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This study investigates the influence of perceived servicescape, specifically ambient 
conditions, space/ function, and signs, symbols, and artifacts on consumer purchasing 
behaviour in Langkawi supermarkets. Adopting a quantitative research approach, data 
was collected via questionnaire surveys distributed to local consumers in Langkawi. 
The SPSS statistical tool was employed to analyse the data and evaluate the postulated 
hypotheses. Findings reveal that perceived servicescape significantly influences the 
purchasing behaviour of local consumers in Langkawi supermarkets. These findings 
hold practical implications for the service industry, highlighting the importance of 
optimising physical facilities and aesthetic appeal in supermarkets. By enhancing 
servicescape design, supermarkets can encourage consumers to prolong their visits, 
return frequently, and increase purchasing activity. Although this study focuses on 
supermarkets within the retail sector, smaller retail businesses could also benefit by 
implementing key elements of servicescape, particularly ambient conditions such as 
music, which can soothe consumers' emotions and enhance their in-store experience. 
This study contributes to existing literature on consumer behaviour and offers 
actionable insights for retailers seeking to leverage environmental psychology in 
competitive markets. 
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1. Introduction 

 
The servicescape, a concept first introduced by Bitner [4], refers to the physical environment in 

which services are delivered and experienced. It encompasses layout, décor, ambient conditions, and 
interactive elements that shape how consumers perceive and engage with a service setting [1]. Over 
the years, extensive research has demonstrated that the servicescape is not merely an aesthetic 
backdrop but a critical determinant of consumer behaviour. Its design and functionality influence 
customer satisfaction, perceived value, and loyalty. A well-crafted servicescape has been shown to 
evoke favourable emotional responses that encourage longer visits, repeat patronage, and 
purchasing decisions [3,16,19].   

Existing literature identifies three central dimensions of the servicescape namely ambient 
conditions, spatial layout and functionality, and signs, symbols, and artifacts. Each plays a distinct 
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role in shaping consumer responses. Ambient factors such as lighting, temperature, music, and scent 
affect customer mood and willingness to spend time in-store [2,12]. Functional aspects of space, 
including navigability and interior design, determine ease of movement and product accessibility, 
thereby reinforcing consumer trust and satisfaction [1,15]. Visual cues such as signs, symbols, and 
artifacts guide navigation, communicate brand identity, and enhance convenience, further 
contributing to positive evaluations of service quality [6,10]. Collectively, these dimensions operate 
through psychological and behavioural pathways to shape purchasing outcomes. 

In Malaysia, the relevance of servicescape has become increasingly pronounced. Cultural nuances 
shape local consumer expectations, while a growing focus on sustainability and health-conscious 
consumption underscores the importance of creating service environments that align with evolving 
values [2,9,17]. Studies show that incorporating culturally resonant or eco-friendly design elements 
not only strengthens emotional connections but also influences purchasing intentions. In addition, 
the rapid diffusion of digital communication has magnified the role of consumer experience, as 
positive or negative encounters are easily amplified through social media [1,9]. 

Despite this evidence, supermarkets in Langkawi continue to prioritise promotions and 
advertising over investment in the physical environment of their stores. This oversight is particularly 
evident in three dimensions of the servicescape. First, space and functionality remain problematic. 
Even flagship locations such as Langkawi Fair Shopping Mall, the island’s largest retail complex, offer 
fewer than 200 parking spaces despite their scale [23]. During peak tourist seasons or rainy periods, 
customers face significant inconvenience in securing parking and transporting goods, a challenge that 
is further compounded by no-plastic-bag policies. Such barriers discourage families, elderly shoppers, 
and tourists alike, sometimes leading to abandoned shopping trips and lost revenue. 

Second, ambient conditions often fail to meet consumer expectations. In a tropical climate where 
heat and humidity are constant, inadequate air conditioning and ventilation make shopping 
physically uncomfortable. Shoppers frequently cut visits short, limiting browsing and impulse buying, 
while poor ventilation diminishes product presentation and store image. These environmental 
deficiencies not only reduce immediate purchasing behaviour but also erode long-term customer 
satisfaction. 

Finally, signs, symbols, and artifacts are often underdeveloped in local supermarkets. In many 
outlets, signage directing shoppers to essential facilities such as washrooms or product categories is 
either unclear or poorly positioned. Customers waste time navigating the store, while families with 
young children experience added stress. The absence of clear visual communication undermines 
convenience, reduces trust, and deters repeat visits. 

Taken together, the evidence suggests that while Langkawi supermarkets are proficient in 
implementing traditional marketing mix strategies, they have consistently undervalued the critical 
role of servicescape in shaping consumer experience. The neglect of spatial design, ambient comfort, 
and effective signage undermines consumer purchasing behaviour, loyalty, and long-term 
satisfaction. Addressing these shortcomings requires moving beyond conventional promotional 
activities to a more strategic focus on redesigning the physical environment. Drawing on Bitner’s [4] 
Servicescape Framework and the Stimulus-Organism-Response model [18], this study aims to 
examine how perceived servicescape dimensions influence purchasing behaviour in Langkawi 
supermarkets. By doing so, it contributes to the literature on consumer behaviour in emerging 
markets while also offering practical insights for supermarket operators seeking to improve customer 
experience, foster loyalty, and strengthen their competitive positioning within Malaysia’s retail 
sector. 
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Fig. 1. Framework of perceived servicescape and consumer purchasing behaviour 

 
2. Methodology  

 
This study adopted a quantitative, correlational research design to investigate how dimensions 

of the perceived servicescape namely ambient conditions, spatial layout and functionality, and signs, 
symbols, and artifacts influence consumer purchasing behaviour in Langkawi supermarkets. A 
correlational approach was most appropriate since it enabled the researcher to examine associations 
between independent and dependent variables without manipulation, while also assessing the 
strength and direction of these relationships. 

The population for this research consisted of supermarket consumers residing in Langkawi, a 
population recorded at 94,138 in 2020 by the Department of Statistics Malaysia. To determine an 
adequate sample size, the widely recognized Krejcie and Morgan [11] table was consulted, which 
suggested a minimum of 383 respondents. Given the practical challenges of reaching a dispersed 
consumer base, a non-probability convenience sampling method was used, allowing data to be 
collected efficiently from accessible participants. This aspect of research design is vital, as a larger 
sample size enhances the credibility of the findings and allows for a more nuanced understanding of 
consumer attitudes and behaviors toward the servicescape [20]. 

Data were obtained through a self-administered online questionnaire, distributed primarily via 
social media platforms such as WhatsApp and Facebook. A QR code linked to the survey was also 
circulated to maximize accessibility. The data collection process spanned approximately one month, 
ensuring adequate time for responses. The questionnaire comprised three sections. Section A 
gathered demographic information including gender, age, employment status, income, and 
supermarket visitation frequency. Section B captured perceptions of the servicescape, divided into 
three constructs: ambient conditions (e.g., lighting, music, colour schemes, and noise levels), spatial 
layout and functionality (e.g., ease of movement, store organization, and interior design), and signs, 
symbols, and artifacts (e.g., directional signage and other visual cues). Section C focused on consumer 
purchasing behaviour, addressing cognitive, emotional, and behavioural responses to the 
supermarket environment. All items were adapted from established scales [5] and measured using a 
five-point Likert scale ranging from strongly disagree to strongly agree. 

Data analysis was conducted using SPSS software. Preliminary checks included reliability tests 
(Cronbach’s alpha), assessments of validity, and normality testing using the Kolmogorov–Smirnov 
test. To address the study objectives, Spearman’s rank correlation was applied to evaluate the 
strength of associations between servicescape dimensions and purchasing behaviour. Multiple 
regression analysis was subsequently used to identify the relative contribution of each servicescape 
factor in predicting consumer behaviour. Key outputs such as regression coefficients, significance 



Journal of Advanced Research in Marketing and Management 
Volume 3, Issue 1 (2025) 1-8 

4 
 

tests, and the coefficient of determination (R²) provided insights into the explanatory power of the 
model and the dimensions most strongly linked to purchasing behaviour. 
 
3. Results  
3.1 Respond Rate 
 

A total of 383 valid responses were collected for this study. The demographic profile revealed a 
fairly balanced gender distribution, with 53.5% male and 46.5% female respondents. Most 
participants were between 30 and 39 years old (44.1%), followed by those aged 40 to 49 (26.4%), 
while only 8.9% were above 49. The majority were employed full time (76%), reflecting an 
economically active sample, with income levels distributed across lower to higher brackets, though 
the largest group earned between RM 3001 and RM 4000. Shopping frequency varied, with half of 
the respondents visiting supermarkets monthly and about one-third weekly, indicating regular but 
not daily shopping patterns.  
 
3.2 Reliability Statistics 

Reliability testing confirmed acceptable to strong internal consistency across the study 
constructs. Cronbach’s alpha values ranged from 0.675 for consumer purchasing behaviour 
(moderate but acceptable for exploratory research) to above 0.80 for space/ function and signs, 
symbols, and artifacts, indicating high reliability. Descriptive statistics showed mean values across all 
constructs ranged from 3.37 to 3.54 on a five-point scale, suggesting generally positive perceptions 
of supermarket environments. Space and functionality scored the highest, highlighting its salience in 
shaping consumer evaluations. 

         Table 1 
         Reliability statistics 

Reliability Statistics 

Variables Cronbach's Alpha N of Items 

Consumer Purchasing Behaviour 0.675 5 
Ambient conditions 0.741 11 

Space/Function 0.807 7 
Sign, Symbols & Artifacts 0.858 5 

 
 
3.3 Correlation Analysis 
 

Correlation results indicated significant positive relationships between all servicescape 
dimensions and consumer purchasing behaviour. The strongest correlation was found for 
space/function (r = 0.609, p < 0.01), followed by ambient conditions (r = 0.569, p < 0.01), while signs, 
symbols, and artifacts showed a moderate yet significant relationship (r = 0.474, p < 0.01). 
Intercorrelations among the independent variables were also significant but remained below the 
multicollinearity threshold, allowing them to be included in regression models. 
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Table 2 
Correlations analysis 

Correlations 
  DV IV1 IV2 IV3 

Consumer Purchasing Behaviour (DV) 
Pearson Correlation 1 .569** .609** .474** 

Sig. (2-tailed)   0.000 0.000 0.000 
N 383 383 383 383 

Ambient conditions (IV1) 
Pearson Correlation .569** 1 .640** .502** 

Sig. (2-tailed) 0.000   0.000 0.000 
N 383 383 383 383 

Space/Function (IV2) 
Pearson Correlation .609** .640** 1 .592** 

Sig. (2-tailed) 0.000 0.000   0.000 
N 383 383 383 383 

Signs, Symbols & Artifacts (IV3) 
Pearson Correlation .474** .502** .592** 1 

Sig. (2-tailed) 0.000 0.000 0.000   
N 383 383 383 383 

**. Correlation is significant at the 0.01 level (2-tailed).  
 
3.4 Regression Analysis 
 

Multiple regression analysis demonstrated that the three servicescape dimensions jointly 
explained 43.5% of the variance in consumer purchasing behaviour (R² = 0.435).  

 
Table 3 
Model summary 

Model Summary 

Model R R Square Adjusted R Square Std. Error of the Estimate 
1 .659a 0.435 0.430 0.42111 

a. Predictors: (Constant), IV3, IV1, IV2 

All predictors were statistically significant. Space/function emerged as the most influential 
factor (β = 0.359, p < 0.001), followed by ambient conditions (β = 0.278, p < 0.001). Signs, symbols, 
and artifacts also contributed, though with a smaller effect (β = 0.122, p = 0.013). These results 
confirm that while all dimensions of servicescape matter, the spatial design and functional aspects of 
supermarkets exert the greatest influence on consumer behaviour.  

Table 4 
Coefficients statistics 

Coefficientsa 

Model 
Unstandardized Coefficients Standardized Coefficients 

t Sig. 
B Std. Error Beta 

1 

(Constant) 0.568 0.177   3.209 0.001 
IV1 0.369 0.068 0.278 5.428 0.000 
IV2 0.346 0.053 0.359 6.519 0.000 
IV3 0.102 0.041 0.122 2.495 0.013 

a. Dependent Variable: DV  
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3.5 Summary of Hypotheses 
 
All three hypotheses were supported, affirming that ambient conditions, space/function, and 

signs, symbols, and artifacts significantly shape consumer purchasing behaviour in Langkawi 
supermarkets. These findings emphasize that consumers’ shopping experiences are not only 
influenced by aesthetic and symbolic cues but are especially sensitive to the practical and functional 
aspects of the retail environment. 

 
Table 5  
Hypothesis results 
 Hypothesis Result 

H1 The ambience conditions of the Langkawi supermarkets influence the 
consumers purchasing behaviour. Supported 

H2 The space/ functions of the Langkawi supermarkets influence the 
consumers purchasing behaviour. Supported 

H3 
The sign, symbols and artifacts of the Langkawi supermarkets 
significantly influence the consumers purchasing behaviour. 
 

Supported 

 
4. Conclusions 
 

The study on the role of perceived servicescape in influencing consumer purchasing behavior in 
Langkawi supermarkets establishes the importance of various dimensions of servicescape, 
highlighting how they critically shape shopping experiences beyond mere price or product 
availability. Research indicates that servicescape, defined as the aesthetic and functional attributes 
of a retail environment, significantly affects consumer purchasing behavior. Soegoto and Karamoy 
[22] argue that servicescape represents the physical environment that influences consumers' 
experiences and decisions at minimarkets, asserting its positive impact on purchasing decisions. This 
aligns with the findings of the current study, where spatial layout and functionality were identified 
as the most pivotal contributors to consumer behavior. 

Moreover, emotional responses elicited in a well-designed servicescape bolster positive shopping 
experiences. Avan et al., [3] elucidate that atmospheric components, which include ambient 
conditions and layout, significantly shape overall consumer impressions, reinforcing the idea that 
these environmental factors positively influence emotions that lead to purchasing decisions. The 
collective variance of over 40% explained by servicescape dimensions in the study corroborates 
earlier works emphasizing the multifactorial impact on consumer behavior, suggesting that both 
planned and unplanned purchases are stimulated by an appealing physical environment [2]. 

Spatial layouts, ambient conditions, and signage indeed play critical roles in fostering trust and 
customer satisfaction. Research by Griffiths and Gilly [8] supports the contention that customers are 
more likely to experience positive emotions and longer shopping duration in well-designed 
servicescapes, where elements like clear signage facilitate navigation and enhance shopping 
convenience. Conversely, deficiencies such as overcrowded aisles and poor ventilation can aggravate 
consumer frustration, jeopardizing loyalty and satisfaction [7,21]. This is particularly crucial in the 
context of Langkawi as a tourism-driven destination; thus, supermarkets must go beyond basic 
pricing strategies to cultivate an environment that meets the expectations of both locals and tourists 
alike. This view is reinforced by Liang et al., [14], who assess the relationship between aesthetic 
servicescapes and customer satisfaction across various sectors. 

Furthermore, the broader implications of integrating servicescape considerations into retail 
strategy highlight opportunities for supermarkets in other Malaysian tourist destinations such as 
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Labuan or Cameron Highlands. Retailers can enhance consumer satisfaction and loyalty through 
strategic investments in the layout and ambience reflective of local expectations. By focusing on 
these servicescape elements, supermarkets can create competitive advantages in a dynamic retail 
landscape, aligning with findings from multiple studies which advocate the significance of a 
harmonized servicescape in influencing consumer trust and repeat patronage [13,22]. 

In conclusion, the importance of servicescape within retail environments cannot be overstated. 
The synthesis of these findings emphasizes that a well-considered servicescape not only elevates 
consumer experiences but also contributes to the sustainability of the retail industry as a whole. 
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