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ABSTRACT

This study examines the influence of interior design,
particularly color selection, on consumer experiences in
cafes and its implications for appetite and purchasing
behavior. The increasing variety of cafe designs in Indonesia
indicates a gap between visual aesthetic goals and the
functional needs to increase food consumption. This study
uses a descriptive qualitative approach with a comparative
case study of several cafes that apply a predominance of
warm and cool colors. Data were collected through
participant observation, in-depth interviews with cafe
owners, designers, and visitors, and visual documentation of
interiors. Data analysis used a semiotic and comparative
approach to interpret visual meanings and consumer
responses to the spatial design. The results show that the use
of warm colors with high-CRI lighting can increase appetite
and the frequency of purchasing heavy meals, while the
predominance of cool colors tends to extend the duration of
visits but decreases the intensity of food consumption. These
findings emphasize the need to integrate the principles of
color psychology, ergonomics, and aesthetics in cafe design
that supports consumer culinary experiences.
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1. INTRODUCTION

The cafe business landscape in Indonesia has fundamentally shifted from simply serving
beverages to functioning as center of social interaction and productivity (Podlegaeva &
Evskina, |. G., 2024). Cafes now operate as third spaces, where individuals live their lifestyles,
socialize, work, or seek inspiration. This shift places the interior design and ambiance of the
cafe as determinants of the customer experience beyond the quality of the products offered
(Atsnawiyah et al., 2021; Kusumaningrum & Wijaya, 2024). The visual and aesthetics of the
cafe's physical environment influence consumers' perceptions, emotions, and ultimately,
purchasing decisions (Wei & Yin, 2024). In this context, the cafe's ability to stimulate appetite
and encourage the purchase of substantial menu items is crucial for business sustainability,
especially amidst fierce competition.

Lighting with a warm color temperature and the use of warm interior color spectrums (such
as red, orange, or terracotta) are positively correlated with increased appetite in diners
(Lynch, S., 2004). Warm colors, especially red and orange, stimulate the autonomic nervous
system, increase metabolism, and create feelings of urgency or happiness that indirectly
encourage the desire to eat. In contrast, cool lighting and cool interior colors tend to create a
calmer atmosphere and may suppress appetite, but may increase the perception of comfort
for longer sitting durations.

Warm interior colors may trigger physiological responses that increase appetite and
encourage the purchase of substantial menu items, as well as speed up table turnover. This
contrasts with cool colors, which will promote longer sitting duration by creating a calm and
comfortable atmosphere, but potentially reduce the visual appeal of food and the intensity
of desire to eat. Congruence between color temperature and app value orientations
significantly influences user attitudes and app download intentions (Volkova & Cho, 2024);
similar principles may apply to color congruence and cafe goals.

Although cafes have evolved into multifunctional spaces, many may be less than optimal
in maximizing food sales potential. Designs that prioritize "Instagrammable" aesthetics may
overlook the principles of environmental psychology that influence consumers' physiological
and psychological responses, particularly those related to appetite (Agustina et al., 2020).
Questions remain about how interior design elements such as color, lighting, and layout,
which collectively create ambiance, can effectively influence diners' appetites. These gaps
include limited understanding of the impact of warm and cool colors schemes, as well as the
role of appropriate lighting in enhancing food presentation.

This study analyzes how color selection and interior design influence appetite stimulation
among cafe visitors. First, it examines the effects of interior color and lighting on physiological
and psychological responses related to appetite. Second, it identifies the differences in the
influence of warm and cool color spectrums on visit duration and menu purchase tendencies.
Finally, it evaluates how cafes balance popular visual aesthetic demands with design
principles that support optimal culinary experiences and purchasing decisions.

2. LITERATURE REVIEW
2.1. Color Psychology: The Effects of Warm and Cool Colors on Metabolism and Appetite

Color has a powerful capacity to influence human psychology and physiology (Elliot, A. J.,
& Maier, M. A. 2014). In the context of the dining environment, color psychology explains how
certain color spectrums can influence taste perception, mood, and even metabolism (Volkova
& Cho, 2024). Warm colors, such as red, orange, and yellow, are associated with increased
energy and stimulation. Red, with its high wavelength, can increase heart rate and create a
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sense of urgency, which indirectly stimulates appetite. Yellow is often associated with
happiness and optimism, which can also improve mood and positive perceptions of food.
Orange, as a combination of the two, is often used to stimulate hunger and enthusiasm.

Conversely, cool colors like blue, green, and gray tend to convey calm and relaxation. Blue,
for example, is often avoided in dining room design because it is historically not found in
abundance in natural foods, and therefore can suppress appetite. Green, while often
associated with nature and health, in the context of a cafe interior may encourage the
perception of freshness rather than stimulating a heavy meal. Gray and monochromatic
colors, often used in industrial styles, can create a modern atmosphere but can potentially
detract from the visual appeal of food if not balanced with other warm elements (Cho & Lee,
2016). The appropriate use of color based on this understanding can strategically guide
consumer behavior in a cafe environment.

2.2. Theory of Atmospherics / Servicescape (Bitner): Physical Environment, Layout, and
Lighting in a Cafe

Bitner’s Servicescape theory provides a framework for understanding the impact of the
physical service environment on customer and employee behavior (Bitner, 1992a). This
concept categorizes elements of the physical environment into three main dimensions:
ambient conditions, spatial layout and functionality, and artifacts and symbols. Ambient
conditions include temperature, air quality, music, and lighting, which influence mood and
emotional responses. Spatial layout refers to the arrangement of furniture, equipment, and
room layout that influence circulation flow and interaction. Artifacts and symbols, such as
decoration, architectural style, and textiles, communicate brand image and identity (Orth et
al., 2012).

In a cafe context, these servicescape elements interact to create an overall atmosphere
that influences the dining experience. Lighting, in particular, plays a central role. The color
temperature of the light (e.g.,warm white vs. cool white) and the Color Rendering Index (CRI)
influence how food is visually perceived. Warm lighting with a high CRI makes food appear
fresher and more appealing, enhancing its visual appeal (Volkova & Cho, 2024). An efficient
and comfortable layout, along with decor that supports the theme, can encourage diners to
stay longer and feel more comfortable, which in turn can influence purchasing decisions. A
thoughtfully designed physical environment can positively influence perceived usability and
customer satisfaction (Asghar et al., 2023).

2.3. Consumer Behavior: The Relationship between Cafe Environment and Visit Duration and
Menu Purchases

The physical environment of a cafe directly influences consumer behavior, including the
duration of visits and the types of menu items purchased. A comfortable and visually appealing
interior design can increase customer satisfaction and encourage repeat business (Atsnawiyah
et al., 2021; Kusumaningrum & Wijaya, 2024). Factors such as air quality, noise levels, and
seating comfort contribute to the overall experience. Soft chairs, dim lighting, and soothing
background music tend to encourage customers to linger and order additional items such as
dessert or a second drink. Conversely, hard chairs and bright lighting, often found in fast-food
restaurants, are designed to encourage rapid table turnover.

The perception of food taste can also be influenced by the cafe environment. Studies
show that food brand perception can influence consumers' taste experiences (Bratanova et
al., 2015). Similarly, consumption values such as taste and emotional value offered by cafes
correlate with memorable experiences, satisfaction, and revisit intentions (Cheung et al.,
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2021). Designs that combine ergonomics and aesthetics have also been shown to improve user
satisfaction and product performance, which in the case of cafes translates into a better dining
experience (Nawi & Yusof, 2024). Therefore, a holistically designed cafe environment can
significantly influence purchasing decisions, from the main menu to snacks and drinks.

3. METHODS
3.1. Descriptive Qualitative Approach with a Case Study of a Contrasting Themed Café

This research adopts a descriptive qualitative approach, using a comparative case study
method. This approach allows for in-depth analysis of complex phenomena in a real-world
context (Nouri, 2025). The case study will involve selecting two to three cafes with contrasting
interior design themes. For example, one cafe dominated by warm colors (red, orange,
yellow/terracotta) and one cafe dominated by cool colors (gray, blue, monochromatic, or
industrial style). The selection of these cafes will consider consistency in menu offerings and
target markets, to ensure that any observed differences can be largely attributed to interior
design elements. The analysis will focus on how the physical design and the resulting
atmosphere influence the visitor experience.

3.2. Data Collection Techniques: Observation, Interviews, and Visual Documentation

Data are collected through a combination of participant observation, in-depth interviews,
and visual documentation. Observations will be conducted during peak and off-peak hours at
each cafe to record customer behavior, such as seating duration, menu items ordered, and
interactions with the environment. Observations will also include subjective assessments of
the atmosphere (e.g., comfort level, energy, or calmness). In-depth interviews will be
conducted with the cafe owner or interior designer to understand the design philosophy,
goals, and challenges faced in creating a specific atmosphere. Questions will cover decisions
regarding color selection, lighting, and layout. Additionally, interviews with customers will be
conducted to gain their perspectives on how interior design affects appetite, mood, and the
overall experience. Visual documentation in the form of high-resolution photographs of the
cafe interior will be used to support the analysis, covering details of color, lighting, furniture,
and spatial arrangement.

3.3. Data Analysis Techniques: Semiotic and Comparative Analysis

Data analysis employs semiotic techniques to interpret the meaning behind interior design
elements, such as color and visual symbols, and how these elements are communicated to
visitors. Semiotics helps decipher how visual signals in interior design trigger specific
responses and perceptions related to food and atmosphere. A comparative analysis is
conducted to examine findings from cafes with contrasting themes. This comparison will
highlight differences in consumer behavior and experiences related to the dominance of warm
versus cool colors, as well as the implications of lighting. This will allow for the identification
of patterns and relationships between interior design and appetite stimulation, as well as visit
duration. Qualitative data will be synthesized to construct a coherent narrative about the role
of interior design in shaping the culinary experience in cafes.

4. RESULTS AND DISCUSSION
4.1. Analysis of Warm Color Applications in Interiors and Their Impact on Appetite Stimulation

The use of warm colors such as red, orange, and terracotta in cafe interiors has been
shown to positively correlate with appetite stimulation. Cafes that predominantly use this
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color palette, whether on walls, furniture, or decorative accents, often create an energetic
and inviting atmosphere. Red, for example, is known to trigger physiological responses that
increase heart rate and create a sense of urgency, indirectly contributing to increased
appetite. Orange and yellow also trigger feelings of happiness and comfort, making diners feel
more relaxed and more likely to order a heavier meal (Cho & Lee, 2016). The "ketchup and
mustard theory" applied by large fast-food chains, which use red and yellow, reflects this
understanding, although modern cafes have adapted it with softer shades such as terracotta
or ochre. Observations indicate that in cafes with warm colors, diners tend to order and
consume more quickly, potentially increasing table turnover.

4.2. The Influence of Design, Layout, and Lighting (Color Temperature, CRI) on Food Display

The design, layout, and lighting of a cafe play an essential role in influencing the
appearance of food and the perception of taste. Lighting, in particular, is a determining factor.
Lights with a warm color temperature (warm white) and a high Color Rendering Index (CRI)
makes food look fresher, richer in color, and more appetizing. Conversely, cool white lighting
or lighting with a low CRI may cause food appear pale and less appealing (Volkova & Cho,
2024). An effective layout also guides customer movement and creates a focal point that
draws attention to a food presentation or a specific area. For example, placing a cake display
case under optimal warm spotlights can visually increase the impulse to buy. A balance
between functional lighting for reading the menu and accent lighting to highlight the products
creates an atmosphere that supports the dining experience.

4.3. Design Dynamics "Instagrammable" vs. Principles of Color Psychology: Implications for
Heavy Menu Sales and Visitor Comfort

"Instagrammable" design has become a popular marketing strategy in cafes, attracting
visitors through unique and engaging visual aesthetics for social media uploads (Agustina et
al., 2020). However, this dynamic often clashes with the principles of color psychology that
support appetite stimulation. Many "Instagrammable" cafes adopt cool, monochromatic, or
industrial color palette, while modern and aesthetically pleasing, can potentially diminish the
visual appeal of a hearty meal. Gray and exposed concrete, for example, might enhance the
"modern" feel but can also decrease appetite. This creates a dilemma: while the cafe may be
successful in attracting visitors to come in and take photos, it may be less successful in driving
sales of the main-course meal menu. Visitors may be more focused on the visual experience
than the culinary experience itself. The implication is a slower table turnover due to visitors
lingering for photos, but with a lower average purchase per customer for the main-course
meals.

4.4, The Balance of Ergonomics, Focal Points, and Visual Branding in a Cafe Atmosphere

Creating an effective cafe atmosphere requires a balance between ergonomics, focal
point, and visual branding. Ergonomics, which relates to comfort and functionality, influences
seating duration and the physical experience of visitors (Nawi & Yusof, 2024). Comfortable
chairs and a layout that allows for free movement will encourage visitors to linger, while
uncomfortable chairs can speed up table turnover. Well-designed display focal points, such as
an attractive coffee bar or prominent food display area, can guide the visitor's gaze and
highlight certain products. Visual branding through the selection of colors, materials, and
decorations, communicates the cafe’s identity and creates a consistent brand impression. The
optimal balance allows the cafe to be a comfortable place to socialize and work, while also
effectively promoting the food menu.
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4.5, Discussion of Neurogastronomy and Multisensory Integration in Consumer Taste
Perception

Neurogastronomy explains how the brain integrates information from multiple senses to
shape the overall perception of food taste (Rolls, 2004; Deepankumar et al., 2019). The cafe
environment, through visual, audio, and even aroma elements, influences the perception of
food taste on the tongue. Food aroma is closely linked to pleasure in the brain's reward circuit
(Biswas & Szocs, 2019). For example, warm lighting and appetizing interior colors can make
food taste better, even if the chemical composition is the same. Background music, furniture
textures, and even room temperature all contribute to this multisensory experience
(Eremenko et al., 2025). Cafe designers who understand neurogastronomy can create
environments that holistically enhance the dining experience, from visual appearance to
aroma and taste, thereby encouraging customer satisfaction and loyalty.

5. CONCLUSION
5.1. Conclusion

This study highlights the crucial role of color selection and interior design in stimulating
appetite and shaping the cafe's atmosphere. The findings indicate that warm colors such as
red, orange, and yellow positively influence appetite and encourage the purchase of
substantial menu items, in line with the principles of color psychology. Warm lighting with a
high Color Rendering Index (CRI) also proves vital in presenting food to make it look more
attractive and fresh. On the other hand, the "Instagrammable" design which tends to use a
cool color palette, although effective in attracting visitors, has the potential to sacrifice
appetite stimulation for a heavy menu. A balance between ergonomics, focal points, and visual
branding is essential to create a comfortable and effective environment to drive sales.
Neurogastronomic understanding underscores that multisensory experiences, influenced by
environmental design, significantly shape consumers' perceptions of taste.

5.2. Implication

a. Color Palette Optimization: Cafe owners and interior designers are advised to prioritize
warm colors like terracotta, ochre, or maroon in dining areas or food display areas. This
doesn't mean abandoning modern aesthetics, but rather incorporating soft, warm tones
to stimulate the appetite without sacrificing style.

b. Strategic Lighting: Investing in lighting with a warm color temperature (2700K-3000K) and
a high CRI (above 90) is recommended, especially over food serving areas and dining
tables. This will ensure the food appears visually appealing and fresh.

c. Balance of Aesthetics and Functionality: When designing an Instagrammable cafe,
consider creating distinct zones. The photo zone can have a unique aesthetic, while the
dining area is designed with color psychology and ergonomics in mind to encourage
substantial food consumption and comfort.

d. Ergonomic Design: Make sure the furniture, especially the seating, is comfortable for a
reasonable amount of sitting time, not too hard to speed up the table rotation, nor too
soft which may reduce active consumption behavior.

e. Multisensory Stimulation: In addition to visuals, consider other elements such as aromas
(e.g., the aroma of coffee or baking pastries) and background music that can complement
the dining experience and synergistically enhance appetite and comfort.
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