To enhance the understanding of servicescape marketing and perception of quality in
a more comprehensive manner
• To enhance the understanding of the importance of servicescape in the customer’s
overall service experience.
• To verify and analyze the data that will be collected during the research from the
upscale restaurants of London.
1.4 Research Hypothesis
According to a research article by Tripathi and Siddiqui (2007), it has been studied that the
satisfaction levels and re-patronage intentions of consumers of certain services like shopping
malls or restaurants are strongly influenced by perceptions of Servicescape, especially since
so much time is spent in the facility.
After reading relevant notes, journals, articles and books on similar concepts, the researcher
concluded upon these hypotheses.
H0 – Servicescape

has a positive impact on emotions thus leading to positive behavioural
intentions.
H1 – The impact of servicescape on emotions is indifferent, thus indicating negligible
influence on behavioural intentions.
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1.5 Limitations of the Study
Various unexpected hurdles can be faced while conducting the research and this sometimes
might lead to extremely haunting tasks. The research relies on the qualitative method and in
this case date collection can sometimes become very difficult. Various others constrain like
time and resources do not facilitate the research to be conducted in depth. As the main point
of this study is based in London, it is monotonous task to collect the reposes from the
customers of respective restaurants due to various hurdles. Also taking all the responses from
the same geographical region/city became another limitation for the project. Due to lack of
some responses from the correspondents there are a few voids in the data analysis.
1.6 Research Structure
Extensive research is conducted and a well-structured format is adopted. This chapter gives a
brief discussion about the aims and objectives undertaken by the research and also explains
the research questions. The next chapter focuses on the assembly of the theories and previous
research literatures. This will forms the theoretical base for the whole research paper. All
analysis has been done based on the literature review. Various aspects of the buying
behaviour of the consumers have been explained in detail. Several buying behaviour concepts
and theories have been highlighted so as to increase the understanding of the reader.

The
following chapter i.e. Chapter-3, describes the methodology that is followed by the researcher
for carrying out various research processes. The next chapter analyses and examines the data,
collected in order to explain the results, implications and the findings of the research. The last
chapter gives information on the conclusions and the recommendations suggested by the
researcher.
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Chapter-2
__________________________________________________
Literature Review
2.1 Introduction
The ambient conditions and the spatial layout is what the physical environment is made up of
in which a service transaction takes place. It also consists of signs symbols and artefacts. The
behaviour of both employees and the customer is affected by the dimensions of the
servicescape. It is also responsible for creating the package that portrays the total image of
the organization to the customer. Over the past few years, Servicescape has become the focal
point in influencing customer behaviour and delivering customer satisfaction (Bitner, 1992).
A logical framework is yet to be developed for the analysis of such environments (Baker et
al., 1994). The purpose of this study is to help the reader understand the servicescape as a
whole via empirical data on several key hypotheses. Numerous researches have been
conducted in order to determine what the physical environment consists of, but a
measurement scale for the physical environment is yet to be developed. Only the
SERVQUAL and DINESERV scale incorporate the tangibles as part of their overall service
quality management scheme.
An overview of the Servicescape concept in

an upscale restaurant setting is provided in this
chapter. The researcher has studied various authors works and eventually determined a set of
elements, which would hold value for a customer in an upscale restaurant.
2.2 Servicescape
The effort that goes into designing buying environments in order to bring out specific
emotional effects from the consumer, which will increase their purchase probability, is called
Atmosphere (Kotler, 1973).
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In order for managers to benefit from the fact that the physical environment acts as an
important catalyst in creating consumer perceptions and determining future behaviours, they
need to go further that the relationship between these variables.
Servicescape is a term given to the physical surroundings of a service organization. Though
the service is not physically visible, the customers notice the many tangibles associated with
the service.
Managers should deal with the service settings, which are physically evident, and in their
absence use tangible cues as a guide to monitor the quality of the service.
The environment setting that assists performance and enhances communication of the
services is known as the physical evidence (Eiglier and Langeard, 1987). The physical
environment is also instrumental in determining customer satisfaction in services like
restaurants, retail stores, banks etc (Gamet, 1997). The tangible component plays a key role in
the setting of the service as a research suggests that the rating of a service is based more on
the intangible elements of the service itself. Depending on the type of service the physical
component as a whole could 

be more important than the product itself (Kotler, 1973).
Customers spend shorter amount of time in places like the dry cleaning or a fast food
restaurant and thus the service quality is gauged by intangible factors such as reliability,
empathy, assurance, and responsiveness (Wakefield and Blodgett, 1996).
Servicescape has tremendous influence on the customer in determining the duration of a
customer’s stay and the amount of me he/she is willing to spend in the facility. Also
dependant on servicescape is customer loyalty (Wakefield and Blodgett, 1996).
At a good upscale restaurant, customers are likely to spend more time taking in the physical
environment than they would do at a fast food outlet and has a larger impact on their service
experience.
2.3 Significance of Servicescape in Upscale Restaurants
As per the marketing literature of the Servicescape, it is impossible to keep the production
separate from the consumption. They both go hand in hand.
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Previous observations show that it is very difficult for customers to evaluate the service
before experiencing or buying it. Various researches that were conducted in restaurants
(Milliman, 1986), hotels (Saleh & Ryan, 1992) and in different leisure services (Wakefield &
Blodgett, 1994) show the influence of environmental stimuli on customer’s perceptions and
levels of satisfaction.
In the service setting, the customer’s are often seen to be forming images in their mind about
the firm, taking into consideration the tangible elements of the service quality. At an earlier
stage like while making the decision of purchasing the services the customers give more
importance

to the factors like brand name and location of the hotel/restaurant. But when it
comes to rating their satisfaction levels in the service setting, the customers are generally
seen to be considering factors like the physical appearance and the design of the room etc
(Dube Renaghan, 2000).
The importance of servicescape may increase or decrease based upon a few factors like the
amount of time spent in the restaurant, the purpose of visit etc. Mostly if the customer’s
purpose of visit is Hedonic rather than utilitarian, then the servicescape becomes more
important as hedonic consumption seeks emotional fulfilment and pleasure (Babin, Darden &
Griffin, 1994). When the duration of service encounter is relatively low, as in cases of fast
food joints, customers tend to spend very little time in the service setting. Thus, they tend to
rate the setting based on intangible elements like assurance, empathy, reliability and
responsiveness. On the other hand, when the customers tend to spend a certain number of
hours in the service setting (Wakefield & Blodgett, 1996) as in the case of upscale
restaurants, they get enough time to observe and make perceptions about the tangible
elements around them. These tangible elements are used for prevention of boredom and to
increase simulation and arousal that leads to pleasure and satisfaction.
2.4 Servicescape in diverse Service settings
Parasuraman (1988) said that a clear understanding of the temperament of service quality is
critical as deliverance of high quality service is very important for achieving success in the
hospitality industry.
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Several studies

have been conducted to understand the relevance of servicescape in a service
setting. Various authors have taken a range of factors in consideration depending on the type
of service setting, while carrying out their researches. The influence of servicescape on
customers is not limited to hospitality industry, it works for other industries like banking,
airlines, malls etc as well.
Servicescape is constituted by numerous numbers of factors like music, décor, lighting,
furnishings etc.
Bitner (1992) has identified three dimensions for measuring servicescape relevance. They are
stated as under:
1. Spatial Layout, functionality and signs
2. Ambient Conditions
3. Symbols and artefacts
All the three dimensions stated above have an influence on the perceptions of the customers
either individually or in alignment with other dimensions. In studies (Baker, 1992) ambient
conditions and environmental stimuli, have shown their significance in altering the emotional
states of the customers in retail sector. During this study by Baker, Grewal and Levy (1992)
factors like music and lighting were put to test. The social factors were judged by considering
the amount of staff and their hospitality towards the customers. They wanted to test, how
these social and ambient factors influence the arousal and pleasure in the customers. As a
result, an arousing environment was seen to be created with the help of adequate number of
friendly and hospitable staff.
Another research done by Wakefield and Blodgett (1994) in a baseball game showed that the
spatial layout of the place had an extended influence on the customer’s behaviour.

This study
included the elements of design and layout of the stadium. Results depicted that these
physical factors influenced the customers to such an extent, that their decision of coming
back to the stadium for another game depended on their present experience.
Thus, the owners should concentrate more on the elements of designs while physically
structuring their organization so that the customers are satisfied not only with the primary
service but with the overall experience (Wakefield and Blodgett, 1994).
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2.5 Elements of a Servicescape
According to Baker (1987) the three fundamental elements that have an impact on the
customers are design, ambient & social factors. Variables like lighting, temperature, aroma,
furnishings etc are very important (though they do not form a part of the primary service) and
their absence might make the customer’s stay in the setting uncomfortable or inconvenient.
The dimensions of design comprises of visual environmental components that are tangible in
nature. The three dimensions of design mainly consist of colour, layout and furnishings. The
design has to serve two purposed i.e. aesthetic appeal example beauty and décor and
functionality aspect i.e. layout design that helps the servers in serving the customers.
As per Bitner (1992) the responses (example avoidance, approach, re-patronage, etc) of the
customers would depend on the three dimensions of Servicescape. The three dimensions as
specified by Bitner (1992) are as follows:
1. Elements enhancing the aesthetic appeal.
2. Spatial Layout and Functionality.
3. Signs, artefacts and symbols.
The elements that enhance

the aesthetic appeal include aroma, music, lighting, noise,
temperature etc. Other factors that can be categorized under ambient conditions are the
architectural design, the cleanliness and hygienic conditions and other elements that can be
used by the customers in evaluating the aesthetic quality of the environment of the service
setting.
Spatial layout includes the way the place is laid for example the seating arrangement, the
walkways, the location of toilets, entrance and exits etc. This arrangement has to be taken in
to consideration as this will assist the servers to serve the customers and thus, will help in
improving the overall service experience of the customers. Layouts become extremely critical
in settings like theatres, cinemas etc where a huge crowd has to enter and exit the place at the
same time. In a similar fashion, to facilitate and direct the customers to the correct
destinations, the use of symbols/signage has been given high importance.
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The above-mentioned dimensions are somewhat similar to those specified by Baker (1987).
However, Bitner’s explanation of symbols/signage is more explicit and clear than Baker’s
higher focus on the people in the service setting.
Also the arguments by Bitner (1992) clearly stated that servicescape acts as basis for the
perceptions of the consumers, that lead to various responses like either approach or avoidance
behaviour.
Wakefield and Blodgett (1996) examined the Bitner’s (1992) servicescape framework and
came up with findings that revealed the favourable effect of the perceived quality on the
customer satisfaction in accordance to the servicescape.

This not only affected the length of
the customer’s present stay in the service setting but also their decision of whether or not to
re-patronize the service provider.
2.5-1 Ambience
Ambient conditions have been identified as intangible elements that influence the perceptions
of the human beings about their surroundings (Becker, 1981; Wineman, 1982; Baker, 1987;
Bitner, 1992). The various elements that combine together to make ambience are
temperature, music, noise, aroma, lighting etc. These have been discussed individually below:
2.5-1a Temperature
When a consumer enters the service setting, it is vital that he/she feels comfortable in that
environment. Temperature plays an important role in making a person feel comfortable. Too
cold or too hot temperature may ruin the mood of the customer that in turn would lead to
dissatisfaction.
2.5-1b Music
Good music can extend the stay of the customer in the service setting, which might lead to
increase in their spending as well (Kellaris and Mantel, 1996). As per Oakes (2000) good
music can help in increasing the table turn over as music sometimes makes the guest feel that
they have spent more time in the restaurant than they actually have.
2.5-1c Noise
A non-musical sound can be classified as noise. According to Lin (2004) very noisy
environment can lead to negative simulation. On the other hand too much silence is also not
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considered as favourable for the guests. Thus, a balance of the regular and loud sound has to
be maintained in order to create a pleasing environment.
2.5-1d Aroma
Aroma is seen to have a favourable effect on the behaviour

of the customer. Though
aroma/scent alone is not seen to hold much significance but when evaluated with other
environmental stimuli, it did have an influence on the customers. A study conducted by Bone
& Ellen (1994) for evaluation of customer behaviour based on shopping in scented room,
showed that it helped in lengthening the stay of the customer in not only retail environment
but also in a service setting environment (Crowley et al, 1996).
2.5-1e Lighting
As far as lighting is concerned, it is observed that dim or soft lighting has a pleasing effect on
the mood of an individual (Baker et al. 1992). The intensity of lighting in a service setting
determines the customer’s behaviour and response to a large extent.
2.5-2 Facility Aesthetics
Facility aesthetics is a wide term that includes the architectural structure, interior and the
décor of the restaurant. All these factors together contribute towards the attractiveness of the
service setting (Wakefield and Blodgett, 1994). These are consciously or sub-consciously
observed and evaluated by the customers throughout their service experience. Their attitudes
are very likely influenced by their evaluations (Baker et al., 1988).
According to Ryu K (2005) customer’s perceived quality of the place/restaurant may be
enhanced by several factors like colour scheme, paintings, wall and floor decorations,
flowers, plants, candles etc.
2.5-2a Layout
Layout refers to the arrangement of furnishings and other décor related physical mediums in
relevance and context of the respective restaurant (Wakefield & Blodgett, 1994). Upscale
restaurants provide ample scope for

furnishings set up and design to form a layout that is
visually pleasing to the customer.
2.5-2b Color
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The colour scheme used in most upscale restaurants is in accordance with the theme or type
of the restaurant. Colour creates a pleasing effect on the eyes of the customer, which
stimulates the sense of arousal, thus creating a sense of satisfaction. Colour is an important
element of facility aesthetics (Wakefield & Blodgett, 1994).
2.5-2c Social Factors
In the service setting, social factors comprises of the employees/servers and the
guests/customers (Baker, 1987). All variables like the outfit of the employees, their gender,
appearance, age, number and the visual appearance of the customers come together to form
social factors that influence the overall appearance of the environment.
2.5-2c(a) Employees
According to Bitner (2005), the employees play an important part in the social factor
pertaining to the servicescape. The appearance of the employees and their body language has
an impact on the social factor. The arousal factor in the customer is based on the employee
appearance and the service they provide. In some cases the service quality of the restaurant is
generalized by customers based on the employee appearance and the service offered, hence,
employee appearance and body language is extremely important.
2.5-2c(b) Customers
In the hospitality industry the customers are generally referred to as guests. This shows the
importance of their views and satisfaction. During an open service encounter like in a
restaurant, the customers base their perceptions on not only the way they are served but

also
in the way they observe, the other guests being served.
2.5-3 Customer Behaviours
The behavioural aspects or intentions of the customers are dependent on a number of factors
such as arousal and pleasure. These factors are directly dependent on the various elements of
the physical environment represented by the servicescape (Wakefield & Blodgett, 1994).
According to Kivela et al (2000), the re-patronage or repurchase intentions are affected by the
various elements of the servicescape. Therefore, each element of the servicescape in a
restaurant has an effect on the behavioural intention of the customer.
2.5-4 Emotional and Behavioral Intentions of Customers
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The emotional and behavioural intention of the customers is related to a number of physical
aspects such as colour, lighting, décor, etc. Many researchers have suggested that physical
environment can generate a sense of arousal and pleasure amongst the viewer if controlled
and organized accordingly (Mattila & Enz, 2002). There are many models that explain the
emotional and behavioural aspects of the customer. Models such as Mehrabian Russell Model
(1974) described the human emotions and its source of change. Emotions can be varied with
a number of elements. These elements can be physical in the form of servicescape in a
restaurant. The sense of emotional happiness by visual and physical mediums of servicescape
has a significant effect on the behavioural intention of the customers.
2.6 Conclusion
The researcher has studied the previous data related to servicescape. This chapter gives an
overall view of the various dimensions and elements of the

servicescape and the extent to
which it influences the responses of the customers in various service settings. The concept of
Servicescape is applicable in various industries but the researcher has limited her study to
upscale restaurants. In various literatures by different authors, servicescape has been seen to
have an influence on the customer’s behavioural intentions. Customers form views about the
service that they might experience based on the servicescape of the restaurant, thus, making
servicescape a very important part of the overall product/service.
The following chapter explains in detail the methods and techniques that were adopted by the
researcher so as to validate the arguments that have been mentioned in the literature review.
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Chapter 3
_____________________________________________
Research Methodology
3.0 Introduction
This chapter describes the various techniques and methods adopted for the course of the
research exercise. The research exercise is a highly complex process and involves certain
procedures for effective accomplishment of the research. Details such as the research
philosophy that is used, the research approach adopted, data collection techniques and the
research strategies used over the course is explained in this chapter. This is followed by the
validity and reliability of the proposed research exercise.
3.1 Research Approach
The process of data analysis is highly complex, as it involves the conversion or interpretation
of data into valuable information. There are a number of methods that are adopted by various
researchers to collect and analyse the collected data (Sweatnam,

2000). It involves a lot of
paper work and computations to a certain extent. In any research study, the researcher adopts
a combination of qualitative and quantitative or either f them separately to conduct the
research (Bryman, 2001). However, both the approaches are completely different from each
other. In a qualitative approach, a complex situation or scenario is well explained with the
help of different techniques such as interviews, questionnaires (Veal, 2006). Even in an event
of an interview or for that matter, formulating a questionnaire, mostly open ended questions
are formulated to gather additional information and evidences related to the research topic.
Respondents are provided with ample time and resources to provide with as much correct and
relevant information as they can (Creswell, 2003). This form of liberty enables the
respondents to come up with valuable information that can enrich the research tremendously
with their inputs. Various new facets to the research are often projected when the qualitative
approach is adopted (Bryman, 2001). Mostly the data format used in qualitative research is in
the form of text. On the other hand, quantitative approach is used to determine direct or exact
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relationships amongst the variables or determinants (Bryman, 2001). Highly complex
scenarios cannot be comprehensively explained in this form of research. Quantitative
research is well supported by facts and figures and there is a better validity and reliability of
the research. This kind of research involves a lot of resources, time and costs. For this
particular research exercise, the researcher

has adopted a qualitative approach. A suitable
questionnaire is developed on the basis of the literature and concepts and handed over to
customers of the selected restaurants.
3.1.1 Research Strategy
According to Finn et al (2000), there is a definite strategy that is followed for the purpose of
any research exercise. Depending upon the scale and type of research, the number of
variables and dependents vary considerably, and to manage the research process effectively,
the research strategy is devised. The researches carried out in the past and the evolving source
of literature gives an insight into the various forms of research study. There are several
crucial elements that needs to be addressed in any research, and it can be in the form of how,
what, where, and why? These are the most commonly asked questions and the research
exercise is carried out to provide answers of these questions pertaining to any respective
subject (Cresswell, 2003).
3.1.2 Sample Selection
This is one of the important elements of any research exercise, which is to determine a useful
and appropriate sample size out of the total population that can give responses which can be
generalised for the population as whole (Veal, 2006). The sampling should be such that it
must have an effect on the outcome of the research. Since, the research is based on hospitality
and service sector, the sampling is related to the hospitality industry. Five upscale restaurants
are selected for the research purpose, and approximately twenty customers from each
restaurant are selected at random for the purpose of data collection. While selecting the
sample

size, it should be noted that the sample should not be too small and should not be too
large, as it can have a detrimental effect to the outcome of the research (Creswell, 2003).
There are a number of criterions that is associated with the sample selection. The interview
process should be well outlined and ample time should be provided to the customers for
giving their responses. Complex issues and limitations should be discussed with the
respondents and every attention has to be given for the participant to come up with responses
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that are natural and instinctive to them. Prior permission was sought before the interview
process, as it is at the discretion of the restaurant owners to allow the researcher with the
interview process. Since the research process involves data collection and comparison from
five different restaurants, a sample size of 100 would suffice the necessities of this research.
Even though the responses and the analysis cannot be generalised for the whole population, it
would definitely be conclusive to a certain extent.
3.2 Data Collection
This is one of the vital segments of a research exercise, which needs to be executed with
extreme care and vigour (Cottrell, 2003). Various methods or techniques are observed by
researchers for the purpose of data collection, but the most commonly used ones are
interviews, questionnaires and surveys (Bryman, 2001). To enhance the validity and
reliability, the data collection can be carried out in a combination of methods. Every research
comprises of the main two forms of data, which is the primary data and the secondary data
(Bryman, 2001).
Primary

data mostly deals with the information or answers of already existent questions. This
is the type of data that is collected by the researcher in the form of customer responses
pertaining to questions based on the research objectives (Finn et al, 2000). This is the most
basic kind of data which is mandatory for any research study. On the other hand, secondary
data can be described as the data or information that is already available which is related to
the research study. This kind of data is mostly accumulated from already existent sources of
literature, theories or models which can be used as a point of reference or as a background
upon which the current research is aligned (Veal, 2006). In the context of the present
research, the research aims to gather the primary data through the responses collected by the
customers of the five selected restaurants and for this purpose, a well structured questionnaire
is developed which would be given to the customers. Whereas, the source of secondary data
for this research is mainly from pre existent literature, theories, models, frameworks from
various publications, journals, internet sources and articles. The researcher aims to gather the
secondary data from an extensive array of sources that will enhance the research study.
Interviews are the main source of data collection for this research study and according to
Creswell (2003), it is one of the most effective when carried over a suitable sampling size.
However, there are critical opinions on the interview method of data analysis. Finn et al
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(2000) suggests that in cases where the data collected is

a form of biased response from the
respondents, then data analysis becomes a complex and tedious task. on the other hand Veal
(2006), feels that sufficient data collected from interviews should be enough to derive
conclusions based on the respective research.
3.3 Data Analysis
Following the process of data collection, the empirical data would be compared in accordance
with the secondary data, which is in the form of literature review, theories and models. The
reference point of the literatures and the various theories would be addressed by the
researcher in the data analysis chapter.
The analysis carried out by the researcher is based on the previous researches, literatures and
theories associated with servicescape concepts. According to Mason (2002), the theoretical
framework should be segmented such that the analysis can highlight even the minute details
with more projection. In most researches, sometimes crucial details pertaining to the research
are overlooked due to the scale of prominent factors. The data analysis is conducted in a two
part manner. Firstly, there is an establishment of link between the theory and empirical data
and secondly, the data should be analysed in an organised format. The latter method helps in
gaining a thorough understanding among the research objectives and the purpose and
identifies any deficiencies (Finn et al, 2000).
The strategic parameters should be observed at all times during the process of data analysis.
Creswell (2003) suggests that the data analysis should be carried out in three ways. The first
step is the pattern determination method. In this method, similarities

between the collected
data and previous frameworks should be investigated in order to determine its resemblance.
This process is fairly standard and involves comparison to already existent frameworks to
make claims. The second method is the explanation building method, where the data is
analysed and explained with sufficient supporting evidences in relation with the literature and
analyses is derived. The final type is the variable comparison method. In this approach, the
data is compared with pre existent variables to justify or make conclusions about a particular
research. This research observes a combination of the first and second methods, whereby the
data is analysed and explained with supporting evidences and conclusions are derived.
According to Sweatnam (2000), two types of data analysis are the most effective when
dealing with qualitative form of research approach. The first is the process whereby the data
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is compared or checked with relevant frameworks and checklists to determine the outcome
and derive conclusions. The second type of data analyses involves a generalization approach.
This is done o the basis of cross examination and comparison with similar cases and a
generalised conclusion is derived that is applicable to the whole population (Rowley, 2002).
In the context of this research exercise, a large amount of valuable data was collected from
the relevant sampling across the selected five restaurants. This data was then compared with
the existing frameworks and researches done in similar subjects to derive conclusions. Finn et
al (2000) suggest that quality of the respective research

is mostly reliant on the type of the
qualitative data and its stability. The data collected needs to be validated and apparent
reliability checks based on different frameworks should be carried out in order for the
research to be deemed successful (Bryman, 2001). According to Denscombe (2003), the two
most important aspects of data being valuable is the validity and reliability of the collected
data. Also Creswell (2003) suggest that the researcher must refrain from any data alteration to
acilitate the outcome of the research as this may lead to the research being non reliable. The
quantitative research has an upper hand when it comes to validity and reliability. Since, it is
computed and compared with pre existent variables, the quantitative method of research is the
most reliable (Veal, 2006).
However, the validity of this research can be strengthened by increasing the sample size. As
more participants will give an array of responses that would help in the validation of research
to a considerable extent.
3.4 Research Ethics
During the course of the research, extreme care is taken in order to maintain the code of
research ethics. The sources related to this research have been provided with every assurance
that their responses and details would be dealt in the most careful and efficient manner. A
strict confidentiality level would be maintained with the personal details of the participants
and the responses they give. The researcher also assures that the data collected would be used
solely for the purpose of the research. Adequate measures have been taken to give assurances
that any further escalation

of data or details of the participants will only happen with their
consent and permission.
3.5 Limitations of Research
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There are certain limitations associated with the most of the research studies. This research
also had certain limitations when dealing with customers for their responses and some
associated with time and resources. It was observed that few customers were slightly hesitant
in their responses and some were sceptical in providing their personal details. According to
Veal (2006), most respondents tend to give responses that too interviewer savvy and may
give responses that will generally please the interviewer. In some cases the respondents fail to
give critical information and feedbacks, which derails the validation of the research process
(Sweatnam, 2000). There have been evidences of respondents being biased over certain
questions, and this further creates hurdles in the reliability segment. Also, Veal (2006)
suggests that less information can also lead to unreliable research conclusions, hence making
a judgement of appropriate sample size is a considerably tedious task. According to Finn et al
(2000), organising the research exercise is a crucial element, and over the course of this
research, time constraints and other resources did put considerable pressure in terms of the
organizing the research exercise. In some cases, the participants found it difficult to interpret
their responses, which was another minor hitch in the research process.
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Chapter-4
_____________________________________________
Data Analysis
4.1 Introduction
This chapter highlights the various findings and

data analysis carried out by the researcher
related to the different aspects of ‘Servicescape’ and its apparent significance to the
customers of respective restaurants. The tool or technique used for the purpose of data
collection was in the form of questionnaires. According to Bell (2005), questionnaires are
considered to be one of the most effective tools for the purpose of any research.
Questionnaires covering the various aspects of ‘servicescape’ and other behavioural
references were distributed among the patrons of the respective restaurants that were
shortlisted for the purpose of research. The target customers were those who spent an average
of £50 to £150 in the restaurant. All the restaurants were in and around London, as London
being one of the major cities in the world, the target group or sampling would be the most
appropriate for this research.
4.2 Data Collection
For any research exercise, the primary research forms an essential and integral part. In the
context of this research, the primary research was conducted by the distribution of
questionnaires to the patrons of the respective restaurants shortlisted for the research exercise.
Five restaurants were selected for this research, located around London.
1. Moti Mahal (Indian)
2. Masala Zone (Indian)
3. Zafferano (Italian)
4. Fino (Spanish)
5. La Perla (Mexican)
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The patrons or customers of these selected restaurants were handed out the questionnaires
and their responses were collected and analysed. The researcher has used an extensive range
of questions covering various aspects such as ambience, facility aesthetics, and social factors,
behavioural

and emotional stimuli. A five-point scale was used to rate the responses of the
customers, ranging from extremely disagree to strongly agree. Another reason for selecting
these five restaurants was due to their variety related to different cuisines and the pricing
aspect. These restaurants catered to people from different countries, so it had a good mix of
customers and their responses would validate the research even further.
The data analysis process was carried out with the help of statistical tools such as the mean,
median, mode and standard deviation. According to Collis & Hussey (2003), standard
deviation helps in verifying the accuracy of the collected data, which is used in most
researches. The responses from the customers are analysed and represented in the form of
graphs and tables along with their interpretations. A sampling size of 100 participants, i.e. 20
from each restaurant was selected randomly for the data collection exercise. This random
sample of patrons from different restaurants facilitates the research process with variable
responses, which enables the researcher to explore widely when analysing the data.
4.3 Method of Analysis
The perception of servicescape varies with each customer, and the behavioural and emotional
responses based on the aspects of servicescape also vary with each customer. For example,
the colour scheme or music at a restaurant may not be liked by each of their customer’s.
Hence, the questionnaire devised for the data collection activity entails all the responses
related to the servicescape and its impact on the customers. According to Duke and

Renaghan
(2000), the elements of servicescape are very important with respect to the customer as it has
a bearing and affect the behavioural and emotional intention of the customer. These
intentions further help the customer in making repurchase decisions by encouraging them to
come back more frequently. The questionnaires help in determining the overall impact on the
customer causes by the various elements of servicescape in the respective restaurant. The
literature review chapter further highlights the descriptions of the various servicescape
elements.
29
The data analysis chapter consists of five parts, demographic information of the participants,
ambience factors, facility aesthetics, social factors, and behavioural factors. This is followed
by key findings, which reflects the various findings the researcher has made based on the
responses gathered and the data analysed.
4.3.1 Sample Demographics
Figure: Number of Respondents
Out of the total sample size of 100 respondents across five restaurants, 63 were male patrons
and 37 were female patrons. The age of patrons ranged from 18 onwards up to 60. The graph
indicates that most of these upscale restaurants are visited by more males than females. Most
of the customers interviewed on the weekdays were office and corporate clients, while
weekends were dominated by family. Also, the participants with income over £25,000, dined
at these restaurants more frequently, which reflects on the clientele status of these restaurants.
4.3.2 Ambience Elements
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Every customer that walks into a restaurant is attracted to the ambience of that restaurant at
the earliest

point, irrespective of other factors. The ambience in a restaurant is the first
element that can have an impact on the mind of the customer. If the ambience does not
captivate the attention of the customer, then it is creates a passive effect on the customer, and
they may only return back if the other aspects of the restaurant such as food quality and
service are superior. Ambience is one of the most important aspects of servicescape
(Wakefield & Blodgett, 1999). There are various elements related to the ambience in any
restaurant, these are temperature, noise levels, music, aroma, and lighting effects
(Parasuraman & Zeithamal, 1998).
Dining is considered as relaxing exercise for the body and mind, and hence the elements of
ambience should enable the customer to relax and enjoy their experience at the restaurant.
Figure: Ambience Elements
Table: Ambience Elements (Percentages)
Ambience
Elements
Very
Dissatisfied Dissatisfied Neither Satisfied Very
Satisfied
Standard
Deviation
Temperature 0 3 2 5 90 39.17
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90%
100%
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Satis6ied
Satis6ied
Neither
Dissatis6ied
Very
Dissatis6ied
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Noise Level 0 27 8 29 36 15.24
Music 4 17 6 21 52 19.27
Aroma 2 9 15 41 33 16.43
Lighting 2 16 8 19 55 20.67
Mean: 20
Interpretation
According to the above table, the percentages of various ambience elements are calculated
and represented in the graphical format. These ambience elements are considered for all the
five restaurants selected for research.
The first element is temperature inside the restaurants, and almost 90 % respondents were
very satisfied with 

the temperature within the restaurant. There were some surprising
responses such as some respondents never actually gave a thought about the temperature
inside the restaurant. None of the participants were very dissatisfied with the temperature
levels, however 3 % of the respondents thought that the temperature at some places were
slightly higher which made them sweat slightly. 2 % of customers were not sure about the
temperature levels and about 5 % were reasonably satisfied with the temperature levels at the
restaurants. The standard deviation of approximately 40 on the positive side of the mean
suggests that over 60 % of the respondents are content with the temperature levels.
Noise levels within the restaurants are another element that has an impact on the customers.
People mostly get turned off and annoyed, if the noise levels are reasonably high. About 27
% of the respondents are dissatisfied with the noise levels in the restaurants. However, none
of the customers were very dissatisfied with the noise. 8 % were inconclusive, while 29 %
respondents were satisfied. The highest of 36 % respondents were very satisfied with the
level of noise in the restaurant. Considering the standard deviation of 15.24 on the positive
side of the mean, indicates that the percentage of respondents between 20 and 35 % for the
noise level criterion are the ones whose decisions are considered.
Most restaurants play music based on the theme of their restaurant. Music provides the
customers with a soothing and relaxing effect. Over 50 % of the customers were very
satisfied with the music played at the restaurant, while 21 % were

reasonably happy. Few
customers were neutral, and 17 % were dissatisfied with the music. About 4 % of the
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customers were very dissatisfied with the music. The standard deviation of 19.27 justifies the
range of respondents impacted by the music in the restaurant.
Aroma is another element that holds significant value based on the ambience aspect. About
41 % and 33 % of patrons were satisfied and very satisfied respectively. 15 % of respondents
were not sure about the aroma in the restaurant. Fewer than 10 % of respondents were
dissatisfied with the aroma. The standard deviation of 16.43 to the positive side of mean
indicates that the indicative percentage lies between 20 and 37 %.
Most upscale restaurants are well lit and in accordance with their themes. According to the
collected data, over 55 % customers were very satisfied with the lighting arrangements in the
restaurant. Fewer than 20 % participants were dissatisfied with the lighting and 8 % were
inconclusive in their responses. The standard deviation of 20.67 indicates that most
favourable bracket in terms of lighting lies between 20 to 40 %. This suggests that the
lighting effects are mostly appreciated by majority of the respondents.
4.3.3 Facility Aesthetics
Facility aesthetics are physical mediums that can have an impact on the customer. Some of
the elements of facility aesthetics are colour schemes or themes, floor/carpet appearance,
ceiling/wall decor, furniture appearance and arrangement. Facility aesthetics play an
important part in creating a visual satisfaction and a sense of comfort, which has an impact on
the behavioural and emotional

aspect of the customer. Facility aesthetics is equally important
to other aspects such as ambience and social factors in any restaurant.
Figure: Facility Aesthetics
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Table: Percentages of Facility Aesthetics
Facility Aesthetics Very
Dissatisfied Dissatisfied Neither Satisfied Very
Satisfied
Standard
Deviation
Colour
Scheme/Theme 3 7 23 48 19 17.69
Floor/Carpet 7 17 19 42 15 13.11
Ceiling/Wall Decor 4 14 21 52 9 18.96
Furniture Quality 11 18 20 41 10 12.51
Seating Arrangement 2 16 11 55 16 20.38
Mean: 20
Interpretation
Elements of facility aesthetics such as colour schemes, floor/carpet, ceiling/wall, furniture
and arrangements and their respective percentages according to the data collected are shown
in the table above.
Colour schemes or themes are designed in accordance with the restaurant type and its
cuisines. Over 60 % of respondents were satisfied with the colour schemes of the restaurant.
Approximately 23 % were not sure about their comments, hence were neither satisfied nor
dissatisfied. Fewer than 10 % were dissatisfied with the colour scheme of the restaurant. The
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standard deviation of 17.69 to the positive side of the mean indicates that the favourable
range of colour schemes lies between 20 to 38 % bracket.
Another element of facility aesthetic is the floor and carpet appearance within the restaurant.
About 42 % and 15 % respondents were satisfied and very satisfied respectively in terms of
floor and carpet appearance. 19 % customers were not sure and 17 % were satisfied about the
floor and carpet appearance. Fewer than 10 % were very dissatisfied with the appearance of
the

floor and carpets. The standard deviation of 13.11 indicates that majority of the customers
views related to floor and carpets lie between 20 to 34 %.
Ceiling and wall decor is equally important element of the facility aesthetics in comparison to
the other elements. Over 50 % customers are very satisfied with the ceiling and wall decor,
while just fewer than 10 % were extremely satisfied with it. a fair amount of customers stated
that they never took notice of the wall or ceiling decor, hence 21 % customers opted for the
neither option. About 14 % did not like the wall and ceiling decor, while 4 % customers were
very disappointed in the wall and ceiling decor. A standard deviation of 18.96 suggests that
the range is between 20 % and 38 %, which is justified bearing that most percentages lie in
that bracket.
Furniture is an integral part of facility aesthetics, as customers need to be comfortable during
their dining experience. 10 % of the customers are very satisfied, while 41 % are satisfied
with the furniture quality. The percentage of customers who opted for the neither option is 20
%, which is similar to the previous variable of wall and ceiling decor. This variable
accounted for the highest percentage of dissatisfaction amongst the customers. 18 % were
dissatisfied, while 11 % were extremely dissatisfied with the furniture quality. The standard
deviation of 12.51 indicates that the most common views lie between the 20 % and 33 %,
which is justified based on the responses collected.
Seating arrangement is a variable that is not as important as most other elements of facility
aesthetics. Most customers

are unaware of the seating arrangements or rather they pay less
attention towards it. Over 55 % customers are satisfied, while another 16 % are extremely
happy with the seating arrangement of the restaurants. About 11 % customers were not sure
about the seating arrangements, and 16 % were dissatisfied with the arrangement. Very low 2
% customers were extremely dissatisfied with the seating arrangements. This may be due to
the lack of adequate space between the adjacent tables. The standard deviation of 20.38 is
35
slightly inconclusive for this variable as the range is between 20 % and 40 %, whereas, most
percentages lie outside the specified range.
4.3.4 Social Factors
Social factors comprises of the quality and presentation of food, cleanliness of the restaurant,
and the appearance of the employees. These are factors that are very important and which has
considerable effect in the behavioural and emotional aspect of the customer. The quality and
presentation of food is considered as the single most important aspect that bears importance
in the customer’s mind. It is always for good food that customers return back to a restaurant,
and all the other factors are secondary. Cleanliness is also an important factor, as most
customers would always prefer a clean dining experience.
Figure: Percentages of Social Factors
Table: Percentages of Social Factors
Social Factors Very
Dissatisfied Dissatisfied Neither Satisfied Very
Satisfied
Standard
Deviation
Food Quality 7 3 19 42 29 16
Cleanliness 8 16 17 37 22 10.74
Employee
Appearance/Service 4 14 21 52 9 18.96
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Interpretation
One

of the most important aspects that have a direct correlation with the customers is the
food quality. The element of food quality is the most impactful on the behavioural and
emotional quotient of the customers. Of the five selected restaurants, 29 % customers were
extremely satisfied with the food quality. Over 40 % customers were reasonably satisfied,
and this is reflected in their client base. Just fewer than 20 % were not conclusive with their
responses. The customers fewer than 10 % were dissatisfied in the case of the five selected
restaurants. Standard deviation of 16 suggests that the most favourable percentages lie
between 20 % and 36 %.
Restaurant patrons always demand cleanliness, as it is an issue that can put off the customers.
The customer satisfaction turns into delight with good food quality and cleanliness. About 60
% customers were satisfied with the cleanliness in the restaurants, while 17 % customers
were inconclusive in their responses. However, 16 % customers were dissatisfied and another
8 % customers were extremely dissatisfied with the cleanliness in some of the restaurants.
The standard deviation of 10.74 indicates that most responses are between 20 % and 30 %.
The service quality and employee appearance are other aspects of social factors that has
significant value. Approximately 10 % customers were extremely satisfied, while a majority
of over 50 % patrons were reasonably satisfied with the service quality and employee
appearance in the restaurants. A quarter of the respondents were not sure about 

the comment
and about 14 % customers were not happy with the service and employee appearance. A
minority of fewer than 5 % were extremely dissatisfied by both the aspects. A standard
deviation of 18.96 indicates that the favourable percentages lie between 20 % and 40 %,
which is again slightly inconclusive.
4.3.5 Behavioural and Emotional Responses
These are stimuli that encourage the customers in their repurchase decisions and enable them
to return back or recommend the restaurant to others within their contact sphere. These
responses are stimulated with the effect of collective factors such as ambience, facility
aesthetics, and social factors.
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a) Majority of the customers are willing to come back for at least another visit to the
respective restaurants. About 16 % customers have confirmed that they will definitely
come back again, while another 52 % stated that they would return back at some time
in the near future. 17 % customers were not sure if they would come back, and 10 %
customers felt that they would rethink about coming back. Fewer than 5 % customers
indicated that they would not b back to the respective restaurant. This indicates that
majority of the customers would definitely like to come back at a later time.
b) Recommendation of a restaurant to others can only take place if the above stated
aspect is fulfilled. Hence the responses for recommendation of the restaurant to others
are very much similar to that of the decision to come back to the restaurant. Mostly
satisfied customers are the ones that would refer it to others and vice versa. However,
there are exceptions where one might ask

another to try it out for the sake of
experience.
c) The third aspect is actually an extension of the first variable. Customers who are
content with all the above stated aspects are the ones who are satisfied and delighted
with their dining experience. These are the customers who might encourage
themselves to spend more at the restaurant than the previous visit. This is another
aspect that is relational to other aspects, hence it can be stated that over 60 %
customers would be willing to spend more than their previous visit at the respective
restaurants.
4.4 Key Findings
The various elements of servicescape were tested amongst the customers of five selected
restaurants to analyse the importance and impact on the customers. Some of the key findings
of the research exercise are as follows
Considering the ambience of the selected restaurants, it can be seen that majority of the
customers are relatively satisfied with the various elements of ambience in the restaurants.
Over 90 % customers were very satisfied with the temperature within the restaurants. Over 70
% customers were satisfied with the others variables related to ambience such as noise levels,
music, aroma, and lighting. Only in the case of noise levels, about 30 % customers were
dissatisfied, which indicates that this is a factor that needs to be looked upon by the restaurant
management, since the percentage is relatively higher. Since, over 70 % customers are
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satisfied with the ambience at the five restaurants; the ambience aspect of servicescape is
maintained reasonably at each of the five restaurants.
Facility aesthetics at the five restaurants

also derived a positive outcome from the customers.
Approximately 60 % customers were fairly satisfied with the colour schemes, floor/carpet
appearance, ceiling/wall decor, furniture quality and arrangement within the restaurants.
Similar to the ambience element, the facility aesthetics also experienced a low percentage of
fewer than 20 % who were dissatisfied with the elements. Based on the data analysis and
standard deviation calculations, it is evident that facility aesthetics at all the restaurants is up
to satisfactory levels.
Social factors such as food quality, cleanliness and employee service are factors that have a
significant impact on the behavioural and emotional quotient of the customers. It is these
factors that are the most important aspect of servicescape. The social factors also experienced
positive responses from the clients. For servicescape to have an impact on the behavioural
and emotional aspect of the customers, the elements of the servicescape must produce
positive or satisfactory outcomes. Following the process of data analysis, it can be seen that
all the relational elements of servicescape derived positive results and hence the null
hypothesis is proved correct. Hence, it can be said that servicescape has a positive impact on
the emotions of the customers, thus leading to positive behavioural intentions.
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Chapter-5
___________________________________________________________________________
Conclusions and Recommendations
5.1 Introduction
This chapter highlights the conclusions that are derived by the researcher upon the
completion of the data analysis. The results

of this research exercise are checked for apparent
validity and reliability and thereafter the conclusions and recommendations are devised. This
chapter further highlights the managerial implications and recommendations for improving
the aspects of servicescape in the restaurants. There is sufficient scope for further research in
the same subject as the topic is fairly extensive.
5.2 Conclusions
There is immense competition in the hotel and restaurant industry and it is growing by the
day. London being one of the metropolitan cities in the United Kingdom, competition is
extremely fierce amongst various restaurants. Every element of servicescape is dealt with
utmost detail and attention to attract customers. Based on the results of the data analysis, it
can be seen that servicescape does have a positive impact on the behavioural and emotional
aspect of the customer and influences their decisions considerably. This is evident by the
behavioural stimuli as it has an impact based on other elements of servicescape with positive
outcomes.
This can be well explained by the service quality and food quality aspects. Positive outcomes
of these aspects can influence the behavioural and emotional aspects of the customer. This
also influences the value perception of the customers in terms of various aspects of
servicescape. This suggests that there is a relationship that is directly proportional with the
elements of servicescape and the behavioural intention of the customer. Hence, it can be said
the each element of servicescape is extremely important and directly relational with the
behavioural intention of the customer.

Elements of ambience such as temperature, noise
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levels, music, aroma, and lighting are relatively minor determinants that have an effect on the
customer. Similarly, facility aesthetics comprising of elements such as colour schemes,
floor/carpet appearance, ceiling/wall decor, furniture quality, and seating arrangement are
equally important and bears the similar impact on the customer’s overall behaviour towards a
particular restaurant. The hypothesis stating an impact of servicescape on the behavioural
intention of customer is proved and validated in the data analysis chapter. The results of this
research can be used as guide for prospective researchers and restaurant owners and
managers in upscale London restaurants.
The results compiled by the researcher are in accordance to that formulated by Wakefield et
al. (1996), Bitner (2005), in the context of servicescape and its importance. Also, this
research exercise facilitates new literature sources for future researches. The elements of
servicescape were never so extensively researched, hence the findings of this research are of
significant value. The research further explains two aspects. First, the importance of certain
servicescape elements such as service and food quality that has a direct effect on the
customer’s behaviour and secondly, the more extensive nature of research highlighted smaller
elements of servicescape, which collectively has a positive effect on the customer. Some of
the elements pertaining to servicescape have never been explored or explained before. Also,
some of the elements are only applicable to upscale restaurants and

not others, restricts the
use of literature. As time passes, even more aspects of servicescape will be developed and
explored that will enhance the service quality even further and some of the results of this
research would be deemed important.
5.3 Recommendations for Managers/Restaurant Owners
The physical environment of a restaurant is extremely important and has a direct effect on the
behavioural intentions of the customers (Gwinner & Kumar, 2005). Due to the immense
competition amongst restaurants in and around London, it is imperative for managers and
owners to understand the importance of the servicescape elements and implement it their
respective restaurants. Since all the elements are inter relational, this would further enhance
the service quality to the customers. Since service quality is considered as the most important
element that impacts the behavioural intention of the customer, the elements associated with
enhancing the service quality has become equally important. Servicescape attracts further
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interest due to its value adding abilities and betterment of service quality (Frijda, 1999).
Servicescape facilitates positive effect of the various service attributes related to customer
satisfaction (Bitner, 2005).
5.4 Scope for Further Research
The researcher has made an attempt to analyse and assess the various aspects of servicescape
and to determine its importance and impact on the behavioural intention of the customer.
Over the course of research certain elements of servicescape was explored and validated,
similarly, other elements pertaining to servicescape can be explored for further 

reliability.
Also, this research focuses on the internal environment of the restaurants that can have an
impact on the customer. The external environment and its impact are not explored thoroughly
and there is adequate scope for further research of servicescape elements belonging to the
external environment.
There is scope for this research to be conducted in a more quantitative manner. The results
can be analysed with the help of statistical tools, which would validate the results even
further. This would also serve as reliable parameters for future exercises or references. Also,
the research can be conducted across wide geographical territories and wider sampling size to
analyse for variances in customer responses. This can provide the researcher with wider
information based on servicescape. Similarly, the demographic information of the customers
must be explored to understand the different perceptions of servicescape in different age
groups. This study was limited to the physical aspects and its impact on the customers,
research on mental and emotional variables can lead to significant findings pertaining to
customer behaviour.
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Appendix
Questionnaire
Dear Participant,
Kindly help me gather some important information that I need in order to conduct a research.
The research is based on the influence of the environmental stimuli (ServiceScape) on
customer behaviour in an upscale restaurant and to determine the customer’s perceptions
about the physical environment of a restaurant in London, United Kingdom. I hope the results
of the research will help the owners/managers of the restaurants in developing better
strategies (marketing and service) for re-patronisation

of their customers.
I would highly appreciate your cooperation and your valuable comments in this concern.
Please fill in this questionnaire, it will only take 5-7 minutes. Your responses and information
will be kept confidential. I will be very grateful to you for the help.
Yours Sincerely,
Naina Goel
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I would like to know your responses with respect to the physical surroundings in the
restaurant.
1. Very Dissatisfied 2. Dissatisfied 3. Neither 4. Satisfied 5.Very Satisfied
A. Ambience
• Temperature of the Restaurant
o 1 2 3 4 5
• Level of Noise in the Restaurant
o 1 2 3 4 5
• Music
o 1 2 3 4 5
• Aroma within the Restaurant
o 1 2 3 4 5
• Lighting Effects
o 1 2 3 4 5
B. Facility Aesthetics
• Colour Scheme/Themes
o 1 2 3 4 5
• Floor/Carpet Appearance
o 1 2 3 4 5
• Ceiling/Wall Decor
o 1 2 3 4 5
• Quality of Furniture
o 1 2 3 4 5
• Seating Arrangement/Design
o 1 2 3 4 5
C. Social Factors
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• Quality and Presentation of Food
o 1 2 3 4 5
• Cleanliness of the Dining area.
o 1 2 3 4 5
• Employees are neat and well dressed
o 1 2 3 4 5
D. Behavioural and Emotional responses based on restaurant attributes
1. I would like to come back to the restaurant in the future
1 2 3 4 5
2. I would recommend this restaurant to my friends or others
1 2 3 4 5
3. I am willing to spend more than I planned at this restaurant
1 2 3 4 5
Personal Information
Name:_______________________ Age:______ Gender: M/F
Occupation:__________________________
Monthly Income:______________________
Restaurant Name:_______________________________________________
How many times have you visited this res
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