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ABSTRACT 
 

This research investigated the impact that ambient factors such as lighting, sound, 

odours and design layout have on customers’ in-store experiences. Identifying the 

atmospheric variables and their impact on customer experience was beneficial as it 

will enable Seattle to enhance customer experience and improve the brand’s image. 

The problem was a perceived failure by Seattle, to identify positive and negative 

atmospheric contributors. This research followed a qualitative approach; it used 

mailed interview schedules and video-based interviews to elicit in-depth client 

information from 11 individuals who have visited or purchased from the café.  This was 

appropriate as an in-depth description of client experiences was required. 

Furthermore, it prevented physical interaction during the COVID-19 pandemic. 

Findings indicated both the positive and negative atmospheric variables within Seattle. 

However, Seattle’s overall store atmosphere resulted in a positive customer 

experience, thus, resulting in a favourable perception of the brand. In addition, 

recommendations have been made as to how the brand cam improve the 

atmospherics in order to retain existing clients and attract new ones. 
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CHAPTER 1- INTRODUCTION AND OVERVIEW  
 

1.1 INTRODUCTION 
This research aimed to investigate and identify how the use of atmospherics at Seattle 

Coffee, Medstone Umhlanga affects customers’ experiences and impacts the brand’s 

image. The problem is a perceived failure by the management to identify positive and 

negative atmospheric contributors as the ambience of a venue adds to the overall 

experience (Waters, 2019). Therefore, failure to appreciate the importance of 

atmospherics could result in Seattle losing clientele. This research identified positive 

and negative atmospheric contributors in order to reduce negative experience at the 

business and thereby help the management improve client experiences in the café.  It 

highlights atmospheric stimuli and how they can be manipulated to provide the best 

possible experience for customers. The following theories and models are examined 

in this study, the Mehrabian- Russel Model and the Turley and Milliman model. 

 

1.2 CONTEXTUALISATION  
A store’s environmental stimuli and ambience affect customer emotions, thereby, 

affecting customer experience, perception and purchase behaviour (Waters, 2019). 

Therefore, these factors can influence the way customers perceive a brand. Having 

the necessary knowledge about ambient stimuli allows a brand and its management 

to manipulate the environment to deliver the best experience. A customer who has a 

pleasant experience is more likely to return and perceive the brand in a favourable 

manner, thus, enhancing the brand’s image (Nasermoadeli, Ling and Maghnati, 2013).	

However, an unpleasant experience may negatively affect the brand’s image. The key 

concepts include: 

- Customer experience  

- Branding  

- Brand Image  

- Atmospherics  

- Physical Evidence 

- Customer Satisfaction 

- Client Loyalty  

- Increased Profits 
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1.3 RATIONALE  
Atmospherics refer to the background environment. This environment should be 

stimulating through the use of appropriate lighting, colour, sound and space (Cant and 

Van Heerden, 2013). Atmospherics influence customer moods, buying behaviour and 

perceptions of the brand. This can result in a negative or positive experience (Cant 

and Van Heerden, 2013). Understanding and being aware of atmospherics, and 

incorporating them into store design is important to stimulate positive customer 

experience which will lead to an enhanced brand image. The reason for this research 

was to help Seattle Coffee identify what is lacking and how it can be addressed in 

order to improve customer in-store experience. This research provides useful insights 

that Seattle Coffee Medstone Umhlanga can use to increase their customers’ rate of 

purchase, rate of entry, time spent in the store and overall in-store experience. 

  
1.4 PROBLEM STATEMENT  
The problem is a perceived failure by Seattle management to identify positive and 

negative atmospheric contributors to customer experience. A customer’s in-store 

experience has a direct impact on the businesses success and the way it is perceived 

by customers, thus, impacting a brand’s image (Cant and Van Heerden, 2013). 

Businesses need to identify how their physical space positively and negatively affects 

customer experience. A lack of understanding of how ambient-related factors impact 

client experience	 may prevent Seattle from identifying these elements. This is a 

problem as failure to appreciate the importance of atmospherics could result in existing 

clients spending less than they might if the ambience was less suited to their taste; if 

unaddressed Seattle could lose clientele. 

 
1.5 RESEARCH PURPOSE AND RESEARCH QUESTION  
 
1.5.1 RESEARCH PURPOSE  
The purpose of this research is to explore how in-store design and layout 

(atmospherics) affects customer experience at the Seattle Coffee Shop in Medstone 

Umhlanga. Eliciting client responses enabled this research to advise Seattle Coffee 

on how to improve on atmospheric elements that are lacking, as well as aspects within 

the store that should not be changed. This is useful in achieving increased customer 

loyalty, repeated purchases, increased profits and an enhanced brand image. 
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1.5.2 RESEARCH QUESTION 

How do atmospherics influence customer experience and their perception of the 

Seattle Coffee Brand in Medstone Umhlanga?  

 

1.6 OBJECTIVES 
 
- To identify how atmospherics promote a positive experience. 

- To identify negative contributors so that it can be controlled and avoided. 

- To provide Seattle Umhlanga with an understanding of atmospherics and how they 

can be implemented for greater success. 

 
1.7 SUMMARY AND CHAPTER OUTLINE 

 
CHAPTER ONE: INTRODUCTION AND OVERVIEW 
Chapter one justifies the reasons for the research and has provided an overview of 

the rationale and benefits of the research. 

 
CHAPTER TWO: LITERATURE REVIEW 
Chapter two consists of key theories and literature relating to this research. A review 

of previous literature has been done to provide this research with a solid foundation. 

 
CHAPTER THREE: RESEARCH METHODOLOGY 
Chapter three consist of the methodology that was used for this research. It indicates 

the paradigm, research design, population, sample and data collection and analysis 

methods. 

 

CHAPTER FOUR: RESEARCH FINDINGS 
Chapter four presents and interprets the research findings obtained through data 

collection. 
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CHAPTER FIVE: CONCLUSIONS AND RECOMMENDATIONS 
Chapter five highlights each research objective and its conclusion and 

recommendation.  This chapter includes suggestions for further research and answers 

the research question established in chapter one. 

  

1.8 CONCLUSION  
In conclusion, the research aim, question, problem and objectives have provided 

detail about the nature of this research. This research was conducted using a 

qualitative methodology in order to achieve the aim and objectives set out above. 

Chapter two presents the literature review. 
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environment has a direct impact on a customer’s mood and experience. Sight, sound, 

fragrance, colour and layout all fall under a store’s ambience and design appeal, 

thereby, influencing customer moods (Cant and Van Heerden, 2013).  The customer, 

referred to as (O) in the model, may be stimulated by the environment, this stimulation 

can be pleasant, however, it may also be unpleasant (Kusumowidagdo et al., 2012). 

Therefore, environmental stimuli can affect an individual’s emotional state in term of 

pleasure, arousal and dominance. According to Bakker et al., (2014) pleasure refers 

to the level of satisfaction and happiness experienced; whilst arousal focused on the 

level of mental stimulation, either relaxed, calm or excited. The last emotional state, 

dominance, refers to the perceived amount of control an individual has; the focus is 

on the feeling of confinement, loss of control and discomfort (Bakker et al., 2014). An 

individual’s (O) emotional state is measured in terms of pleasant and unpleasant 

(Bakker et al., 2014). 

 

An unpleasant experience may cause a customer to react (R) by avoiding the store. 

This suggests that the response of avoidance can result in fewer purchases, thus, 

negatively affecting Seattle Coffee. However, an environment (S) that is stimulating, 

inviting and attractive can result in pleasant customer experience (Kusumowidagdo et 

al., 2012). As a result, the customer (O) may react (R) by continuing to purchase from 

Seattle; increased customer loyalty and repeat purchases will result in higher sales 

volumes and greater profits for the brand.  

 
2.2.2 THE TURLEY AND MILLIMAN MODEL (2004) 
According to Kusumowidagdo et al., (2012) the Turley and Milliman model 

incorporated the classic Mehrabian and Russell model. Kotler stated that there are 

four dimensions of atmospherics, namely, sight, sound, scent and touch. In the Turley 

and Milliman model, atmospheric stimuli are divided into five categories, exterior, 

general interior, store layout, interior display and human variables (Kusumowidagdo 

et al., 2012). These factors impact customers and can determine the amount of time 

spent in a store, the number of purchases and the level of satisfaction. The time spent 

in a store, items examined, the number of purchases and level of satisfaction is 

determined by a customer’s in-store experience (Kusumowidagdo et al., 2012). 

Therefore, atmospheric stimuli play a vital role in the success of a brand. Focus is 

placed on the customer and ensuring that their experience is satisfactory. 
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variables; atmospherics impact the way employees interact with customers, thereby, 

having a direct impact on customer experience.  

 

Therefore, this model links to this research as it identifies various environmental 

stimuli, the effect it has on employees and customers and how it can be used to 

provide the best customer experience.	

 
 
2.3 REVIEW OF PREVIOUS LITERATURE 
 
2.3.1 Atmospheric Stimuli  
According to Krümpelmann (2018), environmental stimuli can be grouped into three 

factors, namely ambient factors, store design and human variables. Ambient factors 

include lighting, fragrance, temperature and sound; these factors are termed nonvisual 

as they are intangible (Krümpelmann, 2018). Store design refers to the layout within a 

store, the spacing of furniture and décor used; whilst, human variables relate to 

employee characteristics and the customer service provided (Krümpelmann, 2018). 

According to Krümpelmann (2018), both the design factors and human variables are 

considered tangible and visual stimuli. This relates to a customer’s touch and sight 

appeal (Cant and Van Heerden, 2013). It is known that these factors play a role in 

customer satisfaction and purchase behaviour (Krümpelmann, 2018). Baker et al., 

(1994) stated that a store’s ambient factors refer to its background environment.   

 
2.3.2 Research Objective 1:  To identify how atmospherics promote a   
positive experience 
 

Lighting  

According to Krümpelmann (2018), lighting is used in stores to create a brighter and 

inviting space. Lighting affects customers on a subconscious level; it changes the way 

they feel and evokes pleasant feelings (Cooper, 2017). Soft lighting on walls and 

featured spaces create a relaxed and intimate environment, this works well for cafés, 

restaurants and coffee shops as people socialise, work and read (Cooper, 2017).	

Cafés and coffee shops are encouraged to choose quality over quantity in relation to 

lighting (Wardono, Hibino and Koyama, 2012). A well-lit area is essential for customers 

to view menus and items ordered (Wardono et al., 2012). It is important to use 
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appropriate colour temperature lighting; the use of colour corrected fluorescent lamps 

are encouraged as they are high-quality and ensure a pleasant experience (Wardono 

et al., 2012). Ciani (2010) suggested that cafes and restaurants need lighting to 

bounce off the walls, create contrast and create a warm appearance. The use of 

lighting to create contrast is widely accepted and encouraged.	

 

Fragrance  

Ambient scent has the ability to attract and satisfy customers. Doucé et al., (2013)	

noted that the scent of chocolate attracts customers, therefore, it is suggested the 

scent of chocolate in a coffee shop can be used to attract customers and improve 

sales. Pleasant ambient scents such as freshly baked biscuits, pastries and brewed 

coffee omit pleasant emotions, thereby, attracting and enhancing customer 

experience (Spence and Carvalho, 2019).	

 

According to Bouzaabia (2014), a pleasant ambient scent improves the customer’s 

perception of a store’s environment, its products and quality; furthermore, it 

encourages repeat purchase.  Bouzaabia (2014) mentioned that it improves the level 

of pleasure experienced. Although a pleasant scent improves experience; Bouzaabia 

(2014) argues that it does not contribute to the amount of time spent in a store. 

According to Krümpelmann (2018), the scents within a store contribute to a customer’s 

feelings. Krümpelmann (2018) mentioned that neutral and pleasant scents create a 

sense of recreation.   

 

Research has suggested that the scent of freshly baked bread creates a homely 

feeling; this links to the smell of coffee and pastries in coffee shops as it has the ability 

to create a warm and inviting space (Krümpelmann, 2018; Varley, 2014). Scents that 

are neutral and pleasant improve a customer’s perception of a store and its products 

(Spangenberg et al., 1996). This leads to greater customer satisfaction and an 

enhanced brand image. Krümpelmann (2018) stated that associated scents can be 

used to attract customers and improve customer purchase and brand loyalty.  
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Sound  

According to Morrison et al., (2011) music has an impact on customer satisfaction and 

experience, as a result, music can affect a customer’s perception of a store. Music 

leads to pleasure and arousal, thus, linking to a customer’s state of mind in the 

Mehrabian S-O-R model (Krümpelmann, 2018; Kusumowidagdo et al., 2012). Little 

research has been conducted on the type of music played in coffee shops, however, 

large amounts of research suggest that music influences the time spent within a store, 

money spent and rate of satisfaction (Milliman, 1986; Krümpelmann, 2018).  According 

to Morrison et al., (2011) soothing background music creates a pleasurable 

atmosphere, thus, the use of soothing music is expected to create a positive 

experience for customers in a coffee shop. Kellaris and Rice (1993) stated that softer 

music is perceived as calming, relaxing and less irritating, further linking to the 

emotional state of a customer. Therefore, it is important to control the volume of music 

in order to create a tranquil space. 

 

Design layout 

Design and layout incorporates space, décor and furniture that is used to create a 

setting. Customers spend a lot of time in coffee shops and cafes, as a result, furniture 

used in these spaces need to be comfortable (Desai, 2011). Desai (2011) stated that 

it is important to create a sense of ‘hominess’ as it creates a warm and embracing 

space. According to Desai (2011), the use of wood and natural colours create a 

calming, comfortable and welcoming environment. This improves customer 

satisfaction and experience within coffee shops. Therefore, customers perceive the 

store positively, thereby, enhancing the brand’s image (Cant and Van Heerden, 2013). 

The use of pastel and subdued colours are encouraged; whilst comfortable and soft 

furniture can be used to increase the amount of time spent in a store (Desai, 2011). 

Colours, décor and space provide visual stimulation which improves customer 

experience, as well as mental state (Desai, 2011). 

 
Human Variables 

According to Soares and Elmashhara (2020), store personnel have the ability to 

positively influence customer satisfaction, thus, contributing to a pleasant experience. 

This suggests that helpful and friendly staff improve customer moods, leading to an 

enhanced customer experience. Interaction between personnel and customers can 
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influence customer perception of a brand (Krümpelmann, 2018). Friendly staff improve 

customer experience and enhance the perception of service quality, thus, leading to a 

favourable brand image (Baker et al.,1994; Krümpelmann, 2018). 

 

Crowding within a store can be split into two dimensions, the number of people within 

the store and the space within the store (Yildirim and Akalin-Baskaya, 2006). It is 

important to control crowding in order for customers to have a pleasant experience 

(Yildirim and Akalin-Baskaya, 2006). A space can either be low or high density in terms 

of crowding. A study conducted by Yildirim and Akalin-Baskaya (2006) suggests that 

low-density cafes, 54 seats and less, reduce overcrowding and in turn contribute to 

greater customer satisfaction (Desai, 2001; Yildirim and Akalin-Baskaya, 2006).  

 

2.3.3 Research Objective 2:  To identify negative contributors so that they can 
be controlled and avoided 
 
Lighting 

The use of cold fluorescent bulbs should be avoided as it removes a warm 

appearance, thus, creating an environment that may be unpleasant to the human eye 

(Martin, 2018). According to Spence and Carvalho (2019), in an unpublished study, 

the focus was on the effect that dim lighting and bright lighting had on the amount of 

coffee consumed in a café. The research found that customers who enjoy strong 

coffee preferred brighter lighting, whilst customers who preferred weak coffee 

preferred dim lighting (Spence and Carvalho, 2019). This suggests that both variations 

of lighting have a different impact on each customer’s rate of consumption; however, 

little is known about how the level of lighting affects customer satisfaction and in-store 

experience. 

 

Scent 

The aim is to ensure that the environment has a neutral and pleasant scent; this 

ensures that customers are happy and not discouraged from a store. Cafés and coffee 

shops need to avoid scents such as burning oil, burning bread and unhygienic odours. 

(Guéguen and Petr, 2006; Krümpelmann, 2018). Burning and unhygienic odours can 

cause dissatisfaction to customers, this can negatively affect customer experience, 

thus, negatively affecting the perception of a brand. 	
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Unpleasant odours create the perception of a dirty and unhealthy environment, this 

can hinder customer satisfaction and result in fewer future purchases (Cant and Van 

Heerden, 2013). According to Bouzaabia (2014), a store’s fragrance does not 

contribute to the amount of time spent in a store, however, Krümpelmann (2018) 

argues that fragrance does influences time spent within a store, as an unpleasant 

scent may cause customers to leave.  

 
Sound 

Kellaris and Rice (1993)	 found that the volume of music affects a customer’s 

perception of time spent in a store; as a result, loud music tends to reduce the amount 

of time customers spend in a store. This suggests that coffee shops should avoid loud 

music in order to keep customers seated for longer periods. Louder music is perceived 

as less relaxing and unpleasant (Morrison et al., 2011; Kellaris and Rice, 1993). 

Kellaris and Rice (1993) suggested that customers perceive loud music as more 

irritating, therefore, the volume of music needs to be controlled to ensure that customer 

satisfaction is achieved. Unsatisfied customers can potentially affect a store’s 

reputation and brand image.	

 

Background noise can play a role in customer satisfaction. Coffee machines and 

blenders are generally loud and can sometimes be unpleasant; however, Spence and 

Carvalho (2019) pointed out that certain types of coffee machines, especially those 

that are popular, tend to create auditory satisfaction. This leads to an enhanced coffee 

taste and an improved overall experience (Spence and Carvalho, 2019). According to 

Spence and Carvalho (2019), machine manufacturers have now incorporated the 

most appropriate noise into machines; this suggests that coffee shops should consider 

the noise factor when purchasing equipment. 

 

Design Layout  

The use of furniture materials such as metal and steel tend to create a cold industrial 

environment, thus, removing warmth and a sense of hominess in a store (Desai, 

2011). According to Desai (2011), visual stimulation has many benefits, however, 

stores need to be aware of overstimulation which can cause negative feelings, 

discomfort and even stress. The positioning of furniture needs to be close enough to 
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support socialisation through conversation (Wardono et al., 2012). Furniture 

positioned too far away from each other may hinder socialisation and create 

frustration, resulting in an unsatisfied customer (Wardono et al., 2012). Poor customer 

experience may negatively influence a customer’s perception of a brand and prevent 

return in the future.  

 

Human Variables 

According to Desai (2011), overcrowding affects mental health and induces stress; 

this results in a negative experience and poor perception of a store and brand. 

According to Yildirim and Akalin-Baskaya (2006), a crowed space is a highly dense 

environment; either in terms of the number of seats or the number of people present. 

Crowded spaces cause customers to feel claustrophobic, uncomfortable and confined, 

thus, reducing enjoyment and resulting in a poor experience (Krümpelmann, 2018; 

Yildirim and Akalin-Baskaya, 2006). 

 

Crowding influences the rate of entry, customers may not enter a store that is 

overcrowded and may prefer to look elsewhere (Krümpelmann, 2018; Yildirim and 

Akalin-Baskaya, 2006). This can reduce the time and money spent in the store as well 

as discourage customers from entering the store (Yildirim and Akalin-Baskaya, 2006). 

Order and collection areas need to be situated separately to reduce crowding and 

ensure easy movement; this links to the design and layout aspect of a store (Desai, 

2011). 

 

Unfriendly and hostile staff may reduce service quality and threaten the brand’s image 

(Baker et al.,1994; Krümpelmann, 2018). This suggests that customer experience is 

affected by an employee’s attitude, characteristics and friendliness. Poor employee 

service can taint a customer’s perception of a store and its level of quality, thus, 

negatively impacting the brand’s image (Ha and Jang, 2010). 
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2.4 CONCEPTUALISATION OF KEY TERMS 
 

Environment:  this refers to the area in question; in the case of this research, the 

Seattle Coffee Shop (Collins Dictionary, 2020).	

 

Stimuli: an element that results in a change to another; in this case, it refers to noise 

and its impact on customers (Collins Dictionary, 2020). 

 

Experience:  refers to the process of undergoing or observing an event (Collins 

Dictionary, 2020).  In term of this study, it refers to customers’ contact and observation 

within a store.  

 

Décor:  refers to the furnishing and design layout of a room (Collins Dictionary, 2020). 

This refers to the furniture, paintings and ornaments used within a coffee shop. 

 

Intangible: refers to the inability of being touched; it has no physical form and cannot 

be touched (Collins Dictionary, 2020). In the case of this research, it refers to music 

within the store. 

 

Tangible:  refers to an object that is perceptible by touch (Collins Dictionary, 2020). In 

the case of this research, it would refer to furniture that can be physically touched. 
 
 
2.5 CONCLUSION  
 
In conclusion, a customer’s experience within a coffee shop is influenced by 

environmental stimuli.  Atmosphere, design and layout and human variables each 

have a positive and negative influence on customer experience. These elements 

should be manipulated and controlled. Growing popularity in coffee shops and cafés 

have resulted in many well-established competitors. Therefore, stores need to create 

a unique atmosphere that is tailored to create a pleasant experience and satisfy their 

customers’ needs. The above literature has highlighted the importance of 

atmospherics and the positive and negative results of environmental stimuli. It 

supports the Mehrabian- Russel Model, as well as the Turley and Milliman model. 

Therefore, it is vital for Seattle Coffee to consider atmospherics in order for them to 



	 15	

identify areas that work well and those areas that do not. This allows Seattle to reduce 

poor customer experience and in turn, enhance the brand’s image. Chapter three 

presents the research methodology. 
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CHAPTER 3- RESEARCH METHODOLOGY 
 
 
 

3.1 INTRODUCTION  
The purpose of this chapter is to identify and explain the methodology that was 

used. This chapter highlights the research paradigm, research design, 

population and sample used to obtain the necessary information and findings.  

Furthermore, this chapter indicates the data collection and data analysis 

methods that were used; as well as a description of how it was applied. 

  
3.2 RESEARCH PARADIGM 
According to du Plooy-Cillers et al., (2014) qualitative research focuses on discovering 

the meaning in experiences. The aim is to understand and describe the meaning and 

subjective experiences of individuals; thus, one cannot measure and quantify these 

experiences (du Plooy-Cillers et al., 2014). Therefore, a qualitative approach was 

chosen over quantitative and mixed methods. 

 

This research aimed at determining how store atmospherics affects customer 

experience at the Seattle Coffee Shop in Medstone Umhlanga. Therefore, the 

paradigm chosen for this study was interpretivism (Maree, 2019). Interpretivism focuses 

on studying people to gain an in-depth understanding of their social actions and 

experiences (Du Plooy-Cillers et al., 2014). Interpretivism allows one to understand 

and describe experiences (Du Plooy-Cillers et al., 2014).  

 

This relates to this study as it provided an in-depth understanding of customer 

experience in relation to stimuli within the store. According to Du Plooy-Cillers et al., 

(2014), interpretivism is influenced by several traditions which include, 

phenomenology, hermeneutics and symbolic interactionists; for the purpose of this 

research, focus was on phenomenology as it aimed to understand an individual’s 

experience and the way they make sense of the world (du Plooy-Cillers et al., 2014). 

This allowed for the interpretation of customer experience and the reaction, being 

satisfaction or dissatisfaction; further linking to qualitative research. 
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3.3 RESEARCH DESIGN  
The research design was a phenomenological study. Phenomenology is a research 

design approach that focuses on understanding the experiences of a phenomenon 

(Maree, 2019). A phenomenological approach provides a rich description of human 

experience (Manen, 2007). This links to customer experience. This research followed 

a qualitative approach as phenomenology focuses on interpreting the meaning of 

experiences so that they can be described (Maree, 2019).	

 

According to Maree (2019), hermeneutic phenomenology and transcendental or 

psychological phenomenology are two approaches of phenomenology. Hermeneutical 

phenomenology focuses on documenting and analysing the lived experiences of 

individuals whilst transcendental or psychological phenomenology focuses less on the 

interpretation of the researcher and more on the description of the experiences of 

participants. Therefore, focus was on the interpretation and description of each 

participant’s experience in relation to the store’s environmental stimuli (Maree, 2019). 

 

According to Maree (2019), once the phenomenon has been identified, information 

relating to customer experience can be collected.  Information collected was analysed 

to identify specific statements and quotes that were grouped to form themes (Maree, 

2019). A textual and structural description of information was conducted. A textual 

description of experience refers to the description of what participants experience, 

either pleasant or unpleasant (Maree, 2019). A structural description of their 

experiences highlighted each participant’s experience in relation to the ambient 

conditions in the Seattle Coffee Shop in Medstone Umhlanga (Maree, 2019). Textual 

and structural descriptions were then combined to obtain an overall essence of the 

experience (Maree, 2019). 

 

The research was conducted using, Zoom, Facetime, WhatsApp video and emails as 

the COVID-19 pandemic prevented face-to-face interaction (Sulcas, 2020). 

Information was obtained from individuals who have purchased from or have been to 

the Seattle Coffee Shop in Medstone Umhlanga. These individuals were chosen as 

they have personally interacted with the store. This allowed them to describe their 

experiences and how the store’s environmental stimuli affects their in-store 



	 18	

experience. Their feedback was useful in determining the positive and negative effect 

that each environmental stimuli creates.	

 

Interview schedules were used to obtain information from participants. Open-ended 

questions were used to obtain an in-depth description of each customers’ perception, 

opinion and experience in relation to the store’s environment. Emailed interview 

schedules were chosen as face-to-face interviews were not advised as South Africa 

approached their COVID-19 peak (Writer, 2020). Although the quality of online 

surveys is lower, the acquired feedback would have adequately provided insight into 

customer experience. This approach ensured that information was still collected 

during the pandemic. Customer feedback was then compared to previous literature in 

order to identify similar themes that were analysed to help answer the research 

question.	

 
 
3.4  POPULATION 
According to Du Plooy-Cilliers, Davis and Bezuidenhout (2014), the population for this 

research refers to all the individuals who possess the attributes and or characteristics 

that apply to this research. It refers to the group of people that possess certain 

characteristics which makes them useful to the research (Maree, 2019). In quantitative 

research, the population needs to be truly identifiable in order for a sample to be drawn 

that represents the population (Du Plooy-Cillers et al., 2014). A sample that represents 

its population would have been required if this research was quantitative (Delice, 

2010). However, generalising findings to a larger population is not important as this 

research followed a qualitative approach (Du Plooy-Cillers et al., 2014).  

 

The population consisted of individuals who have been to and or purchased from the 

Seattle Coffee Shop in Medstone Umhlanga. The population consisted of an 

undetermined number of clients who support the café. A small sample size of 11 

respondents was used as this research did not intend to generalise its findings to the 

broader population. The characteristics of the population included individuals who 

have purchased from the cafe, individuals who are above the age of 18 and individuals 

who live between Durban North and Ballito.  These characteristics helped to identify 

potential respondents. 
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3.5  SAMPLING   
The Intended sample size was 15 individuals; however, this was changed to 11 as 

respondents were difficult to find whilst the submission deadline was approaching. 

Therefore, the sample consisted of 11 individuals who have purchased from the 

Seattle Coffee Shop in Medstone. A smaller sample size was used to obtain an in-

depth description and understanding of each participant’s in-store experience. A 

sample of 11 individuals was adequate as this research followed a qualitative 

approach (Elliott, 2020). Non- probability sampling was chosen for the purpose of this 

research. According to Elliott (2020), non-probability sampling is used to create a 

sample by using a non-random process.  A non-random process refers to the task of 

identifying known individuals (Elliott, 2020). This is the opposite of probability sampling 

which aims to provide respondents with an equal chance of participation by randomly 

selecting individuals (Elliott, 2020). 

 

Elliott (2020), stated that non-probability sampling is used to identify specific 

individuals that relate to a study. This can be done by asking friends and family 

members (Elliott, 2020). Respondents were sampled by asking friends and colleagues 

who have been to the café to participate. Elliott (2020), stated that non-probability 

sampling is often used in qualitative research. This is appropriate as this research is 

qualitative and more subjective than quantitative research which aims to generalise its 

findings to a greater population (Elliott, 2020). Non-probability sampling was chosen 

as this research was time-limited and the population was difficult to access (Maree, 

2019). Maree (2019) stated that representing a population and generalising findings 

should always be considered when using non-probability sampling. However, 

representing the population did not apply to this research as it followed a qualitative 

approach (Elliott, 2020). 

 

The non-probability sampling method that was chosen and used is convenience 

sampling. According to Maree (2019), convenience sampling is a quick and 

inexpensive sampling tool that does not result in a representative sample. 

Convenience sampling allowed for the collection of individuals who were already 

known and available (Maree, 2019). This method allowed for the easy identification of 

respondents (Etikan, Musa and Alkassim, 2016). This was the most appropriate 
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method as it allowed for quick and easy data collection. Furthermore, it allowed for the 

preliminary testing of the interview schedule during its development, thereby, 

contributing to the trustworthiness and credibility of this research (Maree, 2019). 

 

The individuals who were identified were already known customers, thus, linking to 

convenience sampling. In addition, convenience sampling ensured that there were 

respondents available; especially during the COVID-19 pandemic. This method was 

used to prevent any delays in data collection. Finding more respondents was 

challenging as only 9 respondents were identified out of 11. Therefore, the identified 

respondents were asked to suggest other individuals with characteristics that applied 

to this research; this sampling method is referred to as snowball sampling (Maree, 

2019). According to Maree (2019), snowball sampling is used to expand one’s sample 

size by asking respondents to suggest other individuals with the same characteristics 

as the population. Although snowball sampling was not intended, it was later used to 

identify two more respondents.  

 

The Inclusion and exclusion criteria used when sampling:  
 
Inclusion criteria:  Regular customers of Seattle Coffee Medstone Umhlanga. 

Individuals who have visited Seattle Coffee Medstone. 

Individuals over the age of 18. 

 
Exclusion criteria: Individuals that have not been to the Seattle Coffee Shop in 

Medstone Umhlanga.  

 Individuals who have not been to any Seattle Coffee Café. 

 Individuals under the age of 18. 
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3.6 DATA COLLECTION METHOD(S)  
At the start of this research, in-person interviews were intended for the purpose of data 

collection as they have a strong reputation for high participation rates (Krouwel, Jolly 

and Greenfield, 2019). However, due to COVID-19, this was not possible. As a result, 

mailed interview schedules and video conference interviews were chosen as the data 

collection methods. It had been hoped to hold one or two online focus groups however 

it was impractical as load shedding had been instituted and potential respondents were 

unable to join focus groups outside of business hours when load shedding was over. 

 

Interview Schedule 

The interview schedule used for the mailed interview and video interview was based 

on the research objectives that were mentioned in chapter one. A draft schedule was 

prepared once the objectives had been drafted and was modified after having 

conducted the literature review The first objective asked four questions whilst objective 

two and objective three asked three questions each. The interview schedule asked 

two additional questions for respondents to discuss their unmentioned thoughts.   

 

Pilot Study 

A pilot study was conducted on two individuals to ensure that the questions were 

credible and related to this research. This helped to identify one question that 

appeared to be vague. This question was later changed to be more specific. In 

addition, there were no loaded, leading or double-barrelled questions. 

 

The following type of questions were used in the video interview and mailed interview 

schedule: 

 

Open-ended questions: This was used to elicit ideas, opinions and feelings from 

participants. This allowed for in-depth feedback and responses that may not have 

been considered (Du Plooy-Cillers et al., 2014). 

 

Specific questions:  Questions that focus on certain environmental stimuli and its 

impact (Du Plooy-Cillers et al., 2014). 
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General questions: These are questions that apply to the entire situation, the 

understanding of atmosphere and customer satisfaction (Du Plooy-Cillers et al., 2014). 

 

 

The following format was applied to questionnaires and interviews: 

 

• The nature of the research. 

 

• Simple and clear worded questions were used to reduce misunderstanding and 

confusion; this improved the validity and quality of the findings. 

 

• Fewer questions were asked to prevent respondents from feeling overwhelmed. 

Du Plooy-Cillers et al., (2014) stated that fewer questions increase the response 

rate. 

 

• Respondents were then thanked for their contribution and participation. 

 

Both methods helped to reduce research costs, research delays and COVID-19 

health-related issues that may have possibly affected participants. Furthermore, online 

responses helped to reduce participants’ fear of contracting COVID-19, thus, allowing 

them to focus on the interview questions. According to Krouwel et al., (2019), video 

conference interviews use Internet-based platforms that allow respondents to see and 

hear the researcher. Video conference interviews allowed respondents to reply in 

detail and enabled the researcher to analyse body language and ask respondents to 

elaborate on what would have been a relatively basic and meaningless response. This 

is important and relevant as this research aimed to elicit client information relating to 

their experiences within the store and how it was affected by atmospherics.  Video 

interviews allowed respondents to ask questions and clear up misunderstandings; this 

ensures that the most accurate information was collected (Quad, 2016). 

 

In addition, mailed interview schedules containing three objectives and a range of 

questions for each objective were used to obtain in-depth feedback from respondents.  

Mailed interview schedules were used for respondents who did not want to participate 
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in video interviews. The interview schedule was appropriate as respondents could 

answer questions in their own time whilst in the comfort of their own home (DeFranzo, 

2012). This method allowed for a broad range of data to be collected. For example, 

opinions, beliefs, attitudes and experiences. This relates to customer experience and 

is therefore considered appropriate for this research. 

 

3.6.1 APPLICATION OF DATA COLLECTION METHOD(S) 
Once respondents were identified, the interview schedule and the consent forms were 

emailed to 6 of the 11 respondents. Due to South Africa’s national lockdown, five 

Google images that highlighted the café were selected and emailed to participants. 

This was done to help respondents remember their experience within the store. 

Respondents were informed that they need to read and sign the consent forms. They 

were then requested to complete the questions within 10 days. As respondents sent 

back the completed interview schedule and the signed consent forms, their names 

were ticked off a list of respondents. Respondents who did not complete the interview 

schedule were mailed a friendly reminder. 

 

In addition to the 6 respondents, 5 respondents were chosen and agreed to participate 

in video-conference interviews.  Interviews were conducted over FaceTime and 

WhatsApp. Online interviews were used to reduce the threat of COVID-19 

transmission. Participants were asked to choose from a range of timeslots over a 10-

day period. Exceptions were made for respondents who could not be interviewed over 

the 10 days. This allowed for the effective planning of each interview. Each respondent 

participating in the video interview was emailed consent forms and five Google images 

of the café. At the start of each interview, respondents were briefed with the nature of 

this research. Each respondent was reminded that the interview was being recorded 

and that their audio would be used to verify notes made during the interview. 

Respondents were told that there were no wrong answers; this helped to relax 

respondents who felt anxious.  

 
Respondents were then asked a range of open-ended questions. Respondents were 

asked to elaborate on responses, in order to clarify matters. Notes were taken in a 

booklet as respondents answered each question. Follow-up questions were asked to 

ensure that in-depth explanations were noted; this helped to clear up any 
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misunderstandings that would have resulted in errors during data collection. 

Furthermore, video interviews ensured that all questions were answered. At the end 

of the interview, respondents were asked if they had any issues or suggestions that 

were not covered during the interview. Finally, respondents were thanked for their 

participation. If the circumstances had been different, data collection would have 

occurred through face-to-face interviews. 
 
3.7 DATA ANALYSIS METHOD(S) 
It was planned that thematic analysis would be used to identify themes and patterns 

within the data that has been collected (Du Plooy-Cillers et al., 2014). According to 

Caulfield (2019), thematic analysis is used to analyse qualitative data, thereby, making 

it an appropriate analysis method for this research. Descriptions are closely examined 

to identify opinions, ideas and topics (Caulfield, 2019). According to Caulfield (2019), 

thematic analysis is used to unearth information about an individuals’ opinions and 

experiences which can be found within their responses.  This will be useful when trying 

to analyse customer experience in relation to Seattle’s environment. 

 
There are two thematic analysis approaches namely, the inductive approach and the 

deductive approach (Caulfield, 2019). According to Caulfield (2019), the inductive 

approach is when data is used to determine important themes; whereas, the deductive 

approach uses preconceived themes to analyse the data and find information that 

relates to each theme. Two objectives will be used as themes to analyse responses. 

This is done to help provide direction during data analysis. Using the deductive 

approach is appropriate as this research’s theoretical framework provides an idea of 

themes that are expected. 

 
The thematic analysis process involves familiarisation, coding, generating themes, 

reviewing themes, naming themes and writing the analysis (Caulfield, 2019). Collected 

data will be read in order to provide an overview before analysis. According to Caulfield 

(2019), familiarisation involves transcribing audio responses and reading through 

response. Therefore, audio from the interview will be transcribed, whilst responses 

from the mailed interview schedule will be read. Coding will be then done to highlight 

phrases within the responses. Caulfield (2019) stated that coding helps to describe 
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and group feelings and ideas expressed within the text.  This can be used to highlight 

elements that contribute to a customer’s negative and or positive experience. 

 
3.7.1 APPLICATION OF DATA ANALYSIS METHOD(S) 
Thematic analysis was used to identify specific themes, codes and patterns relating to 

this research. Once data was collected, audio from the online video interviews was 

transcribed into a booklet. Transcriptions, along with responses from the interview 

schedules were read to obtain a general understanding.  Responses were closely 

examined using deductive coding.  Deductive coding was used as the identified 

objectives were translated into themes and used to analyse responses. 

 

The following objectives were used as themes: 

• To identify how atmospherics promote a positive experience. 

• To identify negative contributors so that it can be controlled and avoided. 

• To provide Seattle Umhlanga with an understanding of atmospherics and how 

they can be implemented for greater success. 

 

Data was uploaded to Wordle to identify word-clouds. Word-clouds identify words and 

or phrases that appear most frequently (Wordle, 2014). Wordle helped to identify 

codes that were related to each theme. Codes that were too vague or irrelevant were 

discarded. Through coding, certain themes presented itself. Codes were grouped into 

specific themes which were later compared to the dataset to ensure that no relevant 

information was excluded. Themes that emerged during coding were defined and 

linked to the objectives for this research; thus, improving data analysis. Care was 

taken to ensure that researcher bias did not affect the analysis of the findings. This 

was done by analysing each set of findings and assessing the trends objectively. 
 
 
3.8 TRUSTWORTHINESS  
 
In a qualitative study such as this, the term trustworthiness refers to the validity and 

reliability of the research (Du Plooy-Cillers et al., 2014). In terms of validity, a pilot 

study was conducted to allow people to view the research questions to ensure that 

they are relevant to the study. This research is trustworthy as the questions are 

relevant to the objectives. The research was carried out in an objective and scientific 
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manner; information was analysed in such a manner to ensure that researcher bias 

was removed. 

 

Confirmability  

This a subset of trustworthiness; it refers to how accurately the collected data 

represents the research and its findings (Du Plooy-Cillers et al., 2014). Findings need 

to flow freely from the data; therefore, the research process was scrutinised to ensure 

that readers obtain the same findings from the collected data.  Great attention was 

given to the interpretation of data to ensure that the findings were based on the 

experience of participants instead of the researcher (Saunders, Lewis and Thornhill, 

2012). This helped to reduce researcher bias and contribution; thereby, ensuring that 

the research was accurate and trustworthy. Findings that do not support the data 

collected, reduce the reliability and validity of the research (Du Plooy-Cillers et al., 

2014). Collected data was interpreted thoroughly to ensure that the research findings 

are trustworthy. Findings were confirmed through the interpretation of data; this 

improved the trustworthiness of the research. 

 
Bracketing 

Another measure the was used to ensure the trustworthiness of this research is, 

bracketing. According to Maree (2019), bracketing refers to the voluntary efforts of the 

researcher to set aside their own experiences in order to obtain a fresh perspective of 

a phenomenon. Bracketing involves identifying a phenomenon and then bracketing 

out one’s personal experiences while collecting data from several participants who 

have experienced the phenomenon (Maree, 2019). Bracketing was used to ensure 

that the research is free from researcher bias; this contributed to the validity and 

reliability of this study. 

 

Credibility 

According to Korstjens and Moser (2017), credibility is a subset of trustworthiness. 

Credibility refers to the level of confidence in the truth of the research findings 

(Korstjens and Moser, 2017). It is used to determine if the research findings can be 

trusted (Korstjens and Moser, 2017). Triangulation is an important technique used to 

determine the credibility within research (Korstjens and Moser, 2017). According to 
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Korstjens and Moser (2017), triangulation is the process of using multiple data sources 

and collection methods.   

 

Data triangulation  

This was used to collect secondary data in the form of literature (Korstjens and Moser, 

2017). Data triangulation involves using multiple data sources and sites (Korstjens and 

Moser, 2017). This ensured that credible information was used for the foundation of 

this research.  Furthermore, method triangulation involves the use of multiple data 

collection methods (Korstjens and Moser, 2017). This research used both email 

interview schedules and online video-based interviews. Therefore, more than one data 

collection method was used to triangulate the findings and increase the credibility of 

this research. 

 
3.9 ANTICIPATED CONTRIBUTIONS 

This research is bound to provide Seattle Coffee in Medstone Umhlanga with findings 

that indicate strengths and weaknesses relating to store design and layout which may 

affect the brand. Findings will indicate areas that the brand can improve in order to 

enhance customer experience as well as the brand’s image. 

 

This research will provide useful information relating to the store’s aesthetics’ and how 

it affects a customer mood and experience. It will provide information relating to 

customer behaviour, that Seattle Coffee can use to increase a customer’s rate of 

purchase, customer loyalty, rate of entry and time spent in the store. Having this 

information will reduce the brand's likeliness to discourage customers and create an 

unpleasant experience. 

 
 

3.10 CONCLUSION 
The planned population and sampling technique contributed to the selection of 

respondents for this research.  Planned data collection methods were used to elicit 

client information relating to customer experience. Information was then analysed 

according to the data analysis plan. These steps contributed to successful collection 

and analysis of information. Chapter four presents the research findings. 
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4.4.3. Question 3:  Please discuss which interior design aspects attracted you 
to the café 
 

 
 

 
 
 
 
 
 
 
 

 

 
 

 

 

Respondents were asked to highlight interior design aspects that attracted them to the 

café. Respondents stated that the café’s large windows and modern lighting were a 

key focal point that drew them towards the café. Furthermore, respondents mentioned 

that the wood, furniture and colour palette, which made up the design aspect, attracted 

them to the café. Respondent X noted that the wooden elements blended perfectly 

with other elements in the café; this created a pleasant feeling. Another respondent 

mentioned that the use of wood created a warm area; thereby, linking to previous 

literature which stated that a warm and inviting environment improves customer 

satisfaction (Desai, 2011). 

 
 
 
 
 
 

Figure	4.5	Attractive	interior	design	aspects 
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4.5.2. Question 2: Please discuss your experience with a busy store or 
overcrowding in Seattle; indicate whether this lead to a positive or negative 
experience 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Respondents mentioned that an overcrowded store resulted in them spending less 

time in the café. Respondents were less likely to enter and purchase from the café.  

This links to Krümpelmann (2018) who stated that crowding influences the rate of entry 

within the store. 

 

Overcrowding can be an issue if it is not managed effectively. This creates a negative 

experience for individuals. Noise disturbance and delays associated with 

overcrowding stood out as major issues as participants go to the café to relax and 

unwind. Noise from crowding relates to the auditory aspect of an environment; 

therefore, highlighting how an unpleasant sound reduces customer satisfaction.  

However, respondent X noted that staff at Seattle are efficient and managed orders 

well. This suggests that the efficiency of human variables is essential for the creation 

of a positive experience, thus, linking to previous literature by Yildirim and Akalin-

Baskaya (2006). Findings suggest that overcrowding may be experienced at certain 

hours of the day, for example, lunch. However, staff efficiency and the ability to 

manage customers contributed to a pleasant experience. Thereby identifying the 

importance of human variables in an atmosphere. 

Figure	4.8	Response	in	relation	to	overcrowding 
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4.6. OBJECTIVE 3: TO PROVIDE SEATTLE UMHLANGA WITH AN 
UNDERSTANDING OF ATMOSPHERICS AND HOW THEY CAN BE 
IMPLEMENTED FOR GREATER SUCCESS 
 
4.6.1. Question 1:  Please discuss how Seattle’s use of instore imagery, wood, 
grey tones and industrial aesthetic make you feel? 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Respondents described their feelings in relation to Seattle’s interior design and 

aesthetic. Keywords from responses have been depicted above in a word cloud. The 

words that appeared the most frequently were ‘comfortable’ and ‘enjoyable’. Seattle’s 

use of grey neutral tones created a comfortable space; thereby, linking to the warmth 

created by the café. The word ‘enjoyable’ suggested that customers had a positive 

experience within the café. This question helped to identify Seattle’s existing elements 

that contribute to a positive in-store experience, thus, linking to the purpose and 

objective of this research. 
 
 
 
 
 

Figure	4.10	Instore	imagery	and	design 
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4.6.3. Question 3: Please discuss how the use of comfortable seating affects 
your experience in a coffee shop 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 

The findings revealed that cafés with comfortable seating attract individuals, increase 

the amount of time customers spend in a store and the number of purchases made. 

Comfortable seating was described as welcoming as it enticed customers to sit 

down. Therefore, comfortable furniture attracts and satisfies customers. This is 

supported by Desai (2011), who stated that furniture needs to be comfortable and 

embracing.  Respondent x note that they would leave with their coffee if there were 

no comfortable seats available. The amount of time spent in the store can be used to 

measure customers’ level of satisfaction. Therefore, longer periods spent in a store 

suggest a positive experience. 

 

4.7 Conclusion   
This chapter presented and interpreted findings that were obtained from data collected 

through interview schedules and online video-based interviews. Findings related to 

the research problem and research objectives. This was supported by previous 

literature on atmospheric stimuli. 

 

Figure	4.12	Reaction	to	comfortable	seating 
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CHAPTER 5 -  CONCLUSIONS AND RECOMMENDATIONS 
 
5.1 INTRODUCTION  
This chapter provides conclusions and recommendations for each of the three-

research objective. Finding obtained from data collected have been used to support 

the following conclusions and recommendations. Lastly, this chapter ends with 

suggestions for further research. 

 

5.2 FINDINGS AND RECOMMENDATIONS  
Findings and recommendations have been structured under each objective to improve 

the readers’ experience and or understanding. 

 

5.3 RESEARCH OBJECTIVE ONE -  TO IDENTIFY HOW ATMOSPHERICS 
PROMOTE A POSITIVE EXPERIENCE 
 
5.3.1 Findings from the Literature 
As mentioned in chapter two, Krümpelmann (2018) stated that lighting can be used to 

create an inviting space; whilst freshly baked biscuits and pastries omit pleasant 

emotions and attract customers into a store (Spence and Carvalho, 2019). 

Furthermore, Desai (2011) stated that the use of wood and natural colours creates a 

calming, comfortable and welcoming environment. This leads to a pleasant experience 

and a high level of satisfaction. 

 
5.3.2 Findings from the video-based interview and mailed interview schedules 
The finding from data collected links to and supports those from the previous literature.  

Findings support the literature as respondents mentioned that the smell of baked 

goods was pleasant and elicited childhood memories. Respondents mentioned that 

the use of wood created a warm and inviting space; this supports the literature. 

 
5.3.3 Conclusion  
From the research gathered for this objective, findings revealed atmospheric attributes 

and how they create a positive experience. This information can be used by Seattle to 

manipulate their environment in order to enhance customer experience within the café. 
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5.3.4 Recommendations  
Findings suggest that Seattle should open its large stacking windows more often as 

this attracts customers and positively affects their mood. An improved mood with result 

in greater customer satisfaction. 

 
5.4 RESEARCH OBJECTIVE 2 -  TO IDENTIFY NEGATIVE CONTRIBUTORS SO 
THAT THEY CAN BE CONTROLLED AND AVOIDED 
 
5.4.1 Findings from the Literature 
In chapter 2, Spence and Carvalho (2019) stated that Coffee machines and blenders 

are generally loud and can sometimes be unpleasant. Furthermore, Krümpelmann 

(2018); Yildirim and Akalin-Baskaya (2006) noted that crowded spaces cause 

customers to feel claustrophobic, uncomfortable and confined, thus, reducing 

enjoyment and resulting in a poor experience. 

 

5.4.2 Findings from the video-based interview and mailed interview schedules 
Research findings support those from the previous literature. This can be seen as 

respondents mentioned that the sound of the blender was quite unpleasant. This links 

to Spenser and Carvalho (2019).  The statement by Krümpelmann (2018) is supported 

as respondents noted that an overcrowded environment felt confined and reduced the 

time they spent in the café. Furthermore, Desai (2011) mentioned that overcrowding 

affects mental health and induces stress; this results in a negative experience and 

poor perception of a store and brand. 

 

5.4.3 Conclusion 
From the research gathered for this objective, findings revealed atmospheric attributes 

that create a negative experience. Identifying atmospheric stimuli that create a 

negative experience is beneficial as it allows Seattle to reduce and or avoid these 

factors. 

 
5.4.4 Recommendations 
Finding suggest that Seattle should increase the spacing between tables when trying 

to rearrange furniture within a small space. This will help customers feel conformable 
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whilst preventing overcrowding. Investing in a low disturbance blender will help to 

reduce the amount of noise experienced in the café; thus, improving customer 

satisfaction. 
 
5.5 OBJECTIVE 3 - TO PROVIDE SEATTLE UMHLANGA WITH AN 
UNDERSTANDING OF ATMOSPHERICS AND HOW THEY CAN BE 
IMPLEMENTED FOR GREATER SUCCESS 
 
5.5.1 Findings from the Literature 
A store’s design and colour has the ability to influence the way customers perceive 

their surroundings. Desai (2011) stated that colours, décor and space provide visual 

stimulation which improves customer experience, as well as mental state. Soothing 

background music was found to create a pleasant atmosphere, thereby, creating a 

positive experience (Morrison et al., 2011). 

 
5.5.2 Findings from the video-based interview and mailed interview schedules 
Research findings support those from the previous literature as respondents 

mentioned that Seattle’s colours created a warm and inviting space. Responses 

further supported Morrison et., al (2011) as customers preferred soothing slow music 

instead of loud and fast music. 

 
5.5.3 Conclusion 
From the research gathered for this objective, findings revealed atmospheric attributes 

and how they create a positive or negative experience; thus, improving Seattle’s 

understanding of atmospheric stimuli. This understanding allows Seattle to manipulate 

their environment to achieve customer satisfaction. 

 

5.5.4 Recommendations 
From what respondents have mentioned, they suggest that Seattle should use slow 

and soft music rather than fast and loud music as this is more appealing. Furthermore, 

the café should ensure that newly purchased furniture is comfortable as this attracts 

clients and influences their perception of the café. 
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5.6 RESEARCH QUESTION 
 
Atmospheric stimuli affect a customer’s senses; this results in an emotional reaction. 

People use their emotions to make decisions. Emotions influence the way people 

perceive their surroundings. As a result, Seattle's atmosphere creates an emotional 

reaction which led customers to perceive the brand in a favourable manner.  The cafe's 

design and layout, scent, lighting and sound made consumers feel comfortable and 

content; this feeling resulted in a positive perception of the brand. 

 

5.7 RECOMMENDATIONS  
To enhance customer experience whilst reducing unpleasant experiences.  Seattle 

should consider more elements of nature in the café. This can be done by 

incorporating the colour green through the use of plants. Due to the café’s small space, 

the seating layout and the efficiency of staff need to be monitored to prevent 

overcrowding. This will help to reduce negative customer experience and the 

perception of an overly crowded café.  Beanbag chairs can be incorporated into the 

café to create more intimate and inviting space. This enhances the way customers 

view the brand as the brand is perceived as more customer-centric. 

 

5.8 SUGGESTIONS FOR FURTHER RESEARCH 
 
- To obtain a more accurate representation of Seattle Coffee customers, a larger 

study should be conducted as this research was small-scale. 
 
- To investigate the impact of atmospherics in other retail outlets, clothing stores and 

supermarkets. 
 
-  To conduct a wider study across South Africa 
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5.9 ETHICAL CONSIDERATIONS  
 

- Informed consent: participants must know that they are taking part in this study. 

They need to provide consent. Participants were asked to provide verbal or written 

consent before participating in a questionnaire or interview. 

- Avoid deception: when conducting interviews, it is important not to belittle any 

responses. Interviews were conducted in a professional and respectful manner. 

- No persons under that age of 18 were interviewed. Participants were asked to 

indicate if they are over the age of 18. 

- People suffering from mental disabilities and those who are in jail were not 

interviewed for ethical reasons. 

- Confidentiality and anonymity: Anonymity is when the names of the respondents 

are never recorded (Wiles et al., 2008). Whereas confidentiality is where the names 

are recorded but they are kept secret and the respondent’s identity is not revealed 

(Wiles et al., 2008). It is important to maintain confidentiality and anonymity as 

participants may not want their personal information revealed.  

 
 
5.10 LIMITATIONS 

 
- The study focused on the general public and their interaction with Seattle Coffee 

in Medstone Umhlanga. This was a limitation as face-to-face interviews are not 

recommended due to the COVID-19 lockdown (Sulcas, 2020). 

- Participants were self-selected. 

- This research had a limited time span due to the deadline. 

- Due to COVID-19 interaction between customers and the Seattle Coffee Shop has 

decreased. Information from participants may be based on the memory of past 

experiences; experiences before South Africa went on a national lockdown 

(Sulcas, 2020). Therefore, information may be limited to what respondents can 

remember. 

- The response rate was limited as participants are busy during the pandemic.  

- It may be difficult to separate the effect of one specific influence from another. 
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5.11 DELIMITATIONS  
 
This research was limited to only individuals in the La Lucia, Umhlanga and Ballito 

area that have visited the Seattle Coffee Shop in Medstone Umhlanga. This was done 

to ensure that only information relating to Seattle Coffee Medstone Umhlanga was 

obtained. 

 
5.12 CONCLUDING REMARKS 
 
This research investigated the impact of atmospherics on customer experience within 

the Seattle Coffee Shop in Medstone Umhlanga. The literature review done in chapter 

two provided the theoretical framework which helped to provide this research with 

direction. Emailed interview schedules and video-based interviews were used to 

collect data from respondents. Opened-ended questions allowed for in-depth 

responses. Finings indicated that Seattle’s atmospherics positively affected in-store 

customer experience; thereby, answering the research question. Findings in chapter 

four identified factors relating to positive and negative contributors within the store. 

This links to the research objectives and the research problem. The research problem 

was solved as the findings and interpretation of findings provide an in-depth 

description of atmospherics and its positive and negative impact on the customer 

experience.  This allows Seattle to identify and evaluate in-store atmospherics, 

thereby, solving the problem which was a perceived failure to identify positive and 

negative atmospherics contributors. Should Seattle implement the various 

recommendations made, the café would improve its ambience and entice clients to 

visit more regularly, stay longer and buy more, thus, increasing Seattle’s profitability 

and brand image. 
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