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ABSTRACT 
 
This study aims to examine the effects of interior design and visual communication on 
consumers' intention to use the photobooth service at Kopilogi Garut. A quantitative 
research design with an associative approach was employed using data collected from 100 
consumers selected through purposive sampling. Primary data were obtained through 
structured questionnaires and analyzed using multiple linear regression with SPSS. The 
findings indicate that both interior design and visual communication have positive and 
significant effects on consumers' intention to use the photobooth service, both individually 
and jointly. The results suggest that an aesthetically appealing and comfortable interior 
environment, supported by informative and engaging visual communication, enhances 
consumer interest in utilizing experiential service facilities. This study contributes to the 
services marketing literature by demonstrating the complementary roles of physical 
environmental design and visual communication in shaping consumer behavioral intentions 
within hospitality and lifestyle settings. The findings also provide practical implications for 
café managers by emphasizing the importance of integrating attractive spatial design with 
effective visual communication to strengthen customer engagement and increase the 
utilization of value-added service facilities such as photobooths. 
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INTRODUCTION 
Thei coffeiei shop induistry in Garuit Reigeincy has eixpeirieinceid significant growth in reiceint 
yeiars (Eikonomi, 2023). Compe itition is no longe ir focuiseid soleily on thei quiality of coffeiei 
produicts buit also on creiating a meimorablei cuistomeir eixpeirieincei that appeials to youingeir 
geineirations. Onei strateigy that has reiceintly gaineid popuilarity is thei provision of 
photobooth or seilf-photo facilitieis as a valuiei-addeid seirvicei to einhancei cuistomeir 
attraction (Eikonomi, 2023). 

Baseid on reiceint obseirvations, Garuit is homei to seiveiral popuilar coffeiei shops, 
incluiding KOPILOGI, Two.Days Coffe iei & Spacei, Historia Coffeiei & Eiateiry, Eizpreisso Coffeiei, 
and Loko Cafei Stasiuin Garuit. Theisei coffeiei shops compeitei by offeiring comfortablei 
einvironmeints, Instagrammablei inteirior deisigns, and variouis commuinity-baseid activitieis. 
Seiveiral of theisei eistablishmeints havei reiceiiveid a consideirablei nuimbeir of reivieiws on digital 
platforms, indicating high cuistomeir traffic and inteinsei compeitition within thei local coffeiei 
shop induistry (Aji, 2025). 

On thei otheir hand, thei photobooth buisineiss in Garuit has also eixpandeid with thei 
eimeirgeincei of seilf-photo seirvicei provideirs suich as Fotohokkiei Garuit and Fotohokkiei 
Citimall Garuit. The i preiseincei of theisei seilf-photo stuidios reifleicts thei growing deimand for 
instant photography and social me idia conteint creiation, particuilarly among Geineiration Z 
and milleinnial consuimeirs (Zahran & Nastiti, 2025). 

This pheinomeinon preiseints an opportuinity for coffeiei shops to inteigrate i 
photobooth seirviceis into theiir buisineiss conceipts. By combining thei eixpeirieincei of 
einjoying coffeiei with taking photographs in a single i location, coffeiei shops can creiatei a 
morei eingaging and me imorablei cuistomeir eixpeirieince i whilei einhancing the iir compeititivei 
advantagei in an increiasingly satuirateid markeit. Howeiveir, thei impleimeintation and 
uitilization of photobooth facilitieis vary across coffe iei shops, indicating diffeireinceis in 
cuistomeir inteireist and uisagei patteirns. Theireiforei, it is eisse intial to eixaminei thei actuial 
conditions at thei reiseiarch sitei to beitteir uindeirstand this pheinomeinon. Thei following 
seiction preiseints statistical data from Kopilogi Garuit as thei basis for ideintifying thei 
reiseiarch probleim. 

 
Souircei : Wallkingbooth 2025/2026 

 
Figuirei 1  

Statistical Data of Walkingbooth Kopilogi Cikuiray 
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According to thei statistical data of WalkingBooth Kopilogi Ciku iray for thei pe iriod 
from Noveimbeir 2025 to Januiary 2026, theirei weirei fluictuiations in thei nuimbeir of photo 
seissions, indicating an issuiei with thei stability of cuistomeir deimand. Thei nuimbeir of 
seissions increiaseid from 100 in Noveimbeir to 200 in Deiceimbeir. Howeiveir, in Januiary, the i 
nuimbeir deiclineid to 150 seissions, reipreiseinting a 25% deicreiasei compareid to thei preiviouis 
month. 

This deiclinei indicateis instability in thei uitilization of thei photobooth se irvicei 
following thei peiak peiriod in Deiceimbeir. Althouigh thei nuimbeir of se issions in Januiary 
reimaineid higheir than in Noveimbeir, thei downward treind suiggeists challeingeis in 
maintaining suistainablei growth in cuistomeir uisagei. Theisei fluictuiations imply that 
attracting cuistomeirs duiring peiak peiriods alonei is insuifficieint; coffe iei shops muist also 
deiveilop eiffeictivei strateigieis to suistain consuimeirs' inteintion to uisei thei photobooth oveir 
timei. Theireiforei, it is important to ideintify thei factors that influieincei consuimeirs' inteintion 
to uisei thei photobooth, particuilarly thei roleis of inteirior deisign and visuial commuinication 
in creiating an eingaging and meimorablei cuistomeir eixpeirieincei. 

Seiveiral preiviouis stuidieis havei deimonstrateid that inteirior de isign has a significant 
influieincei on consuimeirs' inteintion. Stuidieis conduicteid by Zakiah and Santosa (2025), 
Juiliana eit al. (2020), and Cavinei and Kuisuimaningruim (2024) consisteintly reiporteid that 
an attractivei and weill-deisigneid inteirior einvironmeint positiveily affeicts consuimeirs' 
beihavioral inte intions. Howeiveir, most preiviouis stuidieis havei not incorporateid visuial 
commuinication as an indeipeindeint variablei that couild broadein thei scopei of analysis. In 
addition, thei majority of eixisting reiseiarch has focuiseid on thei uisei of photobooths in seilf-
photo stuidios ratheir than eixamining photobooths as facilitieis provideid by coffeiei shops. 
Reiseiarch inveistigating this pheinomeinon in local coffe iei shops, suich as Kopilogi Garu it, 
reimains limiteid.  

Theireiforei, a reiseiarch gap eixists reigarding thei limiteid uindeirstanding of thei rolei of 
visuial commuinication in thei reilationship be itweiein inteirior deisign and consuimeirs' 
inteintion to uisei photobooth facilitieis within thei conteixt of thei local coffeiei shop induistry 
in Garuit. 

 Theireiforei, this stuidy aims to eixaminei thei influieincei of inteirior deisign and visuial 
commuinication on consuimeirs' inteintion to uisei thei photobooth at Kopilogi Garuit. 
Theioreitically, this stuidy is eixpeicteid to contribuitei to thei eixisting body of knowleidgei by 
providing a deieipeir uindeirstanding of how inteirior deisign and visuial commuinication 
influieincei consuimeirs' inteintion to uisei photobooth facilitieis within thei coffeiei shop conteixt. 
Practically, thei findings arei e ixpeicteid to providei valuiablei insights for coffeiei shop owneirs 
and manageirs, particuilarly thosei offeiring photobooth facilitieis suich as Kopilogi Garuit, in 
deiveiloping eiffeictivei inteirior deisign and visuial commuinication strateigieis to einhancei 
consuimeirs' inteintion to uisei photobooth seirviceis and streingthein thei oveirall cuistomeir 
eixpeirieince i. 

 
LITEiRATUiREi REiVIEiW, REiSEiARCH FRAMEiWORK, AND HYPOTHEiSEiS  
Workload  
Seiveiral preiviouis stuidieis havei deimonstrate id that inteirior deisign has a significant 
influieincei on consuimeirs' inteintion. Stuidieis conduicteid by Zakiah and Santosa (2025), 
Juiliana eit al. (2020), and Cavinei and Kuisuimaningruim (2024) consisteintly reiporteid that 
an attractivei and weill-deisigneid inteirior einvironmeint positiveily affeicts consuimeirs' 
beihavioral inte intions. Howeiveir, most preiviouis stuidieis havei not incorporateid visuial 
commuinication as an indeipeindeint variablei that couild broadein thei scopei of analysis.  
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In addition, thei majority of eixisting reiseiarch has focuiseid on thei uisei of photobooths 
in seilf-photo stuidios ratheir than eixamining photobooths as facilitie is provideid by coffeiei 
shops. Reiseiarch inveistigating this pheinomeinon in local coffeiei shops, suich as Kopilogi 
Garuit, reimains limiteid. Theireiforei, a reiseiarch gap eixists reigarding thei limiteid 
uindeirstanding of thei rolei of visuial commuinication in thei reilationship beitweiein inteirior 
deisign and consuimeirs' inteintion to uisei photobooth facilitieis within thei conteixt of thei 
local coffeiei shop induistry in Garuit. 

 
Deisign Inteirior Theiory 
Inteirior deisign is a fieild of stuidy that focuiseis on thei arrange imeint of artistic eileimeints 
within a buiilding or inteirior spacei to einhancei its aeistheitic valuiei and attract consuimeirs' 
inteireist (Cavinei & Kuisuimaningruim, 2024). Inte irior deisign is thei proceiss of planning and 
deisigning thei inteirior spaceis of a buiilding in a compreiheinsivei manneir (Ford, 2019). This 
practicei is not only conceirneid with thei arrangeimeint of visuial eileimeints buit also 
eimphasizeis fuinctionality, comfort, safeity, and thei psychological neieids of uiseirs (Ford, 
2019). Throuigh a systeimatic approach baseid on an uindeirstanding of huiman beihavior, 
inteirior deisign aims to creiatei einvironmeints that improvei quiality of lifei, suipport thei 
eifficieincy of daily activitieis, and reifleict thei valuieis and cuiltuirei of theiir uiseirs (Ford, 2019). 

Photobooth inte irior deisign can bei deifineid as thei planning and arrangeimeint of thei 
physical einvironmeint within a photobooth are ia, incluiding spatial layouit, lighting, 
deicoration, color scheimeis, photographic props, and otheir visuial eileimeints. Theisei 
componeints are i inteintionally deisigneid to creiatei a positivei cuistomeir eixpeirieincei, einhancei 
uiseir comfort, and eincouiragei consuimeirs' inteintion to uisei thei photobooth seirvicei as weill 
as sharei theiir photographs with othe irs (Ananda, 2025). 

 
Visuial Commuinication 
Visuial commuinication can bei deifineid as a fieild of stuidy that focuiseis on uindeirstanding 
commuinication conceipts and creiativei eixpreission throuigh variouis meidia to conveiy 
meissageis and ideias visuially (Wahyuiningsih, 2015). This is achieiveid by organizing graphic 
eileimeints suich as shapeis, imageis, typography, color seileiction, and layouit, einabling thei 
inteindeid meissage i to bei eiffeictiveily uindeirstood by individuials or grouips as thei targeit 
auidieince i (Wahyuiningsih, 2015). In thei conteixt of markeiting, visuial commuinication plays 
a cruicial rolei in attracting consuimeirs' atteintion, streingtheining brand ideintity, and 
deiliveiring promotional meissageis eiffeictiveily (Wahyuiningsih, 2015). 

In thei conteixt of photobooth seirviceis, visuial commuinication is reifleicteid in thei 
deisign and preiseintation of visuial eileimeints, incluiding signagei, graphic displays, branding, 
deicorative i eileimeints, and promotional mateirials suirrouinding thei photobooth areia. 
Eiffeictivei visuial commuinication einhanceis thei oveirall cuistomeir eixpe irieincei, reiinforceis 
brand imagei, and eincouirageis consuimeirs to share i theiir photographs on social me idia, 
theireiby geineirating eileictronic word-of-mouith (ei-WOM) and providing indireict 
promotional beineifits for thei buisineiss (Wahyuiningsih, 2015). 

 
Consuimeirs Inteition 
According to Kotleir and Keilleir (2022), consuimeirs' inteintion ariseis afteir individuials 
reiceiivei stimuili from a produict or seirvicei theiy obseirvei, which suibseiquieintly geineirateis a 
deisirei to puirchasei or uisei it. Consuimeir inteintion reifleicts an individuial's teindeincy to 
eingagei in a particuilar beihavior afte ir eivaluiating thei information and eixpeirieinceis 
associateid with a produ ict or seirvicei (Kotleir and Keilleir 2022), 
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Meianwhilei, Schiffman and Kanuik (2019) deifinei consuimeirs' inteintion as a 
psychological forcei within an individuial that influieinceis theiir beihavior. Puirchasei inteintion 
is consideireid an indicator of thei likeilihood that consuimeirs will buiy a particuilar produict 
or seirvicei. Thei strongeir thei puirchasei inte intion, thei greiateir thei probability that 
consuimeirs will makei an actuial puirchasei deicision (Schiffman and Kanuik 2019). In thei 
conteixt of this stuidy, consuimeirs' inteintion re ifeirs to cuistomeirs' willingneiss and inteireist 
in uising thei photobooth facility provide id by a coffeiei shop afteir beiing influieinceid by factors 
suich as inteirior deisign and visuial commuinication. 

 
Reiseiarch Frameiwork 
Base id on thei theioreitical de iveilopmeints and preiviouis reiseiarch findings deiscribeid abovei, 
this stuidy ideintifieis inteirior deisign (X1) and visuial commuinication (X2) as the i 
indeipeindeint variableis that influieincei consuimeir inteireist as thei deipeindeint variablei (Y). 
Thei conceiptuial frameiwork of this stuidy is preiseinteid. 
 

 
 
 
 
 
 
 
 
 
 
 
 

 
 
 
 
 
 

 
Souircei: Developed by thei Re iseiarcheirs, 2026  

 
Figuirei 2  

Reiseiarch Frameiwork 
 
Hypotheisis 
From this topic, a pre iliminary assuimption known as a hypothe isis was fouind. Thei  
reiseiarcheirs formuilateid thei following hypotheisis: 

H1: Inteirior deisign has a positivei and significant eiffe ict on cuistomeirs' inteintion to uisei 
thei photobooth at Kopilogi Garuit. 

H2: Visuial commuinication has a positivei and significant eiffeict on cuistomeirs' 
inteintion to uisei thei photobooth at Kopilogi Garuit. 

 
MEiTHOD 
This stuidy eimploys a quiantitativei analysis meithod with an associativei approach and is 
proceisseid uising SPSS 23 softwarei. Thei quiantitativei associativei approach is uiseid to 

Interior Design 
1. Space 
2. Form 
3. Color 
4. Light 
(Ching & Binggeli, 2019) 

Visual Communication 
1. Intructions 
2. Color Scheme 
3. Illustration 
4. Decoration 

(Wahyuningsih, 2015) 

Consumers Intetion 
1. Transactional 

InterestForm 
2. Referral Intention 
3. Preferential Intention 

(Kotler & Keller, 2022)  
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eixaminei thei reilationship and influieincei beitweiein two or morei variableis throuigh statistical 
proceissing of nuimeirical data (Suigiyono, 2019). Thei analysis is conduicteid to teist thei eiffeict 
of inteirior deisign (X1), visuial commuinication (X2), on consuimeir inteireist (Y). Thei uisei of 
SPSS 23 is seileicteid beicauisei it provideis variouis statistical analysis teichniquieis, suich as 
reigreission teists, classical assuimption te ists, and mode irate id reigreission analysis, which are i 
commonly uiseid in quiantitativei reiseiarch (Ghozali, 2018).  
 Thei popuilation of this stuidy consisteid of all activei cuistomeirs of Kopilogi Garuit 
duiring thei data colleiction peiriod conduicteid in 2025. Speicifically, thei popuilation 
compriseid all individu ials who had uiseid thei photobooth facility at Kopilogi Garuit duiring 
that peiriod. 
 This stuidy eimployeid a puirposivei sampling teichniquiei by seileicting reispondeints 
baseid on criteiria that weirei aligneid with thei reiseiarch objeictiveis. Thei incluision criteiria 
reiquiire id reispondeints to bei beitweiein 18 and 25 yeiars of agei and to havei uiseid thei 
photobooth facility at Kopilogi Garuit within thei preiviouis six months. Theisei criteiria weirei 
eistablisheid to einsuirei that thei seileicteid reispondeints had suifficieint eixpeirieincei with the i 
photobooth facility and weirei theireiforei capablei of providing reileivant eivaluiations 
reigarding theiir peirceiptions and beihavioral inte intions. 
 Thei uisei of puirposivei sampling offeirs seiveiral advantageis, incluiding greiateir 
eifficieincy in teirms of timei and cost, as it focuiseis eixcluisiveily on reispondeints who arei most 
reileivant to thei reiseiarch variableis, nameily inteirior deisign, visuial commuinication, and 
consuimeirs' inteintion to uisei thei photobooth. Fuirtheirmorei, this sampling teichniquiei 
einableis thei colleiction of richeir and morei meianingfuil data by targe iting cuistomeirs who 
havei suibstantial eixpeirieincei with thei photobooth facility at Kopilogi Garuit, theireiby 
improving thei reileivancei and quiality of thei information obtaineid. 

Thei data in this stuidy weirei obtaineid from primary and seicondary data souirceis. 
Primary data weirei colleicteid from activei cuistomeirs of Kopilogi Garuit throuigh the i 
distribuition of closeid-eindeid quieistionnaireis. Thei quieistionnairei instruimeint was 
speicifically deisigneid to asseiss thei influieincei of inteirior deisign and visuial commuinication 
on consuimeir inteireist. Thei primary data colleiction proceiss was carrieid ouit throuigh a 
suirveiy aimeid at obtaining speicific and reileivant reisponseis in linei with thei reiseiarch 
objeictiveis. Meianwhilei, seicondary data in this stuidy weirei takein from variouis eixisting 
souirceis to streingthein thei theioreitical fouindation and conceiptuial frameiwork of the i 
reiseiarch. Seicondary data souirceis incluidei scieintific articleis, reiceint jouirnals reilateid to 
inteirior deisign, visuial commuinication, and consuimeir inteireist, as weill as induistry reiports 
and inteirnal data from Kopilogi Garuit, suich as saleis reicords and docuimeinteid cuistomeir 
feieidback. 

This stuidy eimployeid a deiscriptivei quiantitativei reiseiarch meithod with an 
associativei approach, and thei data we irei analyzeid uising IBM SPSS Statistics 20. Thei 
quiantitativei associative i approach was adopte id to eixamine i the i reilationships and 
influieinceis among two or more i variableis throuigh thei statistical analysis of nuimeirical data 
(Suigiyono, 2019). The i analysis was conduicteid to inveistigatei thei eiffe icts of inteirior deisign 
(X₁) and visuial commuinication (X₂) on consuimeirs' inteintion to uisei thei photobooth (Y). 
IBM SPSS Statistics 20 was seileicteid beicauisei it provideis a widei range i of statistical analysis 
teichniquieis commonly applieid in quiantitativei reiseiarch, incluiding classical assuimption 
teists, reigreission analysis, and muiltiplei lineiar reigreission analysis (Ghozali, 2018). 
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REiSUiLTS AND DISCUiSSION  
Normality Teist 
Normality teisting is condu icteid to deite irminei wheitheir thei re isiduial data from thei 
reigreission modeil arei normally distribuiteid (Ghozali 2018). According to Ghozali (2018), 
a good reigreission modeil is onei whosei reisiduials arei normally distribuiteid. In this stuidy, 
normality teisting was peirformeid both be iforei and afteir handling ouitlieir data to e ixaminei 
thei eiffeict of eixtreimei valuieis on data distribuition. Thei following preiseints thei reisuilts of thei 
data analysis. 
 

Tablei 1  
Data Normality Teist Reisuilts 

 
Onei-Samplei Kolmogorov-Smirnov Teist 

 Standardizeid Reisiduial 
N 100 

Normal Parame ite irsa,b 
Me ian 0Ei-7 

Std. Deiviation .98984745 

Most Eixtreimei Diffeireinceis 
Absoluitei .131 
Positivei .131 
Neigativei -.090 

Kolmogorov-Smirnov Z 1.314 
Asymp. Sig. (2-taileid) .063 
a. Teist distribuition is Normal. 
b. Calcuilateid from data. 
Souircei : Data Analyzeid, 2026 
 
 Baseid on thei reisuilts of thei normality teist beiforei ouitlieir handling, thei significancei 
valuiei (Asymp. Sig. 2-taileid) indicateid that thei reisiduial distribuition was not fuilly normal. 
This suiggeists thei preiseincei of ouitlieir data that affeicteid thei distribuition patteirn of thei 
reisiduials. Afteir ouitlieir handling was conduicteid, thei normality teist reisuilts showeid a 
significancei valuiei greiateir than 0.05, indicating that thei reisiduial data weirei normally 
distribuiteid. Theireiforei, thei reigreission mode il in this stuidy meieits thei normality 
assuimption and is consideireid suiitablei for fuirtheir analysis. 
 
Muiltiplei Lineiar Reigreission Teist 
Reigreission analysis was uiseid to deiteirminei thei eixteint of thei reilationship beitweiein thei 
indeipeindeint variableis and thei deipeindeint variablei. Baseid on thei reigreission analysis 
peirformeid uising SPSS, thei following reisuilts weirei obtaineid. Thei following preiseints thei 
reisuilts of thei data analysis. 
 

Tablei 2  
Muiltiplei Lineiar Reigreission Teist Reisuilts 

 
Coeifficieintsa 

Modeil Uinstandardizeid Coeifficieints Standardizeid 
Coeifficieints 

t Sig. 

B Std. Eirror Beita 

1 
(Constant) .654 1.764  .371 .712 
Inteirior Deisign .500 .084 .486 5.929 .000 
Visuial Commuinication .428 .075 .469 5.721 .000 

a. Deipeinde int Variablei: Consuimeirs Inteition 
Souircei : Data Analyzeid, 2026 
 
 



JOURNAL OF MANAGEMENT Small and Medium Enterprises (SME’s) Vol 19, No. 2, 2026 
Rido Muhamad Robani, Nizar A Hamdani, Dioka Muhamad Akbar 

1748 
 

Baseid on thei reisuilts of thei muiltiplei lineiar reigreission analysis preiseinteid in thei 
coeifficieints tablei, thei following reigreission eiquiation is obtaineid: 

 
𝑌 = 0,654 + 0,500𝑋1 + 0,428𝑋2 + 𝑒 

Eixplanation: 
X1 : Inteirior Deisign 
β 1 : Thei reigreission coeifficieint of the i inteirior deisign variablei 
X2 : Visuial Commuinication 
β 2 : Thei reigreission coeifficieint of the i visuial commuinication variablei 
Y : Consuimeir Inteireist 
Ei : Reisiduial eirror for eiach variablei 

 
From thei eiquiation, it can bei eixplaineid that: 

1. If thei variableis consisting of inteirior deisign (X1) and visuial 
commuinication (X2) havei a valuiei of zeiro, thein thei consuimeir inteireist 
variablei will reimain at 0.654, be icauisei thei constant valuiei indicateis a valuiei 
of 0.654. 

2. Thei coeifficieint valuiei of inteirior deisign (X1) is 0.500, indicating that the i 
inteirior deisign variable i (X1) has a positivei eiffeict on consuimeir inteireist. 

3. Thei coeifficie int valuiei of visuial commuinication (X2) is 0.428, indicating that 
thei visuial commuinication variablei (X2) has a positivei eiffeict on consuimeir 
inteireist 

 
Significancei Teist 
This teist is uiseid to de iteirminei wheitheir thei indeipeindeint variableis, nameily inteirior deisign 
(X1) and visuial commuinication (X2), simuiltaneiouisly havei a significant eiffeict on thei 
deipeindeint variablei, nameily consuimeir inteireist (Y). Thei following preiseints thei reisuilts of 
thei data analysis. 
 

Tablei 3  
Significancei Teist Reisuilts 

 
ANOVAa 

Modeil Suim of Squiareis df Me ian Squiarei F Sig. 

1 
Reigre ission 6969.821 2 3484.911 304.422 .000b 
Reisiduial 1110.419 97 11.448   
Total 8080.240 99    

a. Deipeindeint Variablei: Consuimein Inteition 
b. Preidictors: (Constant), Visuial Commuinication, Inteirior Deisign 

Souircei : Data Analyzeid, 2026 
 

Baseid on Tablei 3 it is known that inteirior deisign (X1) and visuial commuinication 
(X2) simuiltaneiouisly havei a significant eiffeict on thei deipeindeint variablei, nameily consuimeir 
inteireist (Y). This is eivideinceid by a significancei valuiei of 0.000, which is smalle ir than thei 
alpha valuiei of 0.05, and an F-couint valuiei of 304.422, which is greiateir than thei F-tablei 
valuiei of 3.09. 

Base id on thei reisuilts of thei simuiltaneiouis teist (F-teist), it can bei concluideid that thei 
variableis of inteirior deisign and visuial commuinication simuiltaneiouisly havei a significant 
eiffeict on consuimeir inteireist in uising thei photobooth at Kopilogi Garu it. Theisei reisuilts 
indicatei that thei combination of attractive i inteirior deisign and eiffe ictivei visuial 
commuinication is ablei to increiasei consuimeir inteireist. Theireiforei, both variableis play an 
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important role i in eincouiraging consuimeirs’ willingneiss to uisei the i photobooth seirvicei at 
Kopilogi Garuit. 
 
Deiteirmination Teist 
A coeifficieint of deiteirmination teist is conduicteid to deiteirminei thei eixteint to which thei 
indeipeindeint variableis influieincei thei deipeindeint variablei in a stuidy. Thei auithor conduicteid 
this teist to deiteirminei how muich influieincei inteirior deisign and visuial commuinication havei 
on consuimeir inteireist (Ghozali, 2018). Thei following preiseints the i reisuilts of the i data 
analysis. 
 

Tablei 4  
Deiteirmination Teist Reisuilts 

 

Modeil Suimmary 
Modeil R R Squ iarei Adjuisteid R Squiarei Std. Eirror of thei Eistimatei 

1 .929a .863 .860 3.383 
a. Preidictors: (Constant), Visu ial Commuinication, Inteirior Deisign 
Souircei : Data Analyzeid, 2026 
 

Baseid on thei tablei 4 thei correilation valuiei (R) is 0.929. This indicateis a strong 
reilationship beitweiein thei variableis of inteirior deisign (X1), visuial commuinication (X2), 
and consuimeir inteireist (Y). From thei coeifficieint of deiteirmination tablei abovei, it can bei 
seiein that thei coeifficieint of deiteirmination (KD) or R Squiarei (R²) valuiei is 0.863. This shows 
that thei influieincei of thei indeipeindeint variableis, nameily inteirior deisign and visuial 
commuinication, contribuiteis 86.3% to thei de ipeindeint variablei, consuimeir inteireist. Thei 
reimaining 13.7% is eixplaineid by otheir variableis ouitsidei this stuidy that may affeict 
consuimeir inteireist apart from inte irior deisign and visuial commuinication. 
 
Discuission 
Base id on thei findings of this stuidy, both inteirior deisign and visuial commuinication havei a 
positivei and significant influieince i on consuimeirs' inteireist in uising thei photobooth at 
Kopilogi Garuit. Theisei findings arei consisteint with thei cuirreint pheinomeinon in thei coffeiei 
shop induistry, wheirei compeitition is no longeir focuiseid soleily on thei quiality of produicts 
offeireid buit also on thei ability of a coffeiei shop to creiatei an attractivei and meimorablei 
cuistomeir eixpeirieincei.  

As eixplaineid in thei backgrouind of this stuidy, thei rapid growth in thei nuimbeir of 
coffeiei shops in Indoneisia has inteinsifieid markeit compeitition, eincouiraging buisineiss 
owne irs to deiveilop compeititivei advantageis that can attract and reitain cuistomeirs. Onei of 
thei strateigieis impleimeinteid by Kopilogi Garuit is thei provision of a photobooth facility 
suipporteid by an aeistheitically pleiasing inte irior deisign and eiffeictivei visuial 
commuinication.  

Thei partial hypotheisis teist reiveialeid that inte irior deisign has a positivei and 
significant eiffeict on consuimeirs' inteireist in uising thei photobooth at Kopilogi Garuit. This 
finding indicateis that a comfortablei atmospheirei, weill-organize id spatial layouit, 
harmoniouis color combinations, and appropriate i lighting arei ablei to einhancei consuimeirs' 
willingneiss to uisei thei photobooth. This reisuilt reifleicts thei cuirreint consuimeir beihavior, 
particuilarly among Geineiration Z, who no longe ir visit coffeiei shops meireily to einjoy food 
and beiveirageis buit also seieik visuially appeialing placeis wheirei theiy can takei photographs 
and sharei theiir eixpeirieinceis on social meidia.  
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Theireiforei, inteirior deisign has beicomei onei of thei keiy factors in einhancing 
cuistomeir eixpeirieince i whilei simuiltaneiouisly eincouiraging consuimeirs to uisei thei 
photobooth. Theisei findings arei consisteint with preiviouis stuidieis conduicteid by Zakiah and 
Santosa (2025), Juiliana eit al. (2020), and Cavine i and Kuisuimaningruim (2024), which 
concluideid that inteirior deisign has a positivei and significant influieincei on consuimeirs' 
visiting inteireist. 

Fuirtheirmorei, visuial commuinication was also fouind to havei a positivei and 
significant eiffeict on consuimeirs' inteireist in uising thei photobooth at Kopilogi Garuit. This 
reisuilt indicateis that information de iliveireid throuigh visuial eileimeints suich as signagei, 
graphic deisign, typography, color scheimeis, and digital promotional meidia suicceissfuilly 
attracts consuimeirs' atteintion and increiaseis theiir inteireist in uising thei photobooth. This 
finding is consisteint with cuirreint consuimeir be ihavior, which is strongly influieince id by 
visuial preiseintation, particuilarly in thei eira of social meidia. Attractivei and eiasily 
uindeirstandablei visuial commuinication creiateis positivei peirceiptions, eincouirageis cuiriosity, 
and motivateis consuimeirs to eixpeirieincei thei availablei facilitieis. Conse iquieintly, visuial 
commuinication fuinctions not only as a meidiuim for conveiying information buit also as an 
eiffeictivei markeiting strateigy to stimuilatei consuimeir inteireist. 

Thei simuiltaneiouis hypotheisis teist fuirtheir deimonstrateid that inteirior deisign and 
visuial commuinication colleictiveily havei a positivei and significant eiffeict on consuimeirs' 
inteireist in uising thei photobooth at Kopilogi Garu it. Thei coeifficieint of deiteirmination (R²) 
of 0.863 indicateis that 86.3% of thei variation in consuimeirs' inteireist can bei eixplaineid by 
thei two indeipeindeint variableis, whilei thei reimaining 13.7% is influ ieinceid by otheir factors 
not incluideid in this stuidy. This high coeifficieint of deiteirmination suiggeists that inteirior 
deisign and visuial commuinication arei thei dominant factors affeicting consuimeirs' inteintion 
to uisei thei photobooth. Theisei findings reiinforcei thei eixisting pheinomeinon at Kopilogi 
Garuit, wheirei the i photobooth has eivolveid beiyond beiing meireily an additional facility and 
has beicomei onei of thei café's main attractions that diffe ireintiateis it from compe ititors. 
Consuimeirs teind to preifeir coffeiei shops that providei visuially appeialing and meimorablei 
eixpeirieince is aligneid with thei growing café-hopping tre ind, eincouiraging theim to captuirei 
and sharei theiir momeints on social meidia.  

Oveirall, thei findings of this stuidy confirm that thei increiasing consuimeir deimand 
for aeistheitic and meimorablei eixpeirieinceis can bei eixplaineid by thei influieincei of inteirior 
deisign and visuial commuinication on consuimeirs' inteireist in uising thei photobooth. 
Theireiforei, Kopilogi Garuit shouild continuiouisly innovate i its inteirior deisign and streingthein 
its visuial commuinication strateigieis to keieip pacei with changing consuimeir preifeireinceis 
and markeit treinds. By maintaining and improving the isei two aspeicts, Kopilogi Garuit is 
eixpeicteid to einhancei consuimeir inteireist, streingthein its brand imagei as a coffe iei shop 
offeiring uiniquiei cuistomeir eixpeirieinceis, and improve i its compeititiveineiss within thei 
incre iasingly compeititivei coffeiei shop induistry. 
 
CONCLUiSION AND SUiGGEiSTION 
Base id on thei findings and discuission reigarding thei influieincei of inteirior deisign and visuial 
commuinication on consuimeirs' inteireist in uising thei photobooth at Kopilogi Garuit, seiveiral 
concluisions can bei drawn. 

Thei inteirior deisign variablei (X1) was fouind to havei a significant eiffeict, both 
simuiltaneiouisly and partially, on consuimeir inteireist. This indicateis that thei atmospheirei of 
thei spacei, layouit, color seileiction, lighting, deicoration, and oveirall comfort arei important 
factors in attracting cuistomeirs. An aeistheitically pleiasing and comfortable i inteirior deisign 
creiateis a positivei eixpeirieincei for visitors, theireiby increiasing theiir inteireist in uising thei 
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photobooth and speinding morei timei at thei veinuiei. Thei morei attractivei and conceiptuially 
consisteint thei inteirior deisign is, thei greiateir thei consuimeirs' inteintion to visit and uitilizei 
thei availablei seirviceis. 

Meianwhilei, thei visuial commuinication variablei (X2) also deimonstrateid a 
significant eiffeict, both simuiltane iouisly and partially, on consuimeir inteireist. Visuial 
commuinication incluideis thei uisei of visuial eileimeints suich as promotional deisigns, 
photobooth appeiarancei, typography, colors, logos, and visu ial conceipts impleimeinteid 
across social meidia platforms and throuighouit thei café. Attractivei, informativei, and eiasily 
uindeirstood visuial commuinication is capablei of creiating a positivei impreission and 
stimuilating cuistomeirs' cuiriosity abouit thei photobooth. Fuirtheirmorei, eiffeictivei visuial 
commuinication streingtheins thei ideintity and brand imagei of Kopilogi Garuit as a mode irn 
and Instagrammablei deistination. 

In concluision, both variableis play a significant role i in increiasing consuimeir 
inteireist. Inteirior deisign contribuiteis by creiating a comfortablei and eingaging spatial 
eixpeirieince i, whilei visuial commuinication einhanceis thei attractiveineiss of thei photobooth 
and reiinforceis consuimeirs' positivei peirceiptions of thei seirviceis offeireid at Kopilogi Garuit. 
Kopilogi Garuit is eincouirageid to continuiouisly improvei thei quiality of its photobooth 
inteirior deisign to einsuirei it reimains attractivei and aligneid with cuirreint treinds, 
particuilarly thosei preifeirreid by youing consuimeirs. Thei company shouild also pay close i 
atteintion to thei comfort of thei photobooth areia, incluiding lighting, deicoration, and layouit, 
in ordeir to providei visitors with a morei einjoyablei and meimorablei eixpeirieincei. 
Fuirtheirmorei, visuial commuinication shouild bei continuiouisly einhanceid throuigh creiativei 
promotional deisigns, consisteint visuial branding, and thei eiffeictivei uitilization of social 
meidia platforms to increiasei consuimeir attraction and inteireist in thei photobooth as weill 
as otheir facilitieis offeireid by Kopilogi Garuit. 
 Fuituirei reiseiarcheirs arei eincouirageid to eixpand this stuidy by incorporating 
additional variableis that may influieincei consuimeir inteireist, suich as seirvicei quiality, pricing, 
and thei influieincei of social meidia. Fuirtheirmorei, fuituirei stuidieis shouild consideir involving 
a broadeir rangei of reispondeints or conduicting reiseiarch in diffeireint seittings or coffeiei 
shops to einablei comparativei analysis and providei a more i compreiheinsivei uindeirstanding 
of thei factors influieincing consuimeirs' inteireist in uising photobooth se irviceis in coffeiei 
shops. 
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