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Abstract: In recent years, atmosphere has gradually become significant tangible cues influencing
customer evaluations in various service environments. However, existing research has seldom focused
on the impact of decoration style factors in restaurant atmosphere stimulation on customers.
Therefore, this study, based on the Cognition - Affect - Behavior ( CAB) framework and the
“Coalescence Effect” theory, explores the influence of Chinese restaurant atmospheric stimuli on the
customer intimacy and behavioral intentions of bicultural customers. A 2 ( restaurant atmospheric
stimuli: local vs. foreign appeal) x 2 ( Western cultural familiarity: low vs. high) experimental design
was employed, with 430 university students from Macao, China as the experimental subjects. The
results indicated that restaurant atmospheric stimuli can significantly enhance customer intimacy and
behavioral intentions, and that customer intimacy also has a significant positive effect on behavioral
intentions. Furthermore, Western cultural familiarity not only moderates the relationship between
restaurant atmospheric stimuli and behavioral intentions but also plays a moderating role in the "
restaurant atmospheric stimuli - customer intimacy - behavioral intentions" mediation chain. This
study not only enriches the theoretical research on restaurant atmospheric stimuli and customer
behavioral intentions but also provides practical guidance for restaurant enterprises to create customer
experiences as well as to enhance customer satisfaction and loyalty in a cross- cultural context.

Key words:

restaurant atmospheric stimuli; coalescence effect; customer intimacy; cultural

familiarity; behavioral intention; Cognition- Affect- Behavior (CAB) framework
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