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ABSTRACT 

 

Branded Environments 
Perception of a Restaurant Design for Customers in Lebanon 

Shaghig Bondikian 

M. A., Ramez G. Chagoury Faculty of Architecture, Arts and Design 

May 2019 

 

Eating out of home is becoming more prevalent. The consumption habit, though traditional, is 

also related to the modernization and transformation of society. Nowadays, it is essential 

when examining eating out to consider not only the food but also the space and the situation 

under which consumption takes place.  

With the growing number of restaurants and competition in the market, the demand for more 

sophisticated, stimulating, and ambience-rich settings is also increasing. Multiple factors 

starting from the name, the food served, the service, the price, the atmosphere, and the 

physical environment, all create together a brand image which can act positively or 

negatively on the customer’s decision-making process. 

When designing a space, designers might take into consideration the local community and 

architecture to make them feel more native to the place. Unfortunately, this effort to connect 

the design of places to their locale does not always happen. Space is a social construction and 

an entity for cultural practice and change as well as social relationships, and restaurants are 

social spaces, which belongs to society more than belonging to the owner, and in this respect, 

there is a gap which defines the Lebanese people perception and preferences towards the 

spatial settings of a restaurant. 

The purpose of this research is to explore how restaurants can cater to the Lebanese 

customers that they serve to increase the sense of belonging within these spaces by 

developing a reliable and valid scale of preferred characteristics of the Lebanese millennials 

and post-millennials concerning a restaurant setting in Beirut.  

To attain the objectives of this research, three hypotheses are developed and tested. A cross 

sectioned study was conducted combining quantitative and qualitative methods. The 
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qualitative research methodology was employed, and primary data were gathered in the form 

of semi-structured interviews. Accordingly, a questionnaire was developed based on the 

“Expectancy Disconfirmation Theory,” which is the overall customer satisfaction based on 

their expectation. One hundred ten sets of questionnaires were answered by the target 

respondents, who are graduate and undergraduate students of Notre Dame University-

Louazie.  

This research acknowledges that culinary factors (food and service quality) are the most 

important factors affecting millennials and post-millennials choice of restaurant with an 

account for (59%). Nonetheless, the essence of social, economic (21%) and physical factors 

(20%) cannot be denied in a very competitive environment, where food plays an important 

but by no means the only part. Moreover, a scale of the preferred restaurant settings of the 

Lebanese millennials and post-millennials is presented at the end of the research.  

In conclusion, customer preference and choice are a complex topic, and due to time and local 

resource constraints, it was not possible to investigate every aspect of their predilection. This 

research has the potential to help architects, designers, and restaurateurs in Lebanon, by 

covering different aspects of restaurant design and providing some insight and useful 

information regarding the social and managerial implications. 

 

Keywords: Restaurant; Branded Spaces, Dining Atmosphere, Physical Environment, Food 

and Service Quality, Customer Preferences; Lebanon.  
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CHAPTER 1. RESEARCH OVERVIEW 

 

1.1.    Introduction 

The foodservice industry makes up one of the world’s largest consumer markets, worth over 

US$ 799 billion (Maze, 2017). It is an integral and growing component of most economies 

and therefore offers a vast number of opportunities (Lawson, 1994). Eating out involves more 

than merely matching meals with consumers; but various other factors, which can affect the 

eating out experience. It is essential when examining eating out to consider not only the food 

but also space and the situation under which consumption will take place (Edwards, 2013). 

These spaces become a representation of those who use the space, and we draw connections 

to these spaces based on how they make us feel (Beristain and Zorrilla, 2011). 

Lebanon has a flourishing traditional and modern food businesses, which are typical in both 

Middle Eastern and Mediterranean cuisines (Faour-Klingbeil, 2014). In 2013, Lonely Planet 

ranked Lebanon amongst the top ten food destinations around the world. The country’s 

tourism industry has been historically important to the local economy and remains, to this 

day, as a significant source of revenue. In 2014, the Ministry of Tourism estimated that there 

are 4,800 registered restaurants and hotels in Lebanon, and it will witness a 3.47% growth in 

the number of restaurants by 2015 (Mikhael, 2014). Following the growth and development 

in the market, in 2016, Travel and Leisure Ranked Beirut as the “Best International City in 

The World for Food,” which was based on the assessment of tourists who visited the country.  

The life cycle of investment is often short, averaging seven years for most commercial 

restaurants; however, the image presented by an establishment is a crucial factor in promoting 

market awareness and attracting customers. Which includes different characteristics starting 

from the name, the food served, the experience, the price and the physical environment 

(Lawson, 1994). All these characteristics create together a brand identity, which is what 

engages customers to “buy in” to the image the company is representing. As space and brand 

are in a productive interdependency, creating new forms of interaction between brands and 

people in spatial settings (Matos, 2010, p. 1313).  

The physical environment of the restaurant has a significant influence on the image a 

restaurant presents and can act positively or negatively on the customer’s choice of 

restaurant. As human beings continually scan their environments for information and stimuli, 
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which leads them to make conscious and subconscious judgments about their surroundings 

affecting their perception of the restaurant image (Robson, 1999). 

With an increase in the number of restaurants, the demand for more sophisticated and 

ambiance-rich settings is also increasing (Bhatia, 2003). Restaurants are using tools to attract 

customers, and interior design is one of those elements which is commonly used (Clegg and 

Kornberger, 2006), as restaurant visitors look for environments with aesthetic qualities, 

which can reinforce and enrich the overall dining experience. Three main factors are defined 

within this research; ambient and physical, socio-economic and culinary factors, where each 

plays a significant role in the creation of a restaurant setting and a positive dining experience 

to visitors. 

 

1.2. Problem Statement  

Nasar and Augustin (2007), reported that visual quality is rated highly with people and most 

people give visual quality more importance than other aspects of their surroundings. When 

designing a space of a specific “brand,” designers might take into consideration the local 

community and architecture to make them feel more native to the place. Unfortunately, this 

effort to connect the design of places to their locale does not always happen. Moreover, the 

unique third places are disappearing from our lives, and many communities are 

homogenizing into the same set of strip malls and shopping centers that have no connection 

to their communities (Oldenburg, 1999). 

Space is a social construction and an entity for cultural practice and change as well as social 

relationships. It has the ability to make people feel in a certain way and give an impression of 

the establishment based on how they look (Baker, 2013). Restaurants are social spaces, which 

belongs to the society more than belonging to the owner, and in this respect, there is a gap 

which defines the Lebanese people perception and preferences towards the spatial settings of 

a restaurant. 

 

1.3. Aim 

The purpose of this research is to explore how restaurants can cater to the Lebanese 

customers that they serve to increase the sense of community within these spaces while still 

maintaining the “brand.”  The aim is to create a reliable and valid scale of preferred 
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characteristics of the Lebanese millennials and post-millennials concerning a restaurant 

setting in Beirut. 

1.4. Research Question 

Many variables play a significant role in the creation of a restaurant setting and a positive 

dining experience. In this research three main factors are established; ambient and physical 

factors, socio-economic factors and culinary factors. 

At the end of the research following research questions will be answered. 

 Which of the determined factor (ambient and physical, socio-economic or culinary) is 

more essential for Lebanese millennials and post-millennials choice of restaurant?  

Additionally, these supportive questions will be answered to receive an in-depth outcome. 

 Is interior design considered as a decisive factor for a restaurant success for Lebanese 

millennials and post-millennials? 

 What are the physical characteristics that the Lebanese consumers would look for in a 

restaurant interior?  

 

1.5.    Objectives 

 Specify the factors that help in creating a brand image for restaurants. 

 Determine the social factors which will increase the sense of belonging within the 

Lebanese community.  

 Determine the ambient and physical factors of the built environment that creates 

feelings of place attachment. 

 Create a scale for restaurant setting, based on the Lebanese millennials and post-

millennials perception and preferences. 

 

1.6.    The Significance of the Study 

 Since there is little research on the combined subjects of branding and place 

attachment. 
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 With the increase in the number of people eating out and the demand for sophisticated 

restaurant settings, it is essential to ensure that designs can be justified against a set of 

criteria, which are based on preferences of restaurant visitors (Bhatia, 2003).  

 The need and benefits of place branding are becoming essential, yet there is 

uncertainty as to the application of brand principles to a restaurant setting according 

to the Lebanese customer’s perception.  

 This study is the first to develop an integrated model that explicitly accounts for the 

influence of the three main defined factors affecting customer’s choice of restaurant. 

 This research has the potential to help both designers, and restaurateurs in Lebanon, 

by covering multiple aspects of restaurant design and providing some insight and 

useful information regarding the social and managerial implications. 

 

1.7. Methodology 

This project is directed towards applying the information gathered from a review of the 

literature on the built environment, its components and their effect on human behavior and 

psychology, especially on restaurants and the decisive factor for their choice of restaurant.  

The focus of this study was to investigate relevant key topics in-depth and collect a large 

sample of data. Based on that, the methodology used in this research is mixed, combining 

quantitative and qualitative methods. As Bryman points out that the two are less distinct and 

incompatible than is often assumed, and using them together allows for comparison of results 

and triangulation (Bryman, 2004, p.275,446). Qualitative research can also facilitate 

quantitative research and vice versa (Bryman 2004, p.457), thus another benefit of combining 

methods. 

A review of the literature on preferences of human beings in interior spaces and their reaction 

to various aspects of an interior will form the basis of the questions for both the interviews 

and questionnaire.  

The qualitative research methodology is employed, and primary data were gathered in the 

form of semi-structured interviews, to collect in-depth and comprehensive data from 

experienced professionals in the business. Qualitative methodology approach allows 

extensive data to be collected in order to further exploration of the relevant topics (Veal, 

1992). Where the quantitative method will be in the form of a questionnaire responded by 
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Lebanese millennials and post-millennials helping me in creating a scale for their preferred 

criteria in a restaurant setting. 

Thematic analysis is used to analyze the collected data, where a thorough discussion of the 

methodology is provided in chapter four of the research. 

 

1.7.1. Qualitative Methods 

To approach the broader understanding and more prosperous information face to face 

interviews were conducted with the selected restaurant owner and architect in Lebanon; 

Mr. Roy Marouni, an architect and the owner of C-LAB, architectural and design office. 

Mrs. Maya Bekhazi Noun, Food consultant, and creative brand director, The general 

secretary of the Syndicate of Owners of Restaurants, Cafes, Nightclubs, and Pastries in 

Lebanon. 

Semi-structured interviews were chosen to gain, not only information on the design aspects of 

a restaurant but also an insight into their perceptions on the issues and challenges related to 

branded environments in Lebanon. Face-to-Face interviews help to insight a deeper 

understanding of the existing market for comprehensive data collection (Bryman and Bell, 

2011). Furthermore, information from books, websites, articles and journals, and the 

university’s databases were used to receive better output and create a literature review. 

 

1.7.2. Quantitative Method 

People have feelings and opinions and react through the lens of their own socially constructed 

view of the world. However, this research also assumes that by gathering a quantitative 

sample of students from Notre Dame University-Louaize, an understanding on the 

preferences of the local social construct can be gained.  The quantitative angle is taken in the 

hopes of achieving a measure of generalizability (Bryman 2004, p.29,76). It is not expected 

that the same results would be generated if the study were replicated, however, it is believed 

that the research method is reliable enough that similar general trends would emerge from a 

repeat of the research (Bryman 2004, p.74). 

A survey among Lebanese millennials and post-millennials was done to understand their 

perception and preferences in a restaurant setting. The survey itself was based on close-ended 
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questions, one reason for choosing closed surveys was a practical one: Access to views of a 

more significant number of students could be gained. Another reason was the heterogeneous 

nature of Lebanese society, which necessitated a larger and more well-rounded, or 

representative, sample size (Jenkins and Healey 2009, p.25,144) that would have been 

possible to gather with only qualitative methods. 

By comparing results from both qualitative and quantitative methods, the study aims to gain 

an understanding of the factors which are considered essential for Lebanese consumer. From 

there, a scale for restaurant rating can be drawn. 

 

1.8.  Hypotheses of the Study  
Based on the research objectives and questions, the following hypotheses have been 

developed. 

Hypothesis 1:  

There is a significant relationship between culinary factors and customer choice of restaurant.  

Hypothesis 2:  

There is a significant relationship between socio-economic factors and customer choice of 

restaurant.  

Hypothesis 3:  

There is a significant relationship between ambient and physical factors and customer choice 

of restaurant.  

 

1.9.  Delimitation and Limitation 

Delimitations are the choices made by the researcher, and in any study, it is necessary to 

create certain boundaries for the research. This study only focuses on restaurants in the area 

of Beirut, due to the cultural diversity in different areas of the country; whereas the selected 

population is limited to millennials and post-millennials, as the preferences and needs of 

people might differ according to their age. 

Besides, customer preference and choice are a complex topic, and due to time and resource 

constraints of this thesis, it is impossible to investigate every aspect of their preference. 

Hence, this thesis focuses mainly on answering the main research aim and the subsequent two 

research questions. It targets on studying customer behavior from a perspective that is 
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beneficial for the tourism industry and restaurant operators to better understand customers 

preferences and needs on the one hand, and for the design industry, and interior designers 

specifically, to better understand their preferences and needs within an interior space of a 

restaurant on another.  

This research is based on designer, restaurant owner and customers experiences and 

preferences in achieving the best result, and any research will have certain limitations. 

Limitations may exist in the literature view, the chosen methodology and the interpretation of 

the result. Limitation in regards to the methodology and the chosen method is further 

discussed in chapter four.  

In regards to general limitations, the study is going to be limited to the main three factors 

which are considered essential for a restaurant’s success. However, attempts have been made 

to identify some different characteristics in regards to the interior setting of a restaurant. 

Furthermore, due to time and resource constraints as mentioned, it was not possible to reach 

respondents from all over Beirut or various universities. The respondents were from Notre 

Dame University-Louaize’s students, which were reached through the university’s email. 

This serves as a limitation as it can be difficult to generalize the findings to all Lebanese 

millennials and post-millennials. 

 

1.10. Chapter Layout  

Chapter 1: Introduction  
Chapter one is the synopsis of this study. It includes research background, problem statement, 

research aim and objectives, research questions, hypotheses of the study, significance of the 

study, chapter layout and conclusion of Chapter 1.  

Chapter 2: Literature Review  

Chapter two provides a review of related literature which is used to build a theoretical 

foundation for the research. Besides, this chapter also provides the foundation for developing 

a good proposed conceptual framework from research done by other researchers.  

Chapter 3: Development of Approach 

A conceptual framework is drawn for a clearer picture of the overall study. Chapter three 

further develops the categorization created by the researcher. 
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Chapter 4: Methodology  

Chapter four explain the methodology of this research and describe how this research is 

carried out based on research design, research participants, the data collection procedure, 

research instrument, the data collection process, data analysis procedure and ethical 

consideration of the methods used.  

Chapter 5: Data Analysis  

Chapter four presents the patterns of the result as well as analysis of the results relevant to 

research questions and hypotheses. The results obtained are discussed in the form of a table 

as well as charts. 

Chapter 6: Discussion, conclusion, and implications  

The last chapter involves discussion of major findings; it also summarizes the statistical 

analysis and explains the limitation of this study as well as provides some recommendations 

for future research. Lastly, a conclusion for the research is made. 

 

1.11. Conclusion 

This research is directed towards applying the information gathered from a review of 

literature on built environment, its components and their effect on human behavior and 

psychology, especially pertaining to dining spaces and customer behavior on their choice of 

restaurant. A review of literature on preferences of human beings in interior spaces and their 

reaction to various aspects of physical, socio-economic and culinary factors will form the 

basis of research.  

The next chapter discusses literature on the eating culture and how restaurants became social 

spaces where people gather not just to eat food but more to socialize. There is a detailed 

discussion of various factors which should be considered while designing a restaurant and 

their effect on the success of a restaurant.  
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CHAPTER 2. LITERATURE REVIEW 

 

The structure of the literature review in this research is divided into three parts. The first part 

is a general introduction on the food culture; the way restaurants developed and how eating 

out of home became part of our daily lives. Furthermore, the human sensual experience is 

discussed in regard to the physical environment surrounding and its role in the creation of 

atmospherics within a space. The second part consist of a list for previous studies conducted 

in this domain. It highlights the factors studied and defines the gaps and some limitations of 

the previous literature. Where the last part is based on the key factor affecting restaurant 

choice. The defined three main factors are discussed and explored in details.  

 

Fig 2.1. Literature Review Outline 

 

2.1. Culture Through Food 

Culture as a learned, shared, an integrated phenomenon that is dynamic and based on symbols 

is relevant across the range of anthropology’s theoretical orientations and methodologies 

(Cooper, 2013).  

Food is a potent heuristic device in education due to longstanding cultural associations 

between cognition and consumption. The connection between ideas and food is embedded in 

our language and our thought processes as an implicit cultural model (Sheridan, 2007). 

Literature Review 

Food Culture Previous Studies Factors Affecting Customers 
Choice of Restaurant 

Ambient and 
Physical Culinary 

Socio-economic 
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Food metaphors emerge as the “most ubiquitous of the metaphors used”—again emphasizing 

the link between food, complex thought, and education in the Judeo-Christian background 

that has frequently employed food as a metaphor, whether referencing the true believer as the 

“salt of the earth” or describing Christ as the “bread of life,” these associations naturalize the 

use of concrete food examples to elucidate larger ideas that are not directly observable 

(Bialostok, 2002). Food-based symbols are particularly accessible due to their widespread use 

and importance within cultural traditions. Any number of themes could be productively 

addressed under the food symbolism (Cooper, 2013). 

Alternatively, Mary Douglas speaks on the use of the food categories to decipher social 

boundaries, based on the assumption that “the ordered system, which is a meal, represents all 

the ordered systems associated with it” (Douglas, 1975, p.273). The food we consume, the 

ways in which we acquire and prepare it, the company we keep as we eat and prepare, and 

our preferences and practices all reveal about the economic, social, cultural and political 

world that surrounds us (Cooper, 2013). 

 

2.2. Food Sharing Culture  

There is no such thing as a culture of one. Culture exists only when ideas, values, 

perceptions, or standards of behavior are shared between individuals. This sharing allows us 

to predict and understand how others in a particular culture will respond in a given situation. 

It is relatively simple to establish that culture is shared. Sharing does not, however, imply 

uniformity. The existence of subcultures and contingent group identities, which are called 

into existence only in response to certain circumstances, are a challenging but vital aspect of 

such variability (Price, 1975).  

Culture is dynamic, cultures interact, and cultures change (Cooper, 2013) and foodways are 

“an almost perfect case study in social theory”. Universally, easy to observe and study, 

grounded in apparent biological fact, and far less politicized or sensitive than politics, 

religion, or sex (Price, 1975). 

Food preference and selection are not natural but instead must be learned. Additionally, the 

substances that societies choose and define as food and the ways that these foods are 

manipulated, processed, and consumed both reflect and impact an individual’s understanding 

of the world and his or her place within it (Cooper, 2013). Moreover, Foodways are altered 
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by changing local conditions as well as the influx of new foods and unique culinary 

influences that arrive independently and with migrant population’s culture, and cuisine is 

dynamic what such changes mean, particularly with notions of tradition, authenticity, and 

ethnic difference (Price, 1975). 

Cultural influences on food, drink and social values are very pronounced, and these are 

reflected in different national characteristics, moral codes and regional preferences. The 

traditional local foods are marked off as “ethnic,” a category in which authenticity is prized 

and the cuisine itself often “becomes frozen in time and space.” Subsequently, as a result of 

tourism, immigration, international promotion, and multi-national chain operations, 

traditional products are continually being adapted and introduced into other societies. Some 

foods are appropriated, adapted, and localized, whereas some are rejected (Lawson, 1994). 

 

2.3. The Evolution of Restaurants  

Since the beginnings of organized societies, places serving food and drink as a business or 

trade existed. In ancient Greece, every city had its bars and wine shops, and with the 

expansion of Roman cities and greater travel, a wide variety of eating and drinking places 

were developed: the hospiteum-providing hospitality and lodging for visitors; caupona – inns 

and lodging houses; thermopolium – snacks and hot drinks; popinae – hot restaurant meals; 

tabernae – bars and taverns (Lawson, 1994). Those establishments offered food service 

(along with alcoholic beverages or lodging) well before the appearance of the modern 

restaurant, with its cook-to-order menu (Kiefer, 2002). 

Changes in the methods of transport also brought with them their specific requirements for 

food and lodgings: the expansion of coaching inns from the 1790s; the development of the 

Grand Hotels by railway companies and the holiday resorts made accessible by rail from the 

1900s; the introduction of the roadhouse of the 1930s; and the modern hotels and motels of 

the post-1950 era of international travel are all examples of development made necessary by 

change (Lawson, 1994). 

Paris was the dominant commercial and cultural center at the time of the emergence of the 

restaurant in Europe, and it is widely cited as the birthplace of modern restaurants (Kiefer, 

2002). M. Boulanger was one of the firsts to open his own restaurant in 1765, in Paris. 

Serving meals with high prices attracted an exclusive clientele of both sexes. With the 
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progressive extension of the menu, restaurants rapidly became fashionable as a high-class 

alternative to drinking taverns. Following the French revolution of 1789 many restaurants 

widened their meals and many chefs from the houses of aristocracy became restaurateurs 

both in France and abroad (Lawson, 1994). 

In contrast to different restaurants at that time, high-class establishments were conservative in 

their design understanding, providing a setting of quiet elegance to the restaurant to 

complement the quality of the food and wine (Lawson, 1994).  Even back in the beginning of 

the restaurant culture, it was not just the food in restaurants which the elite found appealing; 

atmosphere and service were important, too. They introduced menus and abandoned the idea 

of dining at a common table. They were the first public place where people went to be private 

(Spang, 2000). 

Starting from the past till today, there were many different venue types offering food like: 

taverns and public houses, brasseries, trattoria, coffee shops, snack and sandwich bars, fast-

food operations, restaurants, hotels, clubs and leisure centers, and wine bars (Lawson, 1994). 

This research focuses on restaurants, which could be categorized into four types: 

• Casual Dining 

• Family Style 

• Fine Dining  

• Fast Casual 

 

2.4. Lebanese Food Culture 

Food and Beverage are deeply embedded in Lebanese culture. Lebanon has a unique cultural 

history, making its cuisine one of the most popular of all Middle East. Foreign powers have 

ruled Lebanon for centuries, which influenced the types of food the Lebanese people eat. 

Between 1516 to 1918, Lebanon has been controlled by the Ottoman Turks, where they 

introduced a variety of foods. After the Ottomans, France took control of Lebanon until 1946, 

and during this time, the Lebanese cuisine adapted some new French foods and recipes 

(Sheehan,1997). As a result, Lebanese food combines the sophistication and subtleties of 

European cuisines with the exotic ingredients of the Middle and Far East (Mikael, 2014). 
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As mentioned, cultural influences on food, drink and social values are very pronounced, and 

these are reflected in different national characteristics, religious codes and regional 

preferences (Lawson, 1994). As for Lebanese people, food has always had a unique place for 

religious and holiday celebrations. The people continue to enjoy their traditional festive 

celebrations, which often include large feasts among family and friends (Sheehan,1997). The 

traditional Lebanese table nurtures a love for variety, sharing, and authenticity amongst the 

people (Mikhael, 2014).  

 

2.5. The Evolution of Restaurants in Lebanon  

In 2015, the restaurant market witnessed a 3.47% growth in the number of restaurants in 

Lebanon with the opening of new restaurants or new outlets for existing restaurants exceeds 

the closing restaurants. With the growing number of restaurants each year, the geographical 

distribution of restaurants in Beirut, is shifting too from every three to five years. The first 

hub for restaurants, bars, and cafes was Monnot, then Gemmayze stole the spotlight only to 

find itself toppled by Mar Mikhael which was followed by Badaro. To a lesser extent, other 

areas such as Hamra and Uruguay Street and more recently Dbayeh were also developed. 

This regular shift can be considered as part of the challenge the Lebanese Restaurateurs face 

and could be partly explained by the fact that restaurants follow cheap rent, easy accessibility, 

and availability of parking (Mikhael, 2014).  

Another challenge, according to Maya Bekhazi: It is very challenging to set up a business in 

Lebanon because we do not have the necessary help in terms of utilities and infrastructure. 

We have problems with water, we have problems with electricity, and we have a lot of high-

cost utility. Additionally, when we buy electricity, water, we pay a very high cost versus a 

very bad product that we get in return or not an equal service for what we pay for. Which 

could be considered as one of the major challenges that we face as Lebanese Restaurateurs. 

Consequently, the number and range of restaurants offering different types of food, has 

increased considerably, as eating and eating out became more than just the ingestion of 

nutrients, and there is a myriad of other factors, which need to be taken into consideration in 

the understanding and enjoyment of the meal experience (Edwards, 2013). 

 

2.6. Eating Out is More than Just a Meal  
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Eating out of the home is becoming more prevalent; we eat out of the home for a variety of 

reasons such as pleasure, celebratory and business. Another aspect could be the time 

perspective, with the new lifestyle there is a little time left to cook at home, where for others 

the food and meals provide relief from the boredom of everyday routine and are something to 

look forward to, being regarded as a social activity (Edwards, 2013).  

In April 2015 the U.S. Department of Commerce reported that Americans spent $52.3 billion 

at restaurants and bars in March and $49.7 billion in grocery stores. It is the first-time grocery 

spending has lagged behind fast food sale since the government started tracking statistics 

nearly 25 years ago (Anderson-Maples, 2015). However, some data indicate that this 

consumption habit, though traditional, is also related to the modernization and transformation 

of society (Mennell, 1996).  

This research is focused on millennials and post-millennials which are a diverse group of 

people having only their age in common. According to Orman (2015), multiple factors might 

influence their preferences for restaurant meals over home cooking. First, they grew up at a 

time where it was entirely regular for mothers to work outside the home, and they were raised 

by eating a lot of restaurant meals and takeout, with not so much time left for mothers to 

cook. For them, the habit has continued as they have moved out of their parents' homes. 

Second, people like going out to socialize and meet with their friends, and going out to a 

restaurant is becoming more than just sharing food. Third, by being the children of Baby 

Boomers, Millennials are a slightly larger generation -in terms of population- than the 

generation preceding them. Finally, Orman believes that at the same time restaurants have 

been quick to respond to the general consumer demand in providing healthier, organic, or 

locally sourced food, making restaurants a more attractive destination (Anderson-Maples, 

2015). 

 

2.7. Eating Out as a Social and Cultural Act in Lebanon 

Culture may be defined as the state of intellectual, artistic and social development of a group. 

It reflects the aggregate of values, perceptions, preferences, and behaviors which are acquired 

through learning and socialization within the group. Cultural influences on food, drink and 

social values are very pronounced, and these are reflected in different national characteristics, 

religious codes and regional preferences. However, as a result of tourism, immigration, 
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international promotion, and multi-national chain operations, traditional products are 

continually being adapted and introduced into other societies (Lawson, 1994). 

Socio-economic classifications represent broad bands of people in a society who tend to share 

similar attitudes, interests, and values. The hierarchical order of social classes is mostly 

dictated by such factors as family background, education, occupational status and income 

(Lawson, 1994). 

In Lebanon, eating out is becoming more and more popular, as Hodema, explains this 

phenomenon by the fact that the new lifestyle allows little time to cook at home, with 

households where both partners are employed, and the fact that going out is still an appealing 

leisure for the Lebanese people (Mikhael, 2014). Where another factor could be that people 

go to restaurants not only to dine but also to conduct social and business activities, 

concerning the fact that mostly the young generation in Lebanon live with their families, so 

whenever they need some privacy they have to go out. This phenomenon led people to select 

specific places, where they feel comfortable for meeting people, calling them the third place 

(Yu, 2009). 

 

2.8. The Third Place  

We live in a world of modernization, urbanization, and technical digitalization. These vast 

changes have caused individualized lifestyles and culture. The third place was defined as a 

place where people can regularly visit and commune with friends, neighbors, coworkers, and 

even strangers. The phrase “third places” derives from considering our homes to be the “first” 

places in our lives, and our workplaces the “second.” Life without community has produced, 

for many, a lifestyle consisting mainly of a home-to-work-and-back-again shuttle. Social 

well-being and psychological health depend upon the community (Oldenburg, 1997). 

First, third places should be neutral, meaning that all people can have access. Second, they 

are level, meaning that the status differences that matter so much elsewhere like work are not 

relevant here. Third, a conversation is the main activity in third places. Moreover, Oldenburg 

insisted that it was essential to have a place that anyone could dwell in by accident, which 

was open to anybody at any time and it is frank, simple, and plain, where people could feel 

that they were sharing something important with other people (Sugiyama, Shirahada and 

Kosaka, 2015). 
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Often third places are small businesses, cafes, coffee shops, bars, pubs, restaurants, 

community centers, general stores, and so on. England has pubs, France has cafés, and 

Austria has coffee houses (Lang, 1987). Here, in the case of Lebanon, it differs based on the 

personal preferences among coffee shops, bars, pubs and restaurants.  

However, there are several factors which makes people decide on the location of their desired 

food destination, as sometimes we feel more attached to some places than others and the 

reason is that certain spaces and places make us feel a strong affinity and emotional 

identification, while others leave us cold. These spaces and environments strengthen our 

sense of reality and self as we find a sense of belonging, a specific relation to ourselves and 

our culture whereas some alienating settings weaken our sense of identity and reality when 

we do not find a connection with ourselves (Oldenburg, 1999). 

To at least some extent every place can be remembered, partly because it is unique, but partly 

because it has affected our bodies and generated enough associations to hold it in our worlds 

(Pallasmaa, 2005, p. 41). 

According to Oldenburg (1999), the sense of place in many of our communities has been lost 

over time because fewer cities are community centered. Human beings are lacking a 

connection to those around them as a result of suburban sprawl, and community spaces are a 

testament to that (Rennick, 2003). In conclusion, third places need to meet the needs of the 

community by fostering connections between the patrons that frequent the space. As a brand 

can often be a factor that affects patronage as well (Chirani et al., 2012). 

 

2.9. Human Response to the Environment  

Visual language is the basis of design creation. Setting aside the functional aspect of design, 

there are principles, rules, or concepts concerning the visual organization that may concern a 

designer (Wong, 1993, p. 41). Any shape used in design may have a hidden message which 

the viewer receives consciously or unconsciously. People have different needs, and each 

responds differently to their surroundings. Leading them to like or dislike an object.  

Individual differences such as sex, age, and gender all affect the way people react to their 

environment. The designer needs to take into consideration these aspects of design and be 

aware of the relation between the object and the viewer in order to reach viewers perceptual 

characteristics (Bill, 2010). 
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The environment influences aesthetic appreciation. Designers need to understand the concept 

of beauty which differs with a place, time, and context, to meet the aesthetic qualities 

required by the people. These aspects of design go beyond the functional and constructional 

concerns and are associated with the specific way the design presents itself to the human 

senses (Wong, 1993). Designers present an object or a space for the needs of people, and the 

way it looks causes a specific sensory experience within each individual (Gatzky, 2014). 

People have complex responses to the environments around them, which could be explained 

in the three psychological stages of human behavior: perception, cognition, and spatial 

behavior. 

• Perception is being aware of the surrounding environment by receiving information 

through human senses. On the product side, this requires perception stimuli such as 

form, color, material, and surfaces. 

• Cognition is regarding the way the human brain accepts the sensual information and 

starts processing such stimuli, by evaluating the environment and transforming them 

into memories. 

• Spatial Behavior refers to the reaction and response to the environmental information 

received through perception and cognition. Humans respond by exhibiting behavioral 

reactions in the form of experiences, actions, and evaluations (Gatzky, 2014). 

Previous experiences and interactions with the environment let the user make judgments and 

evaluate their surroundings. The designers need to adopt a perception-oriented design 

approach to meet the environmental expectations, which combined with sensations, defines 

one’s perception of space (Gatzky, 2014).  

 

2.10. Senses in Design  

Poldma (2010) reported that people are different and have subjective experiences depending 

on different situations. Experiences are individual and happen through the senses - sight; 

smell; hearing; taste; and touch. Poldma (2010) expresses the role human senses play in 

strengthening identity and image, indicating that the senses do not act separately but work as 

a unit to deliver humans a whole perception of a space. Every significant experience of 

architecture is multi-sensory; qualities of matter, space and scale are measured by the human 
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senses. Maurice Merleau-Ponty (2004) emphasizes this simultaneity of experience and 

sensory interaction as follows: 
“My perception is not a sum of visual, tactile and audible givens: I Perceive in a total way 

with my whole being: I Grasp a unique structure of the thing, a unique way of being, which 

speaks to all my senses at once” (Maurice Merleau-Ponty quoted in Pallasmaa, 2012, p.23). 

According to five human senses; sight, smell, taste, hearing, and haptic, sight receives the 

most attention. In a restaurant environment; sight is the primary contact a consumer has with 

space; however, the four other senses are significant as well in creating a holistic experience. 

Since taste is directly related to the food delivered, the other four senses, should be taken into 

consideration concerning restaurant sensory design (Yu, 2009).  The sense of sight is affected 

by factors like shapes, color, lighting, formation, illumination, and so on, whereas other 

senses, are delivered through factors like materials for haptic sensory, music for hearing, odor 

for the smell. All these factors help in creating the non-visual sensation which strengthens the 

visual perception and delivers a distinct identity to interior space (Yu, 2009). 

 

2.10.1. Sight 

Designers always consider physical and visual stimulation, which is just one role of visual 

design. As mentioned, sight receives the most attention and plays a dominant role in interior 

design practice compared to other senses (Yu, 2009). However, according to Lucien Febvre, 

the absolute dominance of the eye is a moderately recent phenomenon. Adding: “The 

sixteenth century did not see first: it heard and smelled, it sniffed the air and caught sounds. 

It was only later that it seriously and actively became engaged in geometry, focusing 

attention on the world of forms with Kepler (1571-1630)… It was then that vision was 

unleashed in the world of science, physical sensations, and the world of beauty as well.”  

The sight not only affects humans physically and psychologically but has a strong association 

with other senses. However, the sense of sight, rather than excluding other senses, it 

incorporates and even reinforces other sense modalities (Yu, 2009).   

“Sight separates us from the world, while the rest of the senses join us” (Pallasmaa, 2012). 

 

2.10.2. Hearing 
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A sound may complement the vision to perceive space in respect, that it enlarges one’s spatial 

awareness to include areas behinds the head that cannot be seen (Tuan, 1977, p.16). 

Sound provides an essential link to reality and has a protective and enriching function. 

Without the sound, visual perception is different: less contrasting, less attention demanding, 

and less informative. As sight isolates whereas sound incorporate; vision is directional, 

whereas sound is omnidirectional. The sense of sight implies exteriority, but sound creates an 

experience of interiority. Buildings do not react to our gaze, but they do return our sounds to 

our ears. Hence hearing creates a sense of connection and solidarity to environment around 

us. 

When referring to the sense of sound, background music may be the first thing to come to 

mind. However, hearing as related to sensory design is more complicated than that. Sound 

has a strong association with human emotion. It also plays a vital role in perceiving space and 

enhances sight sensory perceptions (Yu, 2009).  

Peter Zumthor outlines that, “Interiors are like large instruments, collecting sound, 

amplifying it, transmitting it elsewhere. That has to do with the shape peculiar to each room 

and with the surface of materials they contain, and the way those materials have been 

applied” (Pallasmaa, 2014, p. 29). Empty spaces still produce sound through the stillness 

and silence of scale and materials. Sound in architecture is heard through physical presence 

and sensitivity, and it induces emotional and sensual responses (Crisman, 2008). Two of the 

main factors which mainly affects are: 

 

2.10.2.1. Music  

Shields (2006) stated that music has a significant influence on revenue in the restaurant 

business as other factors. Music can influence the whole dining experience; without the music 

the mood will not be complete. Furthermore, it covers the background noise chatter, 

providing a serene dining environment. Roy Marouni also emphasized on the role music 

adding “it plays in the creating of an atmosphere within a restaurant, adding that maybe it is 

not a designer’s job to select the music, but it should follow the whole concept and be 

compatible with the design, it is part of the experience.” 

According to Shields (2006), music also has the ability to control the flow in the restaurant, 

as an increase in music tempo and volume can affect the business by increasing the boost and 

table turns while decreasing the meal duration. Where another study showed that the food 

tastes better with a softly played classical music providing a more pleasant dining experience. 
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Therefore, by adjusting the interior layout and adopting the required music tempo according 

to the restaurant image and concept, the means of the restaurant can be increased, and create 

the desired atmospherics (Pecotic, 2014). 

 

2.10.2.2. Background noises  

Restaurant is a boisterous place, everything that is happening in the restaurant are making a 

noise, from cutting, washing and cooking in kitchen section to chair moving, guest traffic, 

food delivering, eating and talking in the dining area, and moreover there is background 

music and entertainment that increasing the noise (Malekshahi, 2013). These noises affect 

customer’s willingness to spend time in the restaurant, as customers in quiet restaurants are 

tend to spend significantly more time than the customers in noisy restaurants. The problem 

that customers have with noisy restaurants is mainly caused because of the importance for the 

customer to socialize (Pecotic, 2014). 

In result, the sound of space is essential; it contributes in creating a particular environment for 

space. Sound is significant for the human to participate, experience, and remember places. 

Without a sound, an environment is lifeless and unreal, without flow or rhythm, and 

frightening (Yu, 2009). 

 

2.10.3. Touch 

Color, texture, and pattern are all elements of design, and regarding the sense of touch 

designers mainly focus on texture. Places where people have access and are able to touch 

mostly have better and finer textures than places which are not available to touch (Malnar and 

Vodvarka, 2004). Designers try to achieve the desired sensation through the surfaces people 

touch to give them a warm, cold, smooth or harsh feeling depending on the desired 

perception (Yu, 2009). The skin reads the texture, weight, density, and temperature of 

matte…. the tactile sense connects us with time and tradition; through marks of touch, we 

shake hands with of countless generations (Pallasmaa, 2005, p.33).  

We all remember the feeling of coldness when we touch steel and the radiation of warmth 

given from wood. But searching for the right mood entails more senses than only touch, it’s 

also about what we see and feel in a more psychological manner (Crisman, 2008).  

 

2.10.4. Smell  
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In interior design, smell rarely receives attention. However, the smell has a strong association 

with feeling and influences people’s activities. The odor is a key motivational factor in 

human behavior, it plays a critical role in behavior patterns. Smell affects areas of the brain 

that deal with emotions, feelings, and motivation, which can lead to a specific behavioral 

response. In terms of restaurant design, smell plays a significant role. Smell enhances taste 

perception. Taste and smell usually function in concert and can be regarded as alternatives 

ways to experience a similar phenomenon (Malnar and Vodvarka, 2004, p.42). Therefore, 

smell sensory design especially important to restaurant interior design. Further, Odors lend 

character to objects and places, making them distinctive, easier to identify and remember 

(Tuan, 1977, p.11). Pleasant odor provides a space with a favorable identity (Yu, 2009). 

One of the essential considerations in any restaurant design is to control the air quality and 

temperature in the restaurant. As each kitchen in any type and size, creates heat and smell, so 

the ventilation system of the restaurant plays an important role, as a well-ventilated 

atmosphere is essential to maintain temperature and humidity at comfortable levels and to 

keep the air fresh, significantly contributing to the overall cleanliness of a restaurant 

(Malekshahi, 2013).  

 

2.10.5. Taste  

Taste is directly related to the meal served at a restaurant, which is the core element and 

mostly the main reason why people come to restaurant. A good meal is more about than just 

taste. It has the ability to stimulate other senses. The smell of the food can be the appetizer, 

the presentation of it could be visually stimulating and the feel and texture of a certain dishes 

can give a specific feeling, while creating a unique dining experience (Yu, 2009).  

 

2.10.6. Conclusion 

Increasingly, consumers appreciate the value of dining in surroundings that delight their 

senses, engage their emotions, and excite their imaginations. As a result, more and more 

businesses, especially restaurants, are responding to this by designing and promoting 

restaurants that provide a heightened sensorial type of escape (Simpson, 2003). This idea was 

supported by Maya Bekhazi, where she highlighted on the importance of sensual experience 

within a restaurant First, you have to take into consideration the whole concept, it has to be a 
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holistic approach to the concept... What I really care about nowadays is I feel there is a trend 

towards the theatrical effect, and what I mean by theatrical effect is, when you come into a 

restaurant what you see, what you smell, what you hear and what you feel it’s the sensories. 

This is what designers should really work on to create some sense of excitement as people 

like to see the interactive way of preparing their meals and feel them. 

To summarize, each of these senses, both independently and synergistically, contribute to the 

overall atmosphere (Kotler, 1973). Because the judgment of environmental character is a 

complex multi-sensory fusion of countless factors which are immediately and synthetically 

grasped as an overall atmosphere, ambiance, feeling or mood (Zumthor, 2006, p. 13). 

According to Pallasma, we are not related to our environments only through the five 

Aristotelian senses. He suggests that the atmospheric sense could be named our sixth sense, 

and it is likely to be existentially the most important one of our senses. Simply, we do not 

stop at our skin, as we extend our bodily self-utilizing our senses; we extend ourselves 

culturally both in space and time (Pallasma, 2014). 

 

2.11. Atmosphere in Design  

Atmospheres are characteristic manifestations of the co-presence of subject and object. 

(Böhme, 1998, p.113) 

Martin Heidegger speaking of the inseparable link between space and the human condition; 

as we enter a space, space enters us, and the experience is essentially an exchange and fusion 

of the object and the subject. The atmosphere is an exchange between material or existent 

properties of the place and the immaterial realm of human perception and imagination 

(Pallasmaa, 2014). 

Paradoxically, we grasp the atmosphere before we identify its details or understand it 

intellectually. We may be completely unable to say anything meaningful about the 

characteristics of a situation, yet have a firm image, emotive attitude, and recall of it. Our 

capacity to grasp qualitative atmospheric entities of complex environmental situations, 

without a detailed recording and evaluation of their parts and ingredients, could well be 

named our sixth sense, and it is likely to be our most important sense concerning our 

existence, survival and emotional lives (Pallasmaa, 2014). 
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In addition to environmental atmospheres, there are cultural, social, workplace, family, and 

interpersonal atmospheres. The atmosphere of a social situation can be supportive or 

discouraging, liberating or stifling, inspiring or dull. It is evident that we are genetically and 

culturally conditioned to seek or avoid certain types of situations or atmospheres (Pallasmaa, 

2014). 

Atmosphere or space is not only defined by the borders of the spatial entity it emerges from, 

but it also depends on the configuration of materials and objects this entity contains (Böhme, 

2008, p.3). This combination causes a specific affective quality which is unique (Anderson, 

2009, p.78). According to Böhme (2006), an atmosphere is a “thing,” and it is workable and 

manipulable by material means. Making an atmosphere by material means ranges from 

specifying the physical arrangements within a space to filling it with “cultural signs” which 

can intensify the spaces’ atmospheric identity (Böhme, 2006, p.18, 113). Accordingly, the 

professional manipulation of these material conditions under which an atmosphere can arise 

consequently means speaking of interior design (Sloane, 2014). 

 

2.12. Review of the Pertinent Literature 

Kotler (1973) first introduced concepts related to “physical environments” known as 

‘Atmospherics’ more than four decades ago. Kotler (1973) argued that consumers might 

respond to more than just the tangible product (e.g., meal) or service rendered when making a 

purchase decision. Indeed, the place and more specifically the atmosphere of the place where 

the product or service is being purchased or consumed may be one of the most influential 

factors in purchase decision making.  

Since Kotler (1973) Multiple researchers have acknowledged the role of the physical 

environment as a central element in understanding consumer responses (Baker, 1987; Bitner, 

1992; Berman and Evans, 1995; Robson, 1999; Turley & Milliman, 2000). Alternatively, the 

effect of the physical environment on customer emotions (Bitner, 1990; Mehrabian and 

Russell, 1974), satisfaction (Bitner, 1990; Chang, 2000), the perception of the service quality 

(Wakefield and Blodgett, 1999), subsequent behavior and future intention (Hui et al., 1997; 

Sayed et al., 2003; Ryu and Han, 2010; Ryu, Lee and Kim, 2012; Han and Hyun, 2017).  

The importance of physical environments in creating an image and in influencing customer 

behavior is particularly pertinent to the restaurant industry (Robson, 1999). As the restaurant 
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industry has grown and more consumers increasingly expect a more imposing and 

entertaining environment to enhance the dining experience, restaurateurs are making efforts 

to meet that expectation with innovative and exciting physical surroundings.  

Although a solid conceptual framework for the physical environment has been proposed 

based on environmental psychology and marketing (Bitner, 1992; Turley & Miliman, 2000), 

the validity and reliability of the measures have rarely been examined in previous studies. 

That is, the selections of measures were based mainly on the definition of constructs without 

applying a scale development process. Furthermore, despite the importance of the physical 

environment in the restaurant industry, little has been done to discover what are the factors 

affecting customers choice of the restaurant before visiting a place, and measurement 

instruments have not been developed to evaluate the factors affecting customers restaurants 

choice accurately. 

The purpose of this study was to develop a multiple-item scale, to define customer 

perceptions of dining environments of restaurants in Lebanon. In this research, the main 

factors affecting customers choice are divided into three main variables. Additionally, 

literature on the physical environment, socio-economic and culinary factors will be discussed, 

and the procedure of developing the scale is presented in chapter three. Following is Table 

(2.1) presenting a summary of the dimensions related to the purchase environment in 

previous researches. 

 

Table 2.1. Summary Table of Previous Studies 

Authors Year Method The Environment Variables 

Kotler 1973 
Literature 
Review 

Any Purchase 
Environment 

Atmospherics of the 
Physical environment, four 
dimensions: 
Visual, Aural, Tactile, and 
Olfactory 

Mehrabian 
and Russell  

1974 
Literature 
Review 

Physical 
Environment and its 
Perceived Qualities 

Environmental perception  
Experience 
Psychological responses 

Baker 1987 
Literature 
Review 

Service 
Environments 

 

Ambient factors 
Design factors 
(aesthetics & functional) 
Social factors 
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Bitner  1990 
Experimental 

Study  
Domain of Service 

Service quality  
Customer satisfaction 
Customer reuse intention 

Bitner 1992 
Literature 
Review 

Physical 
Environments in 

Service 
Organizations 

 

Ambient conditions 
Spatial layout and 
functionality 
Sign, symbol and artifacts 

Berman 
and Evans 

1995 
Literature 
Review 

Store Atmospherics 
 

External variables 
General interior variables 
Layout and design 
variables 
Point of purchase and 
decoration variables 

Wakefield 
and 

Blodgett 
1996 

Field study 
(Self-report 

questionnaires) 

Restaurants 
  

Layout  
Aesthetics  
Seating  
Electronics  
Cleanliness  
Perceived quality 
Satisfaction 

Hui, Dube 
and Chebat 

1997 
Experimental 

Study 
Service  

Organization 

Music’s’ effect on: 
Wait duration  
Emotional evaluation of 
the service environment 
Emotional response 

Robson 1999 
Literature 
Review 

High Volume 
Restaurants 

 

Ambient factors 
Social factors 
Design factors 

Chang 2000 Questionnaire 

 
Service 

Environments 
 

Physical environment 
Satisfaction  
Return intentions 

Turley and 
Milliman 

2000 Questionnaire Atmospherics 

External variables 
General interior variables 
Layout and design 
variables 
Point of purchase and 
decoration variables 
Human variables 

Raajpoot 2002 Questionnaire Foodservice industry 
Ambient factors 
Design factors 
Product/service factors 
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Sayed, 
Farrag and 

Belk 
2003 

Experimental 
Design 

Shopping Mall 

Physical surroundings 
Background music 
Crowdedness 
Location 
Lighting 
Consumers' emotional 
states  
Buying intentions 

Ryu and 
Jang 

2008 Questionnaire 
Upscale 
Restaurants 
 

Facility aesthetics 
Ambience 
Lighting 
Service product 
Layout 
Social factors 

Ryu and 
Han 

2010 
Focus Group 
Questionnaire 

Quick-Casual 
Restaurants 
 

Physical Environment 
Food Service 
Perceived Price 
Satisfaction 
Behavioral intention  

Ryu, Lee 
and Kim 

2012 Questionnaire Restaurants 

Physical environment 
Food quality 
Service quality 
Perceived value 
Satisfaction 
Behavioral intentions 

Han and 
Hyun 

2017 Questionnaire 
Luxury Hotel 
Restaurants 

 

Physical environment 
quality 
Service quality 
Food quality 
Customer satisfaction 
Revisit Intentions 

 

 

In conclusion, multiple studies were conducted regarding the preferred setting of a restaurant 

and its effect on customer satisfaction and return intention. Starting from Baker (1978) and 

later followed by Ryu (2008), each of these studies found some statistically significant 

relationship between atmospherics and consumer behavior. However, it should be noted that 

most of the studies were undertaken at least 15-20 years ago and that the cultural effects of 

the times might have contributed to the difference in response. 
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Ryu and Jang, 2008 was the first the develop a scale to measure customer perception of the 

physical environment in upscale restaurants. In DINESCAPE, Ryu and Jang (2008) focused 

on the preferences of the customers for the interior environment of a restaurant, and the 

effects of economic social and culinary factors were not measured accordingly. 

This study aims to study the customers' behavior prior to the consumption and compare the 

role of each factor affecting the decision-making process of a restaurant choice.    

Moreover, this study establishes a new approach and categorization, including physical, 

ambient, social, economic, food, and service quality all into different categories. 

Comparing the methodological approach of prior studies, most of the studies were based on a 

literature review, experimental study, or survey among targeted participant, whereas the view 

of professionals working in the domain was neglected. This study follows a cross-sectional 

methodological approach to further develop a professional overview regarding the topic.  

This study is the first to develop an integrated model that explicitly accounts for the influence 

of three main factors on the restaurant industry in Lebanon. 

 

2.13. Factors Affecting Customers Choice of Restaurant  

Consumers face considerable uncertainty in choosing the restaurant they go to. Uncertainty 

concerns not only the food offered in the restaurant but the overall dining experience. Within 

a restaurant environment, the physical act of eating is the same, but the variety of methods 

used in order to meet the needs of each individual is infinitely varied. Serving good food is no 

longer the only key to a successful restaurant, there are numerous other factors, as restaurant 

meals are becoming multi-attribute experiences (Ciani, 2010). According to Gale (2007), 

nearly 43% of customers take into account not just the food, but all aspects of dining 

experience when determining if a restaurant is a good value. 

When a customer is visiting a restaurant his goal, whether he is conscious of it or not, is to 

experience excitement, pleasure, and a sense of personal well-being throughout his dining 

experience. A restaurant should be able to provide these feelings through physical, social and 

culinary services. Restaurant owners can influence their guest’s attitudes and intentions by 

creating atmospheres where all the needs of their guests are met. Without these key factors 

being included in the food served, the customer will not be fully engaged with the 
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environment and may decide not to visit that establishment in the future even if the food was 

great (Ciani, 2010). 

The competition in the market is growing day after day, and the demand for more 

sophisticated and ambience rich settings is desired among the customers. Attributes such as 

food presentation, service quality, music, colors, lighting, privacy, the location of the 

restaurant, menu variety and pricing, all contribute to the overall dining experience (Ryu and 

Jang, 2007). To create a desirable dining space, designers should take into consideration all 

the mentioned factors, which are divided within this research into three main categories. 

A. Ambient and physical factors 

B. Socio-economic factors 

C. Culinary factors 

Within a restaurant environment, customers should be able to experience excitement, 

pleasure, and a sense of personal well-being. A dining establishment should be able to 

provide all physical, social and culinary services. Traditionally, restaurants were chosen 

solely by food quality and price (Ciani, 2010). “But after years of ‘fast-track’ eating, the new 

generation is now seeking a ‘gourmet experience’ when dining out. They are seeking a more 

of a social-emotional experience rather than ‘time-saving,’ eat on the run philosophy when it 

comes to dining. Being better educated and knowledgeable about proper diet and the 

importance of ingredients, fine dining customers expect a quality experience of fine cuisine 

artistically presented to create a ‘wow factor’ through dazzling improvisation” (Arora, 51). 

Following will be a discussion regarding the importance of each factor and the role they play 

on the customer’s choice of restaurant.   
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A. The Ambient and Physical Factors 

The concept of space is both familiar and sophisticated. It is a place for both privacy and 

social interaction, which reflects the relationship between the built environment and human 

behavior. The built environment is a critical player in establishing meaning in people’s lives. 

It contributes to people’s emotions, physical comfort of being, general wellbeing and sense of 

belonging. Architects and interior designers play a crucial role in defining and shaping the 

spaces we live in and therefore have the liability and obligation to create spaces that meet the 

society’ needs (Perolini, 2011). Butterworth (2000) affirms that spaces, places, and buildings 

are more than just props in people’s lives. They are embedded in deeper personal and cultural 

meaning and symbolize personal histories, interpersonal relationships, cultural values and 

sense of belonging. 

Aesthetics cannot be absent from our built forms, and just like the importance of a defined 

space, aesthetic qualities of a space reinforce spatial experiences (Perolini, 2011). Nasar and 

Augustin (2007) agree and explain that most people give visual quality more important than 

other aspects of their surroundings and physical appearance that is inconsistent with the 

desired image can lead to people avoiding a place. They give an example of an unfamiliar 

restaurant for a first-time visitor. Customers make judgments by entering the space from its 

appearance which lets them make assumptions about price, food type, quality, and service.  

Interior designers need to be able to predict such perception and come up with design 

solutions that convey the desired meaning.  The trained interior designer needs to be able to 

read how users evaluate the environment and what meaning potential users may see in it. 

They need to grasp the human experience and interdependent concepts of space and how a 

place is expressed to them (Perolini, 2011). 

Scientists in various countries have long studied the influence of restaurant physical 

environments on customer behavior. A restaurant’s physical environment is the first element 

to be perceived upon entering a restaurant, and it forms a key factor for customers. It is an 

important determinant of consumer psychology and behavior when a service is consumed, as 

customers spend moderately to long periods immersed in a particular physical environment. 

Which can either enhance or suppress their emotions, influencing customer satisfaction and 

subsequent behaviors (Tuzunkan, 2016). 
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Some factors which will be discussed are exterior factors as being the first interaction a 

customer has with the brand, following a more detailed discussion on the interior elements 

which contribute to enhancing mood and pleasure in a restaurant (Robson, 1999).  

 

A.1.  Exterior Elements 

Architecture involves movement, and it creates spaces where you can simply be. Architecture 

has the ability to guide, prepare, stimulate, surprise, and also to give relaxation (Crisman, 

2008). Some factors which effects on the customers first impression at a restaurant are: 

 

Fig 2.2. Exterior Elements, Source: Developed for the research 

 

The following section discusses literature on the importance of some exterior elements, the 

role it plays in defining a certain character to the restaurant and its relation to the interior 

space.  

 

A.1.1.  Location and Accessibility  

The location of the restaurant is as an essential factor and will impact its success nearly as 

much as the food quality. If the restaurant is in the wrong place, it is difficult to attract the 

desired number of customers needed in order to stay in business. The same is true if the 

location is inundated with competitors, or has poor visibility, or is hard to find (Killifer, 

2008). 
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Moreover, when the restaurant is a start-up, a location is more difficult to decide. For most 

start-ups, “A” locations are ideal for exposure, as the amount of exposure and traffic a 

restaurant receives usually offsets the cost. Once a restaurant establishes its brand, there is 

more opportunity to go into ‘B’ locations and be successful (Killifer, 2008). 

Some factors to consider while selecting a location for a restaurant are: target market, area 

traffic, ease of access and visibility, availability of parking, and evaluating the competitors 

(Malekshahi, 2013). 

 

A.1.2.  Body of Architecture 

Which is regarding the physical presence of an object as a body, and how the materials and 

spaces create the emotional effect of a solid mass, covered by a membrane, a fabric, a skin 

(Crisman, 2008). The exterior design of the building has a direct relation to the perception of 

the customer, it is the guest’s first interaction with the brand, and it visually gives the first 

thought and general idea about the personality of the building (Malekshahi, 2013). Robson 

(1999) stated the need for providing an exterior environment, which will provide the guests 

with ample information about the cuisine, ambiance, and service to expect inside of the 

restaurant to help them interpret the environment more quickly. 

 

A.1.3.  Façade Design  

The façade should appeal to consumers on a visual as well as an emotional level. The exterior 

façade is meant to provide information to the guest about what to expect inside. Several 

people base their decision to visit a restaurant on the façade (Malekshahi, 2013).  

Designing a window in restaurant façade can create visual communication between inside 

and outside and gives passersby the idea of what is happening inside the restaurants. 

Windows also can show how crowded it is inside the dining area and how is the interior 

design of the restaurant. On the other hand, the lack of windows can increase the element of 

surprise by restricting the view from outdoors (Bhatia, 2003). 

 

A.1.4.  Entrance and Signage Design  
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Entrance is the transitional and intersectional point between indoor and outdoor; it is 

separator and connector between personal space and nature (Berkman, 2004). Part of having 

an inviting exterior includes an accessible entrance and exit, to provide the flow both in and 

out of the space. Where the location of the entrance should be influenced by how the building 

is laid out, and it is essential that people know how to enter based on signage (Killifer, 2008). 

Clegg and Kornberger (2006) in alignment with Bitner (1992) claim that a connection of an 

organization’s physical spaces and external messages create greater ‘credibility,’ and 

therefore it is in alignment with organizational mission and goals. 

 Signage is critical; customers want an easily identified retail establishment rather than an 

unbranded one (Killifer, 2008). As each restaurant is recognized by its signage; therefore, it 

should be attractable and recognizable among other restaurant and places. The restaurants' 

signage needs to stand out and be visible always, and it also has to be designed uniquely to 

identify easily (Malekshahi, 2013). 

 

A.1.5.  Corporate Visual Identity 

Branding elements can come in a variety of shapes and sizes, but those elements need to 

extend throughout the entire chain and dining experience (Killifer, 2008). A logo is not a 

natural component of interior spaces; however, it is the small but one of the most significant 

parts of the identity package. It is designed for the easy recognition of corporations and 

identifies a business in the purest form. A well-designed logo should be simple, compelling, 

memorable, relevant and versatile (Dagli, 2013).   

According to Chang and Lin (2010) “Like human beings who have specific characteristics, 

cultures, and philosophies, enterprises have symbols and signs that deliver their corporate 

identities and represent their corporate images” (p.1). It is vital to note that such symbols 

and logotypes help not only to identify brands, but brands are identified together with them.  

In some cases, the logo of a corporation can also affect the interior design of a building with 

its color, form, and shape. The visual symbols and logotypes help to conceive the culture and 

personality of a brand (Dagli, 2013). So, the brand identity should be cohesive from start to 

finish, between exterior and interior, from conception through execution, and design or 

otherwise (Killifer, 2008). 
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A.2. Interior Elements   

Dining atmosphere has shown to have a significant influence on the customer’s positive and 

negative experiences and perceived value, affecting their will to revisit the restaurant (Liu 

and Jang, 2009). The physiological needs of a person affect how they perceive and react to an 

environment, and when these needs are appropriately met, the user will perceive the 

environment as successful (Benrit and Trakulmaykee, 2016). 

The following section discusses literature on the most important interior elements affecting 

customers perception of a restaurant interior. 

 

Fig 2.3. Interior Design Elements, Source: Developed for the research 

 

A.2.1.  Layout and Functionality 

The layout is one of the key factors that affect customers satisfaction, as it is the key for 

restaurants functionality, success and ensuring that diners have an excellent experience. A 

layout is crucial in creating the flow of restaurant and making sure the operational layout 

works in a flawless and as effortless as possible for the visitors and operators of the 

restaurant. If a restaurant does not work correctly from a functionality point of view – it does 

not matter how beautiful it is, it will never be a success (Bitner, 1992). The environment 

should be easy to understand and assimilate and should provide helpful guidance for the 

visitors (Bhatia, 2003). 

Furthermore, Robson (1999) discussed the human tendency to steer away from overcrowded 

environments which reduce the ability to define personal territories and also the apprehension 
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towards being alone in a public space. Robson also suggested that a restaurant setting should 

be designed such that it looks busy yet provides the opportunity for people to form their 

territories. Moreover, having level changes, low barriers, or the use of multiple types of area 

are essential in order to make the place feel more crowded and livelier (Bhatia, 2003). 

On the other hand, when it comes to any restaurant operation, an efficient, well-designed 

kitchen is vital; the more efficient the design, the quicker you can provide products and 

services to the customers (Killifer, 2008). In result, any design will not be successful if it 

does not function, so layout presents the core but more of the hidden gem in the success of a 

restaurant.  

 

A.2.2.  Size importance  

There is not a direct relationship between the size of a restaurant and its success. As each type 

of restaurant according to the number of services, needs different sizes for each area (Bhatia, 

2003). Moreover, according to Roy Marouni; Nowadays everything is heading towards 

casual minimalist approaches in design. It is much desired to have multiple diverse small 

spaces than having one big space.  

At a relative level, the size of a space is scaled to the body size of the occupants. Such scaling 

of the space immediately confers specific functionality for space. The nature of cognition, 

communication, and exchanges are the function of the space size (Pecotic, 2014). Occupants 

relate the size of space primarily to their body sizes, and to the task and storage capacity of 

the space. A spacing unit is perceived to be small, adequate or large in terms of variety. 

However, the same space may be seen to be of different size depending on past experiences. 

A person who has stayed in a huge house finds an apartment to be tiny (Malekshahi, 2013).  

A change in the size of a space domain immediately marks a change in its absolute character, 

functionality, environment, and so the behavior of its users. The space sizes and potential 

functionality are notions that are difficult to separate. The perception of space size and 

proportion depends not only their predictability but also on the occupants’ background, age, 

experience, and mood (Pecotic, 2014). 

Sometimes space is considered intimate. Intimacy is related to how a space can make you feel 

humble and small while another can make you feel proud and light. With features like 
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contrast, size, mass, scale, gravity of things, proximity and distance the designer can control 

the way a visitor feels once they enter a space (Crisman, 2008). 

According to Ching (1996), a place which is too high or too big can have negative energy on 

users or even observers. Spaciousness, on the other hand, is related not only to the directly 

perceived size of the interior space but also to the psychologically perceived openness in the 

space. Factors that contribute to the perception of openness are higher ceilings, large 

openings and a view to the outdoors (Scott, 1993). Mahnke (1987) discussed apparent 

volume, weight, and size based on color perceptions and their role in perceiving spaces 

differently. The apparent height of ceilings and the size of a room are two interior elements 

that are dependent on the effect of their color on human perception (Bhatia, 2003). 

 

A.2.3.  Color Importance 

Color has had an effect on every aspect of human life and culture since the beginning of time. 

Objects with its variety of colors and hues are perceived by the human eye, which has a 

definite effect on the human psyche. Colors have a significant impact on daily life and play 

an essential role in self-presentation as well as forming of impressions (Hemphill, 1996). 

Colors have certain behavioral connotations, and if used resourcefully in the design of these 

environments, it can influence the user’s emotional and mental balance (Wells, Need and 

Crowell, 1979).  

Color is a visual element with which almost all human emotions and feelings are associated. 

Whitfield and Slatter (1978) stated that there is a definite psychological association between 

color and its placement in an interior space and the spatial experience. Emotions are evoked 

due to the color of surfaces in a space result in a variation in behavioral patterns of the 

occupants. According to Birren (1961), over the years, man has associated color with objects 

that he encounters regularly, events from history, or traditions and cultural beliefs, this gives 

rise to emotions generated by the color owing to a subconscious recollection of the 

association. The colors in general, begin to symbolize the object, event or belief from where 

the relationship first began. The symbolism of color thus embraces all the civilizations, 

religions, art, science and customs that man has been through since the beginning of time 

(Bhatia, 2003). 

Portillo and Dohr (1993) claim that there are specific set criteria that mostly affect color 

selection for interior spaces. These include compositional criteria that involve creating unity 
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or emphasis and manipulating form or space; symbolic criteria which spring from design 

concepts; behavioral criteria mainly based on functional requirements; preferential criteria, 

which reflect individual color preferences and color trends; and pragmatic criteria based on 

economic constraints, maintenance factors and physical preconditions (Bhatia, 2003). 

The placement of chosen color in an interior environment is a crucial factor, affecting the 

occupants and also their reactions. On the one hand, researchers indicate the impact of the 

surrounding color and its effect on appetite, and this is an essential issue when dealing with 

the food service industry, which thrives on inducing consumers’ appetite (Bhatia, 2003).  On 

another hand, color has a direct effect on the feeling of comfort and sense of security and 

well-being. These feelings are described by terms such as pleasant and inviting, or opposing 

terms such as tedious, repulsive or nerve-racking (Bhatia, 2003).  

Hemphill (1996) stated that the reasons for most of the positive and negative responses are 

the established associations of colors in everyday life. Hemphill stated that the association of 

blue with the sky and ocean, which are seen to be limitless, calm and serene, could be the 

reasons for its preference. Preference of the color green was based on its association with 

forests, trees, and nature. Yellow was stated as positive because of its association with the 

bright sun and grey was seen to be negative because of its association with rainy days 

eliciting sad and bored emotional responses. Mahnke (1987) reported that time is 

overestimated in environments with warm colors, whereas with cool colors, on the other 

hand, time is underestimated. Moreover, color plays a significant role in size appearance of a 

space, as of how lighter colors recede, and the apparent size of space look larger whereas 

darker colors advance and space feels smaller and overpowering.  

In conclusion, color certainly plays a large part in how people feel and behave in any space 

and paired with the lighting; they set the mood almost to the entire restaurant to fit the desired 

ambiance and the cuisine. Lighting and illumination play a significant role in the color 

selection, and their influence on the final appearance of color on a surface will be discussed 

in the following section (Bhatia, 2003). 

 

A.2.4.  Lighting 

Lighting has mostly been studied as a part of color studies, and researchers have dealt with 

the effect of light on color perceptions, as color presents itself differently to the eye 

depending on the brightness of the background it is displayed on (Köhler, 1959). 
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Proper lighting plays a crucial role in creating that “wow factor,” but it is often overlooked. 

Within a restaurant, good lighting is essential in order for a guest to view the food in its best 

possible light (Ciani, 2010). In the journal Restaurants and Institutions, Brendan McNully 

states within his article, Illuminating Ideas, that “The craft of lighting a dining room is part 

theatre and part magic show. The way a foodservice operation is lit leaves a significant 

impression on diners. When it works, they do not consciously think about it. When it does not 

work, customers will not return and may not even understand why” (Ciani, 2010). 

Several factors are corresponding to lighting in interiors. The factors that have been primarily 

studied concerning the perception of interiors and behavioral connotations include the 

placement, intensity, illumination level and color of lighting and light fixtures in an interior 

space which corresponds to the lighting character (Bhatia, 2003). The lighting may be 

artificial as well as natural light, whereas Intensity of light may vary from dim to bright. The 

color of light can be consistent in the entire space, or many light colors may be used (Bhatia, 

2003). 

Lawson (1994) suggested different ways in which lighting in a restaurant interior can 

influence perceived interior spaces. It can increase or reduce the impression of space, correct 

the proportions of the room, induce mood, tempo, and atmosphere, reveal texture and 

heighten shape and form, provide color and contrasts, and indicate directions and project 

information. A light that fills a room can give the impression of space being serene, 

exhilarating, gloomy, celebratory or creepy. The relationship between light and architecture is 

undeniable. Light, depending on the way used, can transform the spatial context of a space. It 

can make a room seem pleasant or unpleasant, moving or ambiguous, expensive or intimate, 

friendly or hostile, and quiet or full of electrifying energy (Crisman, 2008). 

Some general lighting strategies are that soft and dimmed lighting increases the eating 

duration, as it makes guests feel comfortable so that they are relaxed and enjoy their stay in 

the restaurant, conversely harsh or bright illumination decreases the duration people stay in a 

restaurant (Ciani, 2010). 

Lighting also effects on human responses, as it can provide an impression of relaxation, 

privacy, boredom, excitement, and confusion. These responses are affected by the age factor, 

as Sorcar (1987) claims that there is a difference in response to the light concerning the 

visitors' age. Studies indicate that infants and toddlers are attracted to light sources, 

concentrated light areas, and bright colors like yellow, white, pink and red. Moving, flashing 
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or sparkling light sources are an attraction primarily because of the visual impact. As the 

child matures, attraction to yellow has been known to fade gradually and is replaced by red 

and then blue. In the teen years sparkle, motion, flash and glitter, and wild colors in bizarre 

combinations have been found to provide emotional and psychological pleasure. Where 

preferences change to more subtle colors with maturity. Seniors rely more on the biological 

responses of abundant light and bright colors as the eyes become feebler, and vision blurs 

(Sorcar, 1987). 

Based on the findings presented in this literature, lighting design plays a significant role 

within a restaurant, and all factors must be considered when designing the space. In order for 

a complete and comprehensive dining experience to occur it is vital for a restaurant owner to 

fully consider the lighting design presented by the architect or designer (Ciani, 2010). 

 

A.2.5. Material Selection 

The elements of interior design are separate parts and components that make the space such 

as walls, ceilings, columns (Pile, 1988). All elements are made of some material such as 

wood, stone, wood or brick. Pile (1988) claims that the selection of suitable materials is an 

integral part of the interior design process. 

Materials create architectural atmospheres. It has the ability to transform in multiple ways to 

obtain certain atmospherics in a space. According to Zumthor, (2006, p. 25) “Materials react 

with one another and have their radiance, so that the material composition gives rise to 

something unique. Material is endless.”  

The materials used in the design of space are important because they have different effects on 

human beings. Ballast (2010) reported that “aesthetically, materials can convey meaning, 

denote status, create a style, symbolize ideas and generally add to the overall look of the 

space.” Materials have meaning, and they create a style in the spaces they are used (Dagli, 

2013). 

According to Ozay (1998), the function of the building, the using conditions of the interior 

and the users are three aspects that help a designer to choose acceptable material for space; at 

the same time making harmony between materials are essential and needs to be considered.  

The standard interior materials are wood, metals, masonry, glass, plastic, textiles, finishes 

(Pile, 1988). Several criteria may affect the selection of material such as functionality, 
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aesthetics and economic value (Pile, 1988). The function of the material is crucial as much as 

the economic aspect of it (Dagli, 2013).  

The finishes and materials used should be chosen in a way to support the quality level and try 

to follow the general concepts of the restaurant (Binggeli, 2011). Using the same and 

common materials create unity and show the circulation in whole space, while different 

materials can separate spaces from each other and divides functions (Ozay, 1998). Variations 

in materials, textures, and pattern throughout the space contribute towards increased 

complexity of the environment (Scott, 1993). According to Acking and Kűller’s (1972), there 

is a positive correlation between chromatic strength and complexity. Complexity increased as 

chromatic strength increased where complexity refers to the variety and diversity of elements 

of the interior environment like materials, textures, and patterns, which offer a large amount 

of stimulation (Bhatia, 2003). 

 

A.2.6. Furniture Design and Comfort  

Like material, furniture has meaning, and it is essential for interior design and most people 

associate interior design with the sum of furnishing. The surrounding objects give interior 

design its function. Objects within a space are constructed rather than inherent. They 

determine spaces of place. The objects placed in an interior create a certain atmosphere 

sought by the inhabitant. Objects in space give a sense of identity and expressiveness to place 

(Crisman, 2008). 

Therefore, furniture selection is essential, and designers need to consider four different 

aspects such as function, structure and materials, design and cost while making furniture 

selection. Furniture design concepts can include fundamental issues of light or heavy, soft or 

hard, small or large, colorful or neutral, and similar to or contrasted with the architecture of 

the space (Dagli, 2013). 

The functionality of the furniture refers to the degree to which the physiological needs of 

people in the restaurant are met. These physical needs are related to human body 

requirements and basic functional needs to achieve both comfort and efficiency (Bitner, 

1992). The comfort level of furniture often reflects the type of restaurants, as with formal 

dining, more comfortable furniture is preferred to support and hold the guests comfortably for 

long dining experiences, where with more casual dining establishments more of a casual 

seating is used.  
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Ergonomics is another dimension where a designer should look upon. Ergonomic design 

acknowledges the significant effect of the surrounding environment on human behavior, so 

designers must provide environments which are both functional and humanistic. Ergonomics 

is not related only to the customers' comfort and convenience, but moreover, it concerns the 

whole management of restaurants and the comfort and safety of the restaurant’s employees. 

Ergonomics could be defined as the science of equipment design, aiming to maximize 

productivity by reducing operator fatigue and discomfort (Bitner, 1992). 

 

A.3. Conclusion 

In essence, Interior design is a significant element beyond food and service to promote 

customer retention, and ambiance is the key to setting the mood for the overall dining 

experience. Moreover, interior design plays a significant role in creating and giving an 

identity to space. Adding that every space should have a unique element, and it is the 

designer’s role to create a landmark element that customers can remember, it could be 

through any of the mentioned factors, color, lighting, furniture, etc.… These elements help in 

creating a memory of the place within the customer, so they can remember the space even 

without remembering the name. Therefore, it is the designers’ responsibility to understand the 

customer preference and apply specific principles to satisfy their desire and need. 

 

  



41 
 

B. Socio-economic Factors 

B.1. Human Response to the Interior Environment 

Aesthetically appreciation is both expressed in and influenced by the environment. To define 

aesthetic qualities, the designer needs to understand that the concept of beauty differs with 

time and place, purpose and context. Values captured under the label "aesthetic" can best be 

understood at a universally comprehensible level. These aspects of design go beyond the 

functional and constructional concerns and are associated with the specific way the design 

presents itself to human culturally (Baker, 2013). 

Designers create a space or an object to serve some need or want. When we look at an object, 

its physical appearance causes a sensory experience in us above and beyond its mere utility. 

The designer’s appreciation of this experience helps him to communicate his intent and 

understand the users’ background. These understandings differ between each culture as they 

share certain values and lifestyles (Baker, 2013). 

Gernot Böhme's argues that interior design is primarily a social process which renders visible 

the strategies of materializing the inherent elusiveness of atmospheres into the form of a 

concept. This concept is configured in a design-network of humans and materials and defines 

the conditions under which a specific intermediary status between subject and object can 

arise. It is also based on mechanisms of reassurance which are played out in applying a 

design “philosophy” and generating shared economic, cultural, and social understandings. 

Interior designers anticipate user experiences through specific material knowledge as a 

crucial form of cultural capital for “making an atmosphere.” Central human actors in the 

design-network are clients, and their culturally informed judgments are what defines the 

boundaries of the atmospheric concept (Sloane, 2015). 

 

B.2. The Production of Space 

Henri Lefebvre, (1991), in his work, 'The Production of Space' reported that space is a social 

product. He offers new ways of understanding the processes of urbanization, their conditions, 

and consequences of social reality. Lefebvre made a clear distinction between architectural 

space and the space of architects. While architectural space produces social space through 

experiences, the space of architects is space manipulated and affected by architects as part of 

their professional practice (Perolini, 2011). 
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Lefebvre also reported that social space is conceptual and physical at the same time. It is 

produced by a pattern of social interaction, which encourages and discourages certain forms 

of behavior and interaction and gives form to social structures and ideologies (Lefebvre, 

1991, p.134).  

Social space is a social product. It is the realm in which the 'cultural life' of society is 

enacted. As described by Lefebvre, space is produced by a pattern of social interaction, which 

imposes itself on its users and in turn shapes society. Space encourages and discourages 

certain forms of behavior and interaction and gives form to social structures and ideologies. 

To Lefebvre, all social space is produced. The only space that is not produced is nature itself 

(Lefebvre, 1991). 

Spatial practice (perceived space) There are three different levels of space, from very 

abstract, natural, absolute space to a more complex spatiality whose significance is socially 

produced. Every society produces its own social space and the production of social space is 

fundamental to the reproduction of society. Spatial practice is what we do in these spaces, 

and although this might seem obvious, it is considerably different from how space is 

conceived by architects and planners. Rather than seeing the spatial practice as an activity 

that creates space, it is seen as producing space. The spatial practice embraces production and 

reproduction (Lefebvre, 1991, p.140).  

In the domain of architecture and interior design, space is a primary component. It is directly 

produced, it is not an empty volume waiting to be filled, but rather it is a product that cannot 

be separated from human activity. Likewise, it is affected by and affecting that activity. It 

can, therefore, be seen as a product of every day which keeps producing (Perolini, 2011). 

Lefebvre (1991), argues that space is now created according to specific functions; it is 

ushering people to perform certain tasks, and governing their behavior according to specific 

times and all places; at work, home or spaces that we spend our free times. What used to be a 

"work," a natural creation is now purposely made and often endlessly reproduced in the same 

fashion. This applies to all kinds of products we are made believe we require. Everything, as 

it seems, comes in a series, where in his view, architects are particularly guilty of this by 

continually designing and constructing empty containers into which people and habits are 

being introduced (Perolini, 2011). 

While focusing so intently on perfecting the skills associated with creating environments, 

how we dwell in them often gets forgotten. As such, space needs to be rethought, not purely 
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as physical containment, but as a relationship that exists between body, mind, and space. 

Interior designers need to employ an understanding of design and planning that is inclusive of 

the notion of place-making and dwelling - as interior environments can have a profound 

influence on how we conduct ourselves. Apart from interior spaces being inhabited, they also 

inhabit each living in them. Our inner being has direct but very complex links to the places 

we live and the places we work in, and these influence the levels of our perception and action 

limits. These relations interplay between the interior, interiority and the exterior (Perolini, 

2011). 

In conclusion, our association and identity are based on the environment we put ourselves 

into, and inherently this determines our social status and lifestyle (Perolini, 2011). Lefebvre 

calls for the recovery of 'authentic' spaces that neither commodify nor oppress. Besides, he 

calls for new and existing spaces, like buildings, living spaces and community places to be 

re-looked with the re-conceptualize lived spaces. Lefebvre's philosophy seeks to create 

awareness of social space as produced by the state and by capitalism. In his view, if we do 

not re-conceptualize spaces, capitalism will create space that turns us all into consumers and 

the world into a real resource (Lefebvre, 1991).  

 

B.3. Sociological Human Need  
Space is a social construction and an entity for cultural practices and change as well as social 

relationships (Baker, 2013). People's perception of their environment influences their social 

interaction within that environment. Each person responds differently when confronted with a 

specific situation or experience. These responses fall into different categories, and they need 

to meet the different sociological and psychological needs of people—all of which are 

influenced by factors within the interior environment (Robson, 1999). 

Sociological determinants relate to the social needs and problems of the occupants. Factors 

that pertain to these social interactions include privacy, personal interaction levels, 

territoriality, and crowding which all should be considered by designers while planning. 

Privacy is a central regulatory human process by which persons make themselves more or 

less accessible to others. Definition of the desired interaction levels is when the desired level 

of privacy is achieved. Besides needing enough space to move about and perform various 

tasks, each person moves within a domain that expands and contracts to meet individual 

needs and social circumstances. The size of a space determines perceptions, experiences, and 
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uses of that particular environment (Perolini, 2011). Having a well-defined personal space is 

essential in establishing territoriality which also includes the exclusive control of space by 

an individual or group as for individuals territorial control provides security and identity. 

When personal space and territoriality mechanisms function ineffectively, crowding occurs 

resulting in excess of undesired external social contact. Sociologically, people respond to 

crowding in different ways depending upon the situation. Sometimes humans tolerate 

crowding, though it may be unpleasant because they know it is only temporary. Where even 

in some situations, crowding may be considered desirable and perceived as "part of the fun" 

or the expectation within a social setting (Robson, 1999).  

People feel a certain level of discomfort while entering an empty restaurant and may even 

choose to move on to a busier place, telling ourselves that an empty restaurant cannot be a 

good one. Veritably, when that occurs, people may be seeking for a more social and therefore 

more comfortable environment. Overcrowded environments, however, can also make us 

uncomfortable, as crowding reduces our ability to create and defend a personal territory 

(Mehrabian and Russell, 1974).  

Depending on the desired need, function and concept of a restaurant, the designer has to take 

specific measurements to provide the desired comfort level for the customers (Robson, 1999). 

Psychological determinants in the planning of an interior environment relates to the 

psychological needs and concerns of the occupants. The visual privacy and acoustic privacy 

are essential determinants and needs to be considered by designers (Mehrabian and Russell, 

1974). 

Visual privacy addresses the ability to limit other's view of oneself. Inherent in human 

behavior is the tendency to avoid situations in which one can be watched without being aware 

of who is watching. Visual privacy can be achieved through the use of design elements 

(Robson, 2002). 

Acoustic privacy in an interior space results from effective treatment of the acoustic 

environment as an interrelationship of many components: ceiling, partitions, furniture, 

equipment, and floor. A complete acoustic system will generally provide adequate speech 

privacy. Speech privacy is achieved when there is sufficient acoustic shielding to allow the 

conversation to be unheard beyond the participants of the conversation. High quality of 

speech privacy will contribute significantly to a desirable level of communication, social 
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interaction, and productivity. An appropriate relationship between background noise and that 

produced within the activity space is conducive to speech privacy (Robson, 2002). 

Accordingly, restaurants are designing spaces that play on our need for both social interaction 

and secure territory (Mehrabian and Russell, 1974). These spaces of society make people 

attached to them, where they perceive the desired sociological and psychologically comfort 

level; creating certain types of connections happening between spaces and people, hence 

establishing a sense of place within people (Scannell and Gifford, 2010). 

 

B.4. Place Attachment 

Any place we feel attached there is a reason behind, which helps us in accepting a place and 

gives us a feeling of belonging while we enter the space. Place attachment is an overarching 

term that is generally described as the “affective bond or link between people and specific 

places” (Hidalgo and Hernandez, 2001, p.274). It takes into account both physical and 

psychological connections to a place. 

Place attachment is the symbolic relationship formed by people giving culturally shared 

emotional meanings to a particular space or piece of land that provides the basis for the 

individual’s and group’s understanding in relation to the environment (Low, 1992, p.165) 

Scannell and Gifford (2010), developed a framework to break down place attachment into the 

different bonds that can be created. They define place attachment as “a multidimensional 

concept with the person, psychological process, and place dimensions” (Scannell and 

Gifford, 2010). The personal aspect of place attachment, according to this framework, 

includes both individual and group experiences within a space. People become connected to 

spaces that they are familiar with after a particular event happens there. Where the events 

occurring in places can cause a positive or negative effect on the user. Another aspect of 

place attachment can be seen as the physical place itself, which has both social and physical 

qualities that people can connect meaning. The final facet of place association has to do with 

the social connections that are forged in the space. Feelings of connectedness to space due to 

the community interaction or people that they associate with there can create a strong sense 

of place attachment.  

Breaking down the concepts of place attachment the designers need to understand and 

classify what type of connections are happening within spaces and understand why these 

various connections can be so crucial to the user.  
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B.5. Brand  

The phenomenon ‘brand’ has developed into a global key issue as it is nowadays difficult to 

imagine social, cultural and consumer life without brands. Almost everything today can be 

branded like products, services, organizations, people, events, buildings, streets, cities, 

regions or nations (Coomber, 2002). Hence, brands are engraved in our everyday life, and it 

is not clear any longer who ‘owns’ the brands.  

Brands need to keep track and adapt to the cultural changes and follow customer preferences 

in order to be accepted by society and retain consumer loyalty (Killifer, 2008). “Brands may 

legally ‘belong’ to companies and be ‘managed’ based on decisions taken by management, 

yet they are ‘in the possession’ of consumers, because the latter exploit and experience 

brands, interpret them in their way, compare them with other brands, and share their 

experiences and fantasies with other consumers. Moreover, the way a brand is perceived 

often has little to do with the ideal image of the brand’s essence in the heads of the marketing 

managers” (Liebl, 2006, p.29). 

Brands have a story to tell, and they are created by interactions of multiple parties, 

institutions, public, and social forces (O’Guinn and Muniz 2010, p.133). 

“Meaning defines brands, and people make meaning. People make meaning through social 

means: they make meaning through their interaction, through the institutions they have 

created and maintained, through accommodation and negotiation with marketers, through 

rumors, through politics, and often in reaction to a disruption in the social sphere. Brands 

are meaning” (O’Guinn and Muniz, 2010, p.133). 

 

B.6. Space  

A new understanding of space has developed which regards space as a social category: 

“(Social) space is a (social) product” (Lefebvre, 1991, p.30). Following this thought, space 

is an everyday life phenomenon. Therefore, space is not only a ‘real’ thing or a container but 

also, even more, a social construction and an entity for cultural practices and change as well 

as social relationships (Lefebvre, 1991, p.38-39).  

Space emerges and permeates by movement and perceptions as well as action, interaction, 

and usage of various agents concerning cultural practice (Lefebvre, 1991). The spatial theory 
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of Martina Löw (2008) is a fruitful way as she focuses on the duality of the physical and 

social dimension treating; Spaces as products of action which at the same time have 

structuring power (Löw, 2008, p.33). 

The process of spacing is more related to the physical dimension of space whereas synthesis 

is more connected to the socially constructed dimension of space.  

Overall, the day-to-day constitution of spaces involves perceptions that are grounded in both 

the external effect of social goods and other people and in the perceptual activity of the 

constituting agent. (Löw, 2008, p.41) This external effect can be described as an 

‘atmosphere’ which is connected to a specific place. Each place has an atmosphere provoking 

and instantiating perception and, hence, space-building of diverse agents. Atmospheres are 

common realities between the perceiver and the perceived (Böhme, 1993, p.122). 

Accordingly, restaurants fall within this category as they are social spaces, which belongs to 

society more than belonging to the owner (Baker, 2013). 

 

B.7. Branded Spaces 

Branded spaces are becoming icons for brands, for their image and their relationship with 

their agents. Space “increasingly becomes the brand.” In this context, space has become 

increasingly important for many people and brand owners because there is a warranted need 

to conquer space for brand staging (Sherry, 1998, p.112). 

Moor (2003) uses the term for the first time but not as a spatial manifestation of a brand. She 

constitutes a branded space as the consumer-body and its everyday movements. She adds that 

nowadays space and brand are in a productive interdependency which leads to new forms of 

interaction between brands and people in spatial settings. 

A branded space consists of two defining dimensions, place and space, as well as processes 

which bring them into being. Place is the more physical dimension of a branded space which 

becomes a branded place through branding and perceiving. Space is the more social 

dimension of a branded space which emerges through spacing, synthesizing and interpreting. 

(Baker, 2013) 

Branded Space = Place (Branding, Perceiving) + Space (Spacing, Synthesizing, Interpreting) 
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Branding a place is a complex task as the history of the brand has to be regarded, and 

different people are involved in the branding process like brand owners, architects or 

designers but also consumers or demonstrators who occupy a place (Baker, 2013). 

 

B.8. Brand Image and Positioning 

Brand image has been a vital concept in consumer behavior research because it affects 

individuals’ subjective perceptions and consumers’ senses of value, satisfaction, and 

consequent behavior (Jin, Lee and Huffman, 2012). Dobni and Zinkhan (1990) defined it as 

“a subjective and perceptual phenomenon that is formed through consumer interpretation, 

whether reasoned or emotional” (p. 118). Some of the emotional connection with brands has 

a direct relation with the image the brand is representing by having certain principles and 

attitudes towards society. 

The profile in which a brand defines itself in the competitive environment affects the brand 

value and image. Positioning addresses the differentiating brand attributes, user benefits, and 

target segments, singularly or in combination (Killifer, 2008). These actions taken by the 

restaurant management helps in creating a brand value, which may affect positively due to 

the emotional connection some clients have with the brands positioning. 

Aligning the restaurant with a charity or other positive institution can have a profound effect 

on the public image. It is always great to be known for serving the best food with the most 

delightful atmosphere, but the degree to which the customers experience that delight can be 

even more positive when they know the restaurant is giving back to the community (Bhatia, 

2003).  

Contributions like creating an environmentally friendly restaurant, taking energy 

conservation measures or adopting sustainable design solutions in the restaurant, with regards 

to the lack of government utilities such as water and electricity in Lebanon, could be 

considered as an affirmative act by consumers and increase the restaurant public image. 

 

B.9. Impact of Social Media Restaurant Choice  
 
Consumers face considerable prior uncertainty in choosing where to eat. Uncertainty 

concerns not only the food offered in the restaurant but the overall dining experience. Diners 

face uncertainty when they have limited or no prior experience when choosing among 
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available restaurants. To resolve this uncertainty, diners seek various sources of information, 

which include both marketer-controlled and uncontrolled sources (Richards and Tiwari, 

2014). 

Marketer-uncontrolled sources such as word-of-mouth are generally more credible and 

influential than marketer-controlled sources such as paid advertising (Buttle, 1998). It is well-

understood that word-of-mouth has a substantial effect on the consumer decision-making 

process (Maxham, 2001).  

Individuals do not live in isolation but are part of various social communities. Members of 

these communities interact during social gatherings, formal or informal meetings, social 

events or even unplanned encounters. These interactions induce a two-way flow of 

information exchange. When this information is particular to any product or service, it is 

commonly spread through word-of-mouth. Consumers are more receptive to word-of-mouth 

from members of their social networks than other marketer-controlled sources of information 

such as advertisements and promotions (Domingos, 2005). However, traditional word-of-

mouth takes place in small social groups, and the conversations are ephemeral (Hu and Li, 

2011). In the last decade, increasing user-based online interaction has eliminated some of the 

limitations of traditional peer-to-peer communication, and yet has created a sharper 

distinction between word-of-mouth in peer and anonymous networks (Richards and Tiwari, 

2014). 

When a consumer dines at a restaurant and then shares her experience with other members in 

the social network, perceptions of, and preferences for, the restaurant can be affected either 

positively or negatively. Peers are more highly trusted because individuals have already 

formed a bond, whether through kinship, friendship, shared-interest, or shared values 

(Roučkova, 2015). 

Our current society reached the period known as New Media age where people are notably 

touched by modern technology knowledge sharing. Social Media play a vital role in the 

current digital age. Many users can share their content online and exchange different 

information with the general public. The creation of different online communities links 

together people with similar preferences and interests so that the spread of the electronic 

word-of-mouth information reaches the convenient recipient. Furthermore, the influence of 

customer behavior is followed. (Pedersen, Razmerita and Colleoni, 2014) 
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Multiple platforms are available where users can give their opinions about the product and 

service that they experienced by personal usage. The users give personal ratings to product or 

service and provide info about their own experience to others. With regards to Paul Chaney 

(2015), those sites have a positive or negative influence on the customer decision-making 

process and final purchase as many online users utterly rely on the experiences of others. It is 

clear that people are much more influenced by negative rather than positive reviews which 

may affect their evaluation and final decision making (Cheung and Thadani, 2012).  

Maya Bekhazi, indicating on the impact of social media on the millennials “It is affecting the 

specifically young people, specifically the millennials. It affects them more than other ages, 

because these people are very active on social media, they follow each other, they follow 

foodies, they see pictures of a drink, a salad, a sandwich or a plate that they like, and this has 

a direct effect on their choice of restaurant.  Social media became a great advertising tool, 

but it is also a double edge sword.” 

Social media has enlarged the approach how organizations develop their business strategies 

by creating a platform which connects the potential customers leading to the prosperous 

building and managing the company (Agresta and Bough, 2010, p.9). Different organizations 

are using social media as their vital tool to deal with their business. Restaurants also using 

social media platforms to create a better relationship with their customers. Like any other 

business, it is necessary to build a strong bond between the company and public and today’s 

trend requires decisively the social media marketing (Roučkova, 2015). 

 

B.10. Price as a Determinant Factor in Restaurant Choice 

Various studies showed pricing as a determinant factor in clients restaurant choice, and a 

significant component in explaining the changes in consumer behaviors (Steenhuis, 2011). 

Keaveney (1995), in his investigation of customer switching behaviors in the service 

industry, found that pricing was one of the most significant categories in predicting and 

understanding customer behavior.  

Zeithaml (1988) conceptualized price as “what is given up or sacrificed to obtain a product” 

(p. 10). Further, a price can represent both objective price and perceived price (Jacoby and 

Olson, 1977). Objective price is the actual price of serving the product; whereas, perceived 

price refers to the price as understood by the customer (Jacoby and Olson, 1977). Perceived 
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price can be described as “the customer’s judgment about a service’s average price in 

comparison to its competitors.” The concept of perceived price is based on the nature of the 

competitive-oriented pricing approach. This approach focuses on customers’ concerns about 

whether they are being charged more than or about the same as charged by competitors 

(Chen, Gupta, and Rom, 1994, p. 25). 

Thus, a widely accepted notion is that price fairness or unfairness derives from comparing 

one’s reference price and the actual price paid (Chung et al., 2011). In line with this view, 

price fairness can become “a consumer’s assessment and associated emotions of whether the 

difference (or lack of difference) between a seller’s price and the price offered by a 

comparable other party is reasonable, acceptable, or justifiable” (Xia, Monroe, and Cox, 

2004, p. 3). This shows that the basis for a price evaluation is the comparison between actual 

price and reference price, competitors’ prices, costs, and other consumers’ costs (Chung et 

al., 2011). Furthermore, Maya Bekhazi with agreeing on the importance of price she added 

“In terms of competition, it has been challenging in the last couple of years, because in the 

last couple of years it’s not about what you are offering in terms of a unique selling point, it’s 

about how much cheaper your product is compared to the competitor… So the decision 

making criteria, whether to buy from you or from someone else is not your quality, is not 

your service, is not your unique selling point. It is your price.”  

The impact of this price perception on consumers’ behavior is likely prominent in the 

restaurant industry because customers’ experiences will not be identical, despite providing 

similar services from the same service providers (Han and Ryu, 2009). This suggests that the 

prices offered at a restaurant should reflect what the market expects to pay in order to reduce 

consumers’ perceptions of unfair prices (Jin, Lee, and Huffman, 2012). 

According to Keaveney (1995), there is an interaction between quality of service and 

perceived price, and it may contribute to explaining better customer satisfaction. 

Furthermore, the customers perception of reasonable price in the restaurant industry would 

increase with a more attractive physical environment. 

Indeed, in the marketing literature, measurement of perceived value includes price 

perception. Value has a moderating effect in forming satisfaction, and it can be inferred that 

perceived price also has a significant role in the relationship between quality and satisfaction. 

Specifically, when customers perceive the price to be reasonable, their satisfaction with food 

quality will increase. In other words, customers’ perception of reasonable price intervenes as 
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a moderator variable to increase the impact of food quality on satisfaction (Jin, Lee, and 

Huffman, 2012). 

 

B.11. Conclusion 

It is evident that we are genetically and culturally conditioned to seek or avoid certain types 

of situations or atmospheres. Designers need to employ an understanding of design and 

planning based on the needs of society as they have a major influence on how a space is 

perceived and experienced by its users.  

In conclusion, multiple factors affect the customer’s perception of a space, eventually the 

choice of restaurant as eating out is an archetypical multi-attribute experience. Social factor 

relates to an organization’s concern for the people in the environment, the level of attachment 

and the feeling of comfort a person receives from a place. Moreover, with the addition of the 

economic value of a restaurant meal, they define the socio-economic perspective of an eating 

out.  All these factors, coupled with the increased use of social media people are nowadays 

more aware of their surroundings more than ever making it easier to share their experiences 

(Heung and Gu, 2012).  
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C. Culinary Factors 

Another core aspect which affects customers’ choice of restaurant is the culinary factor, 

which includes all aspects of restaurant related to the served food from the tastiness of food to 

its freshness, presentation, the service-related factors and the variety of menu items. Food and 

service quality was and still one of the core elements for restaurant success, but another 

critical factor which is gaining popularity and specifically among millennials is to provide a 

new dining experience and create an engaging bond between the customer and the served 

meal. 

 

C.1. Food Quality  

Food being the core product of a restaurant, its quality plays a pivotal role in the dining 

experience. Food quality has been generally accepted as a significant factor influencing 

customer satisfaction (Benrit and Trakulmaykee, 2016). 

Generally, in consumers’ food perception and food choice, quality is an important element, 

but there is no consensus on the individual attributes that constitute food quality. It can be 

defined in various definitions according to each consumer (Yong, 2013). Therefore, it is 

difficult to meet the customer expectation on quality since their understandings are varied and 

inconsistent from a different perspective (Shaharudin et al., 2011). This is supported by 

Becker (2000), who defined quality as a distinct meaning which depends specifically to the 

person’s background who is using the term of quality. Thus, each consumer needs to 

understand their quality of perception as they usually will make purchasing decisions on 

these beliefs (Rijswijk and Frewer, 2008).  

However, the most popular “quality” definition and accepted by almost all the people who 

are working in the food industry area is developed by the International Standardization 

Organization (ISO) and it defined quality as “the totality of features and characteristics of a 

product or service that bear on its ability to satisfy stated or implied needs” (Shaharudin et 

al., 2011).  

According to Liu and Jang (2009), taste, menu variety, food safety, food temperature, and 

food presentation were significantly related to customer satisfaction restaurants. In another 

study, Josiam and Monteiro (2004) stated that seven general food attributes determine 

quality, adding freshness and healthful options to the factors mentioned by Liu and Jang.  
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In conclusion, multiple studies tried to define the food quality perception of the customers, 

while providing some main guidelines, food quality is still a comprehensive understanding 

which differs according to each person, their culture, and preferences. 

 

C.2. Service Quality  

Although the success of limited-service restaurants proves that a restaurant can survive 

without providing a full-service to the customers, this is not the case for the restaurants where 

serving is part of their concept and identity. The customers come to these restaurants with an 

expectation for good service, as service quality and customer satisfaction are inseparable 

factors in the restaurant industry (Benrit and Trakulmaykee, 2016). 

Offering a high-quality service is becoming the key for many restaurants to survive in a 

competitive environment (Yong, 2013). Service quality in the restaurant industry is derived 

from the customer's evaluation of the restaurant service after comparing their expectation and 

experience during their visitation to the restaurant. Restaurants are not only emphasizing food 

as the main product but also selling the service delivery of the employees as well (Canny, 

2013).  

Quality of service is one of the core attributes that lead to customer satisfaction, and a 

decisive factor in their choice of restaurant. For instance, Canny (2013) reported that service 

quality has a positive influence on customer satisfaction. Also, Ryu and Han (2010) found 

that the quality of service increases customers’ satisfaction level. Factors affecting service 

quality include an adequate number of employees, neat and well-dressed employees, 

knowledgeable and friendly employees, helpful employees, employees serving matching food 

to customers’ order, employees providing prompt and quick service, employees making the 

customers feel comfortable in dealing with them (Benrit and Trakulmaykee, 2016). 

Yong (2013), added two elements which affect the customer’s choice:  

Service Reliability; achieved over time, when a firm implicitly delivers service reliability to 

its customers. Which is, when a restaurant keeps a certain level of quality for an extended 

period. This service dimension is imperative because customers are more willing to deal with 

the firms that can perform the promised service to them (Yong, 2013). 

Service Responsiveness; which concerns about coping with customer’s request and 

answering their questions and complaints promptly (Ko, 2008). Besides, they will concern 
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about the duration a firm take to deal with their customers’ inquiries and problems. In 

customer point of view, server responsiveness is the interaction that occurred between a 

customer and the staff of the restaurant about which the server was alert and attentive to their 

inquiry and requirement (Yong, 2013). 

 

C.3. Experience Design  

Most observers would say that restaurants are in the business of selling food. However, a 

strong counterargument is often made that these restaurants sell experiences, and that food 

plays an important but by no means the only part (Robson, 1999).  

With the growing trend of eating out and the number of restaurants opening, visitors are 

demanding restaurant environments that are more stimulating and active (Ursin, 1996). 

Designers are providing means of entertainment, interaction, and stimulation in their designs 

in a market of growing competition as consumers become more aware of design and 

ambiance. One of the most important things to consider once designing a restaurant is the 

concept and story behind the design. It is crucial to make sure that there is a strong narrative 

that is carried through the details of the design, assuring each detail plays its part but without 

having excessive or forced elements used in design (Ursin, 1996). 

Within a restaurant environment, the physical act of eating is the same, but the variety of 

methods used in order to meet the emotional needs of each is infinitely varied. Arora and 

Singers explored the relationship between the emotional experiences, attitudes, satisfaction, 

and intentions of the customer in the context of a fine dining establishment. They found that 

people choose to dine at a particular restaurant for cognitive reasons which includes the 

quality of food and service. However, those same people may also choose to patronize a 

restaurant for emotional reasons, such as the excitement or enjoyment that they experience 

while dining at that establishment (Arora, 2006, p.52). “Interest and enjoyment appeared to 

be strong emotions aroused during the fine dining experience…” (Arora, 2006, p.57). Thus, 

restaurant owners and managers need to influence their guest’s attitudes and intentions 

(Ciani, 2010) 

Rather than a having traditional restaurant setting, multiple new concepts are being adopted, 

where they introduce customer with new and engaging experiences as serving meals are 

becoming more of a participatory process where the clients are witnessing or sometimes even 
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joining during the food making process (Ursin, 1996). By appealing to their customers on an 

emotional level, owners will be able to facilitate customer loyalty and thus encourage repeat 

business (Ciani, 2010). Particularly, Roy Marouni mentioned on the importance of experience 

design specifically if you are targeting the younger generation, you always need to have some 

new experiences to provide to them, there should always be a theatrical approach like a 

display or live cooking or having a participatory experience to create a bond of engagement.  

In this regard, there is an increase in the desirability of having tables close to or even within 

kitchens in restaurants, which included a lively, entertaining atmosphere, and display 

cooking. Customers have a positive reaction to the smells and process of cooking. Belman 

(1996) stated that this concept attempts to integrate restaurants into the lives of customers by 

responding to the needs of those customers who rarely have time to cook. At the same time, it 

also provides a new marketing paradigm (Bhatia, 2003). 

In conclusion, there is a need for restaurants to create more enticing and entertaining 

environments to curb the increase in the number of options available for people (Bhatia, 

2003). 

 

C.4. Conclusion 

Based on the literature discussion above, this study proposes food quality, service quality, 

and experience design as crucial factors for providing a unique and exceptional dining 

experience. Eventually, the design of the restaurant should convey the sort of food that is 

being served in the restaurant, without giving the feel of themed but instead by picking up on 

subtle references concerning the origin of the cuisine, to celebrate its heritage and 

complement the food. These sorts of details give a sense of place and set the stage for the 

food to shine. 

To distinguish factors affecting the customer experiences, expectations and the most valued 

features when visiting a restaurant, a conceptual framework has been developed and will be 

explained in the following chapter. 
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CHAPTER 3. DEVELOPMENT OF APPROACH 

 

Theories are formulated to explain, predict, and understand phenomena and, in many cases, 

to challenge and extend existing knowledge within the limits of critical bounding 

assumptions. The theoretical framework is the structure that can hold or support a theory of 

a research study, it introduces and describes the theory that explains why the research 

problem under study exists (Abend, 2013, p.173). 

When collecting data for the theoretical framework, the researcher must have a critical stance 

to what is being said (Bryman and Bell, 2011). To secure the authenticity of the theoretical 

framework of this study, the main gathering of information was done through tools such as 

Online Libraries on the Notre Dame University’s database and Google Scholar.  

Most of the articles and books in this study were found in the list of references of other 

studies that were assumed to be relevant. This was an effective way to find authors on 

relevant research topics. As mentioned in the problem discussion there seems to be a lack of 

research on the preferred setting of a restaurant regarding the Lebanese people preferences. 

Hence much literature of similar studies regarding other countries were assumed to be 

reliable as they had been used in other researches as well.  

 

3.1. Expectancy Disconfirmation Theory 

Disconfirmation of expectations paradigm is conceptualized by Oliver (1980, 1997). It came 

from a subject of study for antecedents of satisfaction (Anderson and Sullivan, 1993). The 

standard approach to study satisfaction involves a comparison of prior expectations with 

observed performance. Thus, in this theory, the customer’s perception of overall satisfaction 

results from a comparison between expectation and outcome performance. Therefore, 

expectation and outcome performance are two essential variables which can influence the 

judgment of satisfaction measure. Because customers’ satisfaction is one of the curial factors 

to predict the customer purchase tendency. To investigate satisfaction toward the products is 

also a central topic in customer behavior research. Based on expectation disconfirmation 

theory, a firm can increase satisfaction by increasing perceived product performance or 

decreasing expectation (Hunt, 1991). 
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A theoretical framework consists of concepts and, together with their definitions and 

reference to relevant scholarly literature, an existing theory is used for a particular study 

(Abend, 2013). 

Expectancy disconfirmation theory can measure the customer’s satisfaction from the 

difference between a customer’s expectation and experience in perceived products or 

services. Figure 3.1. illustrates the model of Expectancy disconfirmation theory proposed by 

Oliver (1997). 

 
Fig 3.1. Expectancy Disconfirmation Theory Model, (Oliver, 1997, p.120). 

This model consists of four components: expectations, perceived performance, 

disconfirmation, and satisfaction as discussed in the following: 

Expectations define the customer’s anticipations about the performance of products and 

services. It can define multiple manners of customers in the purchase process. First, the 

customers have an initial expectation based on their previous experience with using a specific 

product or service. Expectation of such customers who repurchase from a specific business is 

closer to reality. Second, the new customers without having a first-hand experience about 

performance and quality of products or services that they tend to purchase from a specific 

business for the first time. The initial expectation of such customers consists of feedbacks 

that they receive from other customers, advertisement, and mass media (Bakri, 2012). 

Perceived performance investigates the customer’s experience after using products or 

services that can be better or worse than a customer’s expectation (Oliver, 1997). Both kinds 

of these customers who have the first-hand experience or do not have such an experience will 

use purchased products or offered services for a while and can realize the actual quality of 

presented products or services by the business (Bakri, 2012). 

Disconfirmation is defined as the difference between the customer’s initial expectation and 

observed actual performance (Oliver, 1997). According to literature, disconfirmation is 
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divided into three types including; positive disconfirmation, negative disconfirmation, and 

simple disconfirmation. When the actual performance of a specific product or service 

cannot meet the customer’s expectation, negative disconfirmation will occur and leads to 

customer’s dissatisfaction. Positive disconfirmation leads to the customer’s satisfaction if the 

perceived performance of a specific product or service can exceed customer’s satisfaction. 

Finally, when there is not any difference between customer’s expectation and actual 

performance of specific product or service, means perceived performance equals expectation; 

thus simple confirmation occurs (Hunt, 1991). There are some argument and disagreement in 

the literature over the definition of simple confirmation. While some researchers believe 

satisfaction is the result of simple confirmation (Bakri, 2012). 

In summary, Expectancy disconfirmation theory has two important variables that are named 

(expectation or desire) and (experience or perceived performance). These variables are 

defined in two different periods. Expectation or desire are related to the pre-purchase period 

that a customer has initial expectation or desire about a specific performance such as quality 

of products or services. Experience or perceived performance are related to the after-purchase 

period that the customer gets experience after perceiving a real performance such as quality 

of specific product or service. The difference between (initial expectation or desire) and 

(perceived experience or performance) is known as disconfirmation of expectation or desire 

(Bakri, 2012). 

Following Expectancy Disconfirmation Theory, a better understanding of the Lebanese 

millennials and post-millennials expectation is aimed to be gathered through this research. As 

explained, once an understanding of their expectation is gathered it will be easier to address 

the desired service and increase the satisfaction level. 

 

3.1. Restaurant Design Theory  

Multiple factors are considered while studying the customers expectation, and to better 

understand the Lebanese millennials and post-millennials expectations a similar scale 

development procedure to The Place Attachment model, suggested by Lisa Waxman will be 

followed. It is a specific model where she studied the case for coffee shops (See Fig 3.1). She 

studied both physical and social factors that play a role in attachment to a place. 
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Fig 3.2. Place Attachment for the Coffee Shop, (Waxman, 2006, p.50). 

A similar Model will be applied in my research after analyzing my literature review, 

surveying, interviewing and observing the Lebanese consumers. These characteristics display 

that the built environment has a high impact on not just the social factors of a space, but also 

how people emotionally attach to those spaces. 

 

3.2. Conceptual Framework and Hypothesis 

Based to prior literatures, the following propositions are put forward. The proposed 

conceptual framework in Figure 3.3, frames a study to investigate the influence of Culinary, 

Socio-economic and physical factors which are considered as the main factors which effect 

on millennials and post-millennials choice of restaurant in Lebanon. Followed by hypothesis 

of the research, three of the main factors affecting the success of a restaurant in Lebanon are:  

 

Fig 3.3. Three Main Factors for Customer Satisfaction, Source: Developed for the research 
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Hypotheses of the research: 

Hypothesis 1: There is significant relationship between culinary factors and customer choice 

of restaurant.  

Hypothesis 2: There is significant relationship between socio-economic factors and customer 

choice of restaurant.  

Hypothesis 3: There is significant relationship between ambient and physical factors and 

customer choice of restaurant.  

While a restaurant probably will not survive if its food is poor, restaurant customers use a 

wide variety of clues to determine their final assessment of the restaurant and the meal 

served. Those clues can be grouped into three categories. The first group is the functional 

culinary clues, which describes the efficiency of the service and the quality of the food itself. 

The second category, mechanic clues, embodies design and atmosphere, which create a set of 

expectations regarding the whole dining experience. Those expectations must be confirmed 

by the third category of clues, human clues, which comprise the demeanor and emotional 

aspect of the servers. Experience has shown that excellent functional clues alone will not 

ensure the success of a restaurant and that the combination of all these factors together will 

play a large part in customer satisfaction of a restaurant. 

 

3.3. Scale Development Procedure 

This study was based on the scale development procedures advocated by Churchill (1979) 

and methods described. Figure 3.4., summarizes the scale development procedure to be used. 

It is developed by combining a variety of procedures employed in the previous studies.  
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Fig 3.4. Scale Development Procedure, Source: Developed for the research 

The first step of the scale development involved specifying the domain of the relevant 

constructs. Researchers need to search the literature when conceptualizing constructs and 

specifying domains (Churchill, 1979). The objective of this stage was to find commonalities 

that represented individual domains. A thorough review of literature revealed the three main 

factors mentioned, where each includes a broad categories and different criteria.  
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The emphasis in the second step of developing measures was on constructing initial items 

that represent the three identified domains of the environment in a restaurant setting. The 

items were based on a combination of the review of literature and comparison between 

several similar studies were done, regarding the approach followed and the methodologies 

used. 

After selecting the methodological approach to follow, first exploratory qualitative in-depth 

interviews were done with professionals in the domain of restaurant management and design.  

An extensive literature review was conducted at the item-generation stage, and many items 

from previous studies for different purchase environments were modified for according to a 

restaurant setting in Lebanon. Moreover, after interviewing the measurement items were 

reviewed, checked and the final items were captured in the administration of my 

questionnaire and its implication for Lebanese customers. The initial item-generation 

procedure yielded multiple variables for each factor: 

 

1. The Physical and Ambient factors have three main variables which will be 

investigated in this research. 

 
Fig 3.5. Physical and Ambient Factors, Source: Developed for the research 
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1.1.Environment is defined in terms of four variables 

 
Fig 3.6. Environment Variables, Source: Developed for the research 

 

 
1.2.Interior design elements are defined in terms of seven variables 

 

Fig 3.7. Interior Design Elements, Source: Developed for the research 

 

1.3.General Ambiance is defined in terms of seven variables 

 

Fig 3.8. General Ambience Variables, Source: Developed for the research 
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2. The Socio-economic factors have two main variables which will be investigated 

in this research. 

 
Fig 3.9. Socio-economic Factors, Source: Developed for the research 

 

 

2.1.Price Fairness is defined in terms of three variables

  
Fig 3.10. Price Fairness, Source: Developed for the research 

 

 
2.2.Sociological Human Needs are defined in terms of three variables 

 
Fig 3.11. Sociological Human Needs, Source: Developed for the research 
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3. Culinary factors have two main variables which will be investigated in this 

research. 

 
Fig 3.12. Socio-economic Factors, Source: Developed for the research 

 
 

3.1.Food quality is measured in terms of five variables 

 
Fig 3.13. Food Quality Variables, Source: Developed for the research 

 

3.2. Service quality is measured in terms of three variables 

 
Fig 3.14. Service Staff, Source: Developed for the research 
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Preliminary scale items were formed based on the initial item-generation process discussed 

above. Several faculty members evaluated the measurement items for content adequacy and 

validity. They were asked to evaluate each of the dimensions of the mentioned factor by 

focusing on each item’s representation in a restaurant environment. This process ensured that 

the items represented the scale’s domains (Churchill, 1979). A detailed discussion on the 

methodology will be discussed in the next chapter. 

The mentioned factors will help me in creating a scale regarding their importance for the 

Lebanese Millennials and post-millennials in a restaurant. A quantitative analysis was 

conducted to purify the measurement items and to examine the scale’s properties which will 

be discussed in chapter five.  
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CHAPTER 4. RESEARCH METHODOLOGY  
 

4.1. Introduction 

This chapter highlights the chosen methodological approach and the justification of such an 

approach based on the nature of the research aim. Furthermore, the chapter also raises some 

of the methodological limitations. The primary aim of the study was to explore the factors 

affecting on the millennials and post-millennials choice of restaurant, and also to discover 

their preferred settings for a restaurant environment. In the process, their preferred settings 

were also identified. It was also revealed in the literature review that there had been relatively 

some research conducted on the overall restaurant setting preferences, but relatively no 

research was conducted concerning the Lebanese population.  

A qualitative and quantitative approach was followed in the majority of the existing research. 

This study aims to contribute to these under-researched areas by employing a qualitative 

research methodology based on interpretive research outcome and quantitative research 

methodology based on descriptive research outcome. The primary target of this study was to 

investigate relevant key topics in-depth and collect a large sample of data. Based on that, the 

methodology used in this research is mixed, combining quantitative and qualitative methods. 

As Bryman points out that the two are less distinct and incompatible than is often assumed, 

and using them together allows for comparison of results and triangulation (Bryman, 2004, 

p.275,446). Qualitative research can also facilitate quantitative research and vice versa 

(Bryman 2004, p.457), thus another benefit of combining methods. 

A review of the literature on preferences of human beings in interior spaces and their reaction 

to various aspects of an interior will form the basis of the questions for both the interviews 

and questionnaire. The outcome will be compared and together will form the basis for the 

preferred settings of Lebanese millennials and post-millennials in restaurants. 

 

4.2. Qualitative Approach / Interview 

4.2.1. The Epistemological Assumptions   

When it comes to epistemology, Tribe (2004) states that since knowledge is not an objective 

account, no universal epistemology exists. Multiple groups will experience their surroundings 

in different ways depending on their previous knowledge and background. For such reasons, 
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people have different and sometimes contradictory claims as to what knowledge is. Since 

knowledge is somewhat subjective than objective, such issue will likely influence the 

researchers conducting scientific research. This includes the researchers’ opinions, 

preferences, and beliefs, which vary among independent researchers (Tribe, 2004). It is 

therefore important to be aware that these independent opinions may affect the research 

process as data and findings may be misunderstood and misinterpreted caused by improper 

data collection and analysis. Respondents, on the other hand, may also provide false or 

inaccurate information. As a result, epistemological assumptions in a study must be carefully 

considered during the data collection and analysis process as well as when developing the 

interview questions in the interview guide (Lantai and Dospinescu, 2016). 

 

4.2.2.  Research design  

As discussed, this study employed a qualitative methodology approach as it allows 

researchers to explore the relevant themes and topics in-depth. In contrary to a quantitative 

study, qualitative research is dependent on the role of the researchers as the interpreter as well 

as being able to invest the topics from various points of view. Additionally, the main 

difference between a qualitative study and a qualitative approach is that the quantitative 

approach focuses on collecting large numbers of data from a large group of the population. A 

qualitative approach, on the other hand, is more concerned with a small sample since to gain 

rich, in-depth date (Veal, 1992). The essence of qualitative research is telling the 

respondents’ opinions and experiences from their point of view rather than the researchers’ 

point of view.  As a qualitative approach also involves investigating and understanding 

human behavior in a more natural setting rather than in a controlled setting (Creswell, 1998). 

Additionally, qualitative studies have high flexibility because it is not constricted by the need 

to develop matched groups of participants in the study. While such flexibility is one of the 

benefits of qualitative research, some have argued that it can also be a weakness due to their 

nature of being unfocused, unstructured and random. This may also cause challenges during 

data analysis and comparisons (Henderson and Bialeschki, 2002). By following a predefined 

interview schedule and guide, which serves as the research instrument, the interview 

questions were designed to be semi-structured as an attempt to overcome some of the 

weaknesses of a qualitative methodology approach. 
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4.2.3. Research Instrument Design  

Interview schedule serves as the primary research instrument in this study. The interview 

schedule was developed mainly and independently for this study based on the literature 

review. In a qualitative study, which uses interviews as the primary research instrument; the 

researchers can ask a set of pre-determined questions in face-to-face interaction. Interviews 

can also be conducted on multiple online platforms; the best approach is, however, face-to-

face interactions (Henderson and Bialeschki, 2002).  

In order to gain in-depth information, Henderson and Bialeschki (2002) stress that questions 

in an interview schedule must be designed as open-ended as such questions will allow 

respondents to further elaborate and explain their responses. Although, the researchers would 

be able to explain the questions differently, should the respondents not understand the initial 

questions, all questions should be designed as neutral, non-offensive and clear. Additionally, 

the researchers must ensure the neutrality of the questions by allowing respondents to freely 

express their opinions without receiving negative or positive reactions by the researcher 

(Lantai and Dospinescu, 2016). 

For this study, the questions in the interview schedule sought to investigate the measurement, 

a restaurant owner or designer takes into consideration while designing or opening a 

restaurant in Lebanon. These questions are based on issues found in the literature discussed 

earlier, both from studies specifically on the importance of physical and social factors in a 

restaurant. Hence existing studies previously investigated based only on quantitative 

background; therefore, it is necessary to investigate these elements from a professional point 

of view. 

 

4.2.4. Data Collection  

Interviews are often used when a smaller sample size is required (Henderson & Bialeschki, 

2002), which is suitable for this study and will be supportive of my questionnaire to provide a 

better guideline. To overcome some of the disadvantages of a qualitative approach, as 

discussed earlier, the data collection method was based on semi-structured interviews where 

the questions were pre-determined and open-ended. This type of interview provides 

consistent information, which ensures the comparability of data (Lantai and Dospinescu, 

2016). Moreover, interviews also enable the researcher to gain additional data through 

observations from non-verbal reactions and visual cues, which is one of the major advantages 
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of interviews. Hence, interviews are often used to explore topics and themes in-depth 

(Henderson, 1991).  

One of the drawbacks of interviews is, however, the difficulty in standardization. The 

richness of the data gathered compensates some of the drawbacks (Henderson, 1991). 

Furthermore, face-to-face in-depth interviews in qualitative research allow less likelihood for 

misinterpretations and misunderstandings because questions can be repeated and put it in a 

form which is understood by the respondent (Lantai and Dospinescu, 2016). This also allows 

the researchers to obtain unplanned information, which might allow more insight into the true 

feelings of respondents. The purpose of interviews is to find out what is on people’s mind and 

to understand the perspectives of others (Henderson, 1991). 

 

4.2.5. Interview Schedule  

In order to develop an independent interview schedule, the questions in the interview 

schedule were justified based on issues raised in the literature. As discussed, they were 

designed to be open-ended and semi-structured in order to gain, not only information on the 

design aspects of a restaurant, but also insight into their perceptions on the issues and 

challenges related to branded environments in Lebanon.  

An introductory and informative part was at the beginning of the interview regarding the 

interviewees' background and work experiences. It was followed by questions about the 

restaurant industry in Lebanon. Followed with questions to investigate the importance of 

social and cultural factors. Additionally, other questions aimed to look at the importance of 

physical factors and the role of interior design in creating atmospheres for restaurants. 

Essentially, these topics covered the preferences and needs of the millennials and post-

millennials in a restaurant environment. Lastly, the respondents were asked questions 

regarding their preferences and thoughts on the importance of each factor, followed with a 

discussion on the topic. The interview schedule is found in Appendix 8.3. 

 

4.2.6. Sample and Participants  

Samples in qualitative approaches are usually small and purposive (Henderson and 

Bialeschki, 2002). The intended participants of this study were restaurant owner and an 

architect. The research concentrated on restaurants in the Beirut area. The main concerns 

were, therefore, to ensure that sampling was representative. All sampling strategies are 
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purposeful and seek to select samples, which can provide rich information about issues that 

are of central importance to the purpose of the research (Lantai and Dospinescu, 2016).  

Once a research topic and focus has been chosen and narrowed, and pertinent literature found 

on the topic, gaining access to people and organizations is one of the biggest challenges in 

research (Bryman 2004, p.296). In Lebanon, it is most acceptable culturally to gain access 

through referrals. Thus, suggestions on who to contact came from colleagues. In regards to 

qualitative studies, it all depends on the purpose of inquiry and other circumstances such as 

available time and resources. The ideal sample size for this study was two participants; hence, 

it is not the only methodology used in this research and it has more of a supportive purpose 

for the other methodology. 

The first participant of the research was Mrs. Maya Bekhazi Noun, Food consultant, and 

creative brand director, The general secretary of the Syndicate of Owners of Restaurants, 

Cafes, Nightclubs and Pastries in Lebanon. Her experience in the industry will help to 

provide certain guidelines for the research regarding the social, cultural and culinary factors. 

Second participant was Mr. Roy Marouni, an architect and the owner of C-LAB architecture 

and design studio. Being worked on multiple commercial projects in Lebanon, his experience 

will help me in defining the most needed and desired physical and ambient factors for 

Lebanese Millennials and post-millennials. 

 

4.2.7. Interview Strategy 

After identifying the different restaurant owners and architectural and design companies, the 

researcher made contact through phone, where a brief study of the research and the consent 

form was sent through email afterward to read and see if they approve to participate in the 

research. An email with a short presentation of the research, the purpose of the study and an 

explanation of how each receiver has been found was sent to the participants. The 

Interviewees will be asked if they are willing to participate in the study through an interview 

estimated to last about thirty minutes. In return, their names will be mentioned in the 

research. Participation in the research was voluntarily, and this was emphasized by the 

researches when approached to the respondents. The email follows the recommendations of 

ethical principles towards participants by Bryman and Bell (2011) from the start by being 

clear about the purpose of the study. When conducting research, it is common to conduct a 
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pilot study, and this is done with the intention to test whether the interview questions are 

likely to be perceived right (Bryman and Bell, 2011). However, since this study is dependent 

on the respondents’ education and knowledge, the researcher decided not to perform a pilot 

study. Further, if any questions confuse the interviewee, it is possible for the interviewer to 

reformulate it. 

 

4.2.8. Interview Procedure  

The interviews were conducted face-to-face in English and a digital voice recorder was used 

during the interview. Recording is widespread when conducting qualitative interviews, and it 

is recommended whenever possible (Bryman and Bell, 2011). One advantage of recording the 

interview is that the interviewer can fully concentrate on the conversation without being 

distracted by taking notes on everything that is said (Bryman and Bell, 2011).  A recorder is 

useful in interviews as the interviewer may devote his or her attention to the interviewee 

instead of being distracted from notes taking by hand (Bryman and Bell, 2011). The 

respondents were informed about the use of a recorder prior to the interview and their consent 

was sought. Both the confidentiality of the recoding and the whole study were assured. Brief 

notes were also taken in addition and key words were registered in the notes to ensure that 

any ambiguity or disturbance in the recording would not lead to misinterpretation of the 

information caused by incomplete or missing data. After the completion of interviews, the 

recoded interviews were transcribed into Microsoft Word documents. The real names of 

interviewees were included in the final paper. The interviews lasted for about 25 minutes. 

The respondents were fully aware at the whole time during the interview that their 

participation was voluntary and that they could terminate the interview at any time.  

 

4.2.9. Reliability and Validity  

One of the fundamental issues in qualitative research is validity. High validity is possible to 

achieve if interview responses are explored from various angles (Saunders et al., 2012). 

Furthermore, external validity refers to the degree to which the findings from one study can 

be generalized while internal validity refers to whether findings demonstrate a causal 

relationship between two variables (Saunders et al., 2012). To ensure internal validity, the 

researcher followed an interview schedule and a standardized procedure. In terms of external 

validity, generalization is usually limited in qualitative studies. However, qualitative studies 
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do not seek to generalize their findings as they stay close to the empirical world and produce 

meaningful studies of the real world (Kumar, 1996).  

In terms of reliability, a study is considered reliable if it produces the same result when repeat 

measurements under constant conditions are conducted (Saunders et al., 2012). To ensure 

reliability and validity, the questions in the interview schedule were developed based on 

academic literature and previous studies. The nature of interviews and the different 

environment of how interviews are conducted may have a negative impact on reliability. 

Nevertheless, as qualitative methods focus on real-life situations, it is not possible to create 

perfect reliability (Kumar, 1996). Both reliability and validity can be to a certain increased. 

Thus, to increase such, the interview questions were developed based on topics raised in the 

literature. A pilot test of the questions was also conducted among colleagues, although pilot 

tests do not need to be as thoroughly conducted than quantitative approaches such as surveys 

(Henderson and Bialeschki, 2002). 

 

4.2.10. Interview Analysis  

The collected data must be appropriately analyzed, and the meanings of it understood in order 

for it to be of use; still, there are no clear ways on how to do so in qualitative research 

(Saunders et al., 2009; Bryman and Bell, 2011). What is clear is that when presenting an 

analysis, it must be theorized in order to be legitimized, and not become a prolonged 

narrative of the empirical findings (Bryman and Bell, 2011). Furthermore, Saunders et al. 

(2009) explain that the analyzing process starts by identifying the relationship between 

different variables. Further, in order to support interpretations of collected data and making 

sense of information, there are three different processes of grouping it. These groupings can 

be used on their own or in combinations: summarizing of meanings, categorization of 

meanings, and structuring of meanings. As this study is based upon a cross-sectional research 

design, the analytic chapter is structured through the categorization of meanings, i.e., the 

main three factors that the interview guide is based upon (Saunders et al., 2009). 

While portraying the interview, the researcher must pay attention to what the interviewees 

say and how they say it (Saunders et al., 2009). The data analysis begins according to 

Saunders et al. (2009) already when the data collection is conducted and continues afterward. 

After the interviews, the collected data will be partially transcribed and summarized in order 

to present the main arguments, key points, and quotes. Bryman and Bell (2011) emphasize 
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that it is important not to distort what the interviewees say; therefore, the researcher must be 

careful while summarizing the interviews. 

Data analysis was conducted on the basis of a thematic analysis of transcribed interviews. 

Thematic analysis is a form of constant comparison used to analyze documents, records, 

transcribed conversations, letters or any documents in a textual form. It involves making 

inferences by systematically identifying characteristics of messages and is related to a process 

of ascertaining meanings about a written phenomenon being studied (Henderson and 

Bialeschki, 2002). Categories or themes are generated from the reading, annotation, and 

coding followed by evaluation of the categories in regards to the relevance of emerging 

taxonomy with the empirical setting in which they emerged (Jennings, 2001). The approach 

to data analysis was an interpretive approach in order to explore the themes and concepts in-

depth (Saunders et al., 2012). 

For textual types of data and information such as open-ended questions, in particular, 

thematic analysis is widely used (Saunders et al., 2012). Hence, thematic analysis is used for 

data gathered from interviews. However, interviews require a more interpretive approach to 

explore and understand the themes. Generally, in qualitative research, a large amount of rich, 

in-depth data would be collected (Myers, 2009). The 15-17 semi-structured questions in this 

study also resulted in a large amount of data. In this paper, the approach to thematic analysis 

involved grouping and transforming a large amount of data to manageable coded themes or 

categories by identifying similar patterns of the themes and issues. The researcher focused on 

coding and organizing data into categories based on key theme and issues as well as 

developing new establishments and conceptual elements (Jennings, 2001). The researcher did 

not use any computer software or tool to code the data, as the collected data was manageable 

without the aid of computer software tools. The interpretation in a qualitative study depends 

on the interpretation and skills of the researcher rather than a software tool. Hence, the choice 

of coding the data is manual; thus, no significant impact on the result shows in comparison to 

a quantitative study (Myers, 2009). The analyzed data is distributed and presented along with 

the research. The categorized themes are presented with the literature review and the data 

analysis, depending on the flow and order of the research. 

 

4.2.11. Ethical Evaluation  
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Ethical practice involves the moral stance employed to respect and protect the people in the 

study (Saunders et al., 2012). The researcher ensured that potential participants were given 

the opportunity to give their informed consent to participate and that they could freely 

terminate their involvement for any reason and at any time (Bryman, 2004). Moreover, 

participant confidentiality and anonymity were ensured, as the two researchers involved in 

this study were previously informed that their names would be included in the research. The 

audio material for the interviews and interview transcripts were also stored in password-

protected computers. The consent forms of the interviews are found in Appendix 8.2. 

 

4.2.12. Limitations of the Methodology  

As with any studies, qualitative or quantitative, this research also has certain methodological 

limitations. Some limitations are relevant to the general approach of qualitative methodology 

as previously discussed. The quality of the gathered data is also dependent on the researchers’ 

skills when conducting the interviews (Kumar, 1996). Besides, data interpretation and 

analysis are also entirely dependent on the skills, knowledge, and quality of the researcher 

(Henderson, 1991). 

The interviews were conducted in English and not in the respondents’ native language 

Arabic; some misunderstanding may have occurred. However, both of the interviewees have 

a higher educational level and business experiences, it is thus believed that language barriers 

were not a significant issue. Moreover, another limitation might be the data collection process 

where participants were selected among many successful restaurant owners, architects and 

designers and their responses may not be similar to other owners or designers’ responses. 

Therefore, it is not possible to generalize the answers. Where this limitation is clarified by 

applying a quantitative method to better understand and analyze the results from both 

professional and the targeted populations' point of view. 

 

 

4.3. Quantitative Approach / Questionnaire  

4.3.1. Methodological Assumption 

The research is interpretative in the understanding that people cannot be viewed objectively 

in the same way natural or technical research observes phenomena. People have feelings and 

opinions, and react through the lens of their own socially constructed view of the world. 
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However, this research also assumes that by gathering a quantitative sample of students from 

Notre Dame University-Louaize, an understanding of the local social construct can be gained. 

The quantitative angle is taken in the hopes of achieving a measure of generalizability 

(Bryman 2004, p.29,76). It is not expected that exactly the same results would be generated if 

the study were replicated, however it is believed that the research method is reliable enough 

that similar general trends would emerge from a repeat of the research (Bryman 2004, p.74). 

As mentioned, the research methodology is mixed, combining quantitative and qualitative 

methods. Bryman points out that the two are less distinct and incompatible than is often 

assumed, and using them together allows for comparison of results and triangulation (Bryman 

2004, p.275,446). The quantitative survey dimension adds external validity (Bryman 2004, 

p.29), which is desirable, as the aim is for this research to be useful to interior designers and 

restaurant owners in Lebanon. The survey itself was based on my literature review, which 

was reworked and adapted for Lebanon. 

Based on my literature review, interviews done with professionals in the domain of restaurant 

industry in Lebanon and pilot test, a questionnaire were used to measure the importance of 

food and service quality, physical environment, social factors and price importance for 

customer satisfaction in Lebanon.  

 

4.3.2. Research Design 

A survey among Lebanese millennials and post-millennials was done to understand their 

perception and preferences in a restaurant setting. The survey itself was based on close-ended 

questions, one reason for choosing closed surveys was a practical one: Access to views of a 

more significant number of students could be gained. Another reason was the heterogeneous 

nature of Lebanese society, which necessitated a larger and more well-rounded, or 

representative, sample size (Jenkins and Healey 2009, p.25,144) that would have been 

possible to gather with only qualitative methods. 

Epistemologically, it is difficult to know for certain whether the views of Lebanese youth that 

the survey and the two interviews capture are in fact due to sociocultural or individual factors 

(Bryman 2004, p.14,15). However, by comparing results from both qualitative and 

quantitative methods, the study aims to gain understanding on the preferred factors of 

Lebanese millennials and post-millennials for a restaurant environment, which will effect on 

their choice of restaurant. From there, designers and restaurant owners in Lebanese can draw 
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further conclusions about how to improve the setting of their restaurant and motivate them to 

become permanent customers. 

 

4.3.3. Research Instrument Design  

Quantitative research in the form of a questionnaire survey was conducted to meet the 

research objectives. The data were collected from the Notre Dame University-Louaize’s main 

campus students in Lebanon, who live in Lebanon and they are among Millennial and post-

millennial generation. According to Hair et al. (2010), a correct and acceptable sample size of 

the study are very important to obtain a direct impact on the appropriateness and the 

statistical reliability for further analysis. Hair et al. (2010) suggested that the minimum 

requirement for sample size is at least five respondents per variable/item. The total number of 

items to measure all of the items in this study is 17. Hence, by employing the guideline as 

recommended by Hair et al. (2010), the acceptable sample size is five times (i.e., number of 

respondents) times 17 items, which is equal to 85 respondents. Subsequently, a total of 110 

questionnaires were completed and analyzed in this study (Benrit and Trakulmaykee, 2016). 

Questionnaires were made in English, and it was sent to all students enrolled at Fall 2018 

semester of Notre Dame University-Louaize, whose main educational language is English, so 

the chances of someone not understanding the questionnaire is not possible. The 

questionnaire was available between (11 December 2018-21 December 2018), with three 

reminders sent to students to complete the survey. There were 17 close-ended questions in 

total, formed to research and understand the importance of the culinary, social and physical 

factors for the customers and their preferences on those mentioned factors. Factor importance 

was measured using a Likert scale, where respondents were asked to rate their most preferred 

setting in a restaurant environment. The items were measured on a three, four, five, or seven-

point Likert scale (depending on the variables), ranging from 1 (most desired) to 7 (least 

desired).  

The factors were tested using a nominal set of questions where they had to choose one of the 

preferred setting or type of criterion. Physical factors were tested with factors like color, 

layout, music, and lighting, etc. where social and culinary factors as a research variable were 

tested in term of a taste, service, privacy and brand image. 

 

4.3.4. Data Collection 
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Quantitative methods are mostly standardized procedures, trying to measure social 

phenomena by numbers and testing hypotheses through fixed variables. Due to their 

standardized measures, they are applicable for rather large samples and facilitate the finding 

of generalizable data (Silverman, 2006). Critics of quantitative methods might, however, 

argue that studies in this school of research tend to have little or no contact with the people 

and that variables may, furthermore, be defined in a random way (Silverman, 2006).  This 

issue was avoided by having interviews and in-depth conversations with professionals in the 

domain. 

The choice of quantitative methodology depends mainly on the nature of the research 

question, and for rather descriptive studies, like this research, qualitative and quantitative 

methods seem a suitable choice (Strauss and Corbin, 1990). This research uses open and 

close-ended questions to explore different perspectives. Besides the explorative character of 

the study, it is still using existing theories to understand the concept of integration. 

Qualitative semi-structured interviews were conducted with professionals in the domain. 

Semi-structured interviews were chosen to gain, not only information on customers preferred 

settings but also insight into their perceptions on the issues and challenges related to 

restaurants in Lebanon. The interviews helped the researcher in the formation of closed 

surveys. One reason for choosing closed surveys was a practical one: Access to views of a 

more significant number of students could be gained without extensive work required. 

Another reason was the heterogeneous nature of Lebanese society, which necessitated a 

larger and more well-rounded, or representative, sample size (Jenkins and Healey, 2009, 

p.25,144) that would have been possible to gather with only qualitative methods. 

 

4.3.5. Pilot Study 

Before the questionnaire was finalized, the pilot study aimed to collect feedback on the 

validity and reliability of the survey instrument from a sample with the same background as 

the target respondents. All aspects of the questionnaire should be tested, the question content, 

the wording, the sequence, the form and layout, difficulty level, including the instructions 

(Malhotra et al. 2006). Malhotra et al. (2006) suggested that ordinarily, the pilot test sample 

of 15 to 30 respondents would be considered as sufficient to conduct an effective pilot study. 

The pilot study was administered to 15 respondents who met the criteria of the present study. 

After the pretest, a slight modification in the wording of a few questions was made to provide 
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a better flow of the questions. The participants were asked to evaluate each of the dimensions 

of the different factors by focusing on each item’s representation in the restaurant 

environment. This process ensured that the items represented the scale’s domains (Sweeney 

and Soutar, 2001). During the process, items that were redundant, ambiguous, not 

representative of the domain, or that were open to misinterpretation were eliminated. 

4.3.6. Participants and Sampling 

Lebanon’s unique cultural, sectarian and political makeup have influenced the sampling 

method for this paper. This research is specified for the restaurants in the Beirut area. To 

overcome this obstacle, Notre Dame University-Louaize was chosen to contact to request 

their participation.  NDU is a private university, which has a very mixed clientele of students 

from multiple religions as well as a percentage of international students living in Lebanon. 

Being a student at the university helped the researcher to make faster contacts through the 

faculty members while waiting for the Institutional Review Board approval letter. Once the 

cooperation of the university was secured, the survey was finalized along. The research was 

sent online through the university’s email to all Fall 2018 enrolled students. 

Due to time constraints, the responses were received during a ten-day period, where three 

reminder emails were sent to students during the period. There were 110 participants through 

online questionnaires, where age and residency were taken as control variables. 

 

4.3.7. Research Approach and Measurements 

This study used a structured questionnaire, which comprises of three sections:  

 Section A: Demographic profile of the respondents  

Section A includes the screening questions. The identities of the respondents remain 

anonymous in this research; therefore, the profiles only include some general information that 

does not identify the respondents. Four questions were asked regarding respondents’ gender, 

age, occupation and whether if they live in Lebanon or not. The demographic information is, 

however, relevant to understand the preferences and focus on the targeted population. Two 

criteria were set for the targeted population; first, they live in Lebanon. Second, their age 

group is among millennials or post-millennials. 

 Section B: Eating Habits of the Respondents  
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Section B was designed to capture respondents’ personal information regarding their dining 

habits. There are two questions asked to understand the respondents eating habits. One is the 

availability of food at home on a daily basis. Second, regarding the frequency, they eat out of 

home. 

 

 Section C: Profile of the Preferred Restaurant Setting 

Section C was designed to examine the importance of culinary, socio-economic and physical 

factors in a restaurant. The respondents were asked to prioritize the environmental factors 

impacting their choice of one restaurant over another. Questions varying from food quality, 

service quality, price fairness to general ambiance settings and design elements were asked.  

Section C resulted in a pool of thirty-six items, with eleven elements for physical and 

aesthetic design, seven elements for general ambience, eight elements for culinary, and ten 

elements for socio-economic factors. The items were adopted from the literature review, prior 

studies and the interviews. The items were measured on a three, four, five to seven Likert 

scale (depending on the variables), ranging from 1 (most desired) to 7 (least desired). Two 

additional yes or no questions were added in section C regarding the factor’s role and its 

impact on restaurant choice and brand image. 

An emphasis was made to the students that there were no 'right' or 'wrong' answers. The next 

step for the surveys was to input the data into computer files, e.g., Excel, and then to analyze 

the data to produce the descriptive statistics. 

 

4.3.8. Questionnaire Analysis 

The collected data from the 110 respondents was inserted into the excel file. There were two 

criteria set for the targeted population in section A. This research is focused on millennials 

and post-millennials, where according to Forbes (2015), the Millennials are born between 

1980-1995, where the generation after Millennials, Generation Z, are defined as people born 

from the mid-1990s to the early 2000s. All other participants not among the two mentioned 

categories were excluded from the research. Although the gender was not a decisive factor, a 

comparable distribution among both genders was aimed to provide a more reliable outcome. 

Another requirement of my targeted respondent was to have participant who live in Lebanon. 

Thus, another reason for choosing students from Notre Dame University-Louaize.  
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Section B consists of two questions regarding the eating habits of the respondents. The 

variables in question five were divided into three categories of people who (rarely go out, 

Once or twice per week, and more than twice times per week). 

In section C, each item was measured alone depending on the importance level of each 

variable. In seven scaled measurement, the first three rankings were considered among 

Important factors the fourth option was Neutral where the last three were considered Not 

Important. A similar procedure was applied for factors with five, four or three scale options. 

The next chapter includes descriptive analysis of the final results. To ensure a clearer picture, 

results obtained will be presented in charts and tables form. 

 

4.3.9. Ethical Evaluation  

The subject matter of this thesis made following ethical principles relatively easy, namely: no 

“harm to participants,” “informed consent,” no untoward “invasion of privacy,” and no 

deception (Bryman, 2004, p.509). The subject matter of this thesis was not one that would 

cause undue emotional stress for most people, nor were their views on the matter likely to be 

so private that requesting their thoughts would be viewed as prying. Inform was provided to 

all those interviewed regarding the nature of the research and status of the researcher. This 

was also clearly stated in the surveys. Anonymity is another issue that is relatively easy to 

ensure, especially for closed survey respondents (Bryman, 2004, p.510). Care was taken in 

the writing of the thesis to present events in an unbiased manner, as observed or as 

respondents stated them.  

One point that may be on the ethical grey scale, is that the respondents were in a way limited 

to the options provided by the researcher in choosing their priorities among different factors, 

however being an interior designer who lives in Lebanon, with prior observations as well as 

having two interviews with Lebanese professionals played a definite role in shaping the 

factors and the researcher's understanding of the Lebanese context for Lebanese millennials 

and post-millennials. 

 

4.3.10. Limitations of the Methodology  

The research was dependent on cooperation from university students in different socio-

economic situations, and while in some respects the data is comparable, in other respects it is 
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not as it is not possible to assure that all students read the questions and instructions carefully 

and clearly. This is one of the drawbacks of quantitative self-completing surveys: While 

larger quantities of data can be gathered, the researcher is not able to perform quality control 

on the completion of surveys (Bryman, 2004, p.135). The sample group is relatively small, 

while some deductions have been made; however, this does not imply that the research 

asserts that these findings can be unilaterally inferred to the general populace of Lebanese 

youth.  

Another limitation might be that respondents had to choose their preferences in a hierarchical 

order, which might be as a limitation in case a respondent think that two factors have equal 

importance. So, there might be a bias of forces response. 

The understanding of this research is that “ceteris paribus” does not hold true in the real 

world; however, the overall quantity of survey participants means that some qualified 

deductions can be drawn from the resultant data. 

In conclusion, while previous studies tested on physical factors that affect customers in the 

restaurant industry, the purpose of this descriptive research was to test and analyze the whole 

dining experience, and compare the importance of culinary, socio-economic and physical as a 

decisive factor affecting customers’ satisfaction and choice of restaurant. 

 

  



84 
 

CHAPTER 5. DATA ANALYSIS 
 

This chapter reports the findings and results of this research. More importantly, the findings 

and results are analyzed and discussed. As this study uses a qualitative and quantitative 

methodological approach, the results are reported in different sections. As stated in the 

previous chapter, thematic analysis was used as the data analysis method. Thus, the findings 

are reported and discussed based on themes and categories. The analysis of the data is based 

on the information collected from the interviews with the selected subjects and exclusively 

examines their responses in comparison to the survey regarding the most desired factors. 

Overall, the data collection will result in a large amount of data. Not all collected data is 

relevant. Thus, the focus will be on exploring and analyzing the data that is relevant in 

answering the research aim and the subsequent research questions. 

 

5.1. Interview Analysis  
Multiple issues were discussed during the interviews, and the responses were divided into 

sub-categories related to each factor. Some of them are presented along with the literature 

review, where other relevant outcomes are presented in the following: 

 
• The importance of location and parking was mentioned during the interview with 

Maya Bekhazi, where she insisted on the importance of proximity and convenience 

(whether the restaurant is close, and the has parking) the ease of accessibility as a 

critical factor affecting restaurant choice in Lebanon. 

 

• Both of the interviewees indicated on the importance of interior design as a decisive 

factor for restaurant success: 

According to Maya Bekhazi “I think people should really take the interior design in 

restaurants very seriously because it is very important, it adds to the whole identity and the 

image, and it has to be a holistic experience. As interior should always be a part of the 

finishing plan.” 

Adding to that, Roy Marouni mentioned on the importance of the relation between the 

interior and other elements of the restaurant as they complement each other; “it is a whole 
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circle starting from the kitchen, the chef, the food served, the branding, the graphics, and the 

interior. without any of the mentioned elements, the circle will not be complete.”  

The results show that a restaurant should take serious consideration regarding the interior 

design of the space. To have a better understanding, the interviewees were asked to rank the 

interior design elements.  

• According to Maya Bekhazi, Furniture Design and comfort is the first factor where 

designers should take into consideration. Followed by a restaurant layout which is 

crucial for both the restaurateur and customer to provide the flow of a restaurant. 

Ceiling Height and Lighting were followed, where the remaining factors (wall design, 

color, and size) were at similar importance and are not as crucial as other factors. 

• Whereas Roy Marounis’ first choice was Restaurant Layout, followed with Furniture 

design and comfort. Lighting was the third important factor, prior to the color. Lastly, 

Wall Design, Ceiling height, and Size importance all had similar importance and were 

not crucial factors affecting restaurant success according to the architect. 

 

• Finally, the interviewees were asked on their opinion of factors which affect the 

millennials and post-millennials choice of restaurant. Both of the interviewees agreed 

Socio-economic being the first-factor affecting restaurant choice, followed with 

Ambient and Physical Factors, and last by Culinary factors.: 

 

Maya Bekhazi added “We can say now today the socio-economic factor is first, proximity 

and convenience and the physical factors are being required more, whereas the food offered 

is becoming less important than before.” Moreover, Roy Marouni added “It is really 

interesting how some restaurants where the food is not good, but still how people keep going 

there, more specifically millennials. If it was ten years ago a different rating I would have 

made. And this rating is not only for Lebanese people it is everywhere all around the world.”  

 

5.2. Descriptive Analysis  

5.2.1. The Demographic profile of the respondents  

The demographics of the respondents is illustrated in the table (5.1.). The sample consisted of 

110 students, the majority of whom were females (55%), and post-millennials representing 
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(92%) of the respondents. The results revealed that students pursuing undergraduate degrees 

were (85%), followed by the respondents who are pursuing a graduate degree with an account 

for (15%) respondents. Referring to question four, the results revealed that (100%) of the 

respondents live in Lebanon, another requirement of my targeted population.  

 

Table 5.1. Food Quality Variables Rank. 

Demographic Profile of the Respondents Frequency Percentage (%) 

Gender 
Male 49 45 
Female 61 55 

Age 
Post-Millennials 101 92 
Millennials 9 8 

Status 
Undergraduate 
Student 

93 85 

Graduate Student 17 15 
 

 

5.2.2. The Eating Habits of the Respondents  

Question five revealed that, out of the 110 respondents, (84%) reported having meals cooked 

at home on a daily basis. Moreover, question six revealed that the majority (56%) ate 

minimum once or twice per week out of the home. See Fig. (5.1.) 

 

 
Fig 5.1. Percent Distribution of Eating Out Frequency, Source: Developed for the research 

 

(35%) 

56% 

9% 

Eating Out Frequency  

Rarely

Once/Twice per week

More than twice per week
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5.2.3. The Profile of the Preferred Restaurant Setting 

In the following section, respondents were asked to rate their most preferred setting in a 

restaurant environment. The items belong to three main categories: 

 

5.2.3.1. Culinary Factors 

Culinary factors were measured in terms of the food quality and service quality. Food quality 

was measured in terms of five variables. Table (5.2.) presents the preferred rank of food 

quality variables, where food taste was the most important factor for the respondents with an 

account for 87%, followed by the food temperature with 37%. 

Table 5.2. Food Quality Variables Rank. 

Food Quality Variables Rank Importance Level 

 Number Percent 

1. Food Taste 96 87% 

2. Food Temperature 41 37% 

3. Food Presentation 34 31% 

4. Menu Variety 29 26% 

5. Nutritious Food 20 18% 

 

Service Quality was measured in terms of three variables. Based on table (5.3.) having 

knowledgeable and friendly staff was the most important factors according to the respondents 

with an account for 59%. 

Table 5.3. Service Staff Variable Rank 

Service Staff Variables Rank Importance Level 

 Number Percent 

1. Knowledgeable and Friendly 65 59% 

2. Neat and Well-dressed 24 22% 

3. Adequate Number 21 19% 
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5.2.3.2. Physical and Ambient Factors 

When asked about the interior design importance and its effect on the customer’s choice of 

restaurant, the participants had homogeneous opinions in this question. 70% of the 

participants have agreed on the importance of interior design as a factor for the success of a 

restaurant. The results show that a restaurant should take serious consideration regarding the 

interior design of the space.  

To have a better understanding the respondents were asked first to rank the environmental 

factors impacting their choice of restaurant; the environmental factors were measured with 

four variables, among which the most preferred variable was the location with (42%), 

followed by parking availability with (32%). See table (5.4.). 

Table 5.4. Environmental Factors Ranking 

Environmental Factors Ranking Importance Level 

 Number Percent 

1. Location 46 42% 

2. Parking 35 32% 

3. View 19 17% 

4. Exterior 10 9% 

 

Furthermore, the respondents were asked to rank the general ambience factors within a 

restaurant. (79%) of the respondents found cleanliness important, followed by the comfort 

level with an importance level of (58%), and the ability to communicate with (50%). See 

table (5.5.). 

Table 5.5. General Ambience Factors Ranking 

General Ambience Factors Ranking Importance Level 

 Number Percent 

1. Cleanliness 87 79% 

2. Comfort Level 64 58% 

3. Ability to Communicate 55 50% 

4. Noise Level 45 41% 

5. Temperature 34 31% 
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6. Background Music 27 25% 

7. Aroma 18 16% 

 

In the following section the respondents were asked to rank the interior design elements 

which is the most desired for their convenience at a restaurant. Table (5.6.) show that 

furniture design and comfort was the most important factor with 88% of respondent 

considering it essential. Whereas the lighting was considered important with a 66% followed 

by the size of restaurant with 42%.  

Table 5.6. Interior Design Elements Ranking 

Interior Design Elements Ranking Importance Level 

 Number Percent 

1. Furniture 88 80% 

2. Lighting 73 66% 

3. Size 46 42% 

4. Wall Design 36 33% 

5. Layout 34 31% 

6. Ceiling Height 28 25% 

7. Color 25 23% 

 

5.2.3.3. Socio-economic Factors 

Brand Image helps the people to value a brand. Brand image was measured in terms of four 

variables: According to table 5.7. the brand quality, a good reputation is what affects the 

millennials and post-millennials choice of restaurant with (55%). Followed with the ability of 

restaurant to provide new dining experience to the customers with (24%). 

Table 5.7. Brand Image Factors Ranking 

Brand Image Factors Ranking Importance Level 

 Number Percent 

1. Brand Quality 61 55% 

2. New Experience 26 24% 

3. Familiar Brand 17 15% 
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4. Trendy Brand 6 6% 

Another factor affecting the brand image is how the restaurant contributes to the society. 70% 

of the respondents believe that the restaurant should have charitable contributions or take 

environmentally friendly measurements in their policy.  

Sociological human needs were defined in terms of three variables. The table 5.8. reveals that 

having dining privacy, enough space to function has the prime importance with 68 (62%) 

agreed.   

Table 5.8. Sociological Human Needs Ranking 

Sociological Human Needs Ranking Importance Level 

 Number Percent 

1. Dining privacy 68 62% 

2. Speech privacy 26 24% 

3. Visual privacy 16 14% 

 

The economic value of a meal has a direct effect on the customers choice of restaurant. Table 

(5.9.) reveals that (58%) of the customers agreed on having reasonable price within a 

restaurant. Moreover, (27%) revealed that they make their choice of the restaurant based on 

the perceived price.  

Table 5.9. Price Fairness Factors Ranking 

Price Fairness Factors Ranking Importance Level 

 Number Percent 

1. Reasonable price 64 58% 

2. Price Based Decision 30 27% 

3. Indifference in Price 16 15% 

 

 

5.2.3.4. Factors for Satisfaction at a Restaurant 

Lastly, the respondents were asked to rank the factor which will affect most their choice of 

restaurant. The table 5.10. reveals that 65 (59%) of the respondents agreed on the importance 

of the culinary factors affecting their choice of restaurant.  
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Table 5.9. Satisfaction Factors Ranking 

Satisfaction Factors Ranking Importance Level 

 Number Percent 

1. Culinary Factors 65 59% 

2. Socio-economic Factors 23 21% 

3. Ambient and Physical Factors  22 20% 

 

In conclusion, the result of the study refers to relevant issues and claims in the literature 

about the most preferred restaurant setting for Lebanese millennials and post-millennials 

which affects their choice of restaurant. The next chapter will present a summary of the 

findings alongside with the limitation and recommendations for further study.  
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CHAPTER 6. CONCLUSION 

 

6.1. Summary of Findings  

Following is the table (6.1.) including the scale of the preferred settings of a restaurant based 

on the Lebanese millennials and post-millennials choices. Additionally, the essential factors 

mentioned by the professionals are also marked among the table. 

 

Table 6.1. Restaurant Design Checklist, Source: Developed for the research 

Millennials and Post-millennials Preferred Ranking of a Restaurant 
Setting 

 

Important 
Factors 

According to 
Professionals 

Culinary Factors  

Food Quality 

1. Food Taste  
2. Food Temperature  
3. Food Presentation * 
4. Menu Variety  
5. Nutritious Food  

Service Quality 
1. Knowledgeable and Friendly  
2. Neat and Well-dressed  
3. Adequate Number  

Ambient and Physical Factors * 

Environmental Factors 

1. Location * 
2. Parking * 
3. View  
4. Exterior  

General Ambience Factors 

1. Cleanliness  
2. Comfort Level * 
3. Ability to Communicate  
4. Noise Level  
5. Temperature  
6. Background Music * 
7. Aroma * 

Interior Design Factors 

1. Furniture * 
2. Lighting * 
3. Size  
4. Wall Design  
5. Layout * 
6. Ceiling Height  
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7. Color  
Socio-economic Factors * 

Brand Image 

1. Brand Quality  
2. New Experience * 
3. Familiar Brand  
4. Trendy Brand  

Sociological Human Needs 
1. Dining Privacy  
2. Speech Privacy  
3. Visual Privacy  

Price Factors 
1. Reasonable Price  
2. Price Based Decision * 
3. Indifference in Price  

* Indicates on the important factors noted by the professionals during the interviews.  

 

6.2. Practical Implications and Responding to the Research Questions 

The research shows that although slightly most of the respondents have meals cooked at 

home daily, 65% of the people would still go out to eat at a restaurant minimum once or 

twice per week. This is a clear indication of the new lifestyle and how eating out is becoming 

more of a social act rather than unavailability of food at home in Beirut. 

Culinary Factors 

The results revealed that food taste was the most important variable for the survey 

respondents, and food temperature was the second variable being a factor which affects the 

taste directly. However, food presentation is becoming more essential, which was also 

mentioned by the interviewees, with the increased use of social media, sharing food photos 

are becoming increasingly important, particularly for millennials and post-millennials 

whereas factors like menu variety and nutritious food were not critical according to the 

survey results. 

Among service quality, having knowledgeable and friendly staff was the most important 

variable which could be justified due to the talkative and friendly nature of Lebanese people. 

Ambient and Physical Factors 

Having limited parking spots in Beirut and the amount of traffic considered people usually 

prefer to hang around places which are close to them and provide parking facilities. This 
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explains the first two choices of environmental factors. Similarly, the importance of location 

and parking was also indicated by the interviewees. 

Among general ambience factors, cleanliness of the restaurant was the most important being 

the variable which directly affects the health of the customers. It was followed by the comfort 

level of the visitor, a factor considered crucial by both respondents and interviewees, as 

providing a comfortable ambiance is essential for restaurants, and it affects the customer's 

duration of the stay. It was followed by the ability to communicate, and noise level which is 

also a clear indication on how eating out is a social act, and the millennials and post-

millennials meet not just to eat but also to socialize. The importance of background music 

and aroma were not essential for the respondent however the professionals indicated on their 

importance, and it could be justified by the fact that these factors affect the human senses, 

without having direct physical contact with the body. They can stimulate the human senses 

and create a bond of connection between the restaurant and the customer, even without the 

recognition of the visitor. 

Interior design was considered an essential factor in helping the success of a restaurant in a 

very competitive environment by 70% of the respondents. Moreover, the importance of 

lighting, furniture design, and comfort were agreed by both respondents and the interviewees. 

Whereas the significance of the layout was not indicated in the survey responds, as opposed 

to the interviews where it was considered the hidden gem for the success of a restaurant. It 

could also be justified by being a factor which is not in direct contact with the visitors. 

Socio-economic Factors 

Brand quality is built over time by providing specific standards in most of the mentioned 

factors for a certain period. It was the top choice of the respondents regarding the brand 

image factors. As people always would love to have places where it has standards and stable 

status. Moreover, providing a new dining experience is becoming more and more demanding 

among restaurant visitors, where people are looking for places which offer unique 

experiences. 

Among sociological human need having enough space to function is essential for the 

respondents followed by the speech privacy. However, not having visual privacy is accepted, 

which could be justified by the nature of the Lebanese people who would not mind to be 

exposed and spotted in certain circumstances.  
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The role that the perceived price play is agreed in this research by both respondents and the 

interviewees, having only, 15% of respondents who have an indifference in the price paid for 

a meal at a restaurant in Lebanon. 

 

On the whole, there was a complete difference when asked about the factors affecting 

millennials and post-millennials choice of restaurant.  According to the professionals, the 

food is becoming less important, and factors like price fairness and physical environment are 

more demanding. Whereas the survey results revealed the opposite, and according to the 

millennials and post-millennials culinary factors are the most that they care for, being 

followed by the Socio-economic and physical factors at an almost similar level. 

 

6.3. Ethical Evaluation  

This research took into account various ethical principles, no “harm to participants,” 

“informed consent,” no untoward “invasion of privacy,” and no deception (Bryman 2004, 

p.509). The subject of this research was not one that would cause excessive emotional stress 

for the participants, nor were their views on the matter likely to be so private that requesting 

their thoughts would be viewed as prying. One point that may be on the ethical greyscale, but 

is still acceptable according to Bulmer in the universalists' ethical stance, is “retrospective 

covert observation” (Bryman 2004, p.508). Having lived in Lebanon for seven years before 

the beginning of this research project, prior observations and conversations with colleagues, 

designers and customers regarding restaurant design played a definite role in shaping the 

researcher's understanding of the Lebanese context. Finally, care was taken in the writing of 

the thesis to present events in an unbiased manner, as observed or as respondents stated them. 

 

6.4. Limitations and Recommendation for Further Study 

The nature of this research tries to cover multiple aspects of restaurant design which may 

affect the customer’s choice of restaurant. The factors were chosen based on the literature 

review, interviews, and questionnaires. Multiple factors aroused which were discussed within 

the research, whereas some other factors might be disregarded, and could be possible 

additions to the mentioned factors. 
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From an architectural point of view, i.e. layout design, lighting design, color selection, sound 

and acoustic, material selection, furniture design, experience design, most of the mentioned 

factors need a more in-depth investigation and could be alone a possible research topic to be 

further developed.  The primary purpose of this research was to categorize the various factors 

and provide more of a guideline and general principle for restaurant design, rather than 

presenting one aspect of restaurant design in depth.  

Additionally, the survey could be done among a broader population, in order to achieve a 

more solidified guideline where the generalization of the results is more validated. Or 

furthermore, a comparative study could be developed for further research by applying similar 

approach in different areas of Lebanon or among different age groups.  

 

6.5. Conclusion 
 
In conclusion, design is an exciting and essential component of a restaurant’s success. 

Building an understanding of effective design can enhance the restaurant industry by creating 

more successful concepts for the customers to enjoy (Robson, 1999). This research will be a 

useful contribution to future entrepreneurs and designers, by providing a scale for the 

preferences of the millennials and post millennials and providing guidelines which should be 

taken into consideration while opening or designing a restaurant in Lebanon. “A good interior 

space is about considering all the physical, environmental and cognitive elements and 

harmonizing them to make it a space that feels right, functionally and emotionally” (Reddy et 

al., 2012, p.1072); and that the user is the most critical aspect of the interior space. Further, 

they claim that the physical environment, people and culture affect each other and that they, 

therefore, should be attended to as a unity (Reddy et al., 2012).  

Eventually, the physical environment is more of a support for the already established food 

and service quality in a restaurant, support that will help to create a brand image and 

differentiate restaurant from the competition to increase customer satisfaction, and making 

the perceived prices acceptable to the customers. 
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APPENDIX IV: INTERVIEW SCHEDULE I 

 

Interview Schedule 
 

Research Title: Branded Environments: Perception of a Restaurant Design for Customers in Lebanon 
Research investigator: Shaghig Bondikian  
Research Participants name: Maya Bekhazi Noun 
 

1. As I found out that you majored in Finance and were working in Banking, can you tell me about your 
journey into the hospitality business? 
 

2. What are some of the challenges of being a restaurant owner in Lebanon? With a lot of competition, 
what makes a restaurant unique from other similar cuisines? 

3. The life cycle of an investment is often short, averaging five-seven years for most commercial 
restaurants, how is it possible to extend this lifespan? 

Restaurants are also social spaces which belongs to society more than belonging to the owner. 

4. To what extent do you think the culture of people should be reflected in the restaurant? 
5. How do you select your concepts for restaurants? How you apply it in Lebanese context? 

The phenomenon brand has developed into a key global issue as it is nowadays difficult to imagine social, 
cultural and consumer life without brands. Almost everything today is branded.  

6. Do you think that creating a new brand or bringing a franchise will have a more chance of success in 
Lebanon? 

Physical environment of the restaurant has a great influence on the image of the restaurant and can act positively 
or negatively for the customer perception of the restaurant image  

7. To what degree do you think that the physical environment of a restaurant effects on its success? (Do 
you think great food and great interior design are linked?) here in Lebanon! 

8. Once you have a new concept to launch a restaurant, is the interior also formed in your head? As the 
owner what is your influence on the interior space of the restaurant? 

Interior design is dependent on how people experience it and that their experiences are subjective. 

9. There are many factors that contribute towards enhancing mood and pleasure in a restaurant: Can you 
rate them based on the degree of importance? (1 being the highest) 

� Size importance 
� Scent and sound  
� Restaurant layout  
� Ceiling height 
� Wall Design 
� Furniture design and comfort 
� Lighting level and intimacy 
� Color importance 
� Art Importance 

 

10. The main factors which defines a restaurants success was divided into, Ambient and Physical, socio-
economic factors and culinary factors? Which one is the most important in your opinion? 
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11. Is there another criterion, you will take into consideration if you have to rate a restaurant? 
12. Nowadays, creating a brand image on social media is becoming very important, how social media 

changed the restaurant business industry? 
 

13. Do you consider having environmentally friendly measurements or charitable contribution in your 
restaurants? Would it help in creating a brand image? 

14. What’s your favorite restaurant in Lebanon (design wise) and why? 

Finally, is there anything else you would like to add regarding your career, or the profession that would be 
interesting or helpful to others? 
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APPENDIX V: INTERVIEW SCHEDULE II 
 

Interview Schedule 
 

Research Title: Branded Environments: Perception of a Restaurant Design for Customers in Lebanon 

Research investigator: Shaghig Bondikian  

Research Participants name: Roy Marouni 

 

First of all, I would like to thank you for having this interview. 

1. Can you tell me about your career path? How did you get your start? How long have you been in the 
Architecture/ design business? 

2. What is the first thing you consider when you are given a brief for designing a restaurant? Where do 
you find your design inspiration for restaurants? 

3. What challenges are unique to hospitality / food and beverage space design? And what has been your 
most challenging project to date and why? 

Restaurants are also social spaces which belongs to society more than belonging to the owner. In this respect; 

4. To what extent do you think the culture of people should be reflected in the restaurant?  
5. If you take it from cultural perspective, Whats the differences between designing a restaurant here in 

Lebanon and any other country? What are the things which helps in creating a sense of place for 
Lebanese people?  

Sometimes we like certain places without knowing why! Atmosphere is an exchange between material or 
existent properties of the place and the immaterial realm of human perception and imagination (Pallasmaa, 
2014) 

6. In your opinion, how is it possible to create an atmosphere within a restaurant? 
7. Restaurant is one of the places where all of our senses are active (haptic, hearing, smelling, touching 

and taste).  As a designer how is it possible to activate these senses? Sight receives the most attention 
in interior design practice compared to other senses. 

Brand has developed into a key global issue as it is nowadays difficult to imagine social, cultural and consumer 
life without brands. Almost everything today is branded. Brands have a story to tell and they are created by 
interactions of multiple parties. 

8. What is Interior designs’ role in creating a brand image for restaurants? 
9. Sign symbols and artifacts are part of the concept, how do you manage the relation between the 

graphics and interior? 

The physical environment is an important determinant of consumer psychology and behavior, when customers 
spend moderate to long periods of time immersed in a particular physical environment, it can either enhance or 
suppress customers’ emotions, which may influence on their satisfaction and subsequent behaviors. 
 

10. To what degree do you think that the physical environment of a restaurant effects on its success? (Do 
you think great food and great interior design are linked?) 

11. There are many factors that contribute towards enhancing mood and pleasure in a restaurant: Can you 
rate them based on the degree of importance? (1 being the highest) 

� Size importance 
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� Scent and sound  
� Restaurant layout  
� Ceiling height 
� Wall Design and art importance 
� Furniture design and comfort 
� Lighting level and intimacy 
� Color importance 

 
12. Based on my research the main factors which defines a restaurants success was divided into: Which 

one is the most important in your opinion? 
� Ambient and Physical (Environment, location and design elements) 
� Socio-economic (Human variable and price) 
� Culinary (Food & Service) 

 
13. Is there another criterion, you will take into consideration if you have to rate a restaurant? 
14. Do you consider having environmentally friendly materials while designing restaurants? Would it 

effect on the brands image? 
15. What do you think will be the most significant design trends in the near future for restaurant design? 
16. What’s your favorite restaurant in Lebanon (design wise) and why? 

Finally, is there anything else you would like to add regarding your career, or the profession that would be 
interesting or helpful to others? 
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APPENDIX VI: QUESTIONNAIRE SAMPLE 

 
Questionnaire  

 
Research Project Title: Branded Environments: Perception of a Restaurant Design for Customers in Lebanon 
Name of Researcher: Shaghig Bondikian, Master of Arts in Design, Notre Dame University-Louaize.  
 

Instructions: Please put a tick in the box next to the answer of your choice  
1. Gender 

 Male  
 Female 

 
2. Age  

 Under18  
 18-24 
 25-34  
 35-44  
 45 and above 

 
3. Current Occupation 

 Undergraduate Student 
 Graduate Student 
 Alumni 
 Other (please specify) ______________ 

 
4. Do you live in Lebanon? 

 Yes  
 No 

 
5. Do you cook at home? Or is there someone cooking for you at home? 

 Yes  
 No 

 
6. How often do you go out to eat at a restaurant?  

 Rarely 
 Once per month 
 Twice per month 
 Once per week 
 Twice per week 
 More ______________/ Week            

 
Instructions: Please read the following categories and rate each one of them based on your priorities of a 
restaurant setting (1 being your most desired)  
 

7. Environment Rate (1 > 4) 
� The location of the restaurant (Proximity) 
� The exterior of the restaurant  
� The view from the restaurant 
� Facility in parking 

 
8. Brand Image Rate (1 > 4) 

� The brand of this restaurant has a fashionable and trendy image  
� The brand of this restaurant has a reputation for quality (good rating) 
� The brand of this restaurant is familiar to me 
� The brand offers new dining experience  

 
9. General Ambience (Atmosphere) Rate (1 > 7) 
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� Noise level is low 
� Background music is pleasing  
� Temperature is comfortable  
� Aroma is enticing 
� Ability to communicate 
� Comfort level of restaurant  
� Restaurant cleanliness  

 
10. Interior Design Elements Rate (1 > 7) 

� Size importance  
� Layout importance  
� Color importance  
� Ceiling height 
� Lighting level 
� Furniture design and comfort 
� Wall design and art importance 

 
11. Do you consider the interior design of a restaurant as a decisive factor for its success?  

� Yes  
� No 

 
12. Food Quality Rate (1 > 5) 

� Food taste 
� Food presentation (visually attractive, ability to post on social media) 
� Food temperature 
� Nutritious food  
� The variety of menu items  
 

13. Service Staff Rate (1 > 3) 
� Adequate number of staffs 
� Neat and well-dressed staff 
� Knowledgeable and friendly staff 

 
14. Price fairness Rate (1 > 3) 

� My decision of restaurant depends on the price average. 
� Good food at reasonable price. 
� I do not care about the price as well as it is appropriate for the level of food and service.  

 
15. Sociological human needs Rate (1 > 3) 

� Dining privacy (Enough personal space) 
� Visual Privacy  
� Speech Privacy 
 

16. Do you care if the restaurant has charitable contributions or takes environmentally friendly 
measurements in their policy? 
� Yes  
� No 

 
17. Which of the above-mentioned factors is the most important for your satisfaction at a restaurant? 

Rate (1 > 3) 
� Ambient and Physical (Environment, location and Interior design elements) 
� Socio-economic (Human variable and price) 
� Culinary (Food & Service) 

Thank You for Your Participation! 
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APPENDIX VII: RAW DATA OF SURVEY RESULTS 

 
Question 1: Gender 

Gender Frequency Percentage (%) 

Male 49 45 

Female 61 55 

Total 110 100 

Table 8.1. Gender, Source: Developed for the research 

 

Question 2: Age Group 

Age Group Frequency Percentage (%) 

Post-Millennials 102 93 

Millennials 8 7 

Total 110 100 

Table 8.2. Age Group, Source: Developed for the research 

 

Question 3: Current Status 

Occupation Frequency Percentage (%) 

Undergraduate student 92 84 

Graduate student 18 16 

Total 110 100 

Table 8.3. Respondent Status, Source: Developed for the research 

 

Question 4: Residency 

Living in Lebanon Frequency Percentage 

Yes 110 100 

No 0 0 

Total 110 100 

Table 8.4. Residency, Source: Developed for the research 

 

Question 5: Cooking Habit at Home 

Cooking at Home Frequency Percentage (%) 

Yes 92 84 
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No 18 16 

Total 110 100 

Table 8.5. Cooking Habit, Source: Developed for the research 

 

Question 6: Eating Out Frequency  
 

 Frequency Percentage (%) 

Rarely 38 35 

Once/Twice per week  62 56 

More than twice per week 10 9 

Total 110 100 

Table 8.6. Frequency of Eating Out, Source: Developed for the research 

 

Question 7: Environmental Factors 

Degree of 

Importance 

Location Exterior View Parking Total 

1st Choice 46 10 19 35 110 

2nd Choice 28 24 22 36 110 

3rd Choice 17 33 45 15 110 

4th Choice 19 43 24 24 110 

Total 110 110 110 110  

Table 8.7. Environmental Factors, Source: Developed for the research 

 

Question 8: Brand Image 

Degree of 

Importance 

Trendy Brand Quality Familiar 

Brand 

New Experience Total 

1st Choice 6 61 17 26 110 

2nd Choice 27 34 23 26 110 

3rd Choice 30 8 40 32 110 

4th Choice 47 7 30 26 110 

Total 110 110 110 110  

Table 8.8. Brand Image Variables, Source: Developed for the research 
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Question 9: General Ambience Factors 

Degree of 

Importance 

Noise 

Level 

Background 

Music 

Temperature Aroma Ability to 

Communicate 

Comfort 

Level 

Cleanliness Total 

1st Choice 11 3 2 5 10 9 70 110 

2nd Choice 14 14 13 5 14 41 9 110 

3rd Choice 20 10 19 8 31 14 8 110 

4th Choice 18 8 26 22 20 12 4 110 

5th Choice 15 21 15 27 14 11 7 110 

6th Choice 18 22 24 13 14 15 4 110 

7th Choice 14 32 11 30 7 8 8 110 

Total 110 110 110 110 110 110 110  

Table 8.9. General Ambience Elements, Source: Developed for the research 

 

Question 10: Interior Design Elements 

Degree of 

Importance 

Size Layout Color Ceiling Lighting Furniture Wall Total 

1st Choice 14 5 10 4 16 52 9 110 

2nd Choice 15 10 5 14 25 26 15 110 

3rd Choice 17 19 10 10 32 10 12 110 

4th Choice 15 25 17 25 13 2 13 110 

5th Choice 13 21 29 17 12 7 11 110 

6th Choice 11 22 29 17 11 5 15 110 

7th Choice 25 8 10 23 1 8 35 110 

Total 110 110 110 110 110 110 108  

Table 8.10. Interior Design Elements, Source: Developed for the research 

 

Question 11: Interior Design Importance 

Interior Design as a factor for 

success 

Frequency Percentage (%) 

Yes 76 70 

No 34 30 

Total 110 100 

Table 8.11. Interior Design Importance, Source: Developed for the research 
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Question 12: Food Quality 

Degree of 

Importance 

Food Taste Food 

Presentation 

Food 

Temperature 

Nutritious 

Food 

Menu 

Variety 

Total 

1st Choice 88 4 1 8 9 110 

2nd Choice 8 30 40 12 20 110 

3rd Choice 3 30 44 15 18 110 

4th Choice 2 22 22 41 23 110 

5th Choice 9 24 3 34 40 110 

Total 110 110 110 110 110  

Table 8.12. Food Quality Variables, Source: Developed for the research 

 

Question 13: Service Staff 

Degree of 

Importance 

Adequate number Neat and well-

dressed 

Knowledgeable and 

friendly 

Total 

1st Choice 21 24 65 110 

2nd Choice 36 47 27 110 

3rd Choice 53 39 18 110 

Total 110 110 110  

Table 8.13. Service Staff Variables, Source: Developed for the research 

 

 

Question 14: Price Fairness 

Degree of 

Importance 

Price Based 

Decision 

Reasonable price Indifference in 

Price 

Total 

1st Choice 30 64 16 110 

2nd Choice 50 39 21 110 

3rd Choice 30 7 73 110 

Total 110 110 110  

Table 5.13. Price Fairness Variables, Source: Developed for the research 

 

Question 15: Sociological Human Needs 

Degree of 

Importance 

Dining privacy Visual privacy Speech privacy Total 

1st Choice 68 16 26 110 

2nd Choice 23 31 56 110 
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3rd Choice 19 63 28 110 

Total 110 110 110  

Table 5.13. Price Fairness, Source: Developed for the research 

 

Question 16: Do you care if the restaurant has charitable contributions or takes environmentally 

friendly measurements in their policy? 

Policy Measurements Frequency Percentage (%) 

Yes 75 70 

No 35 30 

Total 110 100 

Table 5.13. Restaurant Policy, Source: Developed for the research 

 

Question 17: Factors for Satisfaction at a Restaurant 

Degree of 

Importance 

Ambient and 

Physical Factors 

Socio-economic 

Factors 

Culinary Factors Total 

1st Choice 19 19 72 110 

2nd Choice 29 61 20 110 

3rd Choice 63 30 18 110 

Total 110 110 110  

Table 5.13. Factors for Satisfaction at a Restaurant, Source: Developed for the research 
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