COFFEE CONSUMPTION IN BEIJING CHINA: A SURVEY STUDY ON CONSUMER BEHAVIOUR PERSPECTIVES
by
Tesfalem Leul Markos
A Thesis
Submitted to the College of International Education, Beijing Union University
In Partial Fulfillment of the Requirements for the degree of

Bachelor of Arts in International Business

[image: ]

College of International Education
Chaoyang Campus, Beijing 
July 2018

ii

BEIJING UNION UNIVERSITY 
STATEMENT OF COMMITTEE APPROVAL
Thomas Karlsson
College of International Education
Don Chisholm
College of International Education 
Ahmed Alduais
College of International Education

Approved by:
Ahmed Alduais




Dedication

Every challenging work needs self-efforts as well as the guidance of elders especially those who were very close to our heart.
With my humble effort I dedicate this research to my sweet and loving

Father & Mother


Whose affection, love, encouragement and prays of day and night make me able to get such success and honour,


Along with all hard working and respected

Teachers
ACKNOWLEDGMENTS
I would like to express my special appreciation and thanks to my professors Thomas Karlsoon, Don Chisholm and supervisor Ahmed Alduais for taking the time to give me valuable feedback, tips and support throughout the development of this research.

Moreover, I would like to express my gratitude to my family, my mother, and father, without their support I could not finish my study. 

I would also like to thank all the participants who participated in the thesis seminars and gave the research useful information and feedbacks, which helped me, complete this thesis.

Last but not least, I would like to take this opportunity to thank my friends Atranos Tekeste and Melaku Michael, who help me a lot in supporting and incented me to strive towards my goal.


TABLE OF CONTENTS
LIST OF TABLES	vii
LIST OF FIGURES	viii
Glossary and abbreviations	ix
ABSTRACT	x
Nature and background of the study	1
Introduction	1
1.1.	Objectives of the Study	1
1.2.	Statement of the Problem	1
1.3.	The Significance of the Study	2
1.4.	Questions of the Study	2
1.5.	Delimitations	2
1.6.	Researcher Expectations	2
Review of literature	4
Introduction	4
2.1.	History	4
2.2.	Guiding Theory	7
2.2.	1. Marketing Funnel	7
2.2.2. Awareness	8
2.2.3. Consideration	8
2.2.4. Purchase	8
2.2.5. Loyalty	8
2.3.	1. Model of Consumer Behavior	9
2.3.2.    The Models of Consumer Behavior	9
2.3.2. Cultural Factors	10
2.3.2.1. Psychological Factors	10
2.3.2.1. Personal Factors	10
2.3.2.1. Social Factors	10
Methodology	11
Introduction	11
3.1.	Research Approach	11
3.2.	Research Setting	11
3.3.	Population	11
3.4.	Sampling	11
3.5.	Measures	12
3.6.	Design	12
3.7.	Procedure	12
RESULTS and discussion	13
Introduction	13
4.1.	Results	13
4.2.	Discussion	38
Conclusions, limitations and recommendations	40
5.1.	Conclusion	40
5.2.	Limitations	41
5.3.	Recommendations	41
REFERENCES	42
APPENDIX A. SURVEYS	45
QUESTIONNAIRE	45
APPENDIX B. Timeline	54
GantT chart	54
VITA	55


[bookmark: _Toc515487050]LIST OF TABLES
Table 1: Gantt Chart	54



[bookmark: _Toc515487051]LIST OF FIGURES
Figure 1: Marketing Funnel (Kotler & Keller, 2012)	8
Figure 2: Factors influencing Consumer behavior adapted from Kotler & Armstrong, 2008	9
Figure 3: Gender percentages	13
Figure 4: Age of participants on percentages	14
Figure 5: Occupations of participants on percentages	15
Figure 6: Reasons to try coffee for the first time on percentages	16
Figure 7: Reasons for drinking coffee on percentages	17
Figure 8: coffee drinking times on percentages	18
Figure 9: motifs to buy coffee on percentages	19
Figure 10: Preferred type(s) of coffee on percentages	20
Figure 11: Awareness of coffee brands on percentages	21
Figure 12: Frequency of visiting coffee shops on percentages	22
Figure 13: The most visited coffee shop on percentages	23
Figure 14: Loyalty perspectives on percentages	24
Figure 15: Family members' preference to coffee on percentages	25
Figure 16: Coffee drinking places on percentages	26
Figure 17: Coffee buying planning on percentages	27
Figure 18: Accompanying people for drinking coffee on percentages	28
Figure 19: Frequency of drinking coffee per day on percentages	29
Figure 20: Occurring changes on coffee shops on percentages	30
Figure 21: Preferred coffee brand on percentages	31
Figure 22: Future perspectives on coffee on percentages	32
Figure 23: Price preference for coffee on percentages	33
Figure 24: Aspects for choosing a coffee brand on percentages	34
Figure 25: Preference for visiting a coffee shop on percentages	35
Figure 26: Way of drinking coffee on percentages	36
Figure 27: Possibility of recommending a coffee brand to a friend/relative on percentages	37



[bookmark: _Toc515487052]Glossary and abbreviations 
· ICO: International Coffee Organization 

· Brands: Used in this research to mean competitors.  





[bookmark: _Toc515487053]ABSTRACT
Author: Markos, Tesfalem, Leul. BA
Institution: Beijing Union University
Degree to Be Received: July 2018
Title: Coffee Consumption in Beijing, China: A Survey Study on Consumer Behavior Perspectives  
Major Supervisor: Ahmed Alduais

Abstract 
Purpose: The purpose of this thesis is to investigate and analyze who the main competitors in the coffee market are, factors affecting coffee drinkers to choose a specific type of coffee brand and consumers loyalty to the coffee brands in Beijing, China. 
Methods: in this thesis, the research method is based on a quantitative approach using a survey to collect data. The analysis consists of 50 respondents to answer the survey, mainly Chinese coffee consumers with age range of 18-50 participated to answer the survey.
Results: in this thesis coffee consumers has referred Starbucks & Costa as their favorite coffee brands and most are aware of this coffee brands. For instance, 35 out of 50 (56%) consumers referred Starbucks as their favorite coffee brand & 45 out of 50 participants said that they are aware of the coffee brand, Starbucks. Consumers stated that taste of coffee and coffee shop environment plays the big role when choosing a specific type of coffee brand. More than 85% of consumers have also shown their loyalty to the coffee brand (Starbucks & Costa) by stating that they would recommend the coffee brands to friends and relatives.
Conclusions: This study has shown that the main competitors in the coffee market remained to be the giant coffee brands Starbucks & Costa coffee. The study has also indicated that the most factors that affect coffee consumers to choose a specific type of coffee brands are taste of coffee and coffee shop environment. Good taste of coffee and comfortable and suitable environment makes buyers choose a specific type of coffee brands. In this research, coffee consumer has shown their loyalty to the coffee brands Starbucks & Costa coffee.

Keywords: Coffee, Coffee brands, Coffee consumption, Consumers 
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[bookmark: _Toc515487054]Nature and background of the study
[bookmark: _Toc515487055]Introduction
 “Coffee is elbowing its way into tea culture in China, with the potential to transform one of the world’s smallest markets into its largest” (Meyers, 2016).
While “China is most commonly thought of as a tea drinking nation more recent growth in coffee consumption, and the café industry more generally, has been substantial” (International Coffee Council , 2015).
Tea culture has been playing an important role in China for a long time and actually, the legendary Emperor Shennong found it in 2737 BC. Since then, tea has become part of daily life for Chinese people. In a different period, tea has different implication but the tea spirit is still clearness, respect, joy, and truthfulness. (Wu, 2018)
1.1. [bookmark: _Toc515487056]Objectives of the Study
1. To examine which coffee brands are the main competitors in the coffee market.
2. To identify keys that attracts coffee consumers to choose a specific type of coffee brand.
3. To identify how loyal coffee consumers are to certain type of coffee brands.
1.2. [bookmark: _Toc515487057]Statement of the Problem 
Despite China’s long history of tea drinking, the presence of chain coffee shops such as Starbucks & Costa is increasing year on year. The researcher believes there is not enough data that discusses on the Coffee market to support which coffee brands among the market are more consumed in China, the reasons why these particular brands are more used among the others & how loyal consumers are to particular brands. For this reason, the author conducted this research in order to investigate this problem. This research is investigated to study the purposes to understand who the main competitors in the coffee market are and factors that influence consumers choose a specific type of coffee brand & consumers’ stage of loyalty. 
1.3. [bookmark: _Toc515487058]The Significance of the Study 
Considering the economic development of China and its huge market, this study will be significant for companies who are working in the coffee market or companies want to develop their coffee business in China particularly Beijing. To make it clear this research could help companies to identify who the competitors are in the coffee market, what factors affect consumers to choose a specific coffee brand & consumers’ loyalty to certain coffee brands. 
1.4. [bookmark: _Toc515487059]Questions of the Study
The present study attempts answering the following questions:
1. Who are the main Competitors in China coffee market?
2. What makes buyers choose a specific type of Coffee brands?
3. How loyal are consumers to certain types of Coffee brands?
1.5. [bookmark: _Toc515487060]Delimitations
This research paper might not be entirely accurate due to the factors that are listed below:
· This research concentrates primarily on the on-trade market (e.g. Coffee shops, café, Coffee brands) 
· The survey questions have been translated into Chinese words and given out to the participants, so language barriers have occurred in this condition.
· Little researches or articles have been published concerning coffee consumption in China particularly on-trade market; so the researcher had limited data to gather information. 
· Due to its limitations in sample size (only 50 participants will be conducted)
· Time limitation 
· Due to area limitations (Beijing, China) 
· The conclusions may not reflect the view of all Chinese coffee consumers.    
1.6. [bookmark: _Toc515487061]Researcher Expectations 
In this study the researcher expects to reach or protects to reach some conclusions about coffee consumption in China particularly Beijing including this points:
· International coffee brands (Chain coffee shops) might be the main competitors in china coffee market.
·  Cultural & Psychological factors could be the main factors that influence consumers to choose a specific type of coffee brand.
· Consumers might show their loyalty more to the international chain coffee brands based on their vow & liking to the coffee brand. 



















[bookmark: _Toc515487062]review of literature 
[bookmark: _Toc515487063]Introduction
In this chapter, the researcher is going to introduce related studies to this topic. This chapter is going to be divided into 12 parts (titles), and the researcher is going to explore the following topics: History, Guiding theory, Marketing funnel, Awareness, Consideration, Purchase, Loyalty, Model of consumer behavior, the three factors, psychological factors, personal factors & Social factors. 
2.1. [bookmark: _Toc515487064] History 
Coffee was first introduced to China in the late nineteenth century by a French missionary in Yunnan province in the southwest of the country (International Coffee Council). “The Coffee production subsequently languished for the better part of a century, until 1988 when the Chinese Government, in association with the World Bank and the United Nations Development Programme, initiated a project to regenerate the sector” (International Coffee Council , 2015).
“Since the beginning of the China boom in the last decade, the country has represented an attractive potential market for international coffee chains” (Cunningham, 2010). 
(International Coffee Council , 2015) Stated that “while surprisingly coffee has been grown in China since the late 1800s, the time at which the bean (Coffee) was inherited from a French missionary, one should note that production in the country did not gain recognition until the year 1988.”
(Yang, et al., 2012) Has pointed out in his investigation that China’s coffee market industry has high growth potential and possibility of rising. 
Nowadays, more people may consume coffee in China for the same reason as in most Western countries. Coffee drinkers were rare and coffee was mostly treated as high-priced imported gift items exchanged more for its token value (e.g., as an expensive gift) rather than actual consumption value in the 1980s  (Yang, et al., 2012).
In the last few years’ popularity of coffee shops and rising of coffee culture in the first and second tier cities in China helped to increase the performance of coffee. Instant coffee already has fixed consumer groups in developed cities due to long-term consumer education by leading companies are penetrating into third and fourth tier cities as well as rural areas, because they see great potential in these areas (Kalrity Analytical Dashboard, 2014). 
“The growth of café unsurprisingly is predominantly an urban phenomenon, where drinking coffee in cafes is for many people seen as a symbol of a successful lifestyle, as part of middle-class lifestyle with growing disposable incomes; for some the café offers a shared social experience; and at the same time many Chinese people are developing a taste for coffee” (Café spaces, 2016).
Nowadays, in China, people are willing to buy and taste a cup of coffee in social occasions, home or office and seems like there are more and more people who like to drink coffee in their daily life, and appears every moment of their life has been filled with coffee culture (Zheng, 2011).
“A plenty of cafes, which situated in every corner of city has become a perfect place for people to chat, listen music and take a rest, by which, coffee has developed as a culture” (Zheng, 2011).
“With the continuous improvement of people’s living standards, Chinese people, especially the younger generation are prefer to go to some exotic coffeehouse. China’s coffee market was expanded rapidly in order to meet the growing demand” (Li, et al., 2011). This kind of coffee shop chains such as, Starbucks, Costa coffee, Mc Café.
“Brand positioning plays an important role in global consumer culture” (Terpstra & David, 1991). According to the previous researchers, understanding local customer culture and make a local customer culture positioning are necessary when an international brand decide to enter a foreign market. However, a collectivistic group like a member of personal sources is what Chinese individual attach as importance of opinion (Jung & Kau, 2004).
(International Coffee Council , 2015) Said that in the Chinese coffee market instant coffee currently makes up 98% and 99% of the retail sales by value and volume, respectively, but freshly grinded coffee is being demanded at a higher rate of which the rising number of coffee shops are promoting.
Moreover, coffee is one of the most valuable trading commodities and it has a huge effect on the world economy (Vega, 2008). Involving around 25 million farmers and workers coffee is producing in more than 50 countries around the globe (Clayton, 2011). Besides, more and more cafeteria mainstreams as well as helping retailers and coffee shop owners to make a profit.
Like in many other countries throughout the world China has also become the largest coffee consuming country.
 (International Coffee Council , 2015) Said that most interesting is that coffee production in China has been noticeably increasing in the past twenty years. 
“Although it remains a tea-consuming nation, both production and consumption of coffee in China has been increasing at double-digit rates and is not expected to slow down” (International Coffee Council , 2015). 
As in many other countries in the world, China has also witnessed an explosion in the number of coffee bars opening up in cities all over the country (Wang & H., 2011). 
Even though coffee growing is mostly known to be in Latin America, East African countries and other parts of the world, some are surprised when hearing that coffee is also grown in China. In addition “China now harvests more coffee than Kenya and Tanzania together, and consumes more coffee than Australia” (International Coffee Council , 2015).
“A lot of investment has been made in China by foreign brands. Yunnan province, located in South Western China is the favorite place to produce coffee. Actually, 95% of the locally produced coffee is located in this province” (Verot, 2016). 
“Chinese per capita coffee consumption is less than five cups per year. Average annual per capita consumption is only around 20 cups even in such large metropolitan areas as Beijing, Shanghai, and Guangzhou” (SPR Coffee, 2009). From this report the author can observe that China’s coffee market might have a space for additional future growth. 
“Coffee consumption in China is still very low by international standards – the average suggested by the ICO is 4 cups per year compared to 300 in South Korea, and is still dominated by instant coffee, although this is changing. Drinking coffee in China, particularly out of the home, is to some extent seen as a symbol of an affluent lifestyle and often associated with the rising middle class and changing consumer culture” (Café spaces, 2016).
In particular, given the emerging market of China, that is estimated to have a fast growing for domestic consumption of coffee in beverage industry (Scholer, et al., 2011). In addition, there are more than 1.3 billion people in China, even though the old generations would like to drink tea because of the tea-culture, there is a trend that the young generations are gradually changing their drink from tea to coffee because drinking coffee is regarded as a kind of “fashion’’ and relaxed lifestyle for the young people in China. “Coffee consumption in China is highly concentrated in large cities such as Beijing, Shanghai and Guangzhou” (Bantiwalu & Demisse, 2013).
“With the improvements of Chinese people’s living standards and the growing awareness of coffee culture, China coffee market is on the rise. In 2015, the output of China coffee market was 132,000 tones. It accounted for 1.44% of the total output of the same period. The total share of China coffee market increased from 0.31% in 2003 to 1.44% in 2016” (Marketing China Agency Admin, 2018). 
While accordingly to the observation, coffee is a daily drink in European countries, especially for the Scandinavian countries, with that characteristic, the confusion arises what factors or elements push people to choose coffee rather than other beverages.
2.2. [bookmark: _Toc515487065]Guiding Theory 
The study will be done using Marketing Funnel Theories and Consumer Behavior Model. 
2.2. [bookmark: _Toc515487066]1. Marketing Funnel 
 	“A Marketing funnel identifies the percentage of the potential target market at each stage in the decision making process from merely aware to highly loyal” (Kotler & Keller, 2012, p. 140). “Consumers must move through each stage before becoming loyal customers” (ibid, p. 140). “The funnel also emphasizes how important it is not just to attract new customers, but also to retain and cultivate existing ones” (ibid, p. 140). “Satisfied customers are the company’s customer relationship capital” (ibid, p. 140).
Marketing funnel is also termed as a model describing the customer journey from awareness of the product to the actual conversion and consumer’s loyalty (Singh, 2017). With that in mind, we can see that the customer’s journey starts from awareness and ends at purchase. Using this factors the researcher will attempt to analyze how consumers are loyal to certain types of Coffee brands. 






[bookmark: _Toc515487101]Figure 1: Marketing Funnel (Kotler & Keller, 2012)


[bookmark: _Toc515487067]2.2.2. Awareness  
“A marketer focuses to tap the entire set of potential customers in the beginning. This involves making them aware of the product by the use of effective advertising, marketing, public relations, and other communication strategies” (Singh, 2017). 
[bookmark: _Toc515487068]2.2.3. Consideration   	
The stage of consideration is where the lead gets converted into a marketing qualified lead. The prospective customer is now considering buying the product (Singh, 2017).
[bookmark: _Toc515487069]2.2.4. Purchase    
We buy or select a product/service/supplier at stage four. Individuals or teams of buyers make the final choice of what to buy and from whom to buy it (Friesner, 2012).
[bookmark: _Toc515487070]2.2.5. Loyalty      
“Loyalty is the trend for (some) consumers to stick to the same products. With this as a key effect, deterministic, continuous-time models will be systems of ordinary differential equations; the stronger the loyalty, the slower the changes in numbers of people buying particular products” (Patel & Schlijper, 2004). 
2.3. [bookmark: _Toc515487071]1. Model of Consumer Behavior  
“The term consumer behavior is defined as the behavior that consumers display in searching for, purchasing, using, evaluating, and disposing of products and services that they expect will satisfy their needs. Consumer behavior focuses on how individuals make decisions to spend their available resources (time, money, effort) on consumption-related items” (Schiffman & Kanuk, 2009, p3). 

[bookmark: _Toc515487102]Figure 2: Factors influencing Consumer behavior adapted from Kotler & Armstrong, 2008

[bookmark: _Toc515487072]2.3.2.    The Models of Consumer Behavior
To fully understand how consumer behavior affects marketing, it's vital to understand the four factors that affect consumer behavior: Cultural, psychological, personal, and social (Schofield, n.d). 

[bookmark: _Toc515487073]2.3.2. Cultural Factors  
 	“Cultural factors exert a broad and deep influence on consumer behavior.” “Culture is the most basic cause of a person’s wants and behavior”. “Human behavior is largely learned. Growing up in a society, a child learns basic values, perceptions, wants, and behaviors from the family and other important institutions” (Kotler & Armstrong, 2008, p. 123).
[bookmark: _Toc515487074]2.3.2.1. Psychological Factors    
“A person’s buying choices are further influenced by four major psychological factors major psychological factors, motivation, perception, learning, and beliefs and attitudes” (Kotler & Armstrong, 2008,p. 134). “Motive is a need that is sufficiently pressing to direct the person to seek satisfaction” (ibid, p. 134). “Perception is the process by which people select, organize, and interpret information to form a meaningful picture of the world” (ibid, p. 135) “learning is changes in an individual’s behavior arising from experience” (ibid, p. 136). “Belief is a descriptive thought that a person has about something” (ibid, p. 136) and “attitude is a person’s relatively consistent evaluations, feelings, and tendencies toward an object or idea” (ibid, p. 136).
[bookmark: _Toc515487075]2.3.2.1. Personal Factors 
“Personal factors are characteristics that influence a buyer’s decision include age and stage in the life cycle, occupation and economic circumstances, personality and self-concept, and lifestyle and values. Because many of these have a direct impact on consumer behavior, it is important for marketers to follow them closely” (Kotler & Keller, 2012, p. 155). 
[bookmark: _Toc515487076]2.3.2.1. Social Factors 
“The third factor that has a significant impact on consumer behavior is social characteristics. Social influencers are quite diverse and can include a person's family, social interaction, work or school communities, or any group of people a person affiliates with. It can also include a person's social class, which involves income, living conditions, and education level” (Schofield, n.d).
[bookmark: _Toc515487077]methodology 
[bookmark: _Toc515487078]Introduction
This chapter is an introduction for the research method, which is used in this research, and it includes the following sections (topics): Research approach, Research setting, Population, Sampling, Measures, Design & Procedure.
3.1. [bookmark: _Toc515487079] Research Approach 
The main approach of this thesis is based on a quantitative research strategy using a questionnaire survey to collect data. Quantitative data will be created in an effort to get to deep into the minds of the subjects, and find out How loyal consumers are to certain types of Coffee, What makes buyers choose a specific type of Coffee brand, what stage of loyalty coffee consumers are, how aware they are (Coffee consumers) to certain type of Coffee, What are the most popular types of Coffee on the China market today (Creswell, 2008).
3.2. [bookmark: _Toc515487080]Research Setting  
Location is in Beijing, china in different coffee consuming areas (e.g. Café). Area is influenced by the author’s belief that this would be the more effective way to do the research. 
3.3. [bookmark: _Toc515487081]Population 
The population of this research is Chinese coffee consumers with age range of (18-50) are allegeable to participate in this study. 
3.4. [bookmark: _Toc515487082]Sampling 
There were 50 Chinese citizen participants chosen for the research. Including both males and females, age range (18-50), which will help the researcher to get a wide range of opinions through the process. 
3.5. [bookmark: _Toc515487083]Measures 
The questions below are created based on the Marketing funnel & Model of consumer behavior influencing factors. A set of questionnaire containing (4) pages and 25 items were created. Questionnaires were created and divided based on the marketing funnel elements of Awareness, Consideration, Purchase, Loyalty and the three consumer behavior factors, Cultural, Psychological, Personal & Social factors.   
3.6. [bookmark: _Toc515487084]Design 
“A survey design provides a quantitative or numeric description of trends, attitudes, or opinions of a population by studying a sample of that population. From sample results, the researcher generalizes or makes claims about the population. In an experiment, investigators may also identify a sample and generalize to a population: however, the basic intent of an experimental design is to test the impact of a treatment (or an intervention) on an outcome, controlling for all other factors that might influence that outcome” (Creswell, 2008, p. 145).
3.7. [bookmark: _Toc515487085]Procedure 
Data Collection & Analysis
      Cross-sectional data are derived from a survey conducted in the People Republic of China in the capital city Beijing during the duration of April 2018. The author translated the questionnaire in to Chinese words and handed out the surveys & successfully collected full data for 50 coffee drinkers in total. Questionnaires were randomly collected in coffee shops and cafes where coffee is mainly sold and of which coffee consumers are expected to travel. 
Efforts were made to minimize sampling bias by gathering data on different days (and times of) the Monday-Sunday week. 
Also, the author worked towards minimizing hypothetical bias by coordinating a trial run of the survey to receive feedback and make appropriate revisions. 




[bookmark: _Toc513026545][bookmark: _Toc515487086]RESULTS and discussion 
[bookmark: _Toc513026546][bookmark: _Toc515487087]Introduction
This chapter is going to present the collected data and the researcher used Microsoft Excel to analyze the data and pie chart graphs were generated to present the data. To remind ourselves the question of this study below are the following questions:
1. Who are the main competitors in china coffee market?
2. What makes buyers choose a specific type of Coffee brands?
3. How loyal are consumers to certain types of Coffee brands?
4.1. [bookmark: _Toc513026547][bookmark: _Toc515487088]Results 
[bookmark: _Toc515487103]Figure 3: Gender percentages


The chart above shows the gender category of participants. From the pie chart above it is able to see the number of Male participants is higher than female participants that were conducted for the research. There are 60% (33/50) males, countered this survey and the other 40% (22/50) are females. So the researcher can say that most contestants are Males.
[bookmark: _Toc515487104]Figure 4: Age of participants on percentages


The chart above classified and categorized coffee consumers based on their age group. As indicated above, through the 50 coffee consumers that were conducted for the research the highest number of the consumers are determined in age group. 24-28 years of age with 38% (19/50), besides the age group 18-23 & 29-35 stands as second highest with 26% (13/50), and the age group 36 -42 years of age in third highest with 8% (4/50). While the least is between the age of 42 and above with 2% (1/50). So the researcher can say that the most people that were conducted for the research are in age the group of 24-28 and the least, age group of 42 and above. 

[bookmark: _Toc515487105]Figure 5: Occupations of participants on percentages


The pie chart above deals with Chinese coffee consumers Occupation that are conducted for the research. The chart is divided in to 6 parts and it highlights consumer’s occupation by way of, “Full time student”, “professional”, “employed”, “looking for work”, “self–employed” & “others”. Majority of the participants appeared to be Employed with 40% (20/50), 28% (14/50) full time student, 12%(6/50) professional, 10%(5/50) self-employed, 6%(3/50) other, and least participants appeared to be looking for work with 4%(2/50). So the researcher can say that most of the participants are Employed 40% and least participants conducted for the research are looking for job 4%.
[bookmark: _Toc515487106]Figure 6: Reasons to try coffee for the first time on percentages


The chart above illustrates what makes Chinese coffee consumers try coffee for the first time. The chart is divided in to 4 parts. As the chart shows 52% (26/50) participants indicated they were influenced by people around such as friends and relatives to try coffee for the first time, which stands as the highest. 22% (11/50) “like to try new things” second highest and consumers indicated “for the desired effect” 18% (9/50) & “attracted by the coffee advertisement” 8% (4/50) least factors for participants to try coffee for the first time. So the researcher can say that based on the analysis most people are influenced by people around (friends, relatives) which would be word of mouth in this case to try coffee for the first time and coffee advertisement as the least factor.








[bookmark: _Toc515487107]Figure 7: Reasons for drinking coffee on percentages


The pie chart above deals with the reasons coffee consumers drink coffee. The chart illustrates that the coffee consumers reason for drinking coffee such as Release stress, Refreshing, Social occasions, Drinking habit, other. As it shows in the chart most people (43% 25/50) drink coffee for refreshing purpose, and on second highest (27% 16/50) consumes coffee in social occasions, and followed by that 20% (12/50) participants claims drinks coffee because of drinking habit and 10% (6/50) participants said they drink coffee for releasing stress. Overall the author can say based on the investigation most people consume coffee for refreshing reason and less people drink coffee for releasing stress. 








[bookmark: _Toc515487108]Figure 8: coffee drinking times on percentages 


The chart above is about the period coffee consumers usually drink coffee. The chart is divided into 5 parts (Night, Morning, Afternoon, Evening) as chart shows more than 58% (39/50) participants said they usually drink coffee in the Afternoon which is the highest and only 2%(1/50) said they drink coffee in the night which is the least. Overall the researcher can say that majority of the coffee consumers usually drinks coffee in the afternoon.











[bookmark: _Toc515487109]Figure 9: motifs to buy coffee on percentages


The chart above illustrates about the important factors that affect coffee consumers in to buying a coffee. The chart is divided in to 7 parts (the price, quality, brand, taste packaging, recommendations & other) as it can easily identify 60%(39/50) Chinese coffee consumer survey participants said Taste is important when buying a coffee followed by that with high difference 12% (8/50) participants consider Price importance in buying a coffee afterwards 11% (7/50) Participants consider Brand in purchasing coffee following 9%(6/50) Recommendations, 5%(3/50) Quality, 3% (2/50) packaging & 0% Other. Overall the author can say that maximum number of participants believes taste is important when buying a coffee and least participants consider packaging while purchasing coffee. 







[bookmark: _Toc515487110]Figure 10: Preferred type(s) of coffee on percentages


The graph above deals about coffee consumers coffee drink preference. The chart is divided in to 8 parts. As Cappuccino, Espresso, Mocha, Café latte, macchiato, iced coffee, Americano & “It doesn’t matter”. As the chart shows participants preferred 27% (18/50) Café latte highest from other coffee type preferences and contestants selected it doesn’t matter & Americano the least with same value of 3%(2/50). The researcher can say that based on the finding coffee consumers prefer to drink café latte the most and Americano (3%) the least with same percentage as “doesn’t matter” in type of coffee preference as well.










[bookmark: _Toc515487111]Figure 11: Awareness of coffee brands on percentages 


The pie chart above deals with coffee consumers brand knowledge. The chart is divided in to 6 parts & when participants were asked “have you ever heard about the brands below?” 21% (45/50) indicated Starbucks, 20% (19/50) Costa, 18%, (39/50) Nescafe, 15% (33/50) MAAN, 14% (31/50) Mccafe, 12% (26/50) Maxwell. Overall it can be observed participants are more aware of Starbucks and costa coffee brands and participants are least aware of Maxwell and Mccafe coffee brands.   
 










[bookmark: _Toc515487112]Figure 12: Frequency of visiting coffee shops on percentages 


The chart above is about how frequently coffee consumers visit a coffee shop. The chart is divided in to 4 parts (all the time, often, sometimes, rarely) as the chart displays 52% (26/50) participants visit a coffee shop “often”, 34% (17/50) “visit a coffee shop sometimes”, 8%(4/50) “rarely” visit a coffee shop & 6% (3/50) participants visit a coffee shop “all the time”. So the researcher can say that large amount of participants visit a coffee shop often and small amount of participants visit a coffee shop all the time. 











[bookmark: _Toc515487113]Figure 13: The most visited coffee shop on percentages 


The chart above demonstrates which coffee shop Beijing consumers prefer to visit. From the chart above it’s clear to see large number of participants (62%, 42/50) prefer to visit a coffee shop at a chain coffee shops (Starbucks, Costa), whereas the other the other 38%(26/50) prefer to visit independent local coffee shops. So the investigator can say that most of coffee consumers visit chain coffee shops more than independent local coffee shops. 

[bookmark: _Toc515487114]Figure 14: Loyalty perspectives on percentages 


The chart above shows the researcher when it comes to consuming coffee where consumers usually consume their coffee. The chart is divided in to 3 parts as, the same coffee shop always, The same coffee shops but I change sometimes & I go to variety of different coffee shops. According to the chart 23 participants 46% selected “the same coffee shops but I change sometimes, 17 participants 34% said “I go to variety of different coffee shops” and only 10 participants 20% selected “the same coffee shop always”. So the researcher can say that more coffee consumer usually got to the same coffee shops but they change occasionally. 







[bookmark: _Toc515487115]Figure 15: Family members' preference to coffee on percentages 


The pie chart above is about Chinese coffee consumers coffee consumption. Readers can easily recognize that 52% (26/50) participants said 2 of their family members prefer to have coffee, 17 participants said 1 from their family member prefer to have coffee 34%, 5 contestants said 3 from their family members prefer to have coffee and the least only 2 participants said all of their family members prefer to have coffee 4%. Overall the researcher can say that 2 people from coffee consumers family member prefer to have coffee.









[bookmark: _Toc515487116]Figure 16: Coffee drinking places on percentages 


The chart above is straightforward. It shows the researcher that where coffee consumers consume their coffee. The chart is divided in to 5 parts (office, home, café, coffee shop, food court). From the chart above its more than 50% coffee consumers consume their coffee in café however minimum coffee consumers drink coffee in a food court (1%, 10/50)













[bookmark: _Toc515487117]Figure 17: Coffee buying planning on percentages 


The chart above is about if coffee consumers purchase (drink) coffee every time when visiting a coffee shop. And the graph shows clearly more contestants alleged they purchase coffee every time when visiting a coffee shop. So the investigator can say that more than half contestants buy coffee every time when visiting a coffee shop.  

[bookmark: _Toc515487118]Figure 18: Accompanying people for drinking coffee on percentages 


In this chart the researched wanted to determine with whom coffee consumers visit a coffee shop. The pie chart is divided in to 4 parts as Friends, Colleagues, Family, and Alone. The graph is straightforward; it shows the researcher that 38 out of 50 (51%) participants preferred to visit a coffee shop with a friend, and 19 (25%) participants chose to visit a coffee shop alone. moreover consumers said they visit a coffee shop with their Colleagues (13%, 10/50) & family (11%, 8/50) the least. So the investigator can say that most coffee consumers visit a coffee shop either with their friends or alone.







[bookmark: _Toc515487119]Figure 19: Frequency of drinking coffee per day on percentages 


The pie chart is about coffee consumers drinking habit as the diagram shows the chart is separated in 3 parts. 44 participants (88%) said they drink 1-2 coffee cups of coffee per day and only 6 participants chosen 3-4 cups (12%) besides none of participants said they don’t drink 5 or more cups of coffee per day. So the investigator can say that most of coffee consumers drinks coffee 1-2 cups of coffee per day.     












[bookmark: _Toc515487120]Figure 20: Occurring changes on coffee shops on percentages 


The chart above shows decision coffee consumers make in changes in visiting a coffee shop base on the financial situation change. According to the chart contestants indicated “yes lower cash spending” by 56% (28/50) over ‘No” no changes in visiting a coffee shop base on the financial situation change 44% (22/50). So the researcher can say that there are changes in visiting a coffee shops base on financial changes (economy crisis). 
 










[bookmark: _Toc515487121]Figure 21: Preferred coffee brand on percentages 


In this graph the researcher wanted to determine what coffee consumers’ favorite coffee shops are. Majority of participants selected Starbucks 56% (35/50). And Costa 21% (13/50) as their second highest favorite coffee shop followed by MAAN 14% (9/50), Maxwell 6% (4/50) & Nescafe 3% (2/50). Overall the investigator can say that Starbucks is highest favorite coffee shop & Costa second favorite brand for coffee consumers. The least favorite are, MAAN, Maxwell & Nescafe.











[bookmark: _Toc515487122]Figure 22: Future perspectives on coffee on percentages 


The pie chart shown if coffee consumers in Beijing, China look the coffee as the main drink in the next five years. And it shows clearly that more than a half of the participants thinks coffee will be the main drink for them in the future. 52% (26/50) participants think coffee will be a main drink their daily life in the future, on the other hand 48%(24/50) contestants don’t think that will happen in the future.












[bookmark: _Toc515487123]Figure 23: Price preference for coffee on percentages 


The pie chart above defines how much coffee consumers are willing to spend (purchase) for  one-cup of coffee. The chart is classified in 4 parts as 10-20 RMB, 20-30 RMNB, 30-40 RMB, more than 40 RMB. Large amount of contestants are willing to pay 20-30 RMB 82% (41/50) which makes it the highest, on the other hand 12%(6/50) participants would like to pay 10-20RMB, and there are only 6% (3/50) contestants that are willing to pay 30-40 RMB, moreover none of the participants are willing to pay more than 40 RMB 0%. Generally most people are willing to pay 20-30 RMB for one cup of coffee and no one would like to pay more than 40 RMB for a cup of coffee.









[bookmark: _Toc515487124]Figure 24: Aspects for choosing a coffee brand on percentages 


The pie chart above deals with coffee consumers favorite aspects to drink a specific type of coffee. High number of contestants chose taste 30% (40/50) following by 26% (34/50) environment, 15% (20/50) service and price & 14% (19/50) brand. So the investigator can say that taste is most people favorite aspect for drinking specific type of coffee and brand is the least favorite aspect.  












[bookmark: _Toc515487125]Figure 25: Preference for visiting a coffee shop on percentages 


The chart above describes coffee consumers’ preference in visiting a coffee shop. The chart is separated in to 7 parts as taste of coffee, price, taste of foods, service quality, location, free Wi-Fi, and environment. 27%(41/50) Participants consider that taste of coffee is important when deciding which coffee shop to visit too, besides free Wi-Fi (6%, 9/50) is participants least favorite aspect when selecting a coffee shop. So based on the above chart study it can be said that taste of coffee is contestants leading preference in visiting a coffee shop & free Wi-Fi the least preference in visiting a coffee shop. 









[bookmark: _Toc515487126]Figure 26: Way of drinking coffee on percentages 


The pie chart above deals on how coffee consumers usually consume coffee. The chart shows a large amount of participants chose “buy it from coffee shop directly”(78%, 43/50) besides the choice of “buy it from convenient store directly”(11%, 6/50), “buy coffee beans and use coffee machine to grind it at home”(7%, 4/50) and the minimum participants chose “other”(4%, 2/50).
Overall the investigator can input that coffee consumers in Beijing, China usually buy coffee from coffee shops instead of buying it from convenient store & buy coffee beans and use coffee machine to grind it.










[bookmark: _Toc515487127]Figure 27: Possibility of recommending a coffee brand to a friend/relative on percentages 


The chart above determines if coffee consumers would recommend their favorite coffee brand to a friend or relatives. According to the chart 43 out of 50 participants said they would recommend the coffee brand to a friend or relatives on the other hand only 7 out of 50 participants said they would not recommend the coffee brand to a friend or relatives. So the researcher can say that almost all of the participants with 86% would recommend the coffee brand to their friend and relatives.
 








4.2. [bookmark: _Toc513026548][bookmark: _Toc515487089]Discussion    
Like in many other countries in the world, China has also witnessed an explosion in the numbers of coffee bars opening up in cities all over the country (Wang & H., 2011). In this study, it can be seen in figure 11 that more than half of participants are aware of the coffee brands that were mention in the research (Starbucks, Costa, MAAN, Nescafe, Maxwell, McCafe).
The researcher has attempted to identify that, across all the coffee shops opening up in the cities all over the country, which the main players are in the coffee market today in the capital, Beijing.
It can be seen in figure 21 that 35 participants referred Starbucks as their favorite coffee shop and 45 participants said that they are aware of Starbucks, which is the highest among other coffee shops. 
Consumers have different preferences in drinking a certain type of coffee but most (27%) said that they drink Café Latte.
Considering that the author can say that Starbucks is the main competitor in the coffee market. 
Followed by Starbucks the second main competitor in the coffee market is Costa coffee. 
Consumers referred that they were influenced by people around such as friends and relatives to try coffee for the first time and they usually go to the same coffee shop with their friends, even though they switch coffee shops sometimes. Consumers have also stated that taste of a coffee and coffee shop environment is the rolling factor for choosing a certain type of coffee brand, surprisingly coffee consumers referred price as the least aspect for drinking a specific type of coffee brand, & the least preference in visiting a coffee shop. 
One should note that from the 14 out of 50 participants, most of them are students that indicated price as their preference in visiting a coffee shop & favorite aspect for drinking a specific coffee brand.
Considering 62% of coffee consumers visit chain coffee shops (Starbucks, Costa) and 45 out of 50 consumers are aware of Starbucks & 42 out of 50 Costa, this report notes that it appears to be growing acceptance of coffee culture & rise of china coffee market
As it can be seen in figure 17, 52% of participants said that they buy coffee every time when visiting a coffee shop and surprisingly 88% of participants stated that they drink 1-2 cup of coffee per day. (Zheng, 2011) Also stated that “a plenty of cafes, which situated in every corner of the city has become a perfect place for people to chat, listen to music and take a rest, by which, coffee has developed as a culture”.
According to the findings of this report even though 26 consumers think coffee may not be their main drink in the next five years of their life, more than 40 participants said that they would recommend the coffee brand to a friend and relatives. This helps the author to positively observe the coffee consumers loyalty towards the coffee brand and Beijing’s attracting potential market for international coffee chains. 


























[bookmark: _Toc513026549][bookmark: _Toc515487090]conclusions, limitations and recommendations 
5.1. [bookmark: _Toc513026551][bookmark: _Toc515487091]Conclusion 
 	To answer Research question one, the main competitors in the coffee market remained to be the giant coffee brands, Starbucks & Costa. Even though coffee consumers refers that they are aware of almost all coffee brands in the coffee market, Starbucks and Costa takes the biggest place compared to the other brands. The data indicates that participants’ favorite coffee brands are mainly Starbucks with 56% (35 out of 50) and Costa with 21% (13 out of 50). One should note that Consumers are not only aware of Starbucks and Costa but they indicate this brands as their favorite coffee brands to buy coffee from.  
To answer question number two taste of coffee and coffee shops environment are the main and key preference for coffee consumers to choose a specific type of coffee brand. When consumers consider purchasing a cup of coffee, Coffee taste and coffee shop environment is something serious that consumers look up to. From the findings the researcher has identified that even though price (only 10%) does not have much effect in only consumers’ decision-making process to choose a specific type of coffee brand. Students consider it as an aspect to choose a specific type of coffee brand. Overall it is able to identify that factors such as, taste of coffee, environment, social group, price, psychological & Cultural factor would impact the consumer buying process. All this combination of factors influences consumer behavior. 
To answer question number three, from the theoretical framework and data that has been collected, this study was able to identify Coffee consumers are loyal to the coffee brands (Starbucks & Costa). Only a few consumers do not have any loyalty to specific coffee shops because they generally go to variety of different coffee shops. “Loyalty is the tendency for (some) consumers to stick to the same products” (Patel and Schlijiper, 2004). Since consumer loyalty comes from and is affected by customer satisfaction it is able to observe that as stated earlier in the discussion, 86% Consumers has referred that they would recommend the coffee brand to friend or relatives this shows how satisfied & loyal consumers are to the coffee brand (Starbucks & Costa). 
Consumers has also shown their loyalty to the coffee brands by referring that they go to the same coffee shop often and most of them would buy it directly from the coffee shop instead of buying the coffee beans & grind it or buying it from convenient store. This shows consumers satisfaction and loyalty to the coffee brands. 
It is reasonable to believe that coffee consumers loyalty will increase in the future if coffee brands can study consumers taste preference and improve environmental conditions to consumer needs.
· Overall as a result of the analysis with consumer behavior & marketing funnel framework the researcher can conclude:
· The main competitors in the coffee market are Starbucks (56%) & Costa (21%).
· Taste of coffee and coffee shop environment are the key factors that influence coffee consumers to choose a specific type of coffee brand.
· Consumers are loyal to the coffee brands.
5.2. [bookmark: _Toc513026552][bookmark: _Toc515487092]Limitations 
· Although reliable data is available for some aspects it is important to note that, since China is not a member of the international coffee organization (ICO), it is challenging to collect precise data on the country’s domestic coffee sector particularly on the on-trade market. 
· Only quantitative method was used for the research if the researcher used both quantitative and Qualitative method, the study would have been more valuable.
5.3. [bookmark: _Toc513026553][bookmark: _Toc515487093]Recommendations 
· The researcher recommends using more than 50 participants for the research will make the research more effective. (Bigger sample size)
· It is better to focus on single specific social group (e.g. student, employee) to get wide and deep data & information for the research. 
· It is recommended to use the 7P’s model of the marketing mix to get detail process on consumer’s consideration and purchasing process. The researcher believes using 7P’s model will help on the validation of the study.
· It is recommended to use both quantitative and qualitative research approach to get detailed data for the study.
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[bookmark: _Toc515487095]APPENDIX A. SURVEYS
[bookmark: _Toc515487096]QUESTIONNAIRE
Respected sir/madam,

I am student of Beijing Union University, Bachelor of International business. I am presently doing a project on “Coffee consumption in Beijing, China: a survey study on Consumer Behavior Perspectives”. Therefore, I need your valuable view for the question given below. 
Thank you for your response.
(All surveys are anonymous)

1. Gender 
a. Male
b. Female
2. How old are you
a. 18-23
b. 24-28
c. 29-35
d. 36-42
e. Above 42
3. What is your occupation
a. Full time student
b. Professional (lawyer, teacher, doctor, etc.)
c. Employed
d. Looking for work
e. Self-employed/own a company
f. Other
4. What was the reason for you to try coffee for the first time? 
a. Influenced by the people around (such as family, friends etc.)
b. Attracted by the coffee advertisement
c. Like to try new things
d. For the desired effects (e.g. to stay alert)
5. For what reasons do you drink coffee?
a. Release stress
b. Refreshing
c. Social occasions
d. Drinking habit
e. Other (please specify)---------------------------
6. When do you usually drink coffee? 
a. Morning
b. Afternoon
c. Evening
d. Night
7. Which of the following are important to you when buying coffee? 
a. The price
b. The quality
c. Brand
d. Taste
e. The packaging
f. Recommendations
g. Other, please specify---------------------------
8. What type of coffee do you like to drink (buy)? 
a. Cappuccino 
b. Espresso
c. Mocha
d. Café latte
e. Macchiato
f. Iced coffee
g. It doesn’t matter
9. Have you ever heard the brands below?
a. Mccafé 
b. Starbucks
c. Costa
d. MAAN
e. Nescafe 
f. Maxwell
10. How often do you visit a coffee shop? 
a. All the time
b. Often
c. Sometimes
d. Rarely 
11. Which type of coffee shop do you visit more?
a. Chain coffee shops (Starbucks, Mccafe, Costa, MAAN)
b. Independent local coffee shops
12. Do you usually go to the same coffee shop or a variety of different ones? 
a. The same coffee shop always
b. The same coffee shops but I change sometimes
c. I go to variety of different coffee shops
13.  How many members of your family prefer to have coffee?
a. 1
b. 2
c. 3
d. All
14. Where do you drink coffee? 
a. Home
b. Café
c. Coffee shop
d. Food court
e. Office
15. Do you buy coffee every time when visiting a coffee shop?
a.  Yes                               b. No
16. With whom you generally visit a coffee shop? 
a. Friends
b. Colleagues 
c. Family 
d. Alone
17. How many cups of coffee do you drink per day? 
a. 1-2
b. 3-4
c. 5+
18. Any changes in visiting a coffee shop base on the financial situation change (e.g. economy crisis) 
a. NO
b. Yes lower cash spending
19. What is your favorite coffee brand?
a. Starbucks 
b. Costa
c. Maxwell 
d. Nescafe 
e. MAAN 
20. Do you think coffee will be a main drink in your daily life in next five years? (Yes/No)
a. Yes
b. No
21. How much would you like to pay for one cup of coffee? 
a. 10-20 RMB
b. 20-30 RMB
c. 30-40 RMB
d. More than 40 RMB
22.  Choose any of your favorite aspects for drinking a specific type of coffee brand?
a. Price
b. Brand
c. Taste
d. Environment
e. Service
23. What is your preference in visiting a coffee shop? 

	Taste of coffee
	Price
	Taste of foods
	Service quality
	Location 
	Free Wi-Fi
	Environment

	
	
	
	
	
	
	



24.  How do you usually drink coffee?
a. Buy coffee beans and use coffee machine to grind it at home
b. Buy it from coffee shop directly 
c. Buy it from convenient store directly
d. Others-------------------
25. Would you recommend the coffee brand to friend or relatives? 
a. Yes                              b.  No 

                                 
        


                                     THANK YOU.





         调查问卷.

尊敬的先生们/女士们：

我是北京联合大学国际贸易专业的一名留学生。近期我正在中国，北京，做一个关于“咖啡消费人群”消费习惯的课题研究。因此，我需要您对如下问题的宝贵看法。
感谢您的支持.
(本问卷实行匿名制)

1. 您的性别是？ 
c. 男
d. 女
2. 您的年龄是？
f. 18-23
g. 24-28
h. 29-35
i. 36-42
j. 42以上
3. 您的职业是？
g. 在校学生
h. 职业（律师，教师，医生等）
i. 在职员工
j. 正在找工作
k. 个体经营/自己开公司
l. 其他
4. 您第一次喝咖啡时的原因是什么? 
e. 受身边人的影响(比如家人，朋友等)
f. 受咖啡广告的吸引
g. 喜欢尝鲜儿
h. 达到预期效果 (比如：让思维保持敏捷)
5. 您喝咖啡的原因是 ？
f. 缓解压力
g. 提神醒脑
h. 日常交际
i. 喝水习惯
j. 其他(请您详细说明)---------------------------
6. 您一般什么时候喝咖啡？ 
e. 早晨
f. 下午
g. 傍晚
h. 晚上
7. 您买咖啡时候哪一点最重要？ 
h. 价格
i. 质量
j. 品牌
k. 口味
l. 包装
m. 好评度
n. 其他，请您详细说明---------------------------

8. 您喜欢购买或品尝哪种类型的咖啡？ 
h. 卡布奇诺 
i. 意式特浓
j. 摩卡
k. 咖啡拿铁
l. 玛奇朵
m. 冰咖啡
n. 哪种都行
9. 您听说过一些那些咖啡行业？
g. 麦当劳咖啡 
h. Starbucks
i. Costa
j. 漫咖啡
k. 雀巢 
l. 麦斯威尔
10. 您多久去一次咖啡店？ 
e. 天天去
f. 经常去
g. 偶尔去
h. 很少去
11. 您一般更爱去那种类型的咖啡店？
c. 咖啡连锁店 (如Starbucks, 麦当劳咖啡, Costa, 漫咖啡)
d. 本地独立门店
12. 您经常去同一家咖啡店还是去不同的咖啡店？ 
d. 经常去同一家咖啡店
e. 一般是去同一家咖啡店，但偶尔会换一家
f. 我去各种各样的咖啡店
13.  您家里有多少人喜欢喝咖啡?
e. 1
f. 2
g. 3
h. 所有人
14. 您一般在哪喝咖啡？ 
f. 家里
g. 咖啡店
h. 小咖啡厅
i. 美食广场
j. 办公室
15. 您每次去咖啡店都买咖啡么？
b.  是                               b. 不是
16. 您通常跟谁一起去咖啡店？ 
e. 朋友
f. 同事 
g. 家人 
h. 自己
17. 您每天喝多少杯咖啡？ 
d. 1-2
e. 3-4
f. 5+
18. 经济状况的改变会对去咖啡店产生影响么 (比如经济危机) 
c. 不会
d. 会少花钱
19. 您最喜欢如下哪家咖啡品牌？
f. Starbucks 
g. Costa
h. 麦斯威尔 
i. 雀巢 
j. 漫咖啡 

20. 您是否认为在未来五年咖啡会成为大家主要的饮料？ (会/不会)
c. 会
d. 不会

21. 您认为一杯咖啡的价格应该在多钱？ 
e. 10-20 块
f. 20-30 块
g. 30-40 块
h. 40块钱以上
      
22.  您选择这家咖啡店的个最主要原因是什么?
f. 价格
g. 品牌
h. 口味
i. 环境
j. 服务
        
23. 您去咖啡店时候更看重什么方面? 

	咖啡的味道
	价格
	食物的味道
	服务质量
	位置 
	免费上网
	环境

	
	
	
	
	
	
	



24.  您通常来说是怎么喝咖啡？
e. 买咖啡豆然后回家用机器研磨
f. 直接从咖啡店里买来喝 
g. 直接从便利店里买来喝
h. 其他-------------------
25. 您会把咖啡品牌推荐给你的朋友和亲戚么？ 
b. 会                              b.  不会 

                                 
        


                                     THANK YOU.
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	MARCH
	APRIL
	MAY

	TASK DESCRIPTION
	WEEK

	
	1
	2
	3
	4
	5
	6
	7
	8
	9
	10
	11
	12

	SURVEY GUIDE EDIT

	
	
	
	
	
	
	
	
	
	
	
	

	DATA COLLECTION

	
	
	
	
	
	
	
	
	
	
	
	

	PROCESS DATA

	
	
	
	
	
	
	
	
	
	
	
	

	DATA ANALYSIS

	
	
	
	
	
	
	
	
	
	
	
	

	DATA REPORTING

	
	
	
	
	
	
	
	
	
	
	
	

	DRAFT REPORT
	
	
	
	
	
	
	
	
	
	
	
	

	FINAL EDITING

	
	
	
	
	
	
	
	
	
	
	
	

	REPORT SUBMISSION
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Gender	Male	Female	33	22	How old are you?	18-23	24-28	29-35	36-42	Above 42	13	19	13	4	1	What is your occupation?	Full time student	Professional	Employed	Looking for work	Self-employed	Other	14	6	20	2	5	3	What was the reason for you to try Coffee for the first time?	Influenced by people around	Attracted by the Coffee advertisement	Like to try new things	For the desired effects	26	4	11	9	For what reasons do you drink coffee?	Release stress	Refreshing	Social occasions	Drinking habit	Other	6	25	16	12	0	When do you usually drink coffee?	Morning	Afternoon	Evening	Night	21	39	6	1	Which of the following are important to you when buying coffee?	The price	The quality	Brand	Taste	The packaging	Recommendations	Other	8	3	7	39	2	6	0	What type of coffee do you like to drink (buy)?	Cappuccino	Espresso	Mocha	Café latte	Macchiato	Iced coffee	It doesn't matter	Americano	10	8	6	18	8	13	2	2	Have you ever heard the brands below?	Mccafe	Starbucks	Costa	MAAN	Nescafe	Maxwell	31	45	42	33	39	26	How often do you visit a coffee shop?	All the time	Often	Sometimes	Rarely	3	26	17	4	Which type of coffe shop do you visit more?	Chain coffe shops(starbucks, costa)	independent local coffee shops	42	26	Do you usually go to the same coffee shop or a variety of different ones?	The same coffee shop always	The same coffee shops but I change sometimes	I go to variety of different coffee shops	10	23	17	How many members of your family prefer to have coffee?	1	2	3	All	17	26	5	2	Where do you drink coffee?	Home	Café	Coffee shop	Food court	Office	10	40	11	1	10	Do you buy coffee every time when visiting a coffee shop?	Yes	No	26	24	With whom you generally visit a coffee shop?	Friends	Colleagues	Family	Alone	38	10	8	19	How many cups of coffee do you drink per day?	1-2 cups	3-4 cups	5+ cups	44	6	0	Any changes in visiting a coffee shop base on the financial situation change (e.g. economy crisis)	NO	Yes lower cash spending	22	28	What is your favorite coffee shop (brand)?	Starbucks	Costa	Maxwell	Nescafe	MAAN	35	13	4	2	9	Do you think coffee will be a main drink in your daily life in next five years? (Yes/No)	Yes	No	24	26	How much would you like to pay for one cup of coffee?	10-20 RMB	20-30 RMB	30-40 RMB	More than 40 RMB	6	41	3	0	Choose 3 of your favorite aspects for drinking a specific type of coffee?	Price	Brand	Taste	Environmennt	Service	20	19	40	34	20	What is your preference in visiting a coffee shop?	Taste of coffee	Price	Taste of foods	Service quality	Location	Free Wi-Fi	Environment	41	16	9	23	22	9	34	How do you usually drink coffee?	Buy coffee beans and use coffee machine to grind it at home	Buy it from coffee shop directly	Buy it from convenient store directly	Others	4	43	6	2	Would you recommend the coffee brand to friend or relatives	Yes	No	43	7	image1.png




