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THE EFFECT OF VISUAL
MARKETING ON CUSTOMER
ATTENTION AND REVISIT
INTENTIONS AT COFFEE SHOPS
IN POPULAR TOURIST
DESTINATIONS IN VIETNAM

Abstract

Visual marketing encompasses elements that affect how customers perceive visuals and
influence their behavior. It significantly enhances customer experience, particularly in
visually-driven sectors like tourism. However, there has not been much research on the
impact of visual elements on customer behavior at tourist destinations, so this research
was conducted to examine the impact of visual marketing on the revisit intentions of
customers in coffee shops located in popular tourist destinations across Vietnam. A
survey was conducted using popular social media platforms in Vietnam to collect the
data of 455 participants during the second half of 2024. The findings suggest that visual
marketing elements, such as layout, color, and interior design, significantly and strong-
ly impact customers’ attention located in a coffee shop at a tourist destination, these
elements positively influence customers’ intentions to revisit the coffee shop, albeit to a
lesser degree. While location does not affect the relationship between visual marketing
and customer attention, it plays a significant role in moderating the impact of visual
marketing on customers’ intentions to return. The study offered potential solutions to
improve visual marketing strategies for coffee shops located in popular tourist destina-
tions, ensuring their continued success in Vietnam’s rapidly changing tourism industry.
Future research directions include examining how the popularity of destinations and
the online image management of tourism sites impact visual marketing.

Keywords visual marketing, attention, revisit intention, location,
tourist destinations
JEL Classification M31, M30, L83

INTRODUCTION

In 2023, Vietnam welcomed approximately 12.6 million international
visitors and domestic tourists made around 108 million trips (Statista,
2024). The Vietnamese government implemented policies to improve
tourism by enhancing destination experiences (Vietnamnews, 2024). In
today’s landscape, customer experiences are paramount, transforming
tourism into more than just visiting places; it is about indulging in mo-
ments that enhance happiness and life satisfaction (Dekhili & Hallem,
2020; Sirgy et al., 2011; Zhong et al., 2017). Among these experiences, cu-
linary adventures are particularly noteworthy, with coffee culture lead-
ing the charge. As one of the world’s most cherished beverages (Setiyorini
etal., 2023), coffee in Vietnam is more than just a beverage; it offers a rich
and immersive experience. The sensory appeal of surrounding environ-
ments has turned the coffee shop scene into a social hub, especially for
young travelers in search of the ideal spot for a memorable photo oppor-
tunity (Spence & Carvalho, 2020; Priatmoko & Lérant, 2021).
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Tourism is an essentially visual experience (Palmer et al., 2013), therefore, elements of visual market-
ing can effectively capture the attention of tourists and boost their emotions. Visual communication
designs aim to capture attention, evoke desire, and prompt audience engagement by creating a positive
influence on how viewers perceive the message (Koksal, 2013). McGoldrick (2002) believed that visual
appeal and communication are essential in the retail industry. A well-planned coffee shop can create a
good mood, provide a warm and inviting area for consumers, and thus increase sales. When designing
the layout of a coffee shop, it is crucial to consider factors such as available space, the specific type of cof-
fee shop being established, and the target customer demographic.

Return intention plays a significant role in business marketing due to its pivotal role in fostering tour-
ist loyalty and subsequent post-purchase behaviors (Ambarwati et al., 2023). According to a study by
Rasaily et al. (2023), service quality dimensions, such as reliability, tangibles, assurance, and empa-
thy, are significant elements impacting customer repurchase intentions. In contrast, Rorimpandey et
al. (2022) argue that experiential marketing, characterized by visually appealing elements, positively
correlates with experiential satisfaction and customer intention to revisit. The experiential marketing
technique positively influences consumers’ brand perception, creating favorable associations and en-

couraging loyalty.

1. LITERATURE REVIEW

Visual marketing has been a relatively underex-
plored area within the food and beverage (F&B)
industry in Vietnam. Visual marketing, similar
to a scientific study, involves the deliberate use of
signs and symbols to communicate messages and
create specific consumer experiences (Davis &
Hodges, 2012). The impact of visual perception on
leisure tourism, noting that visual elements play a
vital role in shaping visitors’ perceptions (Gilhespy
& Harris, 2010). Besides, the importance of visu-
al elements in shaping a local brand’s image and
influencing tourists’ likelihood of returning
(Adamus et al.,, 2021). A thorough understand-
ing of how visual marketing can be strategically
applied is vital for enhancing customer engage-
ment and fostering loyalty in the F&B and tour-
ism industries. Structured and visually appealing
designs help direct consumer attention, highlight-
ing key details and enhancing overall interactions
(Soomro et al., 2017). In digital marketing, engag-
ing imagery, interactive content, and user-friendly
design are essential in maintaining consumer at-
tention (Sassatelli et al., 2002). Consistent use of
visual elements over time fosters brand recogni-
tion and memory (Keller & Brexendorf, 2019).

The visual elements foster an engaging retail en-
vironment, essential for drawing customers and
enhancing sales opportunities (Randhawa &
Saluja, 2016; Jerath & Ren, 2020). Lighting, col-
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or schemes, and overall store aesthetics are core
aspects of visual marketing that significantly in-
fluence customer attention, thus affecting pur-
chasing decisions (Krishnakumar, 2014; Clement,
2007; Cordova et al., 2020). Coftee shops located
in popular tourist destinations utilize visual mar-
keting to enhance customer satisfaction (Usani et
al., 2024). Elements such as attractive color combi-
nations and graphic icons help customers remem-
ber brands, which fosters brand loyalty and pro-
motes repeat purchases (Han et al., 2019; Khuong
& Hong, 2016). This research investigates various
visual elements, including color, layout, interior
design, and location, all of which play a significant
role in attracting consumer attention and influ-
encing their likelihood to return.

Colors have been shown to affect consumer
psychology, influencing mood and behavior.
Labrecque and Milne (2012) discovered that spe-
cific colors could evoke particular emotions, sub-
sequently affecting how consumers perceive and
react to stimuli. Colors can encourage custom-
ers to spend more time in a place and increase
the chances of them returning (Yu et al., 2021).
Additionally, colors can evoke aesthetic sensations
that significantly influence customer decisions
(Hoyer & Stokburger, 2012). The psychological
and perceptual effects of color play a important
role in shaping consumer perceptions, emotions,
and cognitive processing (Ranaweera & Wasala,
2020; Gilbert et al., 2016). Ettis (2017) added that

http://dx.doi.org/10.21511/im.21(3).2025.04



color aids in memory formation, thereby increas-
ing the likelihood of customer repurchasing. The
importance of specific colors, such as turquoise,
green, red, and combinations of red, orange, and
yellow, in capturing and maintaining customer at-
tention (Anwar et al., 2020).

Store interior design is crucial for creating visu-
ally appealing and functionally efficient spaces
that enhance the sensory experience (Zhang, 2018;
Mahmood, 2018). Ceylan and Alomari (2024) em-
phasized that atmospheric elements could signif-
icantly enhance customer experiences and sat-
isfaction. Reddy et al. (2012) and Webber (2017)
noted that interior design affects consumer be-
havior by eliciting positive emotions, which can
enhance purchase intentions. In the F&B indus-
try, well-arranged interiors not only attract but
also retain customers by creating comfortable and
relaxing atmospheres, thereby fostering loyalty
(Choerunisa & Nugraha, 2024). The design ele-
ments, ranging from furniture to fabrics and from
motifs to ornaments, are carefully selected to cre-
ate environments that resonate with both the prac-
tical and poetic aspirations of space (Widyaevan &
Rahardjo, 2019). An attractive interior encourages
customers to spend more time in the store and re-
tains them (Larassati et al., 2021; Bell, 2008).

Layout design enhances the overall shopping ex-
perience by creating a unique atmosphere (Kotni,
2016; Alawadhi & Yoon, 2016). The studies by
Tlapana (2021) pointed out that layout has directly
influences on customer satisfaction and customer
retention. A thoughtful layout enhances custom-
ers’ likelihood of returning and recommending
the store, while an appealing and welcoming de-
sign can attract potential customers who may not
have initially considered a visit (Kumar & Kim,
2014; Sachdeva & Goel, 2015). In tourist areas with
many cafes, an effective layout is crucial for cap-
turing and retaining customer interest.

Visual attention plays a significant role in product
selection, making it a key factor in determining
whether customers will revisit a store or brand
(Pieters & Wedel, 2004). In coffee shops located
in tourist destinations, where competition for at-
tracting and retaining customers is intense, the
ability to capture customer attention through ef-
fective visual elements is essential. This approach

http://dx.doi.org/10.21511/im.21(3).2025.04
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helps create memorable experiences that encour-
age customers to return (Romaniuk et al., 2004).
Consequently, attention serves as a crucial link
between visual marketing strategies and repur-
chase intentions. In an age where consumers have
increasingly short attention spans, capturing and
sustaining attention is vital (Daniluk et al., 2017).
Once captured, customer attention enhances
memory retention and satisfaction, both of which
are key factors in increasing the likelihood of cus-
tomers returning to the establishment (Merdian et
al., 2020). The visual appeal of a coffee shop, care-
fully crafted using color schemes, lighting, and
spatial layouts, creates an immersive and inviting
experience that resonates with customers, encour-
aging them to revisit (Kim et al., 2020). In this
sense, attention acts as the bridge between visual
marketing and revisit intention, underscoring its
role as a crucial intermediary in this relationship.

The intention to visit again, defined as tourists’ in-
clination to return to a destination, is critical in as-
sessing business success within the tourism indus-
try (Akel, 2022). Chang (2014) examined the re-
lationship between revisit intention and Attitude
Theory, which includes cognitive, affective, and
behavioral components. The cognitive component
involves beliefs, the affective component deals
with emotions, and the behavioral component
refers to the likelihood of certain actions (Stylos
et al., 2016). Shoukat and Ramkissoon (2022) ex-
plored behavior intention as tourists’ willingness
to revisit, left recommendations to others, and en-
gage further with the location.

In the tourism sector, the selection of a prime loca-
tion is one of the most critical decisions a service
provider can make (Meng & Choi, 2019). Even the
most aesthetically appealing establishments may
struggle if they are located in less accessible or vis-
ible areas. Geographic positioning also shapes the
overall ambiance and experience that the custom-
er encounters, which can enhance the likelihood
of repeat visits (Khairi & Darmawan, 2021). The
location of a business not only affects its visibility
but also shapes its overall image and perception,
which influences customer expectations and satis-
faction. In terms of visual marketing, a good loca-
tion enhances the effectiveness of visual elements
by allowing potential customers to see the coffee
shop’s appealing visuals, such as its storefront de-
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Figure 1. Proposed research model

sign, signage, and the surrounding context (Aulia
et al., 2023). A strong competitive advantage of a
prime location is its ability to attract more cus-
tomers and increase revenue. A coffee shop that is
situated well can more effectively draw customer
attention, create memorable experiences, and en-
courage repeat visits (Khairi & Darmawan, 2021).
This emphasizes the relationship between location,
visual marketing, customer attention, and behav-
ior, especially in tourist-oriented destinations.

This study aims to evaluate the influence of vi-
sual marketing elements on customers’ attention
and their intention to return to a tourist destina-
tion. To achieve their goal, the authors developed
a model that focuses on three key aspects of visual
marketing in the food and beverage (F&B) sector:
layout, color, and interior design. They evaluated
how these factors impact customer attention and
the intention to revisit. Additionally, the study ex-
amined the moderating role of coffee shop loca-
tion on visual marketing, customer attention, and
revisit intention. Based on literature review and
empirical evidence, the following hypotheses are
proposed, leading to the development of the re-
search model (Figure 1).

HI:  Visual marketing has a positive (+) impact
on the customer’s attention.

H2:  Visual marketing has a positive (+) impact
on customer’s repurchase intention.

H3: The customer’s attention has a positive (+)

impact on the repurchase intention.
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H4: Location moderates the relationship between
visual marketing and attention.

H5:  Location moderates the relationship between
visual marketing and revisit intention.

H6:  Location moderates the relationship between
attention and revisit intention.

2. METHODOLOGY

This study utilized a quantitative research method,
specifically a sample survey targeting customers
aged 18 to 55 who frequent coffee shops in pop-
ular tourist destinations across Vietnam. These
locations include Hanoi, Ho Chi Minh City, Da
Nang, Da Lat, Ha Long, Ha Giang, Can Tho, Hai
Phong, and others. Data were collected through
a questionnaire-based survey targeting custom-
ers in Vietnam, conducted via an online form in
August 2024. The questionnaire was distributed
to coffee shop owners in popular tourist destina-
tions, allowing them to reach out to their custom-
ers. Additionally, the survey was posted in various
tourism groups. The aim was to engage adults who
frequently visit coffee shops in these tourist areas.
Involving coffee shop owners in the data collec-
tion process contributed to the overall external va-
lidity and reliability of the study.

The study’s questionnaire was created using a
5-point Likert scale to assess the observed vari-
ables, with ratings ranging from (1) totally dis-
agree to (5) totally agree. The questionnaire in-
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cluded 25 variables, and following Bentler and
Chou’s (1987) guideline of having at least 5 ob-
servations per variable, the minimum sample size
required was 125 observations (25 variables x 5
observations). However, 455 valid responses were
collected to enhance the quality of the research.
The measurement instruments used in this study
were established scales from previous research,
adapted to suit the specific study setting.

All procedures involving human participation in
this study adhered to the ethical standards estab-
lished by Vietnamese law, as well as the principles
outlined in the 1964 Declaration of Helsinki and
its subsequent amendments. Participants were
fully informed about the study’s aims and con-
firmed their understanding and willingness to
participate voluntarily. The authors are commit-
ted to maintaining the confidentiality of the infor-
mation provided, and the responses will only be
used for the purposes of this study.

The 12 observation items of visual marketing
were modified from Lalbabuprasad and Gune
(2021a), Dzremedo et al. (2019), Goksel (2002), and
Tlapana (2021) for 3 factors, including color, in-
terior design, and layout. Location was measured
with 5 items adapted from Utama et al. (2023) and
Soliha et al. (2021). Revisit intention was assessed
using 4 items modified from research of Utama et
al. (2023), and Soliha et al. (2021). The factor of at-
tention with 4 items was modified from research
Soomro et al. (2017).

3. RESULTS

The study included a sample of 455 participants,
consisting of 61.5% females and 39.5% males, with
the majority (56.6%) aged 18 to 25. Regarding their
occupation over the past six months, 22.0% were
students, 24.6% were freelancers, 36.9% held full-

Table 1. Total variance explained
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time officer positions, and 16.5% were seniors or
managers. In terms of income, 23.5% of survey
respondents reported earning less than $300 per
month. Meanwhile, 20.2% had an income between
$300 and $500 per month. The largest group, ac-
counting for 43.3%, reported earnings between
$500 and $700 per month. Only 13% of respon-
dents had an income exceeding $700 per month.
In terms of travel frequency, 40.7% of respondents
travel 2 to 4 times a year, while 37.6% travel once a
year. When it comes to decision-making, the most
important factor is location, which influences
34.9% of respondents. This is followed by layout at
24.8%, interior design at 20.4%, and color at 19.8%.

This study employed SPSS and AMOS to conduct
Exploratory Factor Analysis (EFA), Confirmatory
Factor Analysis (CFA), and Structural Equation
Modeling (SEM). At first, Exploratory Factor
Analysis, specifically using principal factor analy-
sis with varimax rotation, was performed to en-
sure the unidimensionality of the measurements
related to the latent variables. All 29 observation
variables underwent Exploratory Factor Analysis
(EFA) with rotation. The Kaiser-Meyer-Olkin
(KMO) measure confirmed that the sample size
was adequate for the analysis, with a KMO value
of 0.894, which is greater than the threshold of 0.5.
Additionally, Bartlett’s test of sphericity indicated
significance (p = 0.000), suggesting that the corre-
lation structure was appropriate for factor analysis.

The factor analysis results in Table 1 show that the
first six components explain 77.47% of the vari-
ance in the five variables (interior design, attention,
layout, color, revisit intention), with eigenvalues
above 1 for these components. This indicates that
the first five components effectively capture the
majority of the data’s variance, suggesting a strong
and comprehensive representation of the variables
with minimal need for additional components.

Initial eigenvalues Extraction sums of squared loadings
Component . - - -
Total % of variance Cumulative % Total % of variance Cumulative %

A 8.336 41679 < OO SR\ . A SO .= SO

2 2.477 12.384 54.063 : 2.477 12.384
3 1987 9.936 63999 . 1e87 . 983
A 1678 8.389 72.388 .L678 e 3:389
L2 1.017 >.084 LA Lo L.oo8a

6 0.586 2.929 80.401
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Table 2. Factor loadings, Cronbach’s alpha

Items Interior design Attention

Revisit intention

b3 0882 . A3 | 0814
H D1 0.844 Al : 0.796
Ib2 083 a4 0787
b4 1 0820 - A2

0.916

Factor loadings

Cronbach’s alpha 0.907

L0733

.2 0801 0.860

ca 0836
. 0822
0.922

Table 2 shows strong factor loadings for all items,
including design, attention, layout, color, revisit in-
tention; this means each item effectively measures
its intended factor. Factor loadings are generally
above 0.7, with Cronbach’s alpha values ranging
from 0.856 to 0.922, demonstrating high internal
consistency and reliability for each construct. This
suggests that the constructs are well-defined and
suitable for further analysis.

The results in Table 3 indicates that all research
factors exhibit strong reliability and validity.
Composite Reliability (CR) values are all above 0.7,
indicating consistent measurement, while Average
Variance Extracted (AVE) values exceed 0.5, con-
firming that a significant portion of variance is

Table 3. CR and AVE results

captured. Maximum Shared Variance (MSV) val-
ues are lower than the corresponding AVE values,
ensuring discriminant validity. Additionally, the
square root of AVE for each construct is higher
than its correlations with other constructs, further
supporting discriminant validity. Overall, the fac-
tors are robust and suitable for further analysis.

According to Anderson and Gerbing (1988), a
two-step approach was used to analyze the da-
ta: Confirmatory Factor Analysis (CFA) and
Structural Equation Modeling (SEM) for hypoth-
esis testing.

Following Hair et al. (2019) in “Multivariate Data
Analysis,” all three models (CFA, SEM partial me-

MaxR(H) C RI
L0822
.......... 0.906
0.937 083
0.925 0.495*** i 0.823
19
A 1 14
| 1.15 B2 Ce292
12 Ce28 s -
1
37 RI3 Ce28)
39
a8
O CE
79 "
70 1
88 <z, &
.
v A2 | a. &
116 C1D4

Figure 2. Structural Equation Model (SEM)
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i i hi- re/ |
. 5 Chi-square/ o, CFI TU RMSEA
Model N : Chi-square = Df P Df : :

: : ; <5 ©(>.90) i (>.90) i (>.90) <0.08
CFA 855 383.054 156 0000 . 2455 . 0921 . 0967 L0057
SEM partial 455 420.077 157 © 0000 |  2.676 0913 | 0961 . 0.061
_mediation ¢ T [ A
SEM full mediation : 455 :  440.127 158 © 0.000 : 2786 0909 : 0959 : 0.950 0.063

diation, and SEM full mediation) in Table 4 dem-
onstrate good model fit. The CFA model shows a
Chi-square/df ratio of 2.455, RMSEA of 0.057; GFI
0f 0.921; CFI of 0.967; and TLI of 0.960.

The SEM partial mediation model has a Chi-square/
df ratio of 2.676, RMSEA of 0.061; GFI of 0.913; CFI
of 0.961; and TLI of 0.953. The SEM full media-
tion model presents a Chi-square/df ratio of 2.786,
RMSEA of 0.063, GFI of 0.909, CFI of 0.959, and
TLI of 0.950. Overall, these indices indicate a good
fit for all models with the market data (Table 4).

In Table 5, the total effect of the mediator is 0.506,
which combines both direct (estimate = 0.369, p =
0.000) and indirect (estimate = 0.136) effects. Both
direct and indirect effects are statistically signifi-
cant, and the overall impact is moderate, as indi-
cated by a total effect greater than 0.5. This sug-
gests that while both direct and indirect effects are
present and significant, they together contribute
to a meaningful overall effect.

Most relationships within the investigative frame-
work show significant statistical relevance, indi-

cated by p-values below 0.05. Three hypotheses
are supported, with p-values under 0.05 and posi-
tive regression coeflicients, indicating a positive
impact among the associated variables in Table
6. The results indicate that the impact of visual
marketing on consumer attention is the strongest
(Beta = 0.798). This is followed by its influence on
return intention (beta = 0.369). Lastly, there is the
effect of customer attention on the intention to re-
turn to cafes in tourist destinations.

Table 7 presents the model summaries for the
moderation effects of location on the relation-
ships between visual marketing and attention; vi-
sual marketing and revisit intention; attention and
revisit intention. The models demonstrate strong
relationships, with R-squared values of 59.25%
of the variance, 29.75%, and 30.94% of the vari-
ance, respectively. All models are statistically sig-
nificant, with p-values of 0.000 and high F-values,
suggesting robust model fits.

The items in the location factor represent the
convenience, safety and utility in accessing cof-
fee shops of tourists. The results of H4 hypothe-

Table 5. Results of the mediation model for the involvement factor

Direct Indirect | Total effect .
Impact - - : - p-value Conclusion
Estimate Estimate Estimate
RI & A< VM 0.369 0.136 0.506 0.000 Both direct and indirect effects
Table 6. Hypothesis results
Hypothesis ' Relationship ' Estimate | p-value | Conclusion
B 0789 | 0000 : Supported
Lhe 0369 :.0000 : Supported
H3 0.173 0.036 Supported
Table 7. Model summary of the moderation model
Model summary R R-sq MSE : F dfl df2 : p
ASYMLC o 07697 05925 . 01622 LAs
LG e 05955 0.2975 L.0:2961 S .2 S
RI & A_LC 0.5562 0.3094 0.2867 67.3481 3 451
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Table 8. Results of the moderation model for location factor

Hypothesis Relationship Ln::;f?‘f;z: t-value p-value Conclusion

Location moderates the relationship between visual

4 marketing and attention 0.0196 0.3099 0.7568 Rejected
A M L e

A LA 8T8 00000 .

i Location moderates the relationship between visual {
i marketing and revisit intention of customers 0.1787 2.1016

H5 RIS VM_LC Supported

B L0753 . 59270

i Location moderates the relationship between {
i attention and customer’s revisit intention 0.1817 2.1735 0.0303

H6 RICA LC : : Supported
RIcLC 05074 | 65269 . 0.0000

sis analysis show that the location variable does
not have a moderation effect on the relationship
between visual marketing and attention; al-
though it has a direct impact on attention with
a regression weight of 1.4941, thus hypothesis
H4 is rejected.

The results of H5 hypothesis analysis indicate that
the location factor has a moderation effect on the
relationship between visual marketing and custom-
er’s revisit intention, with a weight of 0.1787; more-
over, it also has a direct impact on revisit intention
of tourists with a regression weight of 0.7534, thus
hypothesis H5 is accepted. Similarly, the results of
the analysis in Hypothesis H6 show that the loca-
tion factor has a moderation effect on the relation-
ship between attention and customer’s revisit inten-
tion, with a weight of 0.1817; and, it has a direct im-
pact on customer revisit intention with a regression
weight of 0.5074, thus hypothesis H6 is accepted.
These results are presented in Table 8.

4. DISCUSSION

According to the results mentioned earlier, vi-
sual marketing has a notable positive influence
on customer attention (Beta = 0.789). Visual
marketing elements, such as layout, color, and
interior design, play a significant role in attract-
ing tourists who want to enjoy coffee at tourist
destinations in Vietnam. When these elements
are implemented effectively, they can capture
tourists’ attention. This results aligns with stud-
ies of Kim et al. (2020) and Sayed (2023) that
highlight the importance of visual marketing
in drawing customers’ focus, particularly in to-

o4

day’s digital environment. Well-crafted visual
marketing images displayed online can stand
out among numerous other visual stimuli and
capture customers’ interest.

Besides, visual marketing also positively affects
customer revisit intentions (Beta = 0.369). This
means tourists are also more likely to revisit to
Vietnamese travelling destinations and cafes
when they are designed to be impressive and
eye-catching. This finding is similar to the re-
search of Zulfiqar et al. (2024), Chang (2014). It
further develops Wahyudiono (2022) research
on visual marketing factors influencing revisit
intention, alongside service quality and per-
ceived value. Creating attractive spaces that ac-
commodate various customer needs like areas
for working, socializing, or relaxing can en-
hance the overall customer experience and en-
courage repeat visits.

The research results also show that the ability of
cafes to attract customers’ attention affects their
intention to return, but the degree is less than
that with visual marketing factor influence to
revisit intention (Beta = 0.173). This confirms
that visual marketing elements such as color,
layout, and interior design of the café signifi-
cantly impact customers’ visual attention and
their intention to return to cafés while traveling.
This finding is not only applicable to the food
and beverage sector, but similar results have
been observed in the hospital healthcare sector,
as noted in the study by Zulfiqar et al. (2024), in
the hotel industry according to Kamaludin et al.
(2020), and in the digital environment based on
the research by Argyriou (2012). This indicates
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that cafes should actively engage in online repu-
tation management to attract tourists digitally
before their travels, in addition to utilizing tra-
ditional methods to capture attention.

Regarding the moderating effect of the location
factor, the study indicates that location does not
influence the relationship between visual mar-
keting and customer attention. Although loca-
tion matters in various marketing contexts, it
does not markedly affect the ability of visual
marketing to capture attention while traveling.
In contrast, location plays a significant role in
moderating the impact of visual marketing on
revisit intentions (Beta = 0.1787). This indicates
that visual marketing’s effectiveness in encour-
aging repeat visits is amplified when aligned
with location-specific attributes, such as cul-
tural or aesthetic relevance. This finding is con-
sistent with the research of Stylos et al. (2017).
Tailoring visual marketing strategies to the

Innovative Marketing, Volume 21, Issue 3, 2025

unique characteristics of a location can boost
customer loyalty. For coffee shops in tourist ar-
eas, integrating local cultural elements into de-
sign and marketing is crucial.

Additionally, location plays a significant role in
moderating the relationship between customer
attention and intentions to revisit, with a coef-
ficient of 0.1817. This indicates that when cus-
tomer attention is paired with a strategically ad-
vantageous location, the chances of customers
returning increase substantially. This finding
aligns with the research conducted by Adam et
al. (2023) and Neuvonen et al. (2010). This ap-
proach enhances the tourist experience, estab-
lishes a unique identity, and fosters connections
with both tourists and locals, improving overall
customer engagement. With its beautiful scen-
ery and unique coffee culture, Vietnamese tour-
ism managers can implement strategies that in-
corporate sensory marketing experiences.

CONCLUSIONS AND LIMITATIONS

The aim of this study is to assess how visual marketing impacts visitors’ intentions to revisit coffee
shops in tourist areas, emphasizing two key factors: attention and location. The study reveals that
visual marketing components, including spatial arrangement, color schemes, and overall interior
aesthetics, play a crucial role in capturing customer attention in coffee shops located in tourist
destinations. Although these elements have a less pronounced, yet still positive influence on the
likelihood of customers returning, their role remains meaningful. Notably, while the geographical
setting does not alter the direct link between visual marketing and customer attention, it serves as
a significant moderator in the relationship between visual marketing and revisit intentions. These
insights suggest practical approaches for improving visual marketing strategies in coffee shops lo-
cated in tourism hotspots, thereby supporting their sustainable competitiveness amid the dynamic
growth of Vietnam’s tourism sector.

While the model captures some interactions between visual marketing elements and revisit inten-
tions, it does not account for a broader range of environmental and personal factors that shape cus-
tomer behavior. For example, pricing strategies, customer preferences, and the brand reputation)
influence on customer retention. Moreover, the study overlooks the role of social media in captur-
ing customer attention and enhancing their likelihood of repurchase. In fact, some online factors
were researched to influence customer interaction, revisit and loyalty such as social media. Based
on the analysis above, it is possible to research the factors influencing the popularity of tourist des-
tinations and individual customer motivations, such as traveling for leisure or exploration. This
research can provide deeper insights into how visual marketing affects the intention to revisit des-
tinations in various contexts. Furthermore, the studies on visual marketing in the tourism sector
should also incorporate aspects of online image management and the influence of social networks
on customer behavior.
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