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ABSTRACT
For the change of consumption pattern, people do not go to restaurants only for eating, they are putting more emphasis on food
characteristics and atmosphere of physical surroundings. Themed restaurant satisfies customer’ s enjoyment of the visual and
psychological by creating atmosphere of physical surroundings of restaurant. Thus, this research was aimed at exploring influence of
restaurant physical surroundings on customer emotion and customer satisfaction, and the three influence on word-of-mouth
communication intention. The research sample is customers of Andersen Stories Themed Restaurant. Using a convenience sampling
method, 310 questionnaires were distributed and of 296 completed questionnaires were returned. Structural Equation Modeling was
used to explore the influences of themed restaurant, physical surroundings, customer emotion, and customer satisfaction on
word-of-mouth communication. Maximize likelihood method was used for perfect the stability and applicability of theory. The
results indicated that restaurant physical surroundings has significant influence on customer emotion and customer satisfaction.
Customer emotion has not significant influence on customer satisfaction and word-of-mouth communication intention, while
customer satisfaction has significant influence on word-of-mouth communication intention.

Keywords : themed restaurant, physical surroundings, customer emotion, custo- mer satisfaction, word-of-mouth communication.

Table of Contents
OO0 OO0 i O ODOOOD0 i ivOoOod
............................................................. VIOO OO circsievevenesesesesisseeneeneeeG VI O O 0
............................................................. VIO OO ciiicivenveeceeseesesssessseseeeeeenndX 1 0 0 O
L ettt 1000 0000000 e 1000000
L et 5000 O0O00OD0 e, 6000 000
L et GO0 OO ki 7000 000
L et QOO0 OOOD it o000 Uoo
L e 13000 OOOD et 17000 4000o
L e 23000 OO0 0D et 2600000000000
L e 31000 OO0 et 37000 00do
L e 37000 OOOD et OO0 O0000O0
L e OO0 0000000000 e 33000 000
L e 000 D000 0D0 e, 3000000000
L e AS5000 00000000000 000D0 (i, AS000 000000oad
OO00O00O e, 000 0000000000000 0OO0DO0OOO00O0O0OO0O0O00...... 52000 0
O00o00oo00oouooooooouoooooioOoOO. S 4000 OOOOD ciieeeeesvneeeeeens 60 O
OO0 OOOD e (510 64000
L e B7TOOATDOOO e, 85

REFERENCES

0000 000000 Engel, J. E., Blackwell, R. D., & Miniard, P. W. (200)0 0 0 0 00O 0000000)000:000 (0001995
00 0)0 Kotler, P. (19960 0 000 0:00000000000@O0O00)000:00000 (00019940 00)0 Kotler, P. (2003)0
00000@O0O00)000:00000(0002001000)0 Lovelock, C., & Wirtz, J. (20030 0 00 0:00000000@ 0000
000)000:000(0002002000)0 Mills, R.C. (20000 0000 000)000:000(0 00199800 0)0 Peter, J. P., &

Olson, J.C. (20000 0 000 D@ O00)000:0000000000(@ 002000000)0 Rosen, E.(200)00000:000000
0000000@O000)000:000(0002000000)0 Schiffman, L. G., & Kanuk, L. L. (200)0 0000 0@ 000)000:0

000O0(@ 0019970 00)0 Schmitt, B. (20000 0000 0000000)000:00000(0 00199900 0)0 Zeithaml, V. A,



& Bitner, M. J. (20050 0 00000000 00:00000000D0D0(@0O0O2002000)0 000D OOODDOOOOODODOO
0000000000000 00000000oDo0000o000oo00Do000D 00000o0ooOO00Eooy)D20010000
00000000000 [0O000]000: http://ww.tcfa.org.tw/ [2001, October 1 |00 0 (2004000000 000000O0O0OOO
000000-0000000000000000000000000000000000 0000004 DD O0OOOOO
0000000000 OO0Olooo: http://ww.dabasey.gov.tw/ [2004, October 1] 0 0 0 0O O 0 (2006)0 20060 0 0 00D OO0 OO
OO00[00 00]1000: http://www.dgbas.gov.tw/ct.asp?xltem=532&ct Node=3266 [2006, April 2910 0 0 (200)0 000 CO00D0O0OCO
0000000000 0—-0000000000000000000000000000000000000000 000 (2006)0
O0000000o0oo000ooo00ooo0—-0000000000000000000000000000000 000 (200500
00000o000o0o0ooo00ooo000—-—0HODODOO00D0O000000000000000000000 0O00(oo4)00
0000000000000 0DO00—0000GlredDO00O0000OD0OD0O0ODODOOOOOODOOOO OOO(ROO3ODODOO
gooooooooo0o0oooo0oooO0—-00O0000O000DOO00DOO000DODDOD0O00OO000DODDO0O0DOOO0O0ODOO
000000 oogo)0oo0oooo00o0D—-000oo000ooDo0o0ooooooDoOo0ooDooD0oooDooooog
00000000 oooEbo0oooofooooo0ooo0oooo0oooooooo—-00oo00oooDooooog
0000000000 00Do0o0 oooEeNVnDooooooon: oo oooEI) DD ooooooouDoo
0000000000 000DoO000o0oo000oDDo00ooo0 oooEIcYUIDDO0OUDo0ooDoo0oooDooooog
O0000o0-00000(LebTVO O 0000 oooooooooooooooo oogRoi)D000ooooooooooo
0000000-0000000000000000000000000000 00004 DC0O0OD0O0ODOLISRELODDOOOO
O00000:. 0000000 @o0S) 0000000000000 0N0N0O000N0000ooD00DoODo0UoDooooooog
00000000000 oooEoc)UIDNDDONDOo0O3Uioooooooooo@poooIoog:
http://www.gvm.com.tw/Board/cont ent.aspx?go=cover& ser=13117 [2007,June 1] 0 00 (2003)0 0 0000000 O:000 OO O (2002)
0000000000 00ooo00ooo00oo000o0000D0D—-000000000000000000000O0O00000
0000000 DO0I0N0000ND00N00N0O000N0D000ND0O0000000NDoOO000o0 00OEI4)DOODO
gooooOoO0oOoOoOO0OOOOOOO0OO0OOOOOOOOOOOOODOODOODOODOODOODOODOODOOOOEIUUDODOOO
gooooOoOoOoOoOO0OOOOO0OO0OO0OO0OO0OO-—-0000O0O0O0ODO0ODOODOODOODOODOODOODOODOODODOOOOEIUODOO
0000000000 00ooo00ooo000oo00o0oo0o0oo00ooo0ooo0o0ooo00o0oooOong ooao (20060
0000000000 000ooo00ooo00ooo0oooooooo00oooo oooRo4)UuDooooooooooog
000000000o0o00ooo0ooo0ooooooooo0 oooEIUbOo0odooooonooooooooooog
000000000000 DO0DbO0000o0oooOo dooERos) 0000000 ooooDdbobooooooooooag
0000000000000 00000000D0 000D 00DDO000DO0OU0D:ODO DODOOROODOODDOO
000000000 00ooogo b0 doooogoo@EWoDoooo:
http://2k3dmz2.moea.gov.tw/GNWEB/ news/news22.aspx?id=219[2009, January 22]0 OO O (2006)J 0000000000 OOODOODO
000000000000 —000000000D00000000oo00Do000ooD OoooDOoUooOEILODOunoog
0000000000 00D0:0000000000D00000D0283-3080 D000 0DO0O0O0O0OO@RIODIODOODOODOOODO
00000000000 0D-0000000000000000000030(11)0189-2080 D00 ROHDD OO OOODOOOOO
0000—-000000000000000000000000000O0000O000000000O000000 OO0 (200600
0000000000 00ooo0ooo00oo00o0oo0o00oDoO00Doo000oDo00o00o000oDoDo00DoODooooo
O000RoO7ODDOO0DDDOO0DONDO0OO0NDOOU0DOO000ND—-00000000000000000000DODDO000O0O0OO
00000 000@e9yDo000o0oon: 000 o000 00NN 0N0N0N000NDD—-0000000D000000
0000000000 DO0ODO0O0O0O0O0 00000040 Anderson, E. W., & Mittal, V. (2000). Streng-thening the satisfaction-profit chain.
Journal of Service Research, 3(2), 107-120. Arndt, J. A. (1968). Selective processes in word-of-mouth. Journal of Advertising Research, 8(4) ,19-22.
Babin, B. J., & Attaway, J. S. (2000). Atmospheric affect as a tool of creating value and gaining share of customers. Journal of Business Research,
49(2), 91-99. Babin, B. J., & Darden, W. R. (1995). Consumer self-regulation in a retail environment. Journal of Retailing, 71(1), 47-70. Babin, B.
J., & Darden, W. R. (1996). Good and bad shopping vibes: Spending and patronage satisfaction. Journal of Business Research, 35(3), 201-206.
Babin, B. J., & William, R. D. (1995). Consumer self-Regulation in a retail environment. Journal of Retailing, 71(1), 47-70. Babin, B. J., Darden,
W. R., & Griffin, M. (1994). Work and/or fun: measuring hedonic and utilitarian shopping value. Journal of Consumer Research, 20(4), 644-656.
Babin, B. J,, Lee, Y. K., Kim, E. J., & Griffin, M. (2005). Modeling consumer satisfaction and word-of-mouth: Restaurant patronage in Korea. The
Journal of Service Marketing, 16(3), 133-139. Bagozzi, R. P., & Yi, Y. (1988). On the evaluation of structural equation models. Journal of the
Academy of Marketing Science, 16(1), 74-94. Bagozzi, R. P., Gopinath, M., & Nyer, P. U. (1999). The role of emotions in marketing. Journal of
Academy of Marketing Science, 27(2), 184-206. Baker, J., Grewal, D., & Parasuraman, A. (1994). The influence of store environment on quality
influence and store image. Journal of the Academy of Marketing Science, 22(4), 328-339. Baker, J., Parasuraman, A., Grewal, D., & Voss, G. B.
(2002). The influence of multiple store environment cues on perceived merchandise value and patronage intentions. Journal of Marketing, 66(2) ,
120-141. Bansal, H. S., & Voyer, P. A. (2000). Word-of-mouth processes within a services purchase decision context. The Journal of Service
Marketing, 3(2), 166-177. Beardsworth, A., & Bryman, A. (1999). Late modernity and the dynamics of quasification: The case of the themed



restaurant. 7 The Sociological Review, 47(2), 228-257. Berman, B., & Evans, J. R. (1995). Retail management: A strategic approach (6th ed.). New
Jersey: Prentice-Hall. Berner, P. (1988). Emotion, affect and mood: A terminological introduction. Psychopathology, 21(2), 65-69. Bigne, J. E.,
Sanchez, M. 1., & Sanchez, J. (2001). Tourism image, evaluation variables and after purchase behaviour: Inter-relationship. Tourism Management,
22(6), 607-616. Bitner, M. J. (1990). Evaluating service encounters: The effects of physical surroundings and emplyee responses. Journal of
Marketing, 54(4), 69-82. Bitner, M. J. (1992). Servicescapes: The impact of physical surrounding on customers and employees. Journal of
Marketing, 56(2), 57-71. Bone, P. F. (1995). Word-of-mouth effects on short-term and long-term product judgments. Journal of Business Research,
32(3), 213-223. Bristor, J. M. (1990). Enhanced explanations of word of mouth communications: The power of relationships. Research in
Consumer Behavior, 4(3), 51-83. Cardozo, R. M. (1965). An experimental study of consumer effort, expectation and satisfaction. Journal of
Marketing Research, 2(8), 244-249. Chebat, J. C., & Michon, R. (2003). Impact of ambient odors on mall shoppers’ emations, cognition, and
spending: A test of competitive causal theories. Journal of Business Research, 56(7), 529-539. Churchill, G., & Surprenant, C. (1982). An
investigation into the determinants of consumer satisfaction. Journal of Marketing Research, 19(11), 491-504. Cronin, J. J., Brady, M. K., & Hult
T. M. (2000). Assessing the effects of quality, value and customer satisfaction on consumer behavioral intentions in service environments. Journal of
Retailing, 76(2), 193-218. Czepeil, J. A., Rosenberg, L. A., & Akerele, A. (1974). Perspective on consumer satisfaction. AMA Conference
Proceedings, 149-154. Derbaix, C., & Pham, T. M. (1991). Affective reactions to consumption situations: A pilot investigation. Journal of Economic
Psychology, 12(2), 325-355. Dichter, E. (1966). How word-of-mouth advertising works. Harvard Business Review, 44(6), 147-160. Donovan, R., &
Rossiter, J. (1982). Store atmosphere: An environment psychology approach. Journal of Retailing, 58(1), 34-57. Dube, L., & Menon, K. (2000).
Multiple roles of consumption emotions in post-purchase satisfaction with extended service transactions. International Journal of Service Industry
Management, 11(3), 287-304. Duhan, D. F., Johnson, S. D., Wilcox, J. B., & Harrel, G. D. (1997). Influences on consumer use of word-of-mouth
recommendation sources. Journal of Academy of Marketing Science, 25(4), 283-295. Engel, J. F., Robert J. K. & Blackwell R. D. (1969).
Word-of-Mouth Communication by the Innovator. Journal of Marketing, 33(3) 15-19. Eroglu, S. A., Machleit, K., & Barr, T. F. (2005). Perceived
retail crowding and shopping satisfaction: The role of shopping Values. Journal of Business Research, 58(8), 1146-1153. Fecikova, . (2004) An
index method for measurement of customer satisfaction. The TQM Magazine, 16(1), 57-66. File, K. M., Cermak, D. S. P., & Prince, R. A. (1994).
Word-of-mouth effects in professional services buyer behavior. Service Industries Journal, 14(3), 301-314. Fornell, C. (1992). A National Customer
Satisfaction Barometer: The Swedish Experience. Journal of Marketing, 5(6), 6-21. Gardner, H. (1985). The mind’ s new science: A history of the
cognitive revolution. New York: Basic Books. Gilbert, T. F. (1996). Human competence: engineering worthy performance. Massachusetts: HRD
Press, Inc. Handy, C. R., & Pfaff, M. (1975). Consumer satisfaction with food product and marketing service. Journal of Business Research, 15(11),
49-61. Harrison-Walker, L. J. (2001). The measurement of word-of-mouth communication and an investigation of service quality and customer
commitment as potential antecedents. Journal of Service Research, 4(1), 60-75. Hempel, D. J. (1977). Consumer Satisfaction with the home buying
process: Conceptualization and measurement. Massachusetts: Marketing Science Institute. Hightower, R., Brady, M. K., & Baker, T. L. (2002).
Investigating the role of the physical environment in hedonic service consumption: An exploratory study of sporting events. Journal of Business
Research, 55(9), 697-707. Holbrook, M. B. (2000). The millennial consumer in the texts of ourtimes: Experience and entertainment. Journal of
Macromarketing, 20(2), 178-192. Ittelson, W. H. (1973). Environment perception and contemporary perceptual theory. New York: Seminar Press.
Izard, C. E. (1977). Human Emotions. New York: Plenum Press. Joseph, P. B., O James, H. G. (1998). Welcome to the experience economy.
Harvard Business Review, 76(4), 97-105. Kalyani, M., & Laurette, D. (2000). Ensuring greater satisfaction by engineering salesperson response to
customer emotions. Journal of Retailing, 76(3), 285-307. Katz, E., & Lazarsfeld, P. F. (1995). Personal influence. Illionis: Free Press. Klara, R.
(2001). Familiar Themes. Restaurant Business, 100(10), 24. Laros, F. J. M., & Steenkamp J. (2005). Emotions in consumer behavior: A hierarchical
approach. Journal of Business Research, 58(10), 1437-1445 Lockwood, A. (1994). Using service incidents to identify quality improvement points.
International Journal of Contemporary Hospitality Management, 6 (1), 75-80. Machleit, K. A., & Eroglu, S. A. (2000). Describing and measuring
emotional response to shopping experience. Journal of Business Research, 49(2), 101-111. Machleit, K. A., Kwllaris, J. J., & Eroglu, S. A. (1994).
Human vs. special dimension of crowding perceptions in retail environments: A note on their measurement and effect on shopper satisfaction.
Marketing Letters, 5(2), 183-194. MacLaurin, D. J., & MacLaurin, T. L. (2000). Customer perceptions of Singapore's theme restaurants. Cornell
Hotel and Restaurant Administration Quarterly, 41(3), 75-85. Mangold, W. G., Miller, F., & Brockway, G. R. (1999). Word-of-mouth
communication in the service marketplace. The Journal of Services Marketing, 13(1), 73-89. Manning, R. E., Valliere, W. A., & Javobi, C. (1999).
Crowding norms: Alternative measurement approach. Leisure Science, 21(2), 97-115. Mano, H., & Oliver, R. L. (1993). Assessing the
dimensionality and structure of the consumption experience: Evaluation, feeling and satisfaction. Journal of Consumer Research, 20(3), 451-466.
Mehrabian, A., & Russell, J. A. (1974). An approach to environmental psychology. Massachusetts: MIT Press. Miller, J. N., & Kean, C. R. (1997).
Factors contributing to inshopping behavior in rural trade areas: Implications for local retailers. Journal of Small Business Management, 35(2),
80-94. Mitchell, V. W. (2001). Re-conceptualizing consumer store image processing using perceived risk. Journal of Business Research, 54(2),
167-172. Murray, K. B. (1991). A test of services marketing theory: Consumer information acquisition activities, Journal of Marketing, 55(1), 10-20.
Nadler, S., & Simerly, R. L. (2006). The effect of listening on the formation of students trust and commitment in academic advising: A study at a
United States university. International Journal of Management, 23(2), 215-221. Nyer, P. U. (1997). A study of the relationships between cognitive
appraisals and consumption emotions. Journal of the Academy of Marketing Science, 25(4), 296— 304. Oliver, R. (1980). A cognitive model of the
antecedents and consequences of satisfaction decisions. Journal of Marketing Research, 17(11), 460-469. Ortony, A., Clore, G. L., & Collins, A.



(1988). The cognitive structure of emotions. New York: Cambridge University Press Ostorm, A., & lacobuci, D.00 199501 . Consumer trade-offs
and the evaluation of services. Journal of Marketing, 59(14), 17-28. Pine I, J. B., & Gilmore, J. H. (1998). Welcome to the experience economy.
New York: Harvard Business Review. Plutchik, R., & Kellerman, H. (1980). Theories of emotion, theory, research, and experience. New York:
Academic Press. Poon, W. C., & Low, K. L. T. (2005). Are travellers satisfied with Malaysian hotels? International Journal of Contemporary
Hospitality Management, 17(3), 217-227. Ranaweera, C., & Prabhu, J. (2003). On the relative importance of customer satisfaction and trust as
determinants of customer retention and positive word of mouth. Journal of Targeting, Measurement and Analysis for Marketing, 12(1), 82-90.
Richins, M. L. (1997). Measuring emotions in the consumption experience. Journal of Consumer Research, 24(2), 127-146. Robertson, T. S.
(1971). Innovative behavior and communication. New York: Holt. Russell, J. A., & Pratt, G. (1980). A description of the affective quality attributed
to environments. Journal of Personality and Social Psychology, 38(2), 311-322. Ruth, J. A., Brunel, F. F., & Otnes, C. C. (2002). Linking thoughts
to feelings: Investigating cognitive appraisals and consumption emotions in a mixed-emotions context. Journal of the Academy of Marketing
Science, 30(1), 44-58. Sherman, E., Mathur, A., & Smith, R. B. (1997). Store environment and consumer purchase behavior: Mediating role of
consumer emotions. Psychology and Marketing, 14(4), 361-378. Silverman, G. (1997). How to harness the awesome power of word of mouth.
Direct Marketing, 60(7), 32-37. Singh, J. (1990). Voice, exit and negative word-of-mouth behaviors: An investigation across three service categories.
Journal of the Academy of Marketing Science, 18(1), 1-15. Sirgy M. J., Grewal D., & Mangleburg, T. (2000). Retail environment, self-congruity,
and retail patronage — An integrative model and a research agenda. Journal of Business Research, 49(2), 127-138. Soderlund, G., Sikstrom, S., &
Smart, A. (2007). Listen to the noise: Noise is beneficial for cognitive performance in ADHD. Journal of Child Psychology and Psychiatry and
Allied Disciplines, 48(8), 840-847. Swan, J. E., & Oliver, R. L. (1989). Postpurchase communication by consumers. Journal of Marketing, 40(2),
25-33. Tomkins, S. S. (1980). Theories of emotions. Emotion, Theory, Research, and Experience. New York: Academic press. Turley, L. W., &
Milliman, R. E. (2000). Atmosphere effects on shopping behavior: A review of the experimental evidence. Journal of Business Research, 9(2),
193-211. Voss, G, B., Parasuraman, A., & Grewal, D. (1998). The role of price, performance, and expectations in determining satisfaction in service
exchanges. Journal of Marketing, 62(10), 46-61. Wakefield, K. L., & Baker, J. (1998). Excitement at the mall: Determinants and effects on shopping
behavior. Journal of Retailing, 74(4), 515-540. Wakefield, K. L., & Blodgett, J. G. (1999). Customer response to intangible and tangible service
factors. Psychology and Marketing, 16(1), 51-68. Wakefield, K. L., Blodgett, J. G., & Hugh, J. S. (1994). Measurement and Management of the
Sportscape. Journal of Sport Management, 10(1), 15-31. Webster, C., & Sundaram, D. S. (1998). Service consumption critical— ity in failure
recovery. Journal of Business Research, 41(2), 153-159. Westbrook, R. A. (1987). A rating scale for measuring product/ service satisfaction. Journal
of Marketing, 44(3), 68-72. Westbrook, R. A., & Oliver, R. L. (1991). The dimensionality of consumption emotion patterns and consumer
satisfaction. Journal of Consumer Research, 18(1), 84-91. Wilkie, W. L. (1990). Consumer behavior. New York:John Wiley & Sons. Wirtz, J., &
Bateson, J. E. G. (1999). Consumer satisfaction with services: integrating the environment perspective in services marketing into the tradition
disconfirmation paradigm. Jounal of Business research, 44(1), 55-66. Wirtz, J., & Chew, P. (2002). The effects of incentives, deal proneness,
satisfaction and tie strength on word-of-mouth behaviour. In-ternational Journal of Service Industry Management, 13(2), 141-162. Yoo, C.,
Jonghee, P., & Maclnnis, D. J. (1998). Effects of store characteristics and in-store emotional experiences on store attitude. Journal of Business
Research, 42(3), 253-263. Zeitlin, D. M., & Westwood, R. A. (1986). Measuring emotional response. Journal of Advertising Research, 10(11),
34-44,



