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ABSTRACT 

 

With the growth and increase of business in food and beverages, restaurant managers 
need to improve the excellent and appealing atmosphere. The restaurant's atmospher e 
can be seen from the exterior, general interior and other factors. Customer loyalty is also 

an important thing to be achieved by business managers in food and beverage. This 
study was conducted to determine the impact of restaurant atmosphere on customer 
loyalty. This research was conducted by distributing questionnaires to collect data from 
respondents. The study was tested to produce valid and reliable test items by 
distributing questionnaires to 70 respondents. To manage these instruments, this study 

uses a causal quantitative method. The results of this study are expected to produce 
information about the atmosphere's influence on customer loyalty and provide input 
towards problems in the field of food and beverages businesses in Indonesia. They can 
be a reference for further research. In addition, the results of this study will be publish ed 

to be a preliminary study for other prospective researchers to develop it in a broader 
scope. 
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INTRODUCTION 

During the first decade of the twenty-first century, there was a surge in research 
on the effects of the physical environment on service businesses (Raab et al., 2013). 
Hospitality is one of the world's major industries, generating trillions of dollars in annual 
revenue and spurring capital investment (WTTC, 2011). The restaurant is one of the 
commercially managed catering businesses whose scope of business is to provide food 
and beverage services (Hairunnisa, 2009). The increasing number of new restaurants in 
Indonesia results from increasing market demand. The atmosphere conditions offered by 
these restaurants become one of the competitiveness used by these restaurants. Therefore, 
every restaurant must be able to improve the quality of the atmospheric conditions of 
their restaurants to create buying interest by consumers. In this era, businesses in the food 
and beverage sector are top-rated and proliferating. According to Amrullah et al. (2016), 
a business that knows no time and never dies is a food and beverage business. The 
restaurant business can be promising or have good prospects and can provide significant 
profits or profits. The restaurant business can also be in any place or region to meet all 
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the community's needs by providing food and drinks. From the statement above, it can 
be said that the business in the food and beverage sector can be one of the businesses that 
have up-and-coming prospects because the community as consumers certainly needs 
food and beverages as primary needs. This restaurant business will also never die, and 
this business can be managed easily. A good restaurant business manager can certainly 
generate high profits for his restaurant. With the ease of opening a restaurant business 
and having promising prospects, many people open a business in the food and beverage 
sector, so every restaurant manager must find various ways to attract consumers' 
attention. 

A restaurant is a place that is organized commercially and performs all food and 
beverage services to each of its guests well (Yusnita et al., 2013). Based on these opinions, 
it can be said that the restaurant is a commercially organized business that provides food 
and beverage services to its guests. The service must be adequately delivered so that 
guests can feel satisfied. In addition, a restaurant needs to be managed professionally so 
that the restaurant business can provide the best service to every guest who visits so, and 
it can also offer great benefits for restaurant managers. A restaurant, according to 
Ninemeier & Hayes (2011), is a lucrative foodservice operation whose major focus is on 
selling food or beverages to individuals or small groups of people. 

It is vital to create an environment that can elicit hunger and boost human appetite 
while designing the interior of a restaurant. As a result, a restaurant not only sells the 
taste of its cuisine to its customers, but also a relaxing atmosphere. A restaurant's appeal 
can be shaped in a variety of ways, including interior and outdoor restaurant decoration 
(Juliana et al., 2020). The framework of stimulus, organism, and reaction to consumer 
behavior is also expanded in this study (Manthiou et al., 2017). The framework (S-O-R) 
stimulus, organism, reaction, developed by Mehrabian and Russell (1974), is one of the 
most influential models in environmental psychology, explaining how the environment 
influences human behavior. According to the hypothesis, the consumer's exterior 
environment (stimulus) influences his or her inner state (organism), which in turn 
determines the avoidance reaction (response). Most earlier research for the S-O-R 
framework's stimulus mostly focused on physical environmental elements, particularly 
the architecture and arrangement of ecological space and the atmosphere (Bitner, 1992). 
Brady and Cronin (2001) argue that, in addition to the physical environment, staff 
interaction should be utilized to describe total service quality. Staff interaction, according 
to Lee et al. (2008), is an important human-environmental cue for consumer experience 
in service situations. As a result, the focus of this research is on restaurant atmosphere 
stimulation and customer loyalty. 

From the statement above, it can be said that the restaurant atmosphere is an 
essential aspect in the development of a business or restaurant. A good restaurant 
atmosphere can also provide a positive response from its customers. Restaurant 
managers must pay attention to the restaurant's atmosphere so that customers who come 
can feel comfortable when visiting the restaurant. Over time, human needs are not only 
to get food and drinks but also to consider other aspects such as the comfort of a place 
that customers can feel directly. So nowadays, customers come to the restaurant to eat 
and drink and enjoy the atmosphere of the restaurant. Therefore, the restaurant's 
atmosphere can be said as an essential element that can affect the attitude and comfort of 
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its customers. With the many choices of restaurants that exist today, the restaurant 
manager makes the atmosphere the main attraction to attract the attention of consumers. 
With the number of consumers attracted to the restaurant's atmosphere, it can affect the 
level of loyalty by its customers. A restaurant atmosphere that gets a positive response 
from its customers can increase customer loyalty who visits the restaurant. So, building 
a well-planned and innovative restaurant concept is very necessary. A restaurant 
atmosphere categorized as good can make managers achieve their goals and provide 
comfort for their customers, which can affect consumer loyalty. This study will focus on 
answering the following problem formulation from the research problem: Is there an 
effect of restaurant atmosphere on customer loyalty? The purpose of the study was to 
analyze the impact of restaurant atmosphere on customer loyalty. 

 
LITERATURE REVIEW 

The atmosphere of a restaurant is one of the critical factors in a food and beverage 
business. Nowadays, many foods and beverage companies are built with unique and 
different concepts. The restaurant's atmosphere is the main attraction for customers who 
want to chat, have lunch, or even find a place to do work. Atmosphere means the 
atmosphere owned by a restaurant, with an excellent atmospheric atmosphere that can 
make customers feel comfortable to linger in the restaurant to remain and feel 
comfortable coming back (Kotler, 2012). An atmosphere is a planned atmosphere that 
follows the target market and can attract consumers to buy (Meldarianda et al., 2010). 
According to Fitzsimmons and Fitzsimmons (2011), a servicescape is a facility where it 
can influence customers' and employees' attitudes to build a sense and atmosphere of the 
service concept. 

An atmosphere can be created through various aspects such as light, music, aroma, 
visuals, and arrangement to create comfort for consumers, which can affect their 
perceptions and emotions in making purchases (Rorimpandey et al., 2017). According to 
Kusumawati, the atmosphere can be a reason for a consumer to be interested and choose 
which restaurant to visit and make a purchase at that restaurant. In addition, the 
atmosphere is the creation of an atmosphere to provide a sense of pleasure and comfort 
for consumers when making a purchase transaction (Listiono & Sugiarto, 2015). From the 
statements above, it can be said that the atmosphere of a restaurant is the creation of an 
atmosphere. The atmosphere can be conveyed to consumers through the arrangement of 
every interior in the restaurant, lighting in every room in the restaurant, aroma or smell, 
music that accompanies consumers, and an attractive appearance or visual in the eyes of 
consumers.  

For a consumer in choosing a place to dine, a comfortable atmosphere is a 
determining factor for customers to decide whether they want to visit the restaurant or 
not. So with a good restaurant atmosphere, it can influence consumers to visit and make 
transactions at the restaurant. In addition, an attractive atmosphere can also provide 
comfort and pleasure for visiting consumers to increase customer loyalty to a restaurant. 
Exterior design is the arrangement of the restaurant's outdoor spaces, which consists of 
all outdoor designs such as signage, outdoor lighting systems, the shape or structure of 
the building that visitors can see from outside and the placement of the entrance 
(Meldarianda et al., 2010). The five senses can be stimulated by the environment (Lin & 
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Chang, 2020).  
Although restaurant success is predicated on food quality, according to Wall and 

Berry (2007), the whole atmosphere influences client comments about the restaurant. Ryu 
and Jang (2008) used the aesthetics, ambiance, lighting, table arrangement, and layout of 
the restaurant to evaluate the atmosphere. Hotel managers frequently claim that they sell 
one-of-a-kind sensory experiences. The fundamental product is food and beverages, and 
restaurants entice clients with tantalizing flavors and a variety of experiences, such as 
service, customer-service contact, and the dining atmosphere (Heung & Gu, 2012). 
According to Horng et al. (2011), the aesthetics of the facility have a significant impact on 
the entire atmosphere. Customers are drawn to particularly designed colors on walls, 
buildings, floors, tables, and chairs, according to Wakefield and Blodgett (1996).  

Environmental circumstances, according to Ryu and Han (2009), influence the 
value of the atmosphere. Customers are becoming more conscious about the dining 
setting, service, and ambiance. Customers may be drawn in by a variety of factors (such 
as storefront and interior design, seating arrangement and motion, colour, lighting, 
acoustics, and air conditioning). This reflects the current state of restaurant operations 
(Lin, 2003). Individual emotions, according to environmental psychologists, ultimately 
influence individual behavior. The environment can also elicit a variety of emotions, 
which can lead to specific behaviors. The environmental psychology model of 
Mehrabian-Russell (M-R) defines mediating variables and response taxonomy. As a 
result, the M-R model has been applied to the restaurant setting to demonstrate that the 
dining environment improves customer happiness (Kim & Moon, 2009; Ryu & Han, 
2009). Customer loyalty is the dependent variable, whereas restaurant atmosphere is the 
independent variable. The Mehrabian-Russell environmental influence model (also 
known as the S-O-R model) is used to investigate the stimulation of the retail 
environment (Roux & Maree, 2019). This model is commonly used to investigate the 
impact of the retail environment on customer response (Mishra et al., 2014).  

The physical environment of a restaurant determines its ambiance, which is 
utilized to establish a perceptual environment, provoke emotions, and affect client 
consumption intentions and subsequent behavior. Many earlier research have concluded 
that the environment is an excellent marketing tool and a stimulant for consumer 
behavior (e.g. (Baker et al., 1992; Bitner, 1992; Donovan & Rossiter, 1982; Kotler, 2012; 
Mehrabian & Russell, 1974). Bitner (1992) uses the concept of a servicescape to define the 
physical environment. A servicescape is a collection of "all physical items" that a 
company can manipulate to improve (or limit) staff and customer behavior (Bitner, 1992). 
The servicescape is classified by Bitner (1992) into three categories: ambient 
circumstances, space/function, signs, symbols, and artifacts. Temperature, air quality, 
fragrance, and music are examples of ambient conditions that stimulate sensory 
consumers. Space/function refers to the style of design and signage, as well as the layout, 
equipment, furnishings, signs, symbols, and artifacts. According to Alada and Castaño 
(2019), the study resulted in the restaurant atmosphere affecting customer loyalty. The 
restaurant atmosphere significantly influences customer dining satisfaction and 
consumer behavioural intentions (Heung & Gu, 2012). Restaurant atmosphere also 
significantly affects positive emotions, negative emotions, and customer perceived value 
(Liu & Jang, 2009). Several researchers have researched and found that servicescape has 
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a significant relationship to customer satisfaction (Ada et al., 2016; Asdhi, 2017; Pratama 
& Setyorini, 2015; Rijae & Magnadi, 2018; Setiady & Sukriah, 2015; Pangkey, 2013; Utami 
& Suryawardani, 2016) and servicescape affects customer loyalty (Juliana & Noval, 2020; 
Musriha, 2011; Pangkey, 2013) and store atmosphere affects customer loyalty (Alfin & 
Nurdin, 2017; Grace et al., 2018; Prasyanti et al., 2021; Soniawati & Abdullah, 2017; 
Sumiyati & Nugroho, 2021; Tamher et al., 2019). From the explanation above, it can be 
hypothesized that the restaurant atmosphere affects customer loyalty. 

 
Figure 1. Conceptual Framework 

 

 

 

Sources: Processed Data (2022) 

 
METHODS 

This study uses an explanatory research type. Explanatory research is research 
that analyzes the causal relationship between the variables studied and influences the 
hypotheses formulated using quantitative research methods (Beyhaki et al., 2017). The 
time approach used is a cross-sectional approach because this research was conducted to 
see the relationship between variables simultaneously and at a particular time. To obtain 
the data needed to support this research, the study sample was taken using a selection of 
seventy people who had visited Michael's Garden restaurant. In determining the number 
of instances, the researcher uses the sampling method according to Hair et al. (2010) 
approach from the Hair formula, which measures the sample with a minimum of five 
observations and a maximum of ten statements from the number of indicators in each 
variable. The number of indicator in this study is fourteen. That number is multiplied by 
the minimum number from the Hair formula approach, five, to produce seventy. So that 
the sample from the research conducted is as many as seventy people, namely visitors 
who have visited Michael's Garden restaurant once a month. The sampling technique 
used in this study is a non-probability sampling technique with a purposive sampling 
method 

Data collection for this study was carried out by distributing questionnaires. The 
questionnaire is referred to as primary data because the questionnaire is distributed 
directly to people who have visited the Michael's Garden restaurant, which is distributed 
electronically via social media in the form of a link. Then the distributed questionnaires 
will be filled in entirely by the respondents through the google form media provided 
through social media to facilitate the data collection process. The respondents will 
provide an assessment based on the experience of the visit. The questions given to the 
respondents are the results of studies that have been tested previously. To obtain valid 
and reliable results, there were as many as 70 respondents who filled out a questionnaire 
containing instruments based on the dimensions of the X and Y variables. The validity of 
the given instruments was tested reliably using the Cronbach Alpha method through the 

Restaurant 
Atmosphere 

Customer 
Loyalty 
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IBM Statistical Package for The 25th version of SPSS. This method is used to trust and 
rely on the research results. The instrument obtained was tested using an interval scale 
to provide a value for an individual pretension. The questions posed to the respondents 
were fourteen items. In each question, there were six answer choices with a scale from 
numbers 1–6 consisting of: (1) strongly disagree, (2) disagree, (3) slightly disagree, ( 4) 
somewhat agree, (5) agree, and (6) strongly agree. The data analysis method uses a 
Validity Test and reliability test, linear regression analysis, t-test, and R square test 
(Sugiyono, 2016). 
  

RESULTS AND DISCUSSION 
Results 

In the research that was done, 70 questionnaires were collected, and all of the 
respondents met the criteria for filling out the research questionnaire. From 70 
respondents, the characteristics of each respondent based on gender, age, and monthly 
expenditures which have visited Michael's Garden restaurant can be generated. From the 
gender characteristics, most of the respondents are female customers, as much as 77%, 
while male customers are 23%. Forage characteristics: Most of the respondents are 21-25 
years old, with 54.1%. Meanwhile, respondents with an age range of 16-20 years are 
32.4%, respondents with an age range of 26-30 are 13.5%, and of the 70 respondents, none 
of the respondents aged 30 years and over have ever visited Michael's Garden restaurant.  

For the characteristics of expenses per month, some respondents are customers 
with an expenditure range of Rp. 2,500,000 – Rp. 4,000,000 with a percentage of 40.5%, 
then respondents with an expenditure range of Rp. 1,500,000 – Rp. 2,500,000 per month 
is 28.4%, respondents with a maximum expenditure of Rp. 1,500,000 per month is 18.9%, 
and respondents have expenses of more than Rp. 4,000,000 per month is 12.2%. Then, the 
validity, reliability, and simple linear regression were then tested for each instrument or 
indicator in the X and Y variables. Fourteen questions in each questionnaire were 
distributed to each respondent to test the validity. There are eight questions in the X 
variable and six questions in the Y variable. These questions are then processed in the 
data to determine whether each question is valid or not by looking at the value of the R 
table and the calculated R generated from the correlation test. Each item or instrument in 
the questionnaire is entirely valid from variable X and variable Y. The R table value is 
0.235 obtained from the R table that has been set. But before that, we have to find the DF 
value or the degree of freedom. The formula for finding the DF value or degree of 
freedom is DF = N – 2. N is the number of samples used in the study, 70 respondents. So 
that 70 is subtracted by 2 to produce a DF value of 68. Using a significance level for the 
two-way test of 5% or 0.05, then for the DF value of 68, the R table is 0.235. Furthermore, 
a calculated R value can be obtained from each research instrument using Pearson's 
correlation. The requirement that the research instrument is valid is the R_count > 
R_table so that from the calculated R results in table 3, it can be said that all research 
instruments are considered valid because the entire R count is greater than the R table 
value (0.235). 

By using the IBM SPSS version 25 program, it shows that the Cronbach's Alpha 
value of each research dimension can be said to be reliable or reliable because all research 
dimensions have a value of > 0.60. So it can be said that the research dimensions of the 



IMPACT OF RESTAURANT’S ATMOSPHERE TOWARDS CUSTOMER’S LOYALTY:  
AN EXTENDED MEHRABIAN RUSSEL MODEL 

Juliana, Sandra Maleachi, Arifin Djakasaputra, Rosianna Sianipar, Rehuel Mora 

Received: 30 September 2022 - Accepted: 27 Oktober 2022 Page | 30  
 

 

variable X, namely exterior, general interior, store layout, interior and point of purchase 
displays, and the dimensions of the variable Y, namely word of mouth, repurchase, price 
insensivity and complaint behavior that have been determined can be relied entirely on 
to produce analysis. consistent research. 

The following is the result of a simple linear regression analysis of the independent 

variable (atmosphere) to the dependent variable (loyalty) in the ANOVA table: 

Table 1.   

ANOVA Test 

Source: obtained from primary data (2022) 

By using simple linear regression, table 1 ANOVA above can be concluded that the 

significance value between variable X and variable Y is 0.000〗^b. The resulting 
significance value is smaller than 0.05 (〖0.000〗^b < 0.05), it can be said that the X 
variable has an effect on the Y variable. Furthermore, to find out whether the X variable 
has a significant effect or not on Y can be seen from the coefficients table below: 

Table 2.  
Coefficient 

 

 

Source: obtained from primary data (2022) 

From the results of the coefficients table above, it can be seen that the value of sig < 0.05, 
so because the significant value is greater than the probability value, namely 0.05, it can 
be said that there is a powerful influence between the independent variable (X), namely 
the atmosphere on the dependent variable (Y), namely loyalty. Customer. Meanwhile, to 
find out the magnitude of the influence between variables X and Y variables, it can be 
seen from the table of linear regression summary models below: 

Table 3.  
R Squared 

 

 

 

Source: obtained from primary data (2022) 

The value of the correlation or relationship between the X and Y variables can be 
seen from the R-value, which is 0.696. In comparison, the magnitude of the influence of 
variable X on variable Y can be seen from the value of R square, which is equal to 0.485. 
The value of R square is then used as a percentage by multiplying by 100% to produce a 

Sum of Squares df Mean Square F Sig. 
Regression 802.648 1 802.648 64.057 0.000𝑏 
Residual 852.052 68 12.530   

Total 1654.700 69    

 Sig. 

(Constant) 0.042 

Atmosphere 0.000 

R 0.696 

R Square 0.485 

Adjusted R Square 0.477 
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figure of 48.5%. From this simple linear regression analysis, it can be concluded that the 
restaurant atmosphere (variable X) affects customer loyalty (variable Y). In addition, the 
restaurant atmosphere (variable X) has a significant or positive effect on customer loyalty 
(variable Y) which is 48.5%.  

 
Discussion 

The results of the research produced by the restaurant atmosphere affect 
customer loyalty, meaning that the hypothesis is accepted where this research is in line 
with a study conducted by (Alfin & Nurdin, 2017; Grace et al., 2018; Prasyanti et al., 
2021; Soniawati & Abdullah, 2017; Sumiyati & Nugroho, 2021; Tamher et al., 2019) 

The M-R model is used to describe how the physical environment influences 
customer behavior (Ryu & Jang, 2008). Many studies have looked at one aspect of 
environment, but few have looked at the whole impact of a restaurant's atmosphere. 
Customers give the highest marks to the following items when it comes to restaurant 
atmosphere: The internal point of purchase display, the general interior, and the outside 
are all included. Therefore, customers believe that photo spots support the restaurant's 
theme. The decoration follows the restaurant's theme, the lighting is supportive, the 
signboard is visible in front of the restaurant, and the restaurant building has an 
attractive design. 
 
CONCLUSIONS AND SUGGESTIONS 

Based on the data analysis of the research results, the restaurant atmosphere 
affects customer loyalty. Michael's Garden Restaurant is good enough in creating a 
restaurant atmosphere expected by customers so that consumers become loyal to 
Michael's Garden Restaurant, for example, by making return visits to Michael's Garden 
Restaurant. Michael's Garden restaurant is expected to maintain and improve the quality 
of the existing atmosphere. The current rate of the atmosphere is reasonable, as evidenced 
by the positive research results between restaurant atmosphere and customer loyalty. 
However, there is a need for improvement and development following customer 
preferences and current trends in the market. The trick is to accept criticism and 
suggestions from visitors and an internal evaluation of the restaurant. This study has 
several limitations, which include the sampling technique used has limitations in 
generalizing the research results. Future research should include a broader sample of 
restaurant consumers, including restaurants with varying levels of service, cuisines, and 
atmospheres, as well as diverse interiors. In this study, the M-R model only considers 
atmosphere and consumer loyalty. Future study should concentrate on improving the 
measurement scale so that it is more valuable to academic researchers and hospitality 
managers. The techniques employed in this study are easily adaptable to the service or 
retail industries that have physical locations. 

 
 
REFERENCES 
Ada, S. T. P., Eaven, K. O. H., Ahun, B. O. B. A. T., Utami, P., & Suryawardani, B. (2016). Pengaruh 

Servicescape Terhadap Kepuasan Pelanggan (Studi Pada Konsumen Heaven’s Café And 



IMPACT OF RESTAURANT’S ATMOSPHERE TOWARDS CUSTOMER’S LOYALTY:  
AN EXTENDED MEHRABIAN RUSSEL MODEL 

Juliana, Sandra Maleachi, Arifin Djakasaputra, Rosianna Sianipar, Rehuel Mora 

Received: 30 September 2022 - Accepted: 27 Oktober 2022 Page | 32  
 

 

Boutique Bandung Tahun 2016). Prosiding Snapp2016 Sosial, Ekonomi, Dan Humaniora, 237–

244. 
Alada, K. C. O., & Castaño, M. C. N. (2019). The Effects Of Restaurant Attributes On Customers' 

Emotions And Loyalty. African Journal Of Hospitality, Tourism And Leisure, 2019(Special 
Issue), 1–10. Https://Www.Scopus.Com/Inward/Record.Uri?Eid=2-S2.0-

85083773680&Partnerid=40&Md5=6797317c8c1fcec311703b0258beb6f0 
Alfin, M. R., & Nurdin, S. (2017). Pengaruh Store Atmosphere Pada Kepuasan Pelangan Yang 

Berimplikasi Pada Loyalitas Pelanggan. Ecodemica, 1(2), 252–261. 
Amrullah, -, Hubeis, M., & Palupi, N. S. (2016). Strategi Pengembangan Bisnis Restoran Makassar 

Berbahan Baku Hasil Ternak Dalam Mendukung Penyediaan Makanan Sehat (Studi Kasus Di 
Restoran Marannu Dan Karebosi Kelapa Gading). Jurnal Manajemen Pengembangan Industri Kecil 
Menengah, 11(1), 1–9. Https://Doi. 

Asdhi, T. Dan S. (2017). Asdhi, Theresia Dan Samboro, (2017), Pengaruh Servicescape Dan 
Kualitas Layanan Terhadap Kepuasan Pelanggan Di Xl Center Malang, Jab Jurnal Aplikasi 
Bisnis, E-Issn: 2407-5523 Issn :2407-3741 471. Jab Jurnal Aplikasi Bisnis. 

Baker, J., Levy, M., & Grewal, D. (1992). An Experimental Approach To Making Retail Store 
Environmental Decisions. Journal Of Retailing, 68(4), 445–460. 

Beyhaki, Arifin, Z., & Yulianto, E. (2017). Pengaruh Atribut Produk Terhadap Keputusan 
Pembelian (Survei Pada Pembeli Daihatsu Xenia Periode Januari – Desember 2014 Pada Pt 
Daihatsu Jolo Abadi Malang). Jurnal Administrasi Bisnis, 51(2), 93–99. 

Bitner, M. J. (1992). Servicescapes: The Impact Of Physical Surroundings On Customers And Employees. 

The Journal Of Marketing, 56(2), 57–71. Doi:10.2307/1252042. 
Brady, M. K., & Cronin, J. J. J. (2001). Some New Thoughts On Conceptualizing Perceived Service 

Quality: A Hierarchical Approach. Journal Of Marketing, 65(3), 34–49. Doi:10.1509/ 
Jmkg.65.3.34.18334. 

Donovan, R. J., & Rossiter, J. R. (1982). Store Atmosphere: An Environmental Psychology Approach. 
Journal Of Retailing, 58(1), 34–57. 

Fitzsimmons, J. A., & Fitzsimmons, M. J. (2011). Service Management: Operations, Strategy, 
Information Technoloyg. Mcgraw-Hill. 

Grace, M., Tandiono, V. L., & Remiasa, M. (2018). Pengaruh Store Atmosphere Terhadap 
Customer Loyalty Dengan Brand Image Sebagai Variabel Intervening Pada Restoran 

Platinum Grill Surabaya. Jurnal Hospitality Dan Manajemen Jasa, 6(2), 166–178. 
Hair, J. F., Black, W. C. W. C., Babin, B. J. B. J., Anderson, R. E., Hair, Black, W. C. W. C., Babin, B. 

J. B. J., Anderson, R. E., & Hair, Joseph F. William C. Black, Barry J. Babin, R. E. A. (2010). 
Multivariate Data Analysis (7th Ed.). Pearson Prentice Hall. 

Hairunnisa. (2009). Pengaruh Kualitas Produk Dan Kualitas Pelayanan Terhadap Kepuasan Konsumen 
Pada Papa Ron‟S Pizza. Bandung. Fpips Upi. Bandung : Tidak Diterbitkan. 

Heung, V. C. S., & Gu, T. (2012). Influence Of Restaurant Atmospherics On Patron Satisfac tion 
And Behavioral Intentions. International Journal Of Hospitality Management, 31(4), 1167–1177. 
Https://Doi.Org/Https://Doi.Org/10.1016/J.Ijhm.2012.02.004 

Horng, J.S.; Hong, J.C.; Lin, Y. C. (2011). Innovation Strategies For Organizational Change In A Tea 
Restaurant Culture: A Social Behavior Perspective. Soc. Behav. Personal. Int. Journal. 39(265–273.). 

Juliana, Agatha N, F. (2020). Pengaruh Desain Interior Terhadap Minat Pengunjung Di Restoran 
The Garden Pantai Indah Kapuk20 (1), 28-34 .Retrieved From 

Https://Doi.Org/10.31294/Jc.V19i2 Abstrak.Lingkungan. Cakrawala, 20(1), 28–34. 
Juliana, & Noval, T. (2020). Pengaruh Servicescape Terhadap Loyalitas Konsumen Di Restoran Chakra 

The Breeze Bumi Serpong Damai. 4(1), 1–4. 
Kim, W. G., & Moon, Y. J. (2009). Customers' Cognitive, Emotional, And Actionable Response To 

The Servicescape: A Test Of The Moderating Effect Of The Restaurant Type. International 



IMPACT OF RESTAURANT’S ATMOSPHERE TOWARDS CUSTOMER’S LOYALTY:  
AN EXTENDED MEHRABIAN RUSSEL MODEL 

Juliana, Sandra Maleachi, Arifin Djakasaputra, Rosianna Sianipar, Rehuel Mora 

Received: 30 September 2022 - Accepted: 27 Oktober 2022 Page | 33  
 

 

Journal Of Hospitality Management, 28(1), 144–156. 

Https://Doi.Org/Https://Doi.Org/10.1016/J.Ijhm.2008.06.010 
Kotler, P. (2012). Marketing Management/Philip Kotler, Kevin Lane Keller. Pearson Education 

International. 
Lee, Y. K., Lee, C. K., Lee, S. K., & Babin, B. J. (2008). Festivalscapes And Patrons' Emotions, 

Satisfaction, And Loyalty. Journal Of Business Research, 61(1), 56–64. 
Lin, S. Y., & Chang, C. C. (2020). Tea Forwell-Being: Restaurant Atmosphere And Repurchase 

Intention For Hotel Afternoon Tea Services. Sustainability (Switzerland), 12(3). 

Https://Doi.Org/10.3390/Su12030778 
Lin, Y. S. (2003). Restaurant And Hotel Management; Creative & More Inc.: Taipei, Taiwan,. 
Listiono, F. I. S., & Sugiarto, S. (2015). Pengaruh Store Atmosphere Terhadap Loyalitas Konsumen 

Dengan Kepuasan Konsumen Sebagai Variabel Intervening Di Liberia Eatery Surabaya. 

Jurnal Manajemen Pemasaran Petra, 1(1), 1–9. 
Liu, Y., & Jang, S. (Shawn). (2009). The Effects Of Dining Atmospherics: An Extended Mehrabian–

Russell Model. International Journal Of Hospitality Management, 28(4), 494–503. 
Https://Doi.Org/Https://Doi.Org/10.1016/J.Ijhm.2009.01.002 

Manthiou, A., Ayadi, K., Lee, S. (Ally), Chiang, L., & Tang, L. (Rebecca). (2017). Exploring The 

Roles Of Self-Concept And Future Memory At Consumer Events: The Application Of An 
Extended Mehrabian–Russell Model. Journal Of Travel And Tourism Marketing, 34(4), 531–
543. Https://Doi.Org/10.1080/10548408.2016.1208786 

Mehrabian, A., & Russell, J. A. (1974). An Approach To Environmental Psychology. Cambridge, Ma: 

The Mit Press. 
Meldarianda, R., & Lisan, H. (2010). Pengaruh Store Atmosphere Terhadap Minat Beli Konsumen 

Pada Resort Cafe Atmosphere Bandung. Jurnal Bisnis Dan Ekonomi (Jbe), 17(2), 97–108. 
Mishra, K., Boynton, L., & Mishra, A. (2014). Driving Employee Engagement: The Expanded Role 

Of Internal Communications. International Journal Of Business Communication, 51(2), 183–202. 
Https://Doi.Org/10.1177/2329488414525399 

Musriha. (2011). Musriha. (2011). Pengaruh Servicescape Dan Kualitas Komunikasi Karyawan 
Terhadap Loyalitas Nasabah Melalui Kepuasan Nasabah Bank Mandiri Di Surabaya. Jurnal 
Ekuitas. Issn 1411-0393.Vol.15 No.2. Jurnal Ekuitas, 15. 

Ninemeier, J. D., & Hayes, D. K. (2011). Restaurant Operations Management. 
Prasyanti, A. P., Ningrum, R. N., & Basri, I. A. (2021). Pengaruh Store Atmosphere , Kualitas 

Produk , Kualitas Pelayanan , Dan Kepuasan Pelanggan Terhadap Loyalitas Pelanggan. 
Jurnal Ilmu Manajemen, 1(1), 16–23. 

Pratama, M. P., & Setyorini, R. (2015). Pengaruh Servicescape Terhadap Kepuasan Konsumen Kafe Roti 
Gempol Dan Kopi Anjis Cabang Jalan Bengawan Bandung . 2(1), 749–757. 

Raab, C., Zemke, D. M. V., Hertzman, J. L., & Singh, D. (2013). Restaurant Customers' Perceptions 
Of Noise And Their Satisfaction And Loyalty Behaviors. International Journal Of Hospitality 
And Tourism Administration, 14(4), 398–414. 

Https://Doi.Org/10.1080/15256480.2013.838090 
Rijae, Z. M., & Magnadi, R. H. (2018). Pengaruh Servicescape Terhadap Kepuasan Konsumen ( Studi 

Pada Penumpang Keberangkatan Domestik Di Bandara Ahmad Yani Semarang ). 7(1), 1–11. 
Rorimpandey, J., Sepang, J., & Arie, F. V. (2017). Analisis Pengaruh Store Atmosphere Dan 

Keanekaragaman Produk Terhadap Loyalitas Konsumen Di Cafe Black Cup Coffee & 
Eatery. Jurnal Riset Ekonomi, Manajemen, Bisnis Dan Akuntansi, 5(2), 893–900. 

Roux, T., & Maree, T. (2019). Shopper's Experience Of Digital Mall Signage As Atmospheric Stimuli: 
An Abstract Bt  - Finding New Ways To Engage And Satisfy Global Customers (P. Rossi & N. Krey 
(Eds.); Pp. 321–322). Springer International Publishing. 



IMPACT OF RESTAURANT’S ATMOSPHERE TOWARDS CUSTOMER’S LOYALTY:  
AN EXTENDED MEHRABIAN RUSSEL MODEL 

Juliana, Sandra Maleachi, Arifin Djakasaputra, Rosianna Sianipar, Rehuel Mora 

Received: 30 September 2022 - Accepted: 27 Oktober 2022 Page | 34  
 

 

Ryu, K., & Han, H. (2009). Influence Of The Quality Of Food, Service, And Physical Environment 

On Customer Satisfaction And Behavioral Intention In Quick-Casual Restaurants: 
Moderating Role Of Perceived Price. Journal Of Hospitality & Tourism Research , 34(3), 310–
329. Https://Doi.Org/10.1177/1096348009350624 

Ryu, K., & Jang, S. (2008). Influence Of Restaurants' Physical Environments On Emotion And 

Behavioral Intention. The Service Industries Journal, 28(8), 1151–1165. 
Https://Doi.Org/10.1080/02642060802188023 

Setiady, T., & Sukriah, E. (2015). Floating Market Lembang Servicescape Influence To Visitor 
Satisfaction At Lembang Floating Market. Jurnal Manajemen Resort & Leisure, 12 (1), 21–30. 

Soniawati, N., & Abdullah, T. (2017). Pengaruh Atmospheric Experiences Terhadap Loyalitas 

Pelanggan Di The Restaurant Padma Hotel Bandung. The Journal : Tourism And Hospitality 
Essentials Journal, 6(2), 1067. Https://Doi.Org/10.17509/Thej.V6i2.5517 

Sugiyono. (2016). Metode Penelitian Kuantitatif,Kualitatif,Dan R&D. In Alfabeta, Cv. 
Sumiyati, S., & Nugroho, R. (2021). Pengaruh Atmosphere, Keragaman Produk Dan Experiential 

Marketing Terhadap Loyalitas Konsumen Pada Café Combi Di Kota Pontianak. Jurnal 
Produktivitas, 8(1). Https://Doi.Org/10.29406/Jpr.V8i1.2100 

Tamher, E. R., Tabelessy, W., & Tahapary, G. (2019). Atmosfer Cafe Pengaruhnya Terhadap 
Kepuasan Dan Loyalitas Pelanggan Cafe Pasir Putih Di Kota Ambon. Jurnal Manajemen Soso-
Q, 7(2), 97–112. 

Https://Ojs.Unpatti.Ac.Id/Index.Php/Sosoq/Article/Download/1000/477 
Tito P. Pangkey. (2013). Analisis Servicescape Terhadap Loyalitas Pengunjung Pada Hotel 

Berbintang Di Manado (Studi Pada Hotel Quality Manado). Jurnal Riset Ekonomi, Manajemen, 
Bisnis Dan Akuntansi, 1(3), 233–241. 

Utami, R. P., & Suryawardani, B. (2016). Pengaruh Servicescape Terhadap Kepuasan Pelanggan (Studi 
Pada Konsumen Heaven’s Cafe And Boutiques Bandung Tahun 2016). 237–244. 

Wakefield, K. L., & Blodgett, J. G. (1996). The Effect Of The Servicescape On Customers' 
Behavioral Intentions In Leisure Service Settings. Journal Of Services Marketing, 10(6), 45–61. 
Https://Doi.Org/10.1108/08876049610148594 

Wall, E. A., & Berry, L. L. (2007). The Combined Effects Of The Physical Environment And 
Employee Behavior On Customer Perception Of Restaurant Service Quality. Cornell Hotel 
And Restaurant Administration Quarterly , 48(1), 59–69. 
Https://Doi.Org/10.1177/0010880406297246 

Wttc. (2011). The 2012 Travel & Tourism On Economic Research,World Travel & Tourism Council 
(Wttc). Available Online: 
Http://Www.Wttc.Travel/Eng/Research/Tourism_Satellite_Accounting_Tool/Index.Php. (Accessed 
On 15 December 2021). 

Yusnita, H. W., Yulianto, A., Gamping, A., & Gamping, A. (2013). Upaya Food And Beverage 
Restaurant Dalam Meningkatkan Kepuasan Tamu Melalui Variasi Produk. Jurnal Khasanah 
Ilmu, Iv(1), 67–81. Https://Doi.Org/10.1109/Ceidp.1988.26361 

 
 


