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Store Environment Cues and the Effects on perceived value and
Consumer’s Re-purchase intention: A case study of anime themed Cafe
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Abstract

Recently, atmospherics plays a crucial role to marketing strategy especially for
themed leisure industry. Yet the themed hospitality industry in Taiwan does not engage
in systematic research to examine the store atmospherics that may influence the perceived
value and re-patronage decision. As an application of store environment cues proposed
by Baker, Parasuraman, Grewal and Voss(1992), this paper examined three types of store
environment cues to influence the consumers’ assessments of the themed café and
re-patronage intention. A self-administered questionnaire survey was conducted on 350
respondents who have been visited the anime themed Cafe in Taipei City, and 333
questionnaires have finished. The research results indicated that store environment cues
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have a positive relationship with respondents’ perceived value and re-patronage intention.
Social, design and ambient cues had significant positive impact on respondents’ perceived
value of the anime themed Cafe. The relationship between store environment and
re-patronage intention is partially mediated by perceived value. Therefore, this study has
shown that social, design and ambient cues of the anime themed Cafe in Taipei city were
important factors to determine the perceived value and revisiting intention of consumers.

Keywords: Store Environment Cues, value, patronage intention
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