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A Perceptual Mapping of Coffee Shop Brands and Preference Attributes

Ki—Ran Kim, Dong—Jin Kim?

School of Food Science and Food Service Industry, Yeungnam University!

Abstract

The purpose of this study is to examine the competitive positions of five coffee shop brands(i.e., Starbucks,
Coffee Bean & Tea Leaf, Hollys, Angelinus, and Tom N Toms) in Korea. For this study, data were gathered
from the residents of Seoul, Busan and Daegu from September 22 to October 11, 2009. In order to accomplish
the purpose of the study, MDS was utilized to investigate differences in customer’s perception of the position
of five coffee shop brands. The results of positioning analysis showed that there was competitive relationship
between Hollys and Angelinus. Also, the positioning of Tom N Toms was close to Hollys and Angelinus.
However, Starbucks, the market leader, and Coffee Bean & Tea Leaf, the market follower, were their own
identity in their brands. According to the result of the study, it will be helpful for the marketers who need
to establish a marketing strategy. Future studies could include other various variables and more thorough

investigation into them.

Key words: coffee shop brand, attribute, perceptual mapping, positioning, MDS(multidimensional scaling).
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{Table 1> Present situation of coffee shop brands
Brand C Number of Featun
rand name ompan; eatures
pany a branch(2009)
U.s.
Starbucks Starbucks Coffee Co., Ltd 300 . compan}.ll
Direct franchising
Coffee B Us.
otiee Bean Coffee Bean & Tea Leaf Co., Ltd 195 . compan)./.
& Tea Leaf Direct franchising
Ch: brand
Angelinus Lotteria Co., Ltd 162 .ange ran. .name L.
Direct franchising, Franchising
O branch
Hollys Hollys Coffee Co., Ltd 200 Verse?? rane
Franchising
O branch
Tom N Toms TOM N TOMS Co., Ltd 120 verseas bl

Franchising

Source: Reorganize author based on yearbook, periodicals and newspaper.
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{Table 2> Studies on coffee shop selection attributes
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Author(Year)

Attribute

Kim YO(2003)

Jung YW(2006)

Kim HB et al. (2007)

Eun HW(2008)

Kim AR & Park YS(2008)

Location

Taste, Price, Variety of selection, Location, Atmosphere

Taste, Price, Variety of selection, Atmosphere, Quick service, Brand

Taste, Atmosphere, Quick service, Brand, Hygiene and sanitation

Taste, Price, Variety of selection, Atmosphere, Hygiene and sanitation
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<Table 3> Demographic characteristics of the
respondents

Variables Group n %
Female 204  58.1
Gender
Male 147 419
20 to 29 179 51.0
30 to 39 117 333
Age
40 to 49 30 8.5
50 or over 25 7.1
Marital Married 131 373
status Single 220  62.7
Office worker 123 350
Professional 40 114
Government employee 28 8.0
. Self-employed 19 54
Occupation .
Service 34 9.7
Housewife 29 8.3
Student 69 197
Others 9 2.6
High school or under 18 5.1
) Some college 33 9.4
Education
College graduate 210  59.8
Graduate school 90 25.6
Less than ¥¢1,000,000 81 23.1
1,000,000 ~¥¥1,999,999 116 33.0
Monthly 2,000,000 ~%#2,999,999 84 239
income 3,000,000 ~¥¥3,999,999 36 103
4,000,000 ~%#4,999,999 11 3.1
¥##5,000,000 or more 23 6.6
Total 351 100.0
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{Table 4> Descriptive statistics of the variables

Variables Mean+SD Ranking
Taste 4.46+0.69 1
Hygiene and sanitation 4.41+0.74 2
Location 4.29+0.84 3
Atmosphere 4.17+0.83 4
Price 3.99+0.88 5
Quick service 3.76+0.87 6
Variety of selection 3.15£1.05 7
Brand 2.97+1.08 8
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<Fig. 1> Perceptual map of coffee shop brands.



4
e G 5 Yom, o) 2Epuigl B
R
V. 22 3 M

B ATE e A, Felz, AAYY
2, GRS 5 57 A BAse) gE EAN
ol et AFolck, AF9 BHL Sl 9
sje] BAse] AR AZHoR Yepd 5
e EAMY B EEHGon, olF Fijol
Az AABA A= BAEE RIS B
A=) BATA L AL 3] 9shel
17jo] A% ARHL AT w) sefske 8 A
S54 A8 A7E Bslo] £Esgon, o
9 549 WIS Fol BASTHY Aolg &
QI3HE MDSE °l-&3t5it:

Ah 7AAu) o] 7HA, W7o Tk
A& B A 2 Y
AA 594 87N delgAd FollA] A3
2819 2008)0 4t 2
1] 9] ‘%01 7} %—ﬂﬁl &40 = Yyt
29, A 2 4R, 29171, A
v|9} 744, WﬂLéA AEA, vl Tk, Bal
o o' e

A, 571 A8 BAE=9] oju]z] frApdel A3k
FAMY e A9 AuEE T2} <A
Uzrh AZte o] 3o} Aglolx A= 7h7te]

98l Yoz olE A HUsE Jst

BABAE FASL oS & T Atk 2
greleb #A3] H == Dimension 12 $40.2
]9 dAlg |20t §A Sl flAIskar 2
© ™, Dimension 25 FASZ= AN} 37

o] AXshm Qo] ZEpsE A9G e

A MY BRE AT 73

f

E%E—é—ﬂr A7l ﬁzgwﬂoﬂ
Helok 2

AdE dRE 5 e Apdst z

Zasith o) viAE MRS ash] flEiA
© AR FAAT|AL e B F e X
2y Ao] HBaslt) o= 3 Ay B
=Y AMAHES AEY oS3 2o

1999 157 wi-S QESIAL 29| Hlo]a
ol-%- A¥ 3= sAAZ] AP AE 2009
s HAEHAE ﬂW A A FE 1
AE A, ole 10d0] At 250l

T o3 Hdj e *WZ‘:‘!W < FH3k= 5410
QAN A 2] Tl(market leader)®] S-S dhar ¢l

= Aolt) oz thEAQl #Ax HAHEZ 11
=9 vhEel A JFowA Bl %iL

s 7 e Aol Fesirh g A

sty 1siA 719 AEFS FEAMAY

A1 BRI EEFete] AR AL
F=alof gtk

2o g AP0 HE w23 9l (market
follower) Q97 29 A3 BA=l AgHle t}2
B =S AAdA dopdr] A A
Fr&ol et BART= QA APl g4
¢ 91X} A olF& fFrASE Ao] Fasith
QA 2lele] rAE RS BHEhEA ALY
FEol 7HE FHAQ SAo1u HARel, 7+
5ol "ig REHoz 2dsE viAE 5o
EeRdl=

S oAz A AT AEHS
T oy BAsl g, JEEE Bt
= 23t Ak dA)e dAlgy s g

ol
T
iy

lu: f”lo

J?': r
filo

s}

ol
)

& o g
do &
X



N
N

zHEE o
1T F e gAdEEE & AIHGE
o, 2Epu2st Ase] w3}
(market challenrer) B =o0|t}, ©
EiE AHTES SRS
A% 7MY T8 A A By 2
23}l kot
o2 AT S AuEd 3R, U
o] A¥ HAET} BSol% Eakal, & Aol
A 5719 BAEE tdo = sH3l7] wEel A
A A BR=E Jurslstr)ole gAI7E Aok
wEbA] S AT AT HalEd tiste] B
o FHAS o R A7E 2t Aok =4,
HAEZAPE A, T4 g7 A9e2 sk
o &5 AFelMe A9F AE Hely A
=9 A WA 1S hFoR she A7t
dasitt AA, 149 s} Qlxo] 13 g
73l whebx] Wsketr] wEoll ]7L-4 Hslol| wet
F7IHoR ATFE 73T ot vk

22 hgelA g P9 Bohshe

=

Ao

B A7 BAL 7] A AR (ZEPH
A9, Sl ARV, "gAE) o] BAA
¢ ARE Fotet= ol M2, 4% it A
o] AFAE AC.E 20099 9 22UHE 10
4 119704 2097 AAEkATE A7) 535
Fst7] flsted o] 1AL = 570 719
BAE9 FAMIS dotr 7] 9t At X =

< AT AT A9E ARy s
o} A7 BABAE FASHL dS &
T on Eg gAgae s Ay
o} 7p7to] vebdth. 1eut JAIClA 2]t (market
leader)?] Z=EpH =9} ZEPH 0] FE w2 Q)
S(market follower) 73]¥l& 7|82 052 =531
AAARE 71K BAER QAHT 8-S &
°lE‘r o] A7+ Aol et vHAIE A 1

she pHAlEI Al E50] 2 Aotk 3

-loif tlo ¥

=z 8ks|A] Al 163 A 33(2010)

38 - AAS (2007). AFE S SAREA. dht
2, 420-423, A

HolE - ¥ (2008). F-2F A< 7@4 EaRTs S
ATz #SE AT 2008 FA4b A HF
g3, 582-595.

AE= (2002). AFA0) HAe B HE M
Ao A3 AT AFdstu, 7, AL
17]8 (2008). 21417] S 2R AAA ] 924

A7 AR, HIFAE 71, AL
AF2A73A (2008). “lAZA2 73], W 220
N HAE 28, 129 1.

AFAAEA (2008). “PI=E £, FHe &
g7, 1249 8%,
AT (2009). “dFE F=3 T, Sl 24

A SHF AE. 2009 2935 B A2873,
88-91, A&

289 (2008). 2z A Ay HEH TAMY
Aol B3k AT AlFisha, 25-30, A&

Zul - 0]9L (2009). ZnY Ay HEFH £
FEFL B e AR 3713 £

Al B718ke=E 3R], 73]t sta, 85-95.

HESF (2009). AT HEHe] o|n|A| 9} A7
7IA7F Ao g AR o=l vA= @
& ARSI avE FAHcE ASH
sk, 12, A2

§h-9] A AZF (2006). $H9] 217 H(F), 236-238,
A&

Jack Trout * Al Ries (1972). The positioning era
cometh. Advertising Age, 35-38.

Jeon KC - Jung JW - Park BG (2005). The effect
of selection attributes of Japanese restaurant
customers on sales promotion, customer sat-

isfaction, and customer loyalty. J Foodservice



oAz s Fu) AR

Management 8(3):107-124.

Jung YW (2006). A study on the positioning
strategy of coffee house. Korean J Hospitality
Administration 15(1):269-289.

Kang CH * Kim NH - Lee GH (2008). Positioning
map analysis for imported wine brands by na-
tionality in Korean market. J Hospitality &
Tourism Studies 10(4):67-78.

Kim HB - Lee JW - Ro YJ (2007). Impacts of choice
attributes on customer loyalty in the coffee-
shop restaurant. J Foodservice Management 10(4):
237-252.

Kim DJ - Kim WG - Han JS (2007). A perceptual
mapping of online travel agencies and prefer-
ence attributes. Tourism Management 28(2):
591-603.

Kim YO (2003). A study on the choice attributes
and customer satisfaction of a take-out coffee
shop. Korean J Culinary Res 9(3):141-154.

Lee AJ - Hwangbo SK (2002). A study on the cus-
tomers' satisfaction of restaurants choice be-

havior in hotel foodservice industry. Hotel and

A B AT 75

tourism Management Res 17(3):155-177.

Lee TG (2005). A study on positioning strategy of
tourism hotels in Gyeongju. Korean J Tourism
Res 20(2):125-146.

Park KY * Ahn SS - Chung KY (2006). A study on
restaurant positioning strategy using multi-dimen-
sional scaling(mds). J Foodservice Management
9(4):93-115.

Ra YS - Ahn SS (2007). A study on positioning of
restaurants based on their competitive relation-
ships and consumer preferences. Korean J Culinary
Res 13(1):24-40.

Yeom JC (2004). A study on the positioning strat-
egy of family restaurants. Korean J Culinary
Res 10(1):153-166.

20099 12€9 1¥9 A T
20109 29 22¢ 12} =254
2010 39¥ 31¢Y 23} =EFF
2010 4€¥ 21Y 33} =EFA
20109 6¥ 64 A A A



