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ABSTRACT 
 
The study explores the factors of physical environment that influence the customer purchase intention 
towards 5 star hotels in Kuala Lumpur. A survey was conducted and 384 respondents completed the 
questionnaires. The results showed that customers prefer to book for a stay in 5 star hotels based on the 
physical environment. The development of hotel environment creates a variation of intention to purchase 
consisting three factors which are ambiance, décor and layout. Quantitative research method was used in 
collecting all the data and a set of questionnaire was created. Moreover, reliability analysis, descriptive 
analysis, Spearman's correlation coefficient and mean analysis were used to analyse the data in this 
research. The results express factors that hotels can rely on in customer purchase intention of physical 
environment to provide better products and services. 
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INTRODUCTION 
 
In the past few years, many customer behavior intention studies have agreed that customer purchase intention can 
be influenced by the physical environment (Reimer & Kuehn, 2005). Ailawadi, Neslin and Gedenk (2001) defined 
purchase intentions as customers’ willingness to obtain certain products or services. Outcomes in these studies 
showed that creating more enjoyable and innovative atmosphere contributes to the success of an organization. In 
fitting to reach the substantially high satisfaction of their purchase, the elements of tangible including physical 
environments cannot be ignored. According to Ryu and Jang (2007), although there is a significant measure of the 
study about the effects of physical environment on human psychology and actions, previous research has been 
conducted to one or more specific physical environmental factors such as lighting and music.  
 

This study aims to investigate the factors that influence customer purchase intention towards physical 
environment of 5 star hotels in Kuala Lumpur. According to Bitner (1992), physical environment gives an important 
role for hedonic service to the guest at the hotel. Besides, there are the studies from past researcher mostly focusing 
on physical environment which are lighting, layout, table setting and service staffs. Besides, there are also a previous 
study by other researcher about cleanliness, courtesy, security, attractive atmosphere and service setting but there 
are limited studies conducted on ambiance, décor and layout. Therefore, this study aims to examine the factors that 
influence customer purchase intention towards physical environment of 5 star hotels in Kuala Lumpur and to analyse 
the relationship between ambiance, decor as well as layout and customer purchase intention towards 5 star hotels 
in Kuala Lumpur. There are two objectives of this research: 
 

1.1 To examine the factors that influence customer purchase intention towards physical environment of 5 star 
hotels in Kuala Lumpur. 

1.2 To analyse the relationship between ambience, decor and layout in influencing customer purchase intention 
towards 5 star hotels in Kuala Lumpur. 
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Significance of the Study 
 
Researchers 
 
This research gives good information to a new researchers and new entrepreneurs who are related with this topic. 
The studies were related to entrepreneurs by giving them knowledge about customer purchase intention and physical 
environment in hotel industry. The knowledge is useful to be applied in business world. This paper serves as a basic 
outline on how to conduct a research involving what and how the research was done. This could be used as a 
reference for future researchers that wishes to study on this issue. Future researchers could do their literature review 
based on this study to gain an idea on the results on previous research shows. 
 
Hospitality Industry 
 
The hospitality industry focuses on customer satisfaction and providing specific experience for them. It is a unique 
industry because it depends so intensely on optional salary and free time. It is important that the results of this study 
will benefit hotels that provide good physical environment such as ambiance, decor and layout for customer.  The 
researcher needs to study how physical environment attracts customers and increases their purpose to purchase 
the hotel products and services. Physical environment affects the number of guests and a company’s goal can be 
achieved by perfectly meeting the needs and giving good impression to customers. 
 
Consumers 
 
This paper gives the impact to consumer knowledge and guideline to choose the best environment they want during 
a stay in the hotel. This study allows useful information and gives opinion to customers to make decisions on their 
own. This research also makes a contribution to the knowledge of consumer’s behavioural intention to purchase a 
product while they observe the physical environment that owner of the hotel provide for them. 
 
LITERATURE REVIEW   
 
Customer Purchase Intention 
 
Customer purchase intention is defined as consumer ability or plan to purchase a specific product or services in the 
future (Wu, Yeh & Hsiao, 2011). Customer purchase intention has been utilized widely as a main idea in market 
research to specify customer purchasing intention (Yang & Mao, 2014). Generally, customer satisfaction is described 
as how customers access to production after consuming a product as well as how they evaluate the services of 
product by matching it with products from other organization within the same industry. Researchers have proposed 
six phases of product which are awareness, knowledge, interest, preference, persuading and consumption before 
purchasing (Kotler & Armstrong, 2010; Kawa, 2013). As stated by Smallman and Moore (2010), the environmental 
elements affect the decision procedure indirectly, through way of affecting individual factors to purchase the product. 
 
Physical Environment 
 
The significance of the physical environment of the hotel has been underlined by many researchers. Physical 
environment is characterized as the material surroundings of a place consisting of design, decoration, layout and 
aesthetics. Since physical environment is described as an outward appearance of the service providers, establishing 
customer expectations can be critical through preparing the quality of the intangible service through the tangible 
indication (Berry & Parasuraman, 1991). According to Bitner, 1992, physical environment is one of the crucial 
elements in distinguishing service organization and shape the nature of customer experiences. Sufficient physical 
environment in this sense results in more promising customer’s responses like the comfort sensitivity and increasing 
positive verbal trust (Ryu & Han, 2012).  
 
Ambiance 
 
According to Kotler (1973), to produce specific emotional effects in buyers, it is the conscious design of a space that 
enhances their buying probability. The atmosphere consists of a set of elements like lighting, music, scent, and color. 
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Furthermore, Mehrabian and Russell (1974) first introduced a theoretical model to explain the impact of 
environmental stimuli on individual behaviour. Likewise, Ryu and Jang (2000) found that atmosphere such as music, 
temperature, aroma and appearance of employees had the most important influence on the emotional responses of 
customers, which in turn affect customers’ purchase intentions after purchase. An expensive hotel has soft lighting 
and peaceful music, as well as a pleasant, relaxing ambiance. Berglund and Halvarsson (2008) stated that 
environmental background aspects such as lighting, different kinds of noise, music and temperature are the ambient 
conditions. The ambiance is the quality of the surrounding space that customers perceive.  

 
Décor 
 
Décor plays a huge role as the marketing strategy by influencing customer intention and responses such as 
satisfaction, behaviour, attitude, emotion, price perception and also value perception (Wall & Berry, 2007; Han & 
Ryu, 2009; Pullman & Gross, 2004; Pullman & Robson, 2007; Ryu & Jang, 2007). In line with that, Bitner (1992) 
stated that décor is considered as an attention in research on atmospherics which includes exterior and interior 
design same goes as the ambient condition of service provision. Decoration may be influenced by the colour 
schemes, wall or floor covering, furniture, picture or painting, and flower or plant to increase the view quality of an 
area, catch customer emotion and influence their intention (Ryu & Han, 2011). Moreover, Ryu and Jang (2008), 
typically classified colours, shapes, style, décor, and artwork, as “facility aesthetics” and describes that physical 
environment, including the overall layout, decoration, design, and aesthetics (Bogicevic, Bujisic, Cobanoglu & 
Feinstein, 2018). 
 
Layout 
 
Architectural design books reported that layout factors include the hotel size, standard or hotel range, arrivals and 
departures pattern, bookings and tour arrangement, seasonality and length of stay (Lawson, 1976; Rutes & Penner, 
1985). Spatial layout is the way objects are arranged within the environment such as the machinery, equipment, and 
furnishings. Thus, the layout in a space practically have a function or useful in needs. The layout can directly affect 
costumer perceptions of quality, pleasure, excitement, and also indirectly on the repurchase intention. The crowding 
in the layout should be reduced to give customer a favourable impression. According to Bitner (1992), the accessibility 
to the layout refers to the organization of furnishings, equipment, passage ways and service areas. Accessibility of 
the layout should include signage. It is observed in the studies that the dimension of accessibility include clear 
location signage and noticeably signed fire exits and routes (Robinson & Callan, 2005). 
 
Research Hypothesis 
 
In this study, there are three hypotheses to find out whether there are any correlations or relationship between 
dependent variables and independent variables: 
 
H1: There is a significant relationship between ambiance and customer purchase intention towards physical 

environment of 5 star hotels. 
H2: There is a significant relationship between decor and customer purchase intention towards physical environment 

of 5 star hotels. 
H3: There is a significant relationship between layout and customer purchase intention towards physical environment 

of 5 star hotels. 
 

Research Framework 

 
Figure 1: Research Framework of Customer Purchase Intention Towards Physical Environment  

of 5 Star Hotels In Kuala Lumpur 
Adopted from Mary J Bitner(1992) 
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METHODOLOGY 
 
Research Design 

 
This study used the quantitative method through a questionnaire. The questionnaire except the  profile are set in Six-
Point Likert Scale and the assigned points are 1 to 6 which ranged from 1=strongly disagree, to 6=strongly agree. 
Respondents are required to rank their respond based on the questions given by the researcher. From this analysis, 
respondents might had chosen the different scale while answering for the provided questions. The responses were 
based on the respondents’ experience and knowledge. 
 
Data Collection 
 
In the first stage, the data collection used in this study is primary data only. Burns and Bush (2010) stated that primary 
data referred to the original data that were collected for the first time and not been published yet. The sources for 
primary data are survey, interview, questionnaire, and observation through online journal, website, and databases. 

 
The second stage of data collection was a fieldwork. A set of questionnaires was distributed to the population 

to collect the data from the respondents and online journal to find the literature review. This questionnaire collects 
the facts or the opinions based on the respondents’ opinion related to the topics. The questionnaire had three sections 
which are section A for demographic data of the respondents, section B for customer purchase intention and C for 
factors of physical environment. The questionnaire was presented in bilingual language to make sure the respondents 
understand the research. For the online journal, the researchers used Emerald insight, EBSCO host, Infotrac, 
ProQuest and other websites. This method is really useful for the collection of data in a large population. 
 
Sampling 
 
The sampling method used in this study was the equation that developed by Krejcie and Morgan (1970) in 
determining the sample size. Besides, the researchers also referred to the sample size for finite populace which is 
equivalent to or exceeding 1,000,000, the required sample size is 384. In achieving reliable and valid sample of this 
study, the researchers used the equation from Krejcie & Morgan (1970) to determine the sample size. The formula 
is shown below: 

𝑆 =  
𝑥2𝑁𝑝(1 − 𝑝)

𝑒2(𝑁 − 1) + 𝑋2𝑝(1 − 𝑝)
 

n = sample size 
N = population size 
e = the degree of accuracy expressed as proportion (0.05) 

𝑥2 = chi-square of degree of freedom 1 and confidence 95% (3.841) 
p = proportion of population (if unknown, 0.5) 
 
Data Analysis 
 
There were three data types of data analysis used in this study were frequency analysis, descriptive analysis and 
reliability analysis. The data obtained was analysed by using Statistical Package for the Social Science (SPSS). 
 
FINDINGS 
 
Table 1 
Profile of Samples 
 

Respondent Profile Classification Frequency (N=384) Percentage (%) 

Gender  Male 153 39.8 
Female 231 60.2 

Age  21-30 years old 200 52.1 
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31-40 years old 95 24.7 

41-50 years old 67 17.4 

50 years old and above 22 5.7 

Race  Malay 230 59.9 

Chinese 88 22.9 

Indian 46 12.0 
Others 20 5.2 

Working status Government Servants 114 29.7 

Private Sector 112 29.2 
Self-employed 130 33.9 

Others 28 7.3 

Monthly income RM1500 and below 112 29.2 

RM1501-RM3000 111 28.9 
RM3001-RM4500 106 27.6 
RM4501 and below 56 14.3 

 
Table 1 shows the characterization 384 of the respondents. There 60.2 % male, 52.1% age between 21 to 30 years 
old, 59.9 % Malay races, 33.9% were self-employed, and had 29.2% of monthly income. 
 
Table 2 
Mean, Standard Deviation of Items and Subsections (n=384) 
 

Subsection         Items Mean SD 

Ambiance Lighting of the hotel must be interesting. 5.21 0.865 
Music gives a pleasant feeling for guests at the hotel lobby. 4.98 0.983 
Air freshener needs to be prepared to eliminate odor. 5.46 0.725 
Temperature of the hotel lobby must be cool and comfortable for a hotel 
guest. be 

5.31 0.775 

More no smoking sign is required to maintain air quality.  
Subsection mean scores  

5.47 
5.29 

0.830 
0.593 

Décor Choices of the theme colours at the hotel successfully create attention.  5.24 0.825 

The hotel decorations also create the memories presentation. 5.20 0.856 
The style of décor successfully creates confidence to me. 4.93 0.978 
Creative decoration of interior design in the hotel gives an inspiring idea 
to me.  

5.11 0.901 

The color of the furniture and its fabric looks elegant. 
Subsection mean scores 

4.60 
5.02 

1.152 
0.705 

Layout Retail and dining options are nearby and always available to customers. 5.27 0.832 

The signs of airport clearly direct me to services like parking, car 
rentals, terminals, ATM etc. 

5.42 0.740 

Layout is arranged appropriately to avoid crowding of passenger and 
easy movement. 

5.30 0.750 

Layout is designed nicely to cater passengers with specific needs such 
as disabled, smokers, pregnant women etc. 

5.38 0.799 

Baggage trolleys are unavailable and inconveniently located. 
Subsection mean scores 

5.34 
5.34 

0.740 
0.621 

Customer purchase 
Intention 

I prefer to change my initial purchase intention after searching relevant 
information about hotels’ physical environment. 

4.85 0.992 

The ambience of the hotel influences my purchase intention. 5.20 0.904 
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 The décor of the hotel influences my purchase intention. 4.91 0.992 
The layout of the hotel influences my purchase intention. 4.93 0.969 

I would like to recommend this hotel to peers or friends after purchase.  
Subsection mean scores 

5.06 
 
4.99 

0.916 
 
0.660 

 
Table 2 summarises the segment information of the mean score attained as of a descriptive analysis. The overall 
mean score and standard deviation of variables and sub variables were designed based on 6 point Likert scale 
(1=strongly disagree to 6=strongly agree). Of the 4 subsections, the subsection “layout” (mean=5.34, standard 
deviation=0.621) scored the highest, supporting customers’ purchase intention towards physical environment of 5 
star hotels at Kuala Lumpur. “Ambiance” (mean=5.29, SD=0.593) scored the second highest of customers purchase 
intention towards physical environment. It can be derived that respondents believe that the environment give impact 
to the customer behaviour.  In addition, the subsection of “decor” (mean=5.02, SD=0.705) scored the third highest of 
customers’ purchase intention towards physical environment. The effective spatial layout of the physical environment 
is very significant because the physical environment in service settings is to purposely accomplish and satisfy the 
specific wants and needs of customers (Bitner, 1992). The subsection of “customers’ purchase intention” scored the 
lowest from other subsections of physical environment at 5 star hotels at Kuala Lumpur (mean=4.99, SD=0.660). 
 
Table 3 
Relationship Testing and Discussion of Results 
 

Hypothesis Result Findings of Data 
Analysis 

H1: There is a significant relationship between ambiance and customer 
purchase intention towards physical environment of 5 star hotels. 

r = 0.507** 
p = 0.000  
Moderate positive 
(negative)  

H1: Accepted 

H2: There is a significant relationship between decor and customer 
purchase intention towards physical environment of 5 star hotels. 

r = 0.553**  
p = 0.000 
Moderate positive 
(negative)  

H2: Accepted 

H3: There is a significant relationship between layout and customer 
purchase intention towards physical environment of 5 star hotels. 

r = 0.477**  
p = 0.000 
Low positive 
(negative)  

H3: Accepted 

 
Table 3 shows that ambiance (r= 0.507, p-value= 0.000) is significantly related to customer purchase intention 
towards physical environment of 5 star hotels. Therefore, ambiance factor has a moderate positive relationship that 
influences customer purchase intention towards physical environment of 5 star hotels in Kuala Lumpur. Hence, H1 
which is to measure the relationship between customer purchase intention and ambiance is accepted. From this 
result, it can be specified that the respondents believe that the environment condition gives impact to customer 
behaviour. Furthermore, Jani and Han (2014) stated that a comfy ambiance turns to boost customer satisfaction. For 
example, customers these days are about improving their life quality and enjoying a comfortable hotel environment 
(Xiao, 2018).This can be supported by Jysmä (2012) in her study that homey and warm ambiance of the hotel other 
than peaceable place are also essential details to customer. 
 

Table 3 also shows that décor has a moderate relationship with customer purchase intention towards physical 
environment at 5 star hotels in Kuala Lumpur with (r =0.553, p-value=0.000). Hence, H2 which is to measure the 
relationship between customer purchase intention and decor is accepted. This can be supported by Freund and 
Munsters (2005) who found in their study that the experience of a stay at the hotel can be influenced by the design 
features. In other words, customers will have a different experience every time they stay in a hotel (Nobles & tom, 
2001; Rowe, 2003).  
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Layout factor has a low positive relationship that influences customer purchase intention towards physical 
environment of 5 star hotels in Kuala Lumpur. It can be clearly seen as low positive relationship with correlation 
coefficient of 0.477. On the other hand, the significant level of layout and customer purchase intention was 0.000. 
Hence, H3 which is to measure the relationship between customer purchase intention and layout is accepted. The 
effective spatial layout of the physical environment is very significant because the physical environment in service 
settings is purposefully to accomplish and satisfy the specific wants and needs of customers (Bitner, 1992). 
Correspondingly, Tombs and McColl-Kennedy (2003) claimed that customers’ wants and needs affect repurchase 
intention through effectiveness and cognitive responses linked with the service staffs. Furthermore, Caro (2001) also 
stated that one of the most common errors in designing a hotel lobby is the front desk is not directly noticeable to 
arriving customers and traffic flow from the front desk to the elevators is not smooth in layout. 
 
DISCUSSION & RECOMMENDATION 
 
The main hypotheses of this study are focused on exploring the factors of physical environment that influence the 
customer purchase intention towards 5 star hotels in Kuala Lumpur. Limitations and recommendation aimed at future 
research and conclusions are all included in this chapter. This study hypothesizes that hoteliers consider targeting 
high extraverts and high agreeableness individuals at the same time elevating their hotel ambiance with the 
assurance of satisfying the guest leading into loyalty (Lin, 2010). In other word, the relationship becomes stronger 
when customers experience favorable hotel ambiance condition (Dev & Han, 2013).  

 
The effective spatial layout of the physical environment is very significant because the physical environment 

in service settings is purposefully to accomplish and satisfy the specific wants and needs of customers (Bitner, 1992). 
This is supported by Law and Hsu (2005), who found that guests searching for reservation information as the most 
important influence, and the most important attribute like room rates, and when guests were looking for high quality 
accommodations and website quality affected their purchase intentions. The limitation that has been discovered is 
the lack of previous studies in the research area. Besides, this study only focused on three independent variables 
which are ambiance, décor and layout as physical environment Thus, it is limited and future researchers could explore 
other factors. Next, the data collection of distributing questionnaires via Google Form at 5 star hotels only at one 
place which is Kuala Lumpur. Thus, it causes limitation in this study. 
 
 For the recommendation, the researchers recommend several suggestions to further improve the result of this 
study. Firstly, future researchers could consider the variable of the study to other variables such as social 
environment and use other variable of physical environment such as service scape and others. Additionally, future 
researchers could future researches could study about other hotel locations and rating stars because different cities 
in Malaysia would give different results. For data collection, future researchers could focus on methods like direct 
approach which is a face to face method in order to to explain about the questions in the questionnaire. 

 
CONCLUSION 
 
In conclusion, this study examines the relationship among determinants of physical environment (ambiance, décor, 
and layout) and customer purchase intention in five star hotels. A whole amount of 386 questionnaires were collected 
from the targeted respondents. From 386 questionnaires collected, 384 questionnaires were usable, can be 
examined and used for analysis. For independent variable which is ambiance, the measurement showed moderate 
coefficient value of 0.507 while decor scored coefficient value of 0.553. Furthermore, layout gained 0.477 that was 
the low positive correlation. This study reveals that customer purchase intentions are positively related to physical 
environment. In addition, the study found that ‘decor' is the most important dimension while 'layout' was the least 
important that influenced customer purchase intention in 5 star hotel. Such results can be foretold about how to 
defame their physical environment so that customer purchase intention can be more effective. It can therefore be 
resolved that all physical environment team members need to know the best way to motivate customer purchasing 
behaviour. 
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