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Abstract 

The study was conducted to examine the influence of physical environment on customers’ satisfaction and return 
intention. The study involved 345 customers in both Nairobi and Coastal region of Kenya. The sampling 
technique was simple random. DINESCAPE items were used in measuring physical environment. The 
instrument for data collection was self administered structural close ended questionnaire. Statistical package for 
social sciences (SPSS) version 18 was used to analyze the data. Pearson correlation coefficient test indicated a 
strong positive relationship between physical environment and return intention (r =0.605) at 0.01 confidence 
level. A mode of 2 indicated that majority of the respondents were dissatisfied with external appearance of 
restaurant’s environment and the musical background. Results on linear regression analysis revealed a statistical 
significance between physical environment and customers return intention (p = 0.000).This implied that physical 
environment highly influenced customers’ return intention in rated restaurants. To satisfy and encourage most 
customers to revisit the restaurants, the study suggested that the restaurant managers should device ways of 
improving the external appearance of the restaurants. They should also offer musical background that is suitable 
to their type of customers.  
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1. Introduction 

1.1 Background 

Physical environment of restaurants plays a very vital role in customer satisfaction and return intention leading 
to increase in financial performance in restaurants (Magim and Parker, 2009). Several studies have demonstrated 
that physical environment plays a role in creating customers; pre- consumption mood before the actual service is 
delivered. This suggests that physical environment can positively or negatively influence customer’s mood 
(Namasivayam and Mattilla, 2007) which influences quality expectations and impression formation regarding 
specific consumption experience (Tuzikan and Albayrac, 2016). 

A customer visiting a rated restaurant will have pre-conceived expectations regarding physical environment of a 
rated restaurant. The expectations will be in relation to ambient conditions, spatial layout and functionality; and 
sign, symbols and artifacts (Bitner, 1992). If the expectations are not met, the customer will be dissatisfied and 
may not revisit the restaurant again. With easy access to the worldwide web, dissatisfied customers are able to 
vent their complaints through some medium such as established websites for example Trip advisor.com, 
Eater.com amongst others. In Kenya these complaints through trip advisor (Mombasa restaurant review, 2016; 
Nairobi review, 2016) have affected the rate of customer turnover in rated restaurants. Even though various 
studies have been conducted on the influence restaurant physical environment, there has not been a study 
conducted on influence of physical environment on rated restaurants in Kenya. Due to the recent rise of both the 
number of restaurants and the number of people who prefer dinning out, the influence of physical environment 
on customers in rated restaurants should be investigated. The purpose of this study is therefore is to investigate 
the influence of physical environment on customers visiting rated restaurant. 

1.2 Relationship between Physical Environment with Customer Satisfaction and Return Intention 

The importance of creating an attractive physical environment has gained growing attention among scholars and 
hospitality managers as it is a key factor for attracting and satisfying customers in hospitality industry (Han and 
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Ryu, 2009). According to Ryu and Jang (2008), physical environment can have a significance impact on 
perception of the overall quality of the service encounter which in turn affects customer satisfaction in the 
restaurant industry. Bitner (1990) used the term ‘services cape’ to describe the manmade physical environment 
in which the delivery of service products takes place. She identified three dimensions of services cape which 
influence customer satisfaction and repatronage which are; 1) ambient conditions 2) spatial layout and 
functionality and 3) signs, symbols and artifacts. Chang (2009) also confirmed that physical environment has a 
direct indicator of customer satisfaction and return intention 

1.3 Research Hypothesis 

In view of the above results, this study hypothesizes that: Physical environment has a positive influence on 
customer return intention 

2. Materials and Methods 

2.1 Study Area 

The study was conducted in Nairobi and Coastal region of Kenya. These areas were selected because they have 
all the star- rated restaurants in the country (Kenya Gazette, 2003).The two regions also receive the largest 
number of both domestic and international tourists. Nairobi is the capital and the largest city in Kenya and is 
ranked fourth out of thirteen cities surveyed in Africa both in terms of visitor number and visitor spend thus 
highlighting its status as the financial heart of the East African region and a significant African economic hub 
(United Nations Environmental Programme, 2014).The Coastal region of Kenya is situated immediately south of 
equator and covers 80,000 km in south eastern part of Kenya. This region has tourist attractions such as beaches, 
cultural heritage, marine based habitats amongst others. According to Kenya Tourism Board, 65% of the tourists 
coming to Kenya visit the Coastal region making tourism an important part of economy. 

2.2 Target Population and Sample Size 

The study targeted all customers, visiting the rated restaurants. The target population was people who were over 
eighteen years of age who understood and spoke English. 

The sample size of the customers was calculated according to Fisher, Storman and Heaton, (1998) formula 
which is used in social sciences studies in determining the sample size (Mugenda and Mugenda, 2003). 

n = Z2pq 

d2 

Where 

n= the desired sample size (if the target population is greater than 10,000) 

z = the standard normal deviate at required confidence level. 

p = the proportion in the target population estimated to have characteristic being measured.  

q= 1- p and d = the level of statistical significance 

50% was used as the estimate of the proportion in the target population, as recommended by Fisher et al., (1998). 
The proportion of the target population was therefore 0.50; the z statistics was 1.96. 

The desired accuracy was 0.05 level, the sample size was as follows: 

n = (1.96)2 (.50) (.50) = 384 

(.05)2 

2.3 Data Collection and Sampling Procedures 

The data collection exercise was undertaken for a period of four months between September 2014 to December 
2014. The procedure was done during lunch and dinner as most customers visit restaurants during this time. A 
token of a biro pen was given to the respondents to encourage them participate in the study. 

Simple random sampling technique was employed in sampling the respondents. Every table in the restaurant was 
allocated a number which was written on pieces of papers. The papers were then put together then handpicked 
randomly. The customer sitting on the handpicked tables were sampled and given questionnaires to fill. The 
filled questionnaires were collected by the waiters and handed to the researcher. 

The research design adopted was cross sectional survey. This type of study was preferred as it gathers a large 
scale of data at one point in time and explains phenomenon representing wide population then simply reports 
what has been found in a variety of ways (Cohen, 2011). 
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2.4 Data Sources 

The data sources included both secondary and primary data. Secondary data was obtained from published 
journals and books while a self administered questionnaire was used as a tool of obtaining primary data. 

2.4.1 Questionnaire 

The study employed self administered closed ended, five point Likert scale questionnaire comprising of two 
sections. The first section had seven questions which sought to establish the customer demographic and social 
economic status. The second section which had nine questions sought to establish the level of satisfaction in 
relation to physical environment. To be able to measure the level of satisfaction with physical environment, a 
five point Likert type scale (Geoff, 2010) was used. The scale ranged from very dissatisfied-1, dissatisfied-2, 
unsure-3, satisfied-4 to very satisfied-5.  

2.5 Data Analysis 

Statistical Package for social sciences (SPSS) version 18 was used in analyzing the data collected. The mean, 
median and mode were used to measure the level of customer satisfaction. Pearson correlation coefficient 
analysis was used to assess the relationship between physical environment and return intention of customers. 
Linear regression was used to predict return intention of customers in relation to physical environment. The 
collected data was subjected to a reliability analysis (Cronbach’s alpha) so as to assess the internal consistency of 
the set items. The Cronbach alpha of 0.87 revealed that the total scale reliability was very high which indicates 
that the sample of items performed well in capturing the measured constructs. 

3. Results and Discussions  

3.1 Customers’ Level of Satisfaction with Physical Environment 

Physical environment was measured using the DINES CAPE scale dimensions (Ryu and Jang, 2008) in Table 1. 
This included external appearance of the restaurant, interior scheme of restaurant, temperature of the dining area, 
music background, lighting in the dining area, type of linen, type of furnishing, signs of smocking zone area and 
arrangement of chairs and tables.  

 

Table 1. Customer satisfaction with physical environment 

Physical 
Environment 

Very Dissatis 
N % 

Dissatis
N % 

Unsure
N % 

Satis 
N % 

V- Satis 
N% 

   

Dimensions 
Subtotal 

mean median mode

-External appearance 
of the restaurant 

13.9 33.3 4.1 30.1 18.6 3 3 2 

-Interior scheme of 
restaurant 

3.8 19.7 3.8 53.3 19.4 4 4 4 

-Temperature of the 
dining area 

3.8 30.7 2.6 47.2 15.7 3 4 4 

-Music background 7.0 39.1 6.7 35.7 11.6 3 3 2 

-Lighting in the dining 
area 

2.6 26.1 4.9 53.6 12.8 3 4 4 

-Type of linen 6.4 31.0 9.0 44.1 9.6 3 4 4 

-Type of furnishing 
(seats, tables, etc) 

4.6 33.0 5.8 44.1 12.5 3 4 4 

-Signs to the smoking 
zone area 

3.2 22.3 28.4 35.9 10.1 3 3 4 

-Arrangement of chairs 
and tables 

3.8 30.7 5.5 48.1 11.9 3 4 4 

Mode of 5- very satisfied, 4- satisfied, 3- unsure, 2- dissatisfied and 1- very dissatisfied 
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The mode of 2 (Table 1) indicates that most respondents were dissatisfied with the external appearance of the 
restaurant. The exterior of the restaurant provides the first impression to the customer. Most restaurants 
especially in Nairobi were located in the city center between old commercial buildings with limited or no 
parking area. This could have been one reason why the respondents were dissatisfied with the external 
appearance. According to Omar, Arif and Ahmad (2015), the exterior of the restaurant will not only attract and 
invite guests to eat, but also influence their experience of the meal. As patrons approach the restaurant, they will 
scrutinize the exterior in terms of location and parking area which determines the security of the restaurant 
(Omar et al. 2015). Patrons are also concerned with the attractiveness and upkeep of the exterior of the restaurant 
in terms of color of the building, windows, curtains, type of entrance and flowers (Jordan and Prinsloo, 2001). A 
neglected exterior of the restaurant may cause a customer to have a low opinion of the entire operation. 

The mode of two in Table 1 also indicated that majority of the respondents were dissatisfied with the musical 
background. This implies that the music played in the restaurants did not fit or matches with the majority of the 
respondents’ taste causing dissatisfaction. Different respondents have different preference in terms of the kind of 
music they listen. Respondents who prefer music with slower tempo would be dissatisfied if the background 
music has a fast tempo and vice versa. This is in agreement with study of Wood and Allen (2012) who found out 
that music had a significant relationship with customer satisfaction. The respondents were however satisfied with 
the rest of the dimensions in physical environment. 

3.2 Hypothesis Testing of Physical Environment and Return Intention 

The study employed Pearson correlations coefficient and regression analysis tests in testing the influence of 
physical environment on customer return intention. According to Hair, Bush and Ortinar, (2002) these tests are 
the most commonly used techniques in investigating relationships between variables.  

3.2.1 Pearson Correlation Coefficient Test for Physical Environment and Return Intention 

Pearson correlation test sought to find out the relationship between physical environment and customer’s return 
intention. 

 

Table 2. Pearson Correlations Test for physical environment and return intention 

Coefficientsa 

Model Unstandardized Coefficients Standardized 
Coefficients 

Beta 

t Sig. 

β Std. Error 

1 

(Constant) .759 .346  2.193 .029 

Physical 
Environment 

.262 .019 .605 14.069 .000 

a. Dependent Variable: Return Intention 

**. Correlation is significant at the 0.01 level (2-tailed). 

 

The result (Table 2) shows that there is a positive strong correlation between physical environment and return 
intention (r = 0.605, N = 345, P =0.000) A P- Value of 0.000 is a clear indication that there is a statistical 
significance between return intention and physical environment at 0.01 confidence level. The results suggest that 
higher level of physical environment quality were associated with higher level of return intention. 

3.2.2 Regression Analysis 

Linear regression analysis was employed to determine the relationship between return intention and physical 
environment.  
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Table 4. ANOVA Test for physical environment and return intention 

ANOVAa 

Model Sum of Squares df Mean Square F Sig. 

1 

Regression 770.627 1 770.627 197.944 .000b 

Residual 1335.352 343 3.893   

Total 2105.979 344    

a. Dependent Variable: Return Intention 

b. Predictors: (Constant), Physical Environment 

 

The results in Table 4 reveal that at a P- Value of 0.000, there is a statistical significance between Physical 
environment and return intention at 0.05 confidence interval. This means that the physical environment 
statistically significantly predict the return intention. The regression model is therefore a good fit for the data. 

 

Table 5. The regression analysis for physical environment and return intention 

Coefficientsa 

Model Unstandardized Coefficients Standardized 
Coefficients 

Beta 

t Sig. 

β Std. Error 

1 

(Constant) .759 .346  2.193 .029 

Physical 
Environment 

.262 .019 .605 14.069 .000 

Dependent Variable: Return Intention  

 

According to Table 5, Y = 0.759 + 0.262X1. A unit change in physical environment changes return intention at 
the rate of 0.262. Table 5 shows a positive coefficient on X1 (β1= 0.262) which means that physical environment 
has a positive effect on return intention. A p- value of 0.000 indicates that there is statistical significance 
between physical environment and return intention. Physical environment influence customers’ return intention 
in Kenyan rated restaurants. 

4. Conclusion and Recommendations 

4.1 Conclusion 

The respondents were dissatisfied (mode of 2) with the external environment and musical background. Pearson 
correlation coefficient and regression analysis showed that there was a positive correlation between physical 
environment and customers’ return intention. These findings imply that when customers felt satisfied with 
physical environment, they were more likely to have higher return intention.Hence physical environment 
influenced customers return intention in rated restaurants. These results concur with the previous findings of 
Olise, Okoli and Ekeke (2015), Safian et al. (2013) and Dutta et al. (2014) who found that physical environment 
has a positive influence on customers’ emotional responses which in turn led to revisit intention. The hypothesis 
was therefore retained. 

4.2 Recommendations 

The restaurant managers should study their customers and offer the background music suitable for their type of 
customers. Traditional dancers (matching with the cuisine served) may be introduced to entertain customers as 
they eat dinner. For instance African dancers for African cuisine. The restaurant managers should avoid 
monotony of music which would make the customers bored. The managers should also look for ways of 
improving external environment which is the first impression of the customers. For the city restaurants which 
have limited space, live plants can be planted on pots and arranged at the entrance of the restaurant. For the 
restaurants located off city center and have space, land scarping can be done and flowers planted to attract the 
customers. 
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5. Limitations and Further Research 

The results of this study are not without limitations. One main limitation of the study is that the selected sample 
size was 384 but 345 responses were collected from the respondents. This was as a result of the respondents 
handing over incomplete questionnaire or refusing to fill the questionnaire. Another limitation was that some of 
the documented rated restaurants had closed down thus reducing the targeted sample. Lastly, the results of this 
study cannot be generalized on unrated restaurants. Further research is recommended to incorporate the possible 
role of demographic differences, since customers reaction on physical environment may vary based on social 
demographic characteristics. The study also suggests that the same constructs be employed in examining 
customer satisfaction and return intention in rated hotels’ dining room. 
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Appendix 

Questionnaire 

Section 1. (Social Demographic Profile) 

Please indicate about yourself by putting a cross (x) on the box of relevant answer 

1.  Gender:           (a) 　 Male       (b) 　 Female 

2.  Age group:         (a) 　 18- 25 years  (b) 　 26-35 years  (c)  　 36-45 years  (d) 　 46 years and 
above 

3.  Level of education:  (a) Primary       (b) 　 Secondary   (c) 　 Diploma     (d) 　 Degree   

(e) 　 Other (specify)...................... 

4.  Nationality:         (a) 　 Kenyan     (b) 　Non Kenyan (specify)……………….. 

5.  Monthly income:     (a) 　 Less than 10,000 Ksh (Less than 98 USD)  

(b) 　 10,000-20,000 Ksh (98-196 USD) (c) 　 20,001-30,000 Ksh (197- 294 USD) 

(d) 　 More than 30,000 Ksh (More than 294 USD) 

7.  Number of visits made in this restaurant   (a) 　 First time   (b)  　 Second time   (c) Third time 

(d) 　 Fourth time or more 
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Section 2. Level of customer satisfaction in relation to physical environment 

 How satisfied were you 
with each of these Physical 
Environment dimensions 

Very 

dissatisfied 

Dissatisfied Unsure Satisfied Very 

Satisfied 

  1 2 3 4 5 

1 External appearance of the 
restaurant 

     

2 Interior scheme of 
restaurant 

     

3 Temperature of the dining 
area 

     

4 Music background      

5 Lighting in the dining area      

6 Type of linen      

7 Type of furnishing (seats, 
tables, carpets etc) 

     

8 Signs to the smoking zone 
area 

     

9 Arrangements of chairs and 
tables 
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