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ABSTRACT 

The purpose of this study is to examine the effects of services cape on the 

customer’s emotional response and investigate their influences on customer’s 

satisfaction. Data were collected from 300 customers shopping in lifestyle centers in 

Sukhumvit area which has high lifestyle mall density. According to previous studies, 

factor analysis was employed as an analysis tool to confirm the underlying services 

cape dimensions and then regression analysis was used to quantify the relationship 

between customers’ emotional response and satisfaction. The study found that all 

dimensions of services cape except social density have a positive impact on both 

customers’ emotional response and satisfaction. Results also indicated that facility 

aesthetic emerged as the most important factor to customers’ emotional response. This 

finding has implications for lifestyle center’s developers to concern more about their 

design to create good emotional response and leading to customer satisfaction. 

1. INTRODUCTION 

The form of shopping center in Thailand has changed due to the changing 

needs of customers. Consumers want a place where they can meet friends who have 

the same favor and lifestyle. They go to shopping center not only for shopping but 

they also need an experience.  Lifestyle center is the new proposition of shopping 

center. Lifestyle center has a unique design. Components and stores consist with the 

lifestyle center. According to International Council of Shopping Centers (ICSC), the 

retail position of lifestyle center focuses on food and beverage. Generally, the space 

of lifestyle center is approximately from 100,000 to 450,000 square feet. The concept 

of development is inspired to serve shopper’s lifestyle and emphasis on design, 

landscape and specialty stores (Baker, 2009). 
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The number of lifestyle centers in Thailand has been gradually growing in the last few 

years. The space increased from 3,230,000 square feet to 7,535,000 square feet 

(Picon, 2011). At present, the market in lifestyle center is of highly competitive, thus 

more investment required in order to succeed in this business. Furthermore, every 

player needs to consistently increase their capacity and competitiveness. As can be 

seen the key factor to run lifestyle center successfully is to gain and improve customer 

satisfaction; therefore, players must realize how to fulfil a need and desire of their 

customers. According to previous related research paper, customer satisfaction is 

affected by customer emotional response (Yang & Chang, 2011), while customer 

emotion responses to the servicescape. 

The purpose of this research is to examine the impact of the servicescape on customer 

emotional response in various aspects and the impact of customer emotional response 

on customer satisfaction. The results of this study will be useful for lifestyle center 

under the current highly competitive market. Developers will know what key success 

factor for lifestyle center is. 

 

2. Literature Review 

2.1 Servicescape 

Servicescape offers an environment that includes elements of both tangible 

and intangible. Services cape does not only mean the actual building but also includes 

the relevant factors such as temperature, noise, music, design, employee and others 

which contribute to the ambience (Wakefield & Blodgett, 1996). Services cape 

describes compositions that response to environment and consumer behavior. Services 

cape must have the potential to meet the needs of customers more effectively and 

efficiently (Bitner, 1992; Yang & Chan, 2011). Services cape dimensions are divided 

into two aspects: physical dimension and social dimension. 

2.2 Physical Services cape Dimension 

Physical servicescape dimensions are: 

2.2.1 Ambient conditions are the surrounding atmosphere or background 

environment that affects human sensation (i.e. weather, temperature, air 

quality, noise, music, odors) (Bitner, 1992).  

2.2.2 Spatial layout and functionality are the way in which equipment and 

furnishings are arranged, and the ability of those items to facilitate consumers’ 

enjoyment (Bitner, 1992). 
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2.2.3 Signs and symbols are signage that communicate and enhance a certain image 

or mood, or to direct customers to desired destinations (Bitner, 1992). 

2.2.4 Facility aesthetics are a function of architectural design, as well as interior 

design and décor, both of which contribute to the attractiveness of the services 

cape (Wakefield, 1998). 

2.3 Social Services cape Dimension 

Social services cape is the social environment, both customers and employees. 

Social factors involved employee displayed emotion and social density employee 

displayed emotion. Each element is influence customer emotion. 

Social services cape dimensions are: 

2.3.1 Employee displayed emotion 

For the relationship between customer and employee will be regarded as 

friendship. There is an interaction which will affect the emotion of customers. 

Moreover, good relationship between customer and employee will lead to good 

feeling of customer toward lifestyle center (Zomerdijk & Voss, 2010). Good 

employee displayed emotion will give customer emotional response in a positive way 

(Tripathi & Siddiqui, 2007). 

2.3.2 Social Density 

Lifestyle Center is a third place where people come to meet and interact with 

each other. Lifestyle Center is community outside the home and the workplace. By 

nature, people needs a place to meet friends and for recreation. The large density of 

customers will be affect customer feeling in negative way (Tombs & McColl-

Kennedy, 2003). Customers will lose the perceived value of the service (McGinnis, 

Gentry, & Gao, 2008).  

2.4 Customer Emotional Response 

Emotional Response is an important issue that affects customer satisfaction. 

For positive emotional response has many forms such as pleasure and arousal. 

Customer perceived value and customer experience are emotional response simulators 

to make customer satisfaction (Sherman, Mathur, & Smith, 1997).  Positive emotional 

simulator will response to satisfaction in positive way too. For example, enjoyment 

will affect to satisfaction in positive way. (Grace & O’Cass, 2005; Sweeney & Wyber, 

2002; Yang & Chang, 2011) 
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2.5 Customer Satisfaction 

Satisfaction is an attempt to eliminate the tension. When people receive the 

response, stress is decreased and they feel happy. Satisfaction is positive feeling 

(Powell, 1983). Moreover, satisfaction includes positive attitude of people toward 

something. Attitude and satisfaction have a similar meaning (Yang & Chang, 2011). 

Positive attitude is satisfaction and negative attitude is dissatisfaction. 

Satisfaction is a comparing process what is received and what is expected. When 

customers have been served more than they expected, it will increase satisfaction or it 

will reduce their bad feeling from the service. 

Based on literature review, the hypotheses are as follow; 

H1: Ambient conditions will have a positive effect on the customer emotional 

response. 

H2: Spatial layout and functionality will have a positive effect on the customer 

emotional response. 

H3: Signs, symbols and artifacts will have a positive effect on the customer emotional 

response. 

H4: Facility aesthetics will have a positive effect on the customer emotional response. 

H5: Employee displayed emotion will have a positive effect on the customer 

emotional response. 

H6: Social density will have a negative effect on the customer emotional response.  

H7: Customer emotional response will have a positive effect on the customer 

satisfaction. 

3. Data/Methodology/propositions 

3.1 Conceptual framework 

This is a conceptual framework that studies the affect of services capes to 

customer emotional response and the affect of customer emotional response to 

customer satisfaction.  
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Fig.1 The conceptual framework of this study 

 

3.2 Population and Sample 

Population refers to a group of things that the researchers are interested in. The 

population can be defined in many ways, such as the population by geographic region. 

Taking the streets, rivers and mountains determine the population.  Income, 

education, gender, occupation, etc. also use as the population determinant. In this 

study, the determinant of population is people who ever used the lifestyle center in 

Sukhumvit Soi 24 to 63 areas.  

3.3 Questionnaire design and pretest 

A questionnaire used in this study is based on previous related research. A 

respondent has to complete consisting of 37 items in 8 constructs. All items in the 

questionnaire were evaluated with a 5-point Likert scale anchored at 1 = “strongly 

disagree” and 5 = “strongly agree”. In the pretest, the study acquired 40 samples from 

customer who used lifestyle center in Sukhumvit Soi 24 to 63 area to test the 

reliability of the questionnaire. The Cronbach’s Alpha for each variable is over 0.7. 

However, for the customer emotional response variable, the item-to-total of CR5, 

CR6, and CR7 are less than 0.3. Therefore, in this study, CR5, CR6, and CR7, were 

removed to improve consistency and reliability. 
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3.4 Data Collection  

This is a quantitative analysis research and a two-section questionnaire was 

applied as a research tool. The initial section is to screen the respondents who used at 

the lifestyle center in Sukhumvit Soi 24 to 63 area and to determine the demographic 

background of the respondents. The second section is to evaluate the perceived 

services cape dimension consisting of perceived physical services cape and social 

services cape. Data was collected from 300 customers who ever used the lifestyle 

center in Sukhumvit Soi 24 to 63 areas. Before collecting data, we make the statement 

with respondents understood the objectives and describe how to do questionnaire to 

achieve the common understanding. 

3.5 Data Analysis 

Questionnaire was divided into two parts can be analyzed as follows. 

The first section is the questions about the demographic and behavior of the 

respondents. The data in the section were analyzed using descriptive statistics to 

calculate the percentage, mean standard deviation using SPSS. 

The second section is the questions about the perception of services cape in various 

fields that affect customer emotional response and about customer emotional response 

that affects customer satisfaction.  

To assess the reliability of the tools, this study used Cronbach’s Alpha to test the 

reliability of each construct (Ashton, Scott, Solnet, & Breakey, 2010). 

To group related variables together, Factor analysis (principal axis, varimax rotation) 

was used as analysis tool to confirm the underlying dimensions. 

Multiple regression analysis is used to analyze the servicescape factors that affect the 

customer emotional response and simple linear regression is used to analyze the 

customer emotional response factors that affect customer satisfaction. 

4. Research Result 

4.1 Characteristics and behavior analysis (Descriptive analysis) 

In this research, data was collected from shoppers at lifestyle center in 

Sukhumvit Soi 24 to 63 areas. This query can be used to analyze 300 sets. 

Respondents consisted of 52% female and 48% male. More than half of respondents 

(52%) aged between 26 to 30 years and had average income per month from 20,000 

Baht to 40,000 Baht. Most of the customers (68.3%) came to lifestyle center for 
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eating out. A majority (46%) of respondents visited lifestyle center only once a 

month. 

4.2 The reliability of the tools 

Based on the information collected from samples, this data were analyzed to 

test the reliability of the tools. Cronbach’s Alpha was used to describe the consistency 

of questions in each construct. All eight factors were analyzed as follows. 

Table 1. Data analysis of constructs. 

Construct  Cronbach’s Alpha 

Ambient Conditions 

AC1, AC2, AC3, AC4, AC5 

0.774 

0.722, 0.748, 0.728, 0.694, 0.768 

Spatial Layout and Functionality 

LF1, LF2, LF3, LF4, LF5, LF6 

0.849 

0.836, 0.821, 0.824, 0.828, 0.823, 0.812 

Signs and Symbols 

SS1, SS2, SS3, SS4 

0.845 

0.819, 0.769, 0.783, 0.844 

Facility Aesthetic 

FA1, FA2, FA3, FA4 

0.887 

0.885, 0.843, 0.836, 0.851 

Employee Displayed Emotion 

EE1, EE2, EE3, EE4, EE5, EE6 

0.931 

0.918, 0.915, 0.923, 0.911, 0.929, 0.915 

Social Density 

SD1, SD2, SD3, SD4 

0.849 

0.824, 0.783, 0.824, 0.798 

Customer Emotional Response 

CR1, CR2, CR3, CR4, CR5, CR6, CR7 

0.833 

0.776, 0.792, 0.811, 0.775,---, ---, --- 

Customer Satisfaction 

CS1, CS2, CS3, CS4 

0.850 

0.794, 0.766, 0.801, 0.866 

 

The calculated Cronbach’s Alpha of each variable is over 0.7. All the Cronbach’s 

Alpha values are the highest value except customer satisfaction. The Cronbach’s 

Alpha value of customer satisfaction is 0.850. If CS4 deleted, the Cronbach’s Alpha 

value of customer satisfaction will be the highest value (0.866). However, the cut of 

CS4 have not changed the Cronbach’s Alpha value much. Thus, we decided to keep 

CS4 to be analyzed in the next step. 
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4.3 Factor Analysis 

 

This research used factor analysis to arrange and to reduce the number of variables in 

each factor. Principle Component Factoring is used to extract factor and Orthogonal 

rotation using Varimax is used to analyze factor. 

From the literature review, the conceptual framework can divide into a set of 

independent and dependent variables for all three series as follows. 

4.3.1 First factor  

First factor consists of six constructs (Ambient Conditions, Spatial Layout and 

Functionality, Signs and Symbols, Facility Aesthetic, Employee Displayed Emotion, 

Social Density). In factor analysis test started with descriptive statistics. The average 

value of first factor is between 2.8167 to 4.0100 and standard deviation value is 

between 0.6698 to 0.9096. KMO’s value of first factor is 0.837. It means the variables 

are relatively enough to analyze. First factor was extracted into six constructs. Some 

variables of ambient conditions and spatial layout and functionality (AC3, AC4, AC5, 

LF1, LF2) have loading value in many constructs. Thus, we have to cut this five 

variables out for regression analysis (next step). For the other four constructs, 

variables can stick together with their constructs. After cutting some variables, 

KMO’s value is 0.836.The Eigenvalues of variables showed that six constructs were 

the highest value that the Eigenvalues still have value more than 1. All variables can 

explain 73.514 percentage of total variance. 

4.3.2 Second factor  

Second factor consists of one constract (Customer Emotional Response). In factor 

analysis, the average value of second factor is between 3.0367 to 3.5833 and standard 

deviation value is between 0.7151 to 0.7426. KMO’s value of second factor is 0.791. 

It means the variables are relatively enough to analyze. Second factor was extracted 

into one construct. The Eigenvalues of variables showed that one construct were the 

highest value that the Eigenvalues still have value more than 1. All variables can 

explain 66.657 percentage of total variance. 

4.3.3 Third factor  

Third factor consists of one constract (Customer Satisfaction). In factor analysis, the 

average value of third factor is between 3.2600 to 3.7600 and standard deviation value 

is between 0.6738 to 0.7372.KMO’s value of second factor is 0.732. It means the 

variables are relatively enough to analyze. Second factor was extracted into one 
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construct. The Eigenvalues of variables showed that one construct were the highest 

value that the Eigenvalues still have value more than 1. All variables can explain 

69.154 percentage of total variance. 

4.4 Regression Analysis 

In this study, regression analysis was divided into two parts. First part, a multiple 

regression equation analyzed the perception of servicescape dimensions that affected 

customer emotional response. Second part, a linear regression analysis tested whether 

customer emotional response affected customer satisfaction with statistical 

significance or not. 

4.4.1 Testing the perception of servicescape that affects customer emotional 

response 

Table 2 Model Summary 

Model R R Square 

Adjusted R 

Square 

Std. Error of 

the Estimate 

Durbin-

Watson 

1 .578a .335 .321 .82399911 1.816 

 

Table 2 shows that the independent variables in equation can describe the variation of 

the dependent variable or customer emotional response 33.5% with the standard 

deviation 0.8240. 

Table 3 ANOVA  

Model 

Sum of 

Squares df 

Mean 

Square F Sig. 

1 Regression 100.060 6 16.677 24.562 .000a 

Residual 198.940 293 .679   

Total 299.000 299    

 

Table 3 shows that the Sig.< 0.01 can conclude that there is at least one variable that 

affects the dependent variable significantly. 
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Table 4 Coefficients 

Model 

Unstandardized 

Coefficients 

Standardiz

ed 

Coefficients 

t Sig. 

Collinearity 

Statistics 

B 

Std. Error Beta 

Toleranc

e VIF 

1 Facility Aesthetic 

(FA) 
.332 .048 .332 6.988 .000 1.000 1.000 

Signs and Symbols 

(SS) 
.298 .048 .298 6.256 .000 1.000 1.000 

Spatial Layout and 

Functionality (LF) 
.256 .048 .256 5.375 .000 1.000 1.000 

Employee Displayed 

Emotion (EE)  
.188 .048 .188 3.946 .000 1.000 1.000 

Ambient Conditions 

(AC) 
.156 .048 .156 3.272 .001 1.000 1.000 

Social Density (SD) -.104 .048 -.104 -2.177 .030 1.000 1.000 

        

 

Table 4 shows that the six independent variables (Facility Aesthetic, Signs and 

Symbols, Spatial Layout and Functionality, Employee Displayed Emotion, Ambient 

Conditions, Social Density)  affect customer emotional response(CR) with statistical 

significance at p<0.05. 

From testing of servicescapes that affect customer emotional response can conclude 

regression equation as follows. 

 

CR = 0.332(FA) + 0.298(SS) + 0.256 (LF) + 0.188(EE) + 0.156(AC) – 0.104(SD) 

(6.976**)      (6.246**)       (5.366**)      (3.939**)       (3.266**)    

  (-2.173**)** Sig. at p  0.05 
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4.4.2 Testing customer emotional response that affects customer satisfaction 

 

                                       Table 5 Model Summary 

 

Table 5 shows that the independent variables (customer emotional response) can 

describe the variation of the dependent variable or customer satisfaction 39% with the 

standard deviation 0.7825. 

Table 6 Anova 

Model Sum of Squares df Mean Square F Sig. 

1 Regression 116.529 1 116.529 190.307 .000a 

Residual 182.471 298 .612   

Total 299.000 299    

 

Table 6 shows that the Sig.< 0.01 can conclude that the independent variables affects 

the dependent variable significantly. 

Table 7 Coefficients 

Model 

Unstandardized 

Coefficients 

Standardiz

ed 

Coefficients 

t Sig. 

Collinearity 

Statistics 

B 

Std. 

Error Beta 

Toleranc

e VIF 

1 Emotional Response 

(ER) 
.624 .045 .624 

13.81

8 
.000 1.000 

1.00

0 

 

Table 7 shows that the independent variable (customer emotional response: CR) 

affects the dependent variable (customer satisfaction: CS) with statistical significance 

at p<0.05. 

Model R R Square Adjusted R Square 

Std. Error of the 

Estimate Durbin-Watson 

1 .624a .390 .388 .78250896 1.868 



JIARM VOLUME 1           ISSUE 4             (MAY 2013)       ISSN : 2320 – 5083 
 

313 
www.jiarm.com 

From testing of customer emotional response that affects customer emotional 

response can conclude regression equation as follows. 

CS = 0.624(CR) 

          (13.795**) 

** Sig. at p  0.05 

 

4.5 Hypothesis Testing 

Hypothesis testing can use the data from regression analysis as follows. 

Hypothesis 1: The perception of ambient condition is associated with the customer 

emotional response in positive effect. 

H0: The perception of ambient condition is not associated with the customer 

emotional response in positive effect. 

H1: The perception of ambient condition is associated with the customer emotional 

response in positive effect. 

From Table 4, regression equation has ambient conditions’ β = +0.156. This means if 

ambient conditions increase one unit, while the other factors constant, the level of 

customer emotional response increases 0.156 units, which are correlated in the same 

direction (significant level at 0.05). Thus, we rejected the null hypothesis (H0) and 

accepted the alternative hypothesis (H1). The perception of ambient conditions can 

affect the customer emotional response at fifth rating. 

Hypothesis 2: The perception of spatial layout and functionality is associated with the 

customer emotional response in positive effect. 

H0: The perception of spatial layout and functionality is not associated with the 

customer emotional response in positive effect. 

H1: The perception of spatial layout and functionality is associated with the customer 

emotional response in positive effect. 

From Table 4, regression equation has spatial layout and functionality’s β = +0.256. 

This means if spatial layout and functionality increases one unit, while the other 

factors constant, the level of customer emotional response increases 0.256 units, 

which are correlated in the same direction (significant level at 0.05). Thus, we 

rejected the null hypothesis (H0) and accepted the alternative hypothesis (H1). The 

perception of spatial layout and functionality can affect the customer emotional 

response at third rating. 
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Hypothesis 3: The perception of signs and symbols is associated with the customer 

emotional response in positive effect. 

H0: The perception of signs and symbols is not associated with the customer 

emotional response in positive effect. 

H1: The perception of signs and symbols is associated with the customer emotional 

response in positive effect. 

From Table 4, regression equation has signs and symbols’ β = +0.298. This means if 

signs and symbols increase one unit, while the other factors constant, the level of 

customer emotional response increases 0.298 units, which are correlated in the same 

direction (significant level at 0.05). Thus, we rejected the null hypothesis (H0) and 

accepted the alternative hypothesis (H1). The perception of signs and symbols can 

affect the customer emotional response at second rating. 

Hypothesis 4: The perception of facility aesthetic is associated with the customer 

emotional response in positive effect. 

H0: The perception of facility aesthetic is not associated with the customer emotional 

response in positive effect. 

H1: The perception of facility aesthetic is associated with the customer emotional 

response in positive effect. 

From Table 4, regression equation has facility aesthetic’s β = +0.332. This means if 

facility aesthetic increases one unit, while the other factors constant, the level of 

customer emotional response increases 0.332 units, which are correlated in the same 

direction (significant level at 0.05). Thus, we rejected the null hypothesis (H0) and 

accepted the alternative hypothesis (H1). The perception of facility aesthetic can 

affect the customer emotional response at first rating. 

Hypothesis 5: The perception of employee displayed emotion is associated with the 

customer emotional response in positive effect. 

H0: The perception of employee displayed emotion is not associated with the 

customer emotional response in positive effect. 

H1: The perception of employee displayed emotion is associated with the customer 

emotional response in positive effect. 

From Table 4, regression equation has employee displayed emotion’s β = +0.188. 

This means if employee displayed emotion increases one unit, while the other factors 

constant, the level of customer emotional response increases 0.188 units, which are 

correlated in the same direction (significant level at 0.05). Thus, we rejected the null 
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hypothesis (H0) and accepted the alternative hypothesis (H1). The perception of 

employee displayed emotion can affect the customer emotional response at fourth 

rating. 

Hypothesis 6: The perception of social density is associated with the customer 

emotional response in negative effect. 

H0: The perception of social density is not associated with the customer emotional 

response in negative effect. 

H1: The perception of social density is associated with the customer emotional 

response in negative effect. 

From Table 4, regression equation has social density’s β = -0.104. This means if 

social density increases one unit, while the other factors constant, the level of 

customer emotional response decreases   0.104 units, which are correlated in the 

opposite direction (significant level at 0.05). Thus, we rejected the null hypothesis 

(H0) and accepted the alternative hypothesis (H1). The perception of social density 

can affect the customer emotional response at sixth rating. 

Hypothesis 7: The customer emotional response is associated with the customer 

satisfaction in positive effect. 

H0: The customer emotional response is not associated with the customer satisfaction 

in positive effect. 

H1: The customer emotional response is associated with the customer satisfaction in 

positive effect. 

From Table 4, regression equation has customer emotional response’s β = +0.624. 

This means if customer emotional response increases one unit, the level of customer 

satisfaction increases 0.624 units, which are correlated in the same direction 

(significant level at 0.05). Thus, we rejected the null hypothesis (H0) and accepted the 

alternative hypothesis (H1). The customer emotional response can affect the customer 

satisfaction in positive way. 

5. Research Conclusions 

5.1 Research Summary 

This research is an analysis of the effect of perception of services capes on the 

customer emotional response. The study found that facility aesthetic had impacted to 

customer emotional response the most and signs and symbols, spatial layout and 

functionality, employee displayed emotion, ambient conditions, and social density 
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respectively. For customer emotional response had impacted on customer satisfaction 

as well. 

5.2 Recommendation 

The study found that most customers came to lifestyle centers for eating. Thus, 

lifestyle center developer should focus on the variety of restaurant to meet the needs 

of customer. For the recognition of facility aesthetics impacted on customer emotional 

response the most. Thus, developer should focus on the design and decoration of 

lifestyle center.  

5.3 Future Research 

The result of this research can apply to study further in other type of shopping centers 

such as hypermarket, specialty center, convenience shopping store etc. Different type 

of shopping centers has different target customers. Thus, it can study how each type 

of shopping center’s customer has feeling to services cape differently. 
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