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The Effect of Dining Space Color and Design on
Customers' Psychological Reactions, Satisfaction and
Reuse Intention in Restaurants

Yeong-Uook Huh'
Dept. of Hotel Food Service & Culinary Arts, Young Dong University!

Abstract

This study is intended to look into the effect of dining space color and design on customers' psychological
response, satisfaction, and reuse intention of restaurants. To achieve this, an empirical survey was carmried out
based on responses from 400 dining-out customers. The results were as follows. The dining space color and
design had a significant and positive effect on customers' psychological reaction, satisfaction and reuse inten-
tion of restaurants. This is a result of positively evaluated service through an increased customer emotional
response to simultaneous factors. It also suggest a recognition of a customer's psychological response in for-
ming images based on restaurant attributes aside from food quality, such technique, ormamental equipment,
sound, and design factors harmonized with indoor environment, in an attempt to increase customer interest in
an increasingly competitive business environment. Consequently, dining space color and design can lead to
customers' psychological satisfaction and reuse intention.

Key words: customer satisfaction, dining space design, psychological reactions, reuse.
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Dining Space Design

’ Color Factors ‘

’ Design Factors ‘

’ Symbolic Factors ‘

Customers' Psychological Response

’ Cognitive Response ‘

’ Emotional Response ‘

Purchase Behavior

’ Customer Satisfaction ‘

’ Repurchase Intention

<Fig. 1> Research model diagram.
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Population Consumers living in Seoul
Sample

Questionnaire
survey method

Survey period

Sampling method Convenience sampling method

A survey was carried to 500 customers over 20 years old using 10 restaurants in Seoul.

Questionnaires were distributed after direct explanation to consumers who have visited restau-
rants in the past 6 months, and collected after a survey by a self administered method.

For 15 days from October 16 to October 30, 2014
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{Table 3> The significant effect of dining space design on customers' psychological response

Hypothesis 1-1

Division
B t p
(Constant) 2.971 .003
Color factors 127 2.267 .024*
Design factors 255 4.281 .000***
Symbolic factors 171 2.938 .004**
F 20.979%***
R 175
Dependent variable : Cognitive response
Hypothesis 1-2
Division
B t P
(Constant) 2971 .003
Color factors .036 .612 541
Design factors 253 4.0064 .000%***
Symbolic factors .085 1.406 161
F 10.626%***
g 097

Dependent variable

: Emotional response

£p<.05, **p<.01, ***p<001.
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{Table 4> The significant effect of customers' psychological response on purchase intention

Hypothesis 2-1

Division
B t p
(Constant) 8.057 .000
Cognitive response 249 3.673 .000***
Emotional response .188 2.773 .006**
F 27.435%**
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Dependent variable : Customer satisfaction
Hypothesis 2-2
Division
B t p
(Constant) 7.884 .000
Cognitive response 241 3.679 .000%3x*
Emotional response 272 4.154 .000%**
F 40.367%**
R 214

Dependent variable :

Repurchase intention

< 01, *4%p<.001.
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