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Abstract (100 words maximum)

The coffee shop market in Lisbon is highly competitive, with numerous established players and
evolving consumer preferences. New entrants face the challenge of identifying the key attributes
that will ensure their success in this dynamic environment. This study aims to explore and
identify the most important factors influencing consumer decisions, providing insights for a new
coffee shop entering the market. Through a literature review, conjoint analysis, and perceptual
mapping, we assess outdoor seating, parking availability, menu variety, pricing, ambience and
environment. The findings offer actionable recommendations for establishing a strong brand
presence and competing effectively in Lisbon’s coffee shop market.
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1. Introduction

1.1. Context

Coffee and Lisbon share a deep and symbiotic relationship that anchors the city’s cultural
identity. Recognized as a premier location for coffee consumption and café culture, Lisbon boasts
arich history that dates back to the 18th century, when coffee first arrived on Portuguese shores.
From that moment, the city emerged as a bustling hub of café culture, transforming its coffee
houses into vibrant social spaces where intellectuals, artists, and politicians converged to

exchange ideas and foster creativity.

Iconic establishments such as A Brasileira in Chiado and Café Nicola in Rossio stand as
testaments to this rich legacy, having hosted numerous influential figures from the literary and
artistic realms. Over the centuries, coffee culture in Lisbon has not only endured but has thrived,
becoming part of the daily lives of both locals and visitors. Whether it’s a quick 'bica’ (the
Portuguese espresso) at the counter or a leisurely afternoon spent engaging in conversation with
friends, the café experience in Lisbon serves as both a reflection of the city’s storied history and

a vital component of its contemporary social landscape.

In the 21st century, Lisbon has witnessed a remarkable proliferation of coffee shops, each
contributing to the city's vibrant atmosphere. These spaces have transcended their role as mere
places to enjoy a beverage; they have evolved into communal hubs where individuals gather to
connect, share experiences, and cultivate a sense of belonging. This thesis explores the dynamics
of locals' preferences and brand perceptions within Lisbon’s coffee shop market, with a particular
focus on understanding the factors that drive customer choices and loyalty. As a consulting team,
working with a new coffee shop brand and seeking to enter this competitive market, our research
aims to address the challenge of identifying the ideal market positioning for this emerging brand.

This study provides insights into how coffee shops can effectively connect with local consumers
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and build a distinct brand presence in a thriving and diverse coffee culture, helping our clients

understand where and how they can secure their position in the market.

1.2. Research Question and Problem Scoping

The central research question guiding this thesis is:

"What are the most important attributes a new coffee shop should consider when

entering the Lisbon market?"'

This question addresses a critical challenge for any new entrant in Lisbon's coffee shop industry.
Coffee has long held a central role in Portuguese society, acting as a social anchor where people
gather to meet, work, or unwind. As the capital and most populous city in the country, Lisbon’s
coffee culture continues to evolve rapidly, attracting both locals and tourists. The city’s vibrant
coffee scene is becoming increasingly diverse, creating a dynamic and competitive market for

new establishments.

Understanding the preferences of Lisbon residents is essential for any new brand seeking to
establish itself and succeed. In a crowded marketplace, success depends on identifying the key
factors that drive consumer decisions - such as atmosphere, coffee quality, and pricing. These
elements play a significant role in attracting and retaining loyal customers and understanding

them is crucial for a new coffee shop to stand out and thrive.

Finally, the findings will offer practical insights for coffee shop owners and marketers. By
identifying the most important attributes for success, coffee shops can tailor their strategies to
meet the specific demands of Lisbon's market, enhancing their chances of success in this

competitive landscape.
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1.3. Methodology

To answer our research question, we included a mixed-methods approach, integrating qualitative
and quantitative methods to analyse local consumer preferences in Lisbon’s coffee shops. The
qualitative phase informed the quantitative research by identifying relevant attributes and points

for analysis.

First, we delved deeply into the market of coffee shops through published articles and relevant
data. Afterwards, we conducted preliminary interviews with consumers and industry specialists.
The literature review, along with these interviews, explored consumer preferences and
behaviours, providing key insights into the attributes assessed in the quantitative surveys.
Additionally, an interview with Padaria Portuguesa was conducted to understand further their
strategy and perception of their own business, especially regarding information that is not
publicly available. Our findings will be compared with those of other authors to validate our

arguments and provide additional insights.

The quantitative methodology involved two key tools: a perceptual map and a conjoint analysis,

each designed for distinct purposes.

To understand the positioning of current market players in Lisbon coffee shop market, we created
aperceptual map using SPSS. The data was collected via a survey to gather consumer perceptions
on specific attributes, later analysed using SPSS to create perceptual maps. These maps visually
represent how consumers perceive different coffee shops relative to one another based on key
dimensions.

After entering the survey data into SPSS, a factor analysis was conducted to identify the key
components distinguishing perceptions. This analysis included generating descriptive statistics

for each variable, a correlation matrix, the KMO and Bartlett's test, a communality table, the
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total variance explained, a scree plot, a component matrix, a component plot graphic, and a

component coefficient matrix table.

Conducted via Conjointly, the conjoint survey quantified consumer preferences by presenting
respondents with combinations of attributes, to understand how consumers value different
attributes of a product or service, in our case coffee shops. The conjoint analysis gave us insights
regarding the attribute importance, relative preferences for level by attribute, marginal
willingness to pay, ranked list of concepts (combinations) and the possibility of conducting a
market simulation with the brands of our research.

In addition to conjoint questions, the survey collected participant’s demographic information,
including gender, nationality, residence, occupation, age, and work/study location, and also

weekly visits to understand how frequently respondents go to a coffee shop per week.
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3. Literature review

Since the role of this thesis is to understand how different factors influence and play arole in the
consumers’ coffee-shop preferences in Lisbon, our literature research will focus on
contextualising the relevance of the characteristics we aim to analyse throughout this project,
namely the ambience, price sensitivity, service quality, consumers’ preferences when visiting a

coffee shop and the social function of these establishments.

The concept of coffee shops has evolved over time, changing according to changes in society.
The increase in remote work has boosted the so-called "coffices", establishments that offer some
amenities to make work easier for patrons, such as easily accessible Internet connectivity and
comfortable chairs. This merger created an atmosphere where individuals can integrate their
work and their other daily activities, such as consuming coffee, tea or other products, relaxing

the boundaries between productivity and leisure (Maspul 2023) .

The emergence of a global coffee chain, such as Starbucks, together with the emergence of coffee
culture has raised several debates about what actually attracts consumers. As a response to the
success of this establishment model, many coffee shops in the Tembalang, region have adopted
outdoor coffee shops as a cultural identity, thus demonstrating how much this niche has

undergone adaptations over time to serve different audiences and cultures (Anugrah 2022).

3.1. Ambience and Customer Experience

The study conducted by Bitner (1992), indicates that the ambience of a space contributes to the
overall customer experience in coffee shops. Based on this, the author argues that the use of

soundscape, lighting colour, and overall aesthetic can alter the customers’ experiences in a coffee
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shop. The environment of a coffee shop, just like many other characteristics being analysed, is
an intangible variable where subjectivity is paramount. One might consider a coffee shop is calm

and relaxed, where another might consider it noisy or disorganized.

Service quality remains a cornerstone of customer satisfaction in coffee shops. Waxman (2006)
highlights how attentive staff and quick service contribute to positive interactions, fostering
stronger customer loyalty and enhancing the perception of the space as a social and leisure hub.
Namkung (2009) further argues that the emotional impact of service quality often outweighs
other factors, making these elements critical in perceptual maps where service elements like staff

attentiveness and service is quick are key dimensions.

Market giants, such as Starbucks and Hollys, continue to grow by attracting people who study
and work in cafes with their spacious and comfortable spaces. Hollys Coffee adopted strategies
aimed at this audience, such as store customization. In university regions, franchises have a
greater number of individual seats, whereas in those with greater office occupancy,

establishments have large seats and conference rooms to facilitate meetings (Ahn 2019).

Colour is an environmental factor that also influences the decision of coffee shop patrons, as
cores that induce pleasurable emotion favour the decision to enter restaurants (Tantanatewin and
Inkarojrit 2018). There are evidence that reddish/lighter colours were associated with
expectations of sweet coffee, while greenish/darker colour was associated with expectations of

sour/bitter/tastier coffee, and that these colours tend to attract more visitors (Motoki 2021).

The relationship between price and quality is very important for coffee shop goers. This audience
usually compares prices and product quality, in addition to the fact that it is decisive in the

decision-making process of whether to go to a special coffee shop (Opoku 2023). Consumers
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also consider other factors such as welcoming atmosphere, space design, and customer service

when justifying higher prices (Branco, 2018).

Choi (2017) highlights that it is important for companies to provide nutritional information and
expiration dates on products, as this reinforces the reliability of the coffee shop. In addition, the

author states that the use of relaxing music makes customers feel better.

Nutrition rules that Portuguese consumers follow

| don’t follow any nutrition rules [ NN
Other

Pescetarian

Vegetarian

Gluten-free

Flexitarian

Low-carb / no carb

Lactose-free

0% 10% 20% 30% 40% 50% 60%

Figure 1 - Nutrition Rules Followed by Portuguese Consumers (source: Statistica Market Insights
2024)

Some characteristics related to Portuguese consumers are striking and should be considered.
Most Portuguese, represented by several 70%, say that they constantly try to maintain a healthy
diet. As for nutritional rules, the lactose-free diet is the most adopted, although 56% of consumers
do not follow dietary restrictions. 71% of the Portuguese say that the main characteristic
considered when purchasing a food is how fresh it is, followed by low price (61%) and pleasant

taste (60%) (Rau, 2024).
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3.2. The Cultural and Social Significance of Coffee Shops

According to the Industrial and Commercial Coffee Association (2024), coffee, seen as an
essential component of Portuguese culture, is often used as an excuse for socialising, as the

Portuguese typically prefer to enjoy their drink outside of the home.

Beyond individual experiences, coffee shops play a role in shaping cultural and social dynamics.
Oldenburg (1989) explores how these establishments contribute to urban identity and community
building by acting as spaces where diverse groups can interact. These social functions align with
characteristics like leisure and social, providing an idea of what a coffee-shop should be in

Lisbon.

Coffee shops can also play an important role in bringing tradition and modernity together.
According to Maspul (2023), many coffee shops currently adopt elements of Unaizah's cultural
heritage in their design, menus or events. These interactions between the past and the present
provoke reflections on social norms, gender dynamics, and social inclusion. As a result, the
author highlights that the community is encouraged to preserve the cultural values of its region,

while helping it to adapt to changes.

In research carried out in Taiwan, Opoku (2023) observed that coffee shop customers prioritize
interaction and involvement with their family, friends, co-customers and baristas in the business,
which means that this environment can be understood as a space for socialization and connection

with other people.

Coffee shops can also be welcoming spaces for retirees, as it is a place where they can go to
consume something and talk to attendants or other customers. This routine is sometimes used as

a replacement for the work routine (Waxman 2006)
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Identification with the place is also influenced by people's backgrounds. Urban coffee shop goers
use coffee shops in a more practical way, while rural coffee shop goers tend to identify coffee
shops as a place for social gathering and emotional support, reinforcing the third-place theory

(Foss 2016).

The cultural enrichment promoted in coffee shops also needs to be highlighted. In Japan, foreign
language classes are taught in these spaces, promoting cultural exchange between customers and

helping to strengthen the cultural aspect of the coffee experience (Grinshpun 2014).

According to Sohrabi (2015), coffee shops are fundamental in the process of forming political
opinion because they serve as "banal arenas of politics™. In addition, some coffee shops exercise
their social function by developing community activities, such as reading groups, coffee tasting

sessions, cider and cheese nights, and even scientific discussion groups (Ferreira 2021).

3.3. Conjoint Analysis

Conjoint Analysis is an effective technique used in market research to understand the preferable
characteristics of consumers when evaluating a product or service. The basis of the analysis
consists of similar choice scenarios in which consumers point out their preferences and make
trade-offs between characteristics such as price, colour, warranty, reliability, and taste (Kuhfeld

2010).

This technique transforms consumer reviews into components attributable to the different levels
of the attributes. With this decomposition, it becomes possible to identify the importance of each
attribute in the choice decision process. Subsequently, a number called part-worth utility is

calculated for each level of the attributes, in which the most chosen levels are related to higher

13



Group part

values. Each attribute is evaluated according to the range of partial utility variation for its levels

(Kuhfeld 2010).

3.4. Perceptual Maps

Perceptual maps are visual representations of consumers' views on a group of products or brands
in the same segment. This representation is of paramount importance for marketers, as it
facilitates the comparison of brands and possible points to improve. To create a perceptual map,
one must first define the attributes that are important in the decision making of the specific market
consumer. The second stage consists of collecting data, which can be collected through consumer
surveys, market reports, or through social media analysis, with the aim of identifying how brands
in the sector are perceived by customers in relation to these attributes. In the fourth and final
stage, professionals begin the analysis of the positioning of each brand, focusing on discovering

market opportunities or points for improvement (Lanoue 2024).
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5. Preliminary interviews

For the purpose of our analysis, we conducted 24 preliminary interviews with a diverse group of
individuals, as well as one with an industry expert. Our sample for the preliminary interviews
included people aged from 22 to 77, with different occupations and lifestyles, ensuring a
comprehensive perspective on the factors that influence coffee shop selection. The interviewees

were selected from the personal connections of the group members.

Table 1 - Number of interviews per age group Table 2 - Number of interviews per gender
Age group N. of interviews Gender | N. of interviews
1625 ! Female 13
26-35 7
36-45 5 Male 11
46-55 1
56+ 4
Table 3 - Number of interviews per occupation Table 4 - Number of interviews per residency
Occupation N. ofinterviews Resident in Lisbon N. of interviews
Student 7 Yes 19
Worker 15 No 5
Retired 2

From the interviews, we identified five specific attributes to include in the design of the conjoint
survey: indoor or outdoor seating options, brand, variety of the menu, parking availability, and
average price. These attributes were chosen based on their relevance and importance as

highlighted during the interviews.

Seating
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Customers expressed preference for spaces offering a range of seating options. Many
interviewees indicated that they appreciated cafes that provided both indoor and outdoor seating
choices, allowing flexibility based on weather or personal preferences. For customers who
preferred to work or study at coffee shops, ergonomic indoor seating was especially valued. The
availability of outdoor seating was particularly appealing to those who valued fresh air and a
view, enhancing their enjoyment of the coffee shop experience. Therefore, for the attribute

seating, we chose two options: only indoor seating, with outdoor seating.
Brand

Interviewees often expressed the importance of a relaxing and welcoming atmosphere. They
valued a space that offered comfort, whether for socializing or working, and appreciated good
lighting, pleasant décor, and comfortable seating. Some emphasized the importance of having
quiet areas for working or studying, while others appreciated a lively atmosphere with
background music. To capture this diversity, we used brand as a proxy for ambience and
environment in our conjoint analysis. We selected five brands - Copenhagen Coffee Lab,
Starbucks, Cafetaria Pingo Doce, Pasteis de Belém, and Padaria Portuguesa - each offering a
distinct style of environment. These brands were chosen because they were the most frequently
mentioned by interviewees when discussing coffee shops they had visited and how they

discovered them (see question 2 in Appendix 1 — Preliminary Interviews questions).

Menu

When it came to menu preferences, a clear inclination for high-quality coffee was evident,
particularly in the form of cappuccinos, espressos, and lattes. Additionally, there was strong
demand for baked goods such as pastries, croissants, and cakes. Many participants expressed
interest in healthier options, including gluten-free choices, indicating a desire for variety and

unique, trendy offerings that cater to diverse tastes. Therefore, our analysis includes three options
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for the attribute menu: gourmet menu, with specialty coffee drinks and artisan pastries; full menu,
with coffee drinks, snacks, and full breakfast or brunch options; basic menu, with standard coffee

drinks (espresso, americano, cappuccino) and simple snacks.
Parking

Parking availability was a crucial factor, especially for those who drove. Interviewees preferred
coffee shops that had free or easily accessible parking nearby. Several participants noted that
paid parking or a lack of available spots was a deterrent, as it added inconvenience or extra cost
to their visit. However, in some areas, parking availability was less of a concern, particularly in
locations where customers were more likely to walk or use public transportation. The conjoint

survey presents three options: no parking available, free parking, or paid parking.
Price

Price is also important in customer decision-making. While participants generally sought value
for money, they often prioritized quality over cost. Excessive pricing was noted as a deterrent,
particularly for tourists who specifically mentioned the importance of transparent pricing
practices. This insight underscores the necessity for coffee shops to balance quality and
affordability to effectively attract a broad customer base. For our analysis, we considered the

price of a cappuccino as an indicator for the average price.

These preliminary interviews provide a foundation for understanding customer preferences

related to the five attributes that will guide our conjoint analysis.

5.1. Expert Interview

The expert interview with the marketing manager of Padaria Portuguesa (see Appendix 2 — expert

interview guide) offered essential insights into the coffee shop industry in Lisbon and the unique
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positioning of the brand within this competitive market. One of the key points discussed was the
brand's differentiation strategy, built around three pillars: the use of organic coffee blends
sourced from certified farms, the incorporation of artisanal milling processes to enhance product
quality, and innovative circular economy practices. These elements underscored the importance
of sustainability and quality as competitive advantages, which guided the inclusion of attributes
like menu type and sustainability-related aspects in our analysis. Examples of these initiatives
include repurposing coffee grounds to grow mushrooms for menu items and encouraging the use

of reusable or eco-friendly packaging.

The discussion also touched on emerging trends in the market, including a growing focus on
niche dietary preferences, such as vegan or lactose-free options, and the increasing importance
of sustainability practices. The manager underscored how adapting to these trends is crucial for
maintaining relevance in a market that has become significantly more competitive over the last

decade.

Price perception emerged as a crucial factor in customer decision-making, especially considering
rising living costs. The manager noted that, while affordability is important, the goal remains to
balance competitive pricing with exceptional quality, a challenge that requires constant
adjustments due to fluctuating raw material costs. This perspective sheds light on the balance

between cost and value that defines consumer preferences in Lisbon's coffee shops.

Another key theme was the significance of ambience and customer experience. Padaria
Portuguesa prioritizes creating a welcoming atmosphere through carefully designed spaces,
including thoughtful lighting, music, and décor, keeping up with design trends. The manager also
highlighted how store locations are strategically chosen based on factors such as convenience,
foot traffic, and proximity to tourist areas, with tailored offerings to meet the needs of diverse

customer segments. For example, in stores that have a lot of tourist traffic, they offer a greater
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variety of combinations and recipes to please different preferences and they ensure that the staff

speaks English.

Social media was identified as an essential tool for marketing and customer engagement, with
platforms like Instagram and TikTok playing a dual role in promoting new products and
gathering customer feedback. Interactive strategies, such as polls and Q&A sessions, allow the
brand to align its offerings with customer expectations while fostering a deeper connection with

its audience.
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7. The impact of ambience on customer loyalty

Ambience emerged as a crucial element of customer experience in both our preliminary
interviews and the expert interview, influencing perceptions, emotions, and behaviours within
service environments. In coffee shops, where customers often seek more than just a product -
using the space to relax, work, or socialise - the quality of the ambience becomes a key
determinant of their overall experience. Notably, every interviewee identified a pleasant
ambience as a key factor in their choice of a coffee shop. Bitner’s (1992) concept
of servicescapes underscores the significant impact of physical surroundings on both customer
satisfaction and employee performance, affecting the time spent in a space and fostering loyalty.
Bitner also notes that consumers interpret the ambience of a service space as an indicator of the
firm’s quality and professionalism, both before and during their experience with the service.
Additionally, the physical environment provides abundant signals about a firm's quality and
standards while also reflecting the business’s identity and purpose to customers who actively
seek such signals. Truic (2024) highlighted that a café's ambience has a more profound impact
on enhancing the customer experience than many business owners often realize. Similarly,
Pangaribuan et al. (2020) revealed that a café's atmosphere significantly affects customer

satisfaction, which is closely tied to their likelihood of returning.

While for our conjoint analysis we chose the attribute brand as a proxy for ambience to streamline
the survey, it is important to highlight that brand was considered the most important attribute by
survey respondents. For the analysis of perceptions (discussed in the following chapter), we used
the attributes coziness of the environment, productivity, and leisure to represent ambience. By
leveraging relevant literature and theoretical frameworks, this chapter examines the link between
ambience and customer loyalty, emphasizing its physical, auditory, olfactory, and emotional
dimensions while providing insights into how these elements encourage repeat visits and brand

loyalty.
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Perceived Customer

Ambience Satisfaction

Customer Loyalty

Figure 2 - The link between Ambience and Loyalty

7.1. Components of ambience in coffee shops

Ambience is composed of multiple interrelated elements that contribute to the overall customer
experience in coffee shops. A thoughtfully crafted ambience can elevate a coffee shop from being
a simple service provider to a space where customers choose to spend their time and establish

habitual connections.
According to Bitner (1992), the servicescape features three dimensions:
1. ambient conditions (temperature, air quality, noise, music, odor, etc.),
2. space and function (layout, equipment, furnishing, etc.), and
3. signs, symbols and artefacts (signage, personal artefacts, style of décor, etc.)

While functional elements such as seating, lighting, and layout address basic expectations,
sensory aspects like sounds, scents, and textures play an equally significant role in shaping
customer preferences and perceptions but are more difficult to control by management
(Wakefield and Blodgett 1996). For the development of this chapter, we broke down ambience
in coffee shops into four key elements that will be further described in this paragraph: physical

environment, auditory ambience, olfactory elements, emotional elements.
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7.1.1. Physical environment

The physical environment includes the tangible, visible aspects of a coffee shop. These elements
influence perceptions of comfort, functionality, and aesthetics. Research by Wakefield and
Blodgett (1996) emphasizes that physical design plays a critical role in encouraging repeat visits,
as customers are more likely to return to spaces that align with their preferences and provide a
pleasant environment. They identify key factors such as layout, aesthetics, seating comfort,
cleanliness, and electronic equipment. This discussion focuses on the first four elements, as they
were discussed in the preliminary interviews and are particularly relevant to the coffee shop

setting.
Layout

In leisure services, layout refers to how furnishings, equipment, service areas, and walkways are
organized, as well as the spatial relationships among these components to ensure ease of use and
movement (Bitner 1992). The layout of a coffee shop affects not only the flow of movement but
also the social dynamics within the space. Open layouts with communal seating encourage
interaction and a sense of community, making them suitable for customers seeking social
engagement. In contrast, smaller tables and partitioned seating areas cater to individuals or small
groups who prioritize privacy, such as remote workers or students. The choice of layout,

therefore, reflects a coffee shop’s target audience and intended atmosphere.
Aesthetics

Facility aesthetics contribute to the overall appeal and brand identity of a coffee shop. Colours,
materials, and thematic elements play a role in creating a distinctive atmosphere that resonates
with customers. For instance, coffee shops with minimalist designs, such as Copenhagen Coffee

Lab, appeal to customers seeking a modern and professional environment. By contrast,
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establishments like Pastéis de Belém, with their traditional Portuguese tiles and ornate furniture,

evoke a sense of cultural heritage and nostalgia, appealing to both locals and tourists.

Seating comfort

Seating comfort is a critical factor influencing customer satisfaction and time spent in stores,
particularly in settings where customers remain for extended periods, such as coffee shops.
Wakefield and Blodgett (1996) emphasise that seating design and spatial arrangement
significantly affect customer perceptions of quality and comfort. Features such as ergonomic
support, padded surfaces, and proper backrests enhance physical comfort. However, seating
arrangement is also important to consider: cramped seating can create psychological discomfort
due to perceived crowding. The spacing between seats not only ensures personal comfort but also
facilitates ease of movement. Adequate space between rows allows customers to exit seats
effortlessly to access spaces like restrooms or counters without disturbing others (Wakefield and
Blodgett 1996). In contrast, poorly designed seating configurations with insufficient space
between rows or overly close seat proximity can result in customer dissatisfaction and reduced

time spent in the establishment.

Cleanliness

Cleanliness is a fundamental component of the servicescape, directly influencing customer
satisfaction and perceptions of quality (Wakefield and Blodgett 1996). A clean space fosters a
positive first impression and communicates a business's commitment to maintaining high
standards. Cleanliness extends beyond surface tidiness to include areas such as restrooms and
service counters. Dirty or poorly maintained facilities can deter repeat visits and diminish a coffee
shop's reputation. Moreover, perceptions of cleanliness can impact customers’ comfort and trust,

aligning closely with their overall experience and likelihood of returning.
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7.1.2. Auditory ambience

Auditory elements in a coffee shop play a significant role in shaping the overall ambience and
influencing customer perceptions. Background noise, music, and the acoustics of the space
collectively contribute to how customers experience the environment. These auditory factors not
only impact comfort levels but also affect the duration of a customer’s stay and their likelihood

of returning.

Background music is one of the most deliberate auditory components employed by coffee shops
to enhance the customer experience. The choice of music, whether it be instrumental,
contemporary, or culturally specific, can communicate the brand’s identity and appeal to its target
audience. Garlin and Owen (2006) found that familiarity and liking of music positively influence
customer patronage and perceived pleasure in service environments. Research by Burghelea et
al. (2015) demonstrates that music tempo, volume, and genre can evoke specific emotional
responses, thereby shaping behaviour and satisfaction in service settings. Similarly, Milliman
(1986) notes that slower music can increase the time customers spend in a space, directly
impacting sales and engagement. In contrast, higher tempos can make waiting times feel longer

and increase perceived arousal levels.

Volume is a critical aspect of auditory design, as it must balance creating ambience without
overwhelming conversation or concentration. Burghelea et al. (2015) found that loud music
affects factors like store stay time, traffic flow, and brand recognition, often creating an energetic
atmosphere. On the other hand, soft music promotes longer visits and a more relaxed perception
of the service, particularly in retail and leisure settings such as coffee shops. Excessively loud
environments may deter customers seeking a quiet place to work or relax, while overly quiet
spaces can feel sterile or uninviting. A moderate volume that complements the intended purpose

of the coffee shop—»be it a social hub or a work-friendly space—tends to be most effective.
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Ambient noise, including the sounds of espresso machines, conversations, and the clinking of
dishes, can either enhance or detract from the customer experience depending on its level and
quality. For many customers, the hum of activity within a coffee shop contributes to its charm,
creating a sense of liveliness and authenticity. However, poor acoustics that amplify unpleasant
sounds or create echoes can lead to discomfort, particularly in spaces designed for prolonged
stays. Acoustical management, through the use of materials such as carpets or acoustic panels,
can help mitigate excessive noise while preserving the space’s character. Efforts to manage

ambient noise are crucial to enhancing the sensory appeal and usability of the environment.

Cultural preferences also influence auditory expectations. For instance, some customers may
associate quiet environments with exclusivity and sophistication, while others may prefer lively,

bustling spaces that reflect a sense of community.

7.1.3. Olfactory elements

Olfactory elements are often subtle yet powerful contributors to the overall ambience of a coffee
shop. The sense of smell is closely tied to memory and emotion and is a crucial factor in creating
positive associations. Research by Spangenberg et al. (1996) underscores the impact of ambient
scents on consumer perceptions and behaviours, revealing that pleasant smells can enhance
satisfaction, encourage prolonged stays, and significantly improve evaluations of the store
environment. Their findings indicate that customers in scented environments consistently express
stronger intentions to visit and perceive their time spent in the store as shorter, highlighting the
role of scent in creating an engaging and enjoyable experience. Moreover, ambient scents were
shown to be particularly effective at boosting the appeal of less popular items, demonstrating

their strategic potential.

In coffee shops, the aroma of freshly brewed coffee is perhaps the most iconic olfactory feature.
This scent not only signifies the quality of the product but also creates a sensory experience that

draws customers in and reinforces their connection to the space. Coffee shops that prioritize
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maintaining the authenticity of this aroma - by minimizing competing or unpleasant smells - are

better positioned to cultivate an inviting environment.

The deliberate use of ambient scents beyond coffee can also influence customer behaviour. For
example, coffee shops can introduce subtle vanilla, chocolate, or cinnamon notes to complement
the natural aroma of their offerings and evoke feelings of comfort and warmth. These additional
scents can enhance the emotional resonance of the space, particularly during specific seasons or
events, such as holiday-themed promotions. Notably, the type or intensity of the scent appears to
matter less than its mere presence (Spangenberg et al. 1996), suggesting that any pleasant

fragrance can contribute meaningfully to the customer experience.

Cleanliness is another critical factor affecting olfactory ambience. A lack of cleanliness can result
in negative odors, which significantly detract from the customer experience and deter repeat
visits. Effective ventilation, routine cleaning, and the use of natural rather than artificial

fragrances are essential in maintaining a fresh and appealing environment.

7.1.4. Emotional elements

Emotional elements go beyond the tangible aspects of a coffee shop, focusing instead on the
feelings and connections evoked by the overall atmosphere. These elements create an
environment that feels welcoming, inspiring, or calming depending on their arrangement and

intensity.

One critical emotional element is the interplay of light and colour. Warm, diffused lighting
fosters a sense of intimacy and comfort, while brighter, directed lighting supports alertness and
focus, making the space to be adaptable to diverse customer needs. Neutral tones and soft textures
can evoke relaxation, while vibrant accents add energy to the space, appealing to a younger or

more dynamic clientele.
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Coffee shops also rely on emotional cues to cultivate a sense of community and belonging. As
previously noted, Oldenburg (1989) introduced the concept of "third places,” referring to social
spaces that exist outside of home and work, such as coffee shops, cafes, bookstores, and others.
These spaces provide customers with experiences that go beyond mere transactions, emphasizing

their significance in fostering community interaction and engagement.

The connection between emotional engagement and brand loyalty is well-documented.
Customers who feel emotionally connected to a coffee shop are more likely to recommend it to

others, engage with its social media presence, and become long-term patrons.

7.2. Linking ambience to customer loyalty

7.2.1. Customer loyalty

Customer loyalty is a strong concept in marketing, and it refers to a customer’s commitment to
repeatedly purchase from or engage with a specific brand or business over time. It transcends
mere satisfaction; it reflects a strong emotional connection and trust in the brand’s ability to
deliver consistent value. Loyalty manifests in repeat patronage, advocacy through word-of-
mouth recommendations, and resistance to switching despite competitive offers in the

marketplace (Oliver 1999).

The Expectation-Confirmation Theory (Oliver 1980) highlights that loyalty is often cultivated
when a brand meets or exceeds customer expectations, leading to satisfaction and subsequent
repeated behaviour. However, satisfaction alone is not always sufficient to secure loyalty;
emotional engagement and perceived value play a critical role. Emotional connections that can
be built through ambience and customer service create memorable moments that strengthen the

customer-brand relationship.
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7.2.2. Theoretical frameworks

The relationship between ambience and customer loyalty can be understood through established
theoretical models that examine how environmental factors influence consumer behaviour. For
the purpose of this chapter, two frameworks will be used: the stimulus-organism-response model

by Mehrabian and Russell (1974), and the SERVQUAL model by Parasuraman et al. (1988).

The Mehrabian and Russell model (see figure below) offers a foundational perspective on the
role of environmental stimuli in shaping emotional states and subsequent behaviours. This model
states that sensory inputs from the environment - such as lighting, music, and scents - provoke
emotional responses along three dimensions: pleasure, arousal, and dominance. These emotional
states bring to approach or avoidance behaviours, including a customer's decision to return to a
coffee shop or recommend it to others. For example, a pleasurable and calming ambience created
by soft lighting and soothing music may evoke positive emotions that enhance loyalty, while a
chaotic and overstimulating environment might deter customers from revisiting. The model
underscores the importance of designing sensory elements to elicit favourable emotional

responses that align with the desired customer behaviours.

Stimulus Organism Response

Emotional states:
Environmental * Pleasure Approach or
stimuli * Arousal Avoidance
| * Dominance

Figure 3 - Stimulus Organism Response Model (Mehrabian and Russell 1974)

28



Arianna Castellini

The SERVQUAL model further explains the connection between ambience and loyalty by
linking perceived service quality to customer satisfaction and retention. The model was originally
designed to measure service quality across five dimensions: tangibles, reliability, responsiveness,
assurance, and empathy. Among these, the tangibles dimension is particularly relevant to
ambience. Tangibles include the aspects of the service environment that have been discussed
previously in this chapter, which significantly influences perceptions of quality. A well-
maintained and thoughtfully designed coffee shop ambience enhances the overall service
experience, contributing to customer satisfaction. Satisfied customers are more likely to exhibit

loyal behaviours.

Tangibility
Reliability k«‘
Responsiveness 4*» Perce(islﬁg"%t/arvice Customer Satisfaction
Assurance 7:
Empathy

Figure 4 - SERVQUAL model (Parasuraman et al. 1988)

Together, these models highlight how ambience functions as both a sensory and service quality

enhancer, shaping emotional and cognitive evaluations that drive loyalty.

7.3. Key takeaways

The ambience of a coffee shop is very effective on customer loyalty, influencing immediate

experiences and long-term attachment. Through the strategic combination of physical, auditory,
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olfactory, and emotional elements, ambience fosters positive perceptions of quality and comfort.
The Mehrabian-Russell model and the SERVQUAL model demonstrate how sensory stimuli and
perceived service quality drive emotional responses, shaping behaviours that include repeat

patronage and brand advocacy.

For coffee shop managers, creating an appealing ambience is essential to driving customer
satisfaction and loyalty. Customer-centric spatial design is fundamental, ensuring that the
physical environment caters to the intended audience - whether through relaxed seating for
leisure or functional setups for productivity. Other elements, including music, scent, and
cleanliness, must be carefully calibrated to enhance comfort and align with the coffee shop’s
identity. For example, moderate music volume and natural aromas like freshly brewed coffee can
evoke positive emotions, encouraging longer stays and repeat visits. Fostering emotional
engagement is equally important for building lasting relationships with customers. Continuous
feedback collection and adaptation are crucial to maintaining relevance, as customer preferences
and market trends evolve. Through these measures, coffee shops can create not just memorable

experiences but also sustained loyalty, securing their place in a competitive industry.
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8. Consumer Perceptions

8.1. Consumer Perceptions and the Purpose of the Perceptual Map

In this section of the work project, we delve into the analysis of consumer perceptions of coffee
shops in Lisbon, from residents of Lisbon's metropolitan area. To gain valuable insights into how
customers perceive different coffee shop brands, a perceptual map questionnaire was designed
and distributed via WhatsApp, Instagram, and LinkedIn. The primary aim of this survey was to
identify the attributes that consumers associate with various coffee shops and understand their

position within the competitive landscape.

By utilizing perceptual mapping, the goal is to understand the relationships between different
coffee shops based on customer perceptions of key attributes. The survey explores various
dimensions, such as value for money, service quality, environment, menu diversity and
associated purpose, which are crucial for businesses seeking to differentiate themselves and
target the right consumer segments. Understanding where each coffee shop stands relative to
others provides valuable insight into customer preferences, enabling a clearer understanding of

each brand’s position in the market.

The survey collected data from 177 participants, all of whom were aged 18 or older and reside
in the Lisbon metropolitan area. This specific demographic was targeted to ensure the relevance
and accuracy of the findings. The responses from this sample provide a detailed picture of
consumer perceptions of five coffee shops in Lisbon, offering insights into businesses looking to

refine their offerings and marketing strategies.
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8.2. Selection of coffee shop brands and influence of preliminary

interviews on survey design

The selection of five coffee shops for detailed analysis was made based on their representation
of distinct types of coffee shop experiences in Lisbon and follows the choice of the brands for

the conjoint analysis that we previously discussed in the chapter Preliminary Interviews.
Below is a summary and a brief description of the five selected brands:

1. Cafetaria Pingo Doce (CPD): representing supermarket coffee shops, this brand offers
a more accessible and convenient option for consumers looking for quick, affordable
coffee in a supermarket setting.

2. Copenhagen Coffee Lab (CCL): a specialty coffee shop, known for its focus on high-
quality coffee and a more premium experience, catering to coffee enthusiasts who
appreciate the artistry of specialty brews and artisanal bread and pastries.

3. Pastéis de Belém (PB): a traditional Portuguese coffee shop, iconic for its connection to
Portuguese culinary culture and offering a classic experience centered around traditional
pastries like pastéeis de belém, baked inside the same establishment. Furthermore, it also
offers diverse beverages, including coffee drinks, and other pastries and snacks.

4. Starbucks (SB): a modern coffee shop chain, recognized worldwide for its consistent
brand experience and catering to both social and professional settings. Starbucks
represents a globalized, standard approach to coffee retail.

5. Padaria Portuguesa (PP): combines a typical Portuguese traditional pastries and snacks
(and beverages) with modern coffee shop services in a chain format. Catering to a broad
spectrum of consumers who value both practicality and quality in their coffee shop

experience.
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From the preliminary interviews that we already discussed, we learned that seating options, type
of environment, menu variety, parking availability, and price were central to consumer decision-
making. These findings helped us determine the basis of the perceptual maps survey. However,
to ensure that we captured a comprehensive set of consumer perceptions, we expanded our focus

in the questionnaire to include the following factors:

1. Value for money: consumers emphasized the importance of getting good value for the
price paid, especially in a city where coffee shop prices can vary widely.

2. Menu diversity: a diverse menu that caters to different tastes and dietary needs was noted
as an important attribute. Customers value coffee shops that offer variety and flexibility,
catering to a range of preferences, including healthier and gluten-free options.

3. Dietary options available: given the growing demand for inclusivity in food offerings,
particularly regarding dietary restrictions, the availability of options such as vegetarian,
vegan, and gluten-free was highlighted as a key consideration.

4. Speed of service: the speed with which orders are taken and served emerged as a crucial
factor, particularly for customers who visit coffee shops during busy work or commuting
hours.

5. Attentiveness of the staff: friendly and responsive staff were frequently cited as
contributing to a positive experience. Customer satisfaction often hinged on the service
quality and attentiveness of the coffee shop's employees.

6. Coziness of the environment: many respondents mentioned that the ambience and
overall comfort of the space contributed to their experience. Whether the space was cozy
and inviting or overly cold and unwelcoming had a significant impact on customer
satisfaction.

7. Usage of space: consumers were also asked about the primary function of the space—

whether they used the coffee shop for leisure, productivity (such as working or studying),
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or socializing. This factor helps to contextualize the environment in which customers

engage with the coffee shop experience.

8.3. Data Analysis — SPSS

The purpose of building perceptual maps is to understand how consumers perceive each coffee
shop. After collecting 177 responses, we uploaded the data into SPSS and conducted a factor
analysis. In this analysis, we extracted factors based on their eigenvalues, which measure how
much variance each factor or component captures in the dataset (IBM 2024). Factors with
eigenvalues greater than 1 are considered significant, as they explain more variance than a single

variable.

During the first attempt, the first component had an eigenvalue of 4.240, indicating that it
captures a significant portion of the variance, and no other component had an eigenvalue above
1. This component alone accounts for a substantial amount of the dataset's variability, while the

remaining components explain relatively little variance.

Since only one component is not enough to create a perceptual map, we performed a second
factor analysis by forcing an extraction of 2 factors. One of the outputs of factor analysis included
a descriptive analysis with the mean of each variable, the standard error and number of responses
for each variable. There is no significant difference between the mean of each variable. The
lowest mean, attributed to The ambience feels cozy, is 3.55, whereas the highest mean is 3.84 for
Service is quick. However, Productivity exhibits the highest standard deviation, indicating
significant variability in perceptions among respondents across the dataset. In contrast, the
perception of the staff is attentive has the lowest standard deviation, reflecting greater consistency

in respondents’ perceptions of this attribute.
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Table 5 — Descriptive Statistics (SPSS)

Mean Std. Deviation  Analysis M

The ambiance feels cozy 3558 1.223 385
Walue for money 365 1477 a2a5
Menu Diversity 363 1.134 385
Dietary options available 356 1137 8E5
(e.0., vegetarian, vegan,

gluten-freg)

The staff is attentive. T 1.074 L
Senice is quick. 3.84 1.074 385
Productivity 3.36 1.427 885
Leisure amn 1.215 8845
Social ayT 1.208 885

In the Correlation Matrix (Table 6), below, it is visible a high correlation (above 0.5) between
leisure and social (0.517), between dietary options and menu diversity (0.515) and between

social and coziness (0.501). Furthermore, all correlations between every variable are positive.

Table 6 — Correlation matrix (SPSS)

Distary options

available (s.q.,
vegetarian,
The ambiance “alue for vegan, gluten- The staffis Service is
feels cozy money Menu Diversity free) attentive quick Productivity  Leisure Social
Correlation  The ambiance feels cozy 1.000 323 419 432 485 351 MGG A72 A0
“alue for money 323 1.000 468 361 418 403 286 415 285
Menu Diversity 419 468 1.000 515 409 37 374 343 .368
Dietary options available 432 361 515 1.000 461 kg 486 328 327
(2.0., vegetarian, vegan,
gluten-frae)
The staff is attentive. 485 418 408 461 1.000 477 400 440 454
Service is quick. kil 403 an am 477 1.000 342 357 355
Froductivity 466 286 374 486 400 342 1.000 382 357
Leisure 472 415 343 328 440 357 .392 1.000 17
Social 501 285 368 327 454 355 357 S17 1.000

The KMO and Bartlett’s Test table provides statistical measures to assess the suitability of our
data for factor analysis. The Kaiser-Meyer-Olkin (KMQO) Measure of Sampling Adequacy

evaluates the proportion of variance in the variables that may be attributed to underlying factors
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(IBM 2024). A higher KMO value indicates greater suitability for factor analysis. In this

analysis, the KMO value exceeds 0.8, confirming that factor analysis is appropriate for our data.

The Bartlett’s Test of Sphericity examines whether the correlation matrix is an identity matrix,
which would imply that the variables are unrelated and unsuitable for structure detection (IBM
2024). A small significance level (p-value) indicates that the data has sufficient correlations for
factor analysis. In our results, the significance level is <0.001, rejecting the null hypothesis of
an identity matrix and confirming significant relationships among variables, thereby supporting

the use of factor analysis (IBM 2024).

Table 7 — KMO and Bartlett’s Test (SPSS)

Kaiser-Meyer-Olkin Measure of Sampling Adequacy. 8493
Bartlett's Test of Sphericity  Approx. Chi-Square 2652460
df 36
Sig. =.001

Furthermore, through this process we also obtained the total variance explained from a Principal
Component Analysis (PCA). Component 1 has an eigenvalue of 4.240, explaining 47.107% of
the variance in the dataset. Component 2 has an eigenvalue of 0.865, explaining an
additional 9.871% of the variance. The cumulative percentage shows that the first two
components together explain 56.978% of the total variance, as shown in the table Total Variance
Explained (Table 8). By extracting these two components there is still 43.022% of information
lost. The Kaiser Criterion suggests retaining components with eigenvalues greater than 1 (IMB
2024). Here, only Component 1 meets this criterion, so only this one should be extracted.
However, as explained before for a more complete analysis, we extracted 2 components. These
were used to build perceptual maps. An illustration of the scree plot that demonstrates the

eigenvalue per component number can be seen in Appendix 8.
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Table 8 — Total Variance Explained (SPSS)

Extraction Sums of Squared Loadings

Component Total % ofVariance  Cumulative %
1 4.240 47107 47107
2 Baa 9871 56.978

Extraction Method: Principal Component Analysis.

By extracting two components, SPSS generated a two-dimensional graph with Component 1
represented on the X-axis and Component 2 on the Y-axis, plotting the variable coordinates
accordingly. The component matrix table displays the relationships between the original
variables and the extracted components or factors (Appendix 9). The value displayed in the table

indicates how strongly each variable is correlated with each component.

In the component plot graph (Figure 11), all variables are positioned on the positive, right-hand
side of the Y-axis, indicating a strong association with Component 1. This result aligns with
expectations, as Component 1 explains the majority of the variability, as shown in the Total
Variance Explained table. However, certain variables, including Productivity, “The staff is
attentive, The ambience feels cozy, Leisure, and Social, fall below the X-axis, indicating a lack
of association with Component 2. In contrast, variables such as Value for Money, Menu Diversity,
Dietary Options Available and Service is Quick are positioned above the X-axis, suggesting an
association with both Component 1 and Component 2. These relationships are illustrated in

Figure 11.
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Component Plot
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Figure 5 - Component plot generated by SPSS

Additionally, we analyzed the Component Score Coefficient Matrix table (Appendix 10), which
highlights the contribution of each variable to the components extracted during the PCA. For
Component 1, the variable with the highest contribution is 0.175 (The staff is attentive), indicating
that it plays a significant role in defining this component. Notably, all other variables also
contribute positively to Component 1 with score coefficients between 0.100 and 0.200,
reinforcing its overall cohesion and alignment with key consumer preferences. The variable that

contributes the least to the component is value for money.

In contrast, Component 2 exhibits a mix of positive and negative contributions. Variables such
as social, leisure, productivity, coziness and the staff is attentive with the respective score
coefficient’s of -0.550, -0.414, -0.065, -0.333, and -0.013 show negative contributions,
suggesting that these attributes detract from the overall score of this component (Appendix 10).
The perceptions that significantly contribute negatively are those related to social aspects, leisure,
and coziness. However, variables such as value for money, menu diversity, and quick service

contribute significantly and positively to this component.
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In summary, Component 1, which, for the reasons above we named Customer satisfaction and
experience captures overall customer satisfaction and quality of experience, including
attentiveness of staff, ambience, menu variety, and dietary inclusivity. These are likely to be the
primary drivers of differentiation among coffee shops in Lisbon. Component 2, which we named
Value and practicality emphasizes value for money and inclusiveness, where positive
contributions come from affordability and variety, but negative associations include aspects like
leisure and social activities. This suggests a trade-off between perceived affordability and more

premium leisure/social experiences.

Furthermore, SPSS also allocated a factor’s coordinates for each one of the data entries (888 in
total), positioning each perception of each respondent for each coffee shop in the component plot.
Since these create exhaustive points in the graphic, through excel we realized a descriptive
statistical analysis for the factors of each coffee shop (Appendix 3 to 7). We retrieved the median
(50™ percentile) of each one of these to plot in the graphic. The mean was not used due to the
standard deviation being considerably high compared to the mean, as seen in the table below.

This high variability indicates that participants perceive each coffee shop very differently.

Table 9 - Mean, median and standard deviation of each factor per coffee shop

Brand PP SB PB CCL CPD

FAC1 | FAC2 | FAC1 | FAC2 | FAC1 | FAC2 | FAC1 | FAC2 | FACI1 | FAC2
Mean 0,15 | 0,06 | 0,01 | -0,34 | -0,08 | -0,28 | 0,14 | -0,13 | -0,23 | 0,69
Median | 0,11 | -0,02 | 0,01 | -0,24 | -0,24 | -0,20 | 0,17 | -0,06 | -0,39 | 0,41
Std.Dev | 0,90 | 0,85| 1,06 | 0,89 | 0,98 | 0,84 | 0,92 | 0,78 | 1,09 | 1,22

Although the component graphics were provided by SPSS, the medians of these coffee shops
factors were allocated manually through PowerPoint in the component plot as shown in Figure

12.
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Component Plot
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Figure 6 - Perceptual map generated by SPSS

Cafetaria Pingo Doce is strongly associated with Value and practicality, compared to the other
brands, likely excelling in perceived affordability, menu variety, and dietary inclusivity (Figure
12). Furthermore, consumers don’t associate this coffee shop as a social or leisure place, rather
it is positioned as a more practical and functional coffee shop. The low median for FAC1 (-0.39)
further supports this interpretation (Table 9), suggesting that CPD does not perform well in areas

like ambience or quality of service.

Padaria Portuguesa and Copenhagen Coffee Lab seem to be the coffee shops that are the most
associated with Customer satisfaction and experience, suggesting they are perceived as offering
high-quality experience, attentive service, and appealing ambience, compared to the other coffee
shops. Furthermore, their FAC2 median is close to null, which means component 2 contributes

little to their differentiation.
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Starbucks’ median FACL1 is slightly positive (0.01), indicating it is associated with quality and
ambience but not as strongly as PP and CCL. The high standard deviation of FAC1 (1.06)
suggests that consumer perceptions of Starbucks’ quality and service vary widely. Its negative
median FAC2 (-0.24) suggests that Starbucks is not strongly associated with affordability or

menu diversity.

Furthermore, we also investigated the Communalities table (Appendix 11). Extraction
communalities are estimates of the variance in each variable accounted for by the components
(IBM 2024). The variable with higher communality is the perceptual of social, followed by
coziness, menu diversity and leisure. These variables indicate a communality higher than 0.600
but lower than 0.700 and are represented by the components the best. While for productivity
(0.443) and service is quick (0.461) the components represent these variables the worst,
compared to the other ones. Therefore, the components capture a higher variance of social

perception, followed by coziness, and menu diversity.

Upon evaluating the Component Score Covariance Matrix (Table 10), we observed that there is
no correlation between the two components, which is consistent with the nature of the Principal

Component Analysis (PCA) method.

Table 10 — Component Score Covariance Matrix (SPSS)

Component 1 2
1 1.000 000
2 000 1.000

Extraction Method: Principal
Component Analysis.
Component Scores.
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9. Consumer Preferences

To identify the specific attributes consumers value most in coffee shops and to guide the planning
of a new coffee shop, we designed a conjoint survey using Conjointly, a software for analyzing
the preferred attributes. The survey was shared with our connections via social media like
WhatsApp, Instagram, and LinkedIn, targeting locals from the metropolitan area of Lisbon.

For the conjoint analysis, the selected attributes were coffee shop brand, cappuccino price,
parking availability, type of menu, and outdoor seating availability, building on insights gathered
in the preliminary interviews discussed in the earlier chapter. In this paragraph, we will explain
the levels selected for the five attributes and the reasoning behind each choice.

We chose cappuccino to represent the price attribute because, during consumer interviews, we
observed a wide variety of coffee drink preferences. Using cappuccino as a reference allows us
to estimate how much people are generally willing to pay for a coffee drink. To determine the
price levels for the survey, we analysed cappuccino prices from the menus of the five coffee
shops, as shown in the table below.

Table 11 - Cappuccino’s price per coffee shop

Coffee shop | Cappuccino’s price
CCL €3.80
PP €2.90
PB €2.80
SB €2.90 (Tall size)
CPD -

We selected the highest (€3.80) and lowest (€2.80) cappuccino prices as the initial price levels,

which differ by €1. To create additional levels with equal intervals, we calculated the midpoint
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between the highest and lowest prices, resulting in a middle level of €3.30. Since Cafetaria Pingo
Doce does not sell cappuccino, we assumed it would offer the lowest price based on its generally
lower beverage prices compared to other coffee shops in this study. To maintain consistent
intervals, we added another price level of €2.30, which is €0.50 below €2.80. This ensured all

price levels had a uniform difference of €0.50.

Regarding the parking attribute, we defined three levels to capture the varying availability of
parking options. The first one is the no parking option, the second one is free parking, and the
third one is paid parking. With this attribute, we aim to understand how consumer preferences
vary when presented with different parking options. We hypothesize that consumers are more
likely to prefer a coffee shop with free parking nearby compared to one with no parking or paid
parking. Additionally, we will consider that frequent car users are likely to place greater

importance on this attribute than non-car users.

Lisbon’s weather has a big impact on the preference for consumers choosing to be in an outdoor
setting, rather than indoors. To assess the impact of outdoor seating availability on consumer
choices, we defined two levels for this attribute: outdoor seating available and indoor seating

only.

Finally, since the primary reason consumers visit a coffee shop is to enjoy food or beverages, we
included a menu variety as an attribute. The first level, basic menu, offers a limited selection,
such as standard coffee drinks and simple snacks. The second level, full menu, includes a broader
range of options, such as coffee drinks, snacks, and full breakfast or brunch. The third level,

Gourmet menu, features specialty coffee drinks and artisan pastries.

A summary of the attributes and their levels can be found on the table below.
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Table 12 - Summary of attributes and levels for the conjoint analysis

Attribute Levels

1. Padaria Portuguesa

2. Starbucks

1. Coffee shop brand 3. Cafetaria Pingo Doce

4. Copenhagen Coffee Lab

5. Pastéis de Belém

1. 3.80€

2.3.30€
2. Cappuccino Price

3.2.80€

4.2.30€

1. No parking

3. Parking 2. Free parking

3. Paid parking

1. With outside seating

4. Seating
2. Only inside seating
1. Basic menu: standard coffee drinks (expresso, americano,
cappuccino) and simple snacks
2. Full menu: coffee drinks, snacks and full breakfast or
5. Menu

brunch

3. Gourmet menu: specialty coffee drinks and artisan pastries

When we launched the survey, Conjointly recommended collecting 200 responses for a reliable
report. Although we received a total of 251 responses, only 188 were relevant, as they met the
criteria of residing within the metropolitan area of Lisbon. Consequently, we focused on this

segment and extracted the results corresponding to respondents from this area.
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Key outputs include attribute importance, preferences for levels, marginal willingness to pay,
ranked list of concepts and goodness of it. According to Conjointly, the first output refers to the
relative importance of different attributes, preferences for levels evaluate the preferred levels
within each attribute and MWTP shows the additional amount consumers are willing to pay for
a specific attribute improvement, compared to a baseline which is one of the attributes. To assess
model accuracy, it was also evaluated the goodness of it.

The goodness of fit was 63.9% which represents a medium fit (43 to 65%). Conjointly uses
McFadden’s pseudo- R? to calculate it. According to Conjointly, if the pseudo- R? value was over
65% it would indicate that respondents have a clear preference for features, and if it was under
45% it would suggest that respondents’ choices were more arbitrary. Our results indicated that
respondents don’t have a clear preference for features but they aren’t also arbitrary. With a
relatively high medium fit (almost 65%), most likely, the majority of respondents have clear
preferences, but there is still a considerable number of participants that have arbitrary

preferences.

9.1. Relative importance of attributes and levels

Figure 7- Relative importance of attributes (Conjointly)
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For the general responses of locals of the metropolitan area residents of Lisbon, brand seems to
be the most important attribute with a 47.9% relative importance to the rest of the attributes
(figure 13). This value means that the brand is the strongest attribute to influence their behaviour.
Following this is parking with 19,4% and cappuccino price with 17.7% of relative importance.

In the bottom menu and seating have the lowest attribute importance.

-178%

ree parking 186%

Figure 8 - Relative preferences for levels by attribute (Conjointly)

In the relative preferences for levels, Padaria Portuguesa is the most preferred brand (8.7%).
Starbucks and Pastéis de Belém also hold a positive preference, while Cafetaria Pingo Doce and
CCL are overall negatives preferences, compared to the other brands (Figure 14). The least
preferred brand is CPD, with a significative negative preference of -17.8% compared to the other

brands.
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For seating preferences, outdoor seating (4.2%) is favoured over indoor-only seating (-4.2%),
reflecting consumer interest in having the option to enjoy their coffee outdoors. This does not
necessarily indicate that consumers always prefer sitting outside, but they value the flexibility
that outdoor seating provides. The preference for outdoor seating could reflect consumer
behaviour influenced by the ambience or regional climate, like Lisbon frequently hold a
favourable weather. Coffee shops in Lisbon that emphasize pleasant outdoor spaces might be
more competitive, especially during warmer months. These results might also be influenced by

this seasonal effect.

Furthermore, for the cappuccino price, there is a higher preference for lower prices. While there
is still a positive relative preference for a price of €2.30 and €2.80, consumers have a negative
relative preference for prices of €3.30 and €3.80, with the last having a negatively strong relative

preference of -14% while the price of €2.30 has a relative preference of 13.5% (Figure 14).

When looking at menu preferences, a full menu (3.8%) is the most appealing option compared to
a gourmet menu (-0.3%) or a basic menu (-3.5%). This suggests that consumers prioritize variety
and a more comprehensive offering over artisan or niche products. While artisan items may
appeal to a subset of consumers, the broader market favours the availability of diverse options
like snacks and brunch. The strong preference for a full menu highlights the importance of
practicality over exclusivity. Consumers likely value having access to a wider range of options
that cater to everyday needs rather than niche, artisan offerings, which may not justify higher

Ccosts.

Parking availability plays a critical role in consumer preferences. free parking (18.6%) is highly
preferred to paid parking (-7.8%) and No parking (-10.8%). This finding underscores the
importance of accessibility and convenience in consumer decision-making, suggesting that

limited parking options could lead consumers to choose other coffee shops with better amenities.
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While the relative preferences for levels are important to understand consumers, most
importantly is to understand which of the attributes are going to influence the most the consumers
to choose a coffee shop, instead of others. For instance, changing the level for parking will have
a bigger impact than choosing a level for menu because that attribute has a higher relative

importance for consumers.

237% 12.9% 17.8% 19.3%

Brand Padana Portuguesa afetaria Pingo Doce Pastéis de Belem Copenhagen Coffee Lab

41.3%

Seating Only indoor seating

17 7% 131%
330€ 380€

Manu 31.7% 29.1%
’ Bt menu: Specialty coffee drinks and artisan ffee drinks (expresso, americano, cappul
21.0%
No parking
0% 90%

0% 10% 20% 30% 40% 50% 60% 70% 80% 0% 100%

Cappuccino Price

582%

Parking Free parking

Preference share of each level

Figure 9 - Distribution of preferences for levels (Conjointly)

According to Conjointly, distribution of preferences for levels (Figure 15) answers the question
“Assuming that each consumer has a preference for different levels, what is the distribution of

preferences for different levels (within each attribute) across consumers?”.

Looking at the distribution of preferences for levels, Starbucks is the most preferred brand
(26.3% of total preference) among respondents, suggesting its strong global presence and
standardized offering resonate well with respondents, and 23.7% of the total preference goes to
Padaria Portuguesa. While Copenhagen Coffee Lab and Pastéis de Belém are moderately

preferred, Cafetaria Portuguesa is the least preferred brand.

Resonating with the relative preference for levels, outdoor seating has the majority preference
among respondents. However, only indoor seating is still preferred by 41.3% of the respondents,

which is still a significant preference.
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Furthermore, in Figure 15, still resonating with the relative preference for levels, more
respondents prefer lower prices rather than higher. 39.1% of the respondents prefer a price of
€2.30 and 30.1% prefer €2.80. However, when the price starts increasing to €3.30 preferences
decrease considerably (17.7%). Only 13.1% of the total preference goes to cappuccino price of

€3.80.

9.2. Marginal Willingness To Pay

The Marginal Willingness to Pay (MWTP) results reveal critical insights into consumer
preferences for cappuccinos at coffee shops, reflecting how much more or less consumers are
willing to pay for certain attributes relative to the baseline, Padaria Portuguesa. According to
Conjointly, MWTP quantifies the monetary value consumers assign to upgrading or
downgrading specific features. A negative MWTP indicates that consumers are less willing to
pay compared to the baseline, while a positive MWTP reflects a preference and a willingness to

pay more.

All the brands in the analysis have negative MWTP values relative to Padaria Portuguesa,
highlighting its position as the most preferred coffee shop in the study. The customers would pay

less for a cappuccino in the other coffee shops, compared to Padaria Portuguesa.

For Starbucks, with a MWTP of -€0.58, consumers are moderately less willing to pay for
cappuccinos from Starbucks compared to the baseline. This penalty suggests that while Starbucks
remains a globally recognized brand, it may not align with local consumer expectations in terms
of value or quality in this context. Factors such as higher perceived pricing or lack of

differentiation could contribute to this moderate penalty.
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In the case of Cafetaria Pingo Doce, with the largest negative MWTP, consumers assign a
significant penalty to this brand. This result suggests that CPD is perceived as offering lower-

quality cappuccinos or a less appealing coffee shop experience compared to Padaria Portuguesa.

Pastéis de Belém also has a negative MWTP, the penalty is relatively small, indicating that it is
seen as a reasonable alternative to Padaria Portuguesa. Its lower penalty reflects stronger

perceived value compared to brands like Starbucks and Cafetaria Pingo Doce.

CCL has the smallest negative MWTP, suggesting that it is almost on pair with Padaria
Portuguesa. The negative MWTP values for all brands relative to the baseline highlight the strong
position of Padaria Portuguesa, which sets a standard that other brands need to address through

targeted improvements.

In a coffee shop with outdoor seating, consumers are willing to pay a premium of €0.15 compared
to the ones with only indoor seating. This reflects the added value of ambience and comfort
provided by outdoor spaces, particularly in regions where outdoor seating enhances the overall
experience of enjoying a cappuccino. Only indoor seating is the default option, indoor seating

serves as the reference point.

A full menu that includes breakfast or brunch options carries a small positive MWTP, showing
that consumers are willing to pay €0.15 more for a cappuccino if the coffee shop has a higher
variety of goods compared to a coffee shop with gourmet menu. For basic menu, a limited menu
with only basic coffee options incurs a slight penalty, consumers would pay less €0.03 for a
cappuccino with a limited items variety compared to a coffee shop with broader variety. This

suggests that consumers value variety and gourmet offerings, though the penalty is not severe.

Free parking is highly valued and serves as the reference point in this analysis. In terms of paid

parking with a MWTP of -€0.95, consumers heavily penalize coffee shops that charge for
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parking, reflecting the inconvenience and additional costs associated with this feature. No
parking (-€0.81), similarly, the absence of parking is significantly penalized, though slightly less
than paid parking. This indicates that convenient parking, preferably free, is a critical
consideration for consumers when choosing a coffee shop, as they would be willing to pay less
for a cappuccino in those coffee shops, if they must pay for parking or if they don’t even provide

parking around. This attribute is especially important for car users.

°|:
HEEE

Figure 10 - Marginal willingness to pay per level by attribute (Conjointly)

9.3. Ranked list of concepts

Following on the natural flow of this analysis, we have decided to compile a ranked list of
concepts, in which we catalogue the most relevant preferences combinations. Starting with the

most popular combination of attributes, we clearly see it the following way.

At the top of the list, Padaria Portuguesa that has outdoor seating, whose cappuccino costs €2.30,
the cheapest price made available in the survey options. Included in this first combination,

Padaria Portuguesa has free parking and its menu is diverse, without falling into the gourmet
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category. This is the attribute combination most highly ranked, with a value of 22.1 points of

value to consumers.

This combination of attributes reveals that the majority of the respondents do prefer Padaria
Portuguesa over other kinds of coffee-shops. Since most of the surveys’ participants were
Portuguese, we can state that the locals enjoy attending somewhat affordable coffee-shops that

are, at the same time, cozy and pleasant to be in.

We observed quite high price sensitivity overall in this ranked list of concepts. In the first 10
lines of the summary in the Table 13, we can see how the €2.30 cappuccino price shows up eight
times. Right after it, the €2.80 cappuccino (second most cheap option available) fills up the other

two lines of the ranked list of concepts.

Looking carefully into the compiled table, there are two other attributes that gathered a lucid
consensus: Lisbon coffee-shop customers will always prefer an establishment with outdoor

seating and free parking over another café that only has indoor spaces and no space to park.

Throughout the ranking, there is only a single relevant mention in the compiled list regarding
indoor seating preference, which appears in position 10, when combined with a full menu in

Padaria Portuguesa, with the cheapest cappuccino price and free parking.

Looking at brands’ rankings, we can see that the most frequent brand in the ranking is by far
Padaria Portuguesa (showing up in position 1; 4; 6; 7 and 10 of the ranked list of concepts)
followed by Starbucks, that shows up three times (in position 2; 5 and 8) and lastly, Pastéis de

Belém, that appeared twice in the list (in position 3 and 9).

A full menu seems to be the most appealing option for Lisbon’s coffee-shop consumers, who
have demonstrated to prefer this option over gourmet and basic menus, overall. The podium of

the ranked list of concepts is exclusively made of combinations involving a full menu.
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Bearing in mind that affordable prices, outdoor seating and free parking are practically
mandatory for Lisbon consumers, the two factors that make the most changes are by far brand

and menu, with a clear trend towards national coffee shops and full menus.

Table 13 - Top 10 list of concepts generated by Conjointly

Brand Seating Cappuccino Menu Parking Rank Value to

Price customers

Padaria With outdoor €2.30 Full menu Free 1 22,13606
Portuguesa seating parking

Starbucks | With outdoor €2.30 Full menu Free 2 21,3536

seating parking

Pastéis de | With outdoor €2.30 Full menu Free 3 20,30634
Belém seating parking

Padaria With outdoor €2.30 Gourmet Free 4 20,27325
Portuguesa seating menu parking

Starbucks | With outdoor €2.30 Gourmet Free 5 19,49079
seating menu parking

Padaria With outdoor €2.80 Full menu Free 6 19,48403
Portuguesa seating parking

Padaria With outdoor €2.30 Basic menu Free 7 18,79828
Portuguesa seating parking

Starbucks | With outdoor €2.80 Full menu Free 8 18,70157
seating parking

Pastéis de | With outdoor €2.30 Gourmet Free 9 18,44353
Belém seating menu parking

Padaria Only indoor €2.30 Full menu Free 10 18,29366
Portuguesa seating parking

9.4. Demographical preferences

This section explores variations in level preferences across demographic categories, offering
critical insights into consumer behaviour differences by age (Table 14), gender, nationality, and
occupation—essential for informed market entry strategies. The new coffee shop can understand

who to target based on the chosen attributes.

Table 14 - Number of respondents per age group

Number of respondents
Age .
(Lisbon)
18-25 87

53



Group part

26-35 73
36-45 12
46-55 12

55+ 4

The analysis of preferences across different age groups highlights key variations in how
cappuccino attributes are valued. For brands, the younger group (18-25 age group) show a
moderate preference for Padaria Portuguesa and Pasteis de Belem, with ratings of relative
preference of 12.6% and 5.2%, respectively (Appendix 12). Cafetaria Pingo Doce, however,
faces significant penalties across all age groups, with the strongest penalty among those over 55,
with an average relative preference of -27.5% (Appendix 16). All respondents prefer any other
coffee shop to CPD, except for the 36-45 age group, although this relative preference is still
negative. The older demographic (over 55) also shows a strong preference for Pastéis de Belém,
with an average relative preference of 36.0%, reflecting its appeal as a traditional favorite
compared to other coffee shops. Middle-aged groups, the respondents of the 36-45 and 46-55 age
group continue to favour Pastéis de Belém, with average relative preference of 11.8% and 7.6%,
respectively, to Cafetaria Pingo Doce, Copenhagen Coffee Lab and Starbucks (Appendix 14 and
15). Padaria Portuguesa has the highest relative preference for the 18-25, 36-45 and 46-55 age

groups.

For seating preferences, outdoor seating is consistently valued across all age groups. Indoor
seating incurs a small penalty, with average relative preference ranging from -3% to -4% between
age groups, reflecting a consistent preference for outdoor ambience (see Appendix 12, 13, 15 and

16).

When examining price sensitivity, all groups show a strong preference for lower price points,

particularly €2.30, which is favoured most by younger groups to higher prices, with an average
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relative preference of- 13.5% for 26- to 35-year-olds and 14.7% for 36- to 45-year-olds, as seen
in Appendix 13,14. Conversely, the highest price point (€3.80) is the least preferred across all
ages, with the 46-55 age group assigning the steepest relative penalty (Appendix 15).
Furthermore, it is noticeable across ages groups until 55 years old that there is an increase of

price sensitivity with age group increase (Appendix 12, 13, 14, 15).

For the menu, preferences for a full menu offering breakfast or brunch options are consistent
across age groups. Both gourmet and standard menus receive slight penalties or remain neutral,

indicating that menu diversity is relatively more preferred.

Parking is highly valued, especially free parking, which guarantees the strongest preference
among the oldest age group, with an average relative preference of 24.6%. The absence of
parking is penalized most heavily by 26-35 and 36-45 age groups, while younger group (18-25)
penalize it less, assigning an average relative preference of -7.1% (Appendix, 12, 13 and 14).
Paid parking incurs consistent penalties across all demographics, with slightly less severe

penalties among middle-aged groups.

Overall, the frequency of coffee shop visits varies significantly across age groups. Younger
respondents aged 18-25 tend to visit coffee shops less frequently, with a majority visiting once
or less per week. In contrast, the 26—35 age group shows a higher frequency of visits, with most
individuals going more than twice per week (Appendix 17,18). Respondents aged 3645 display
a more balanced distribution, with a substantial portion visiting between 2 and 4 times weekly,
while a smaller segment visits daily (Appendix 19). Finally, those aged 46-55 demonstrate a
preference for lower visit frequencies, with half of the respondents visiting two times or less per
week (Appendix 20). These patterns suggest that age plays a notable role in influencing coffee
shop visitation habits, with younger and older demographics leaning toward less frequent visits

compared to middle-aged groups.
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In the metropolitan area of Lisbon, 69 responses are from respondents whose gender is male, 119
are female and 2 were non-binary. Since the non-binary number of respondents were too low, we

only considered for this analysis male and female respondents.

The analysis of average preferences for cappuccino purchase attributes reveals key differences
between male gender and female gender. For brands, the male gender shows a notably stronger
preference for Starbucks, with an average relative preference of 10.0%, compared to only 1.5%
for females (Appendix 21, 22). Conversely, females demonstrate a higher relative preference for
Pastéis de Belém, at 7.5%, compared to 2.9% for males. Both genders penalize Cafetaria Pingo
Doce, but males assign a larger penalty (-18.9%) than females (-15.3%). Copenhagen Coffee Lab
shows a slight negative preference for both groups, with males penalizing it slightly less (-1.7%)

compared to females (-3.9%).

In terms of seating, outdoor seating is preferred by both genders, though females value it slightly
more, with a preference of 5.1% compared to 3.6% for males (Appendix 21, 22). Indoor seating
is negatively preferred by both, but the penalty is slightly stronger among females (-5.1%)

compared to males (-3.6%).

Price sensitivity is consistent across genders, with both strongly favouring the lowest price
(€2.30) and heavily penalizing the highest price (€3.80). Males slightly favour the lowest price
point more strongly, at 12.9%, compared to 14.0% for females, while females penalize the

highest price marginally more (-14.9%) than males (-14.3%).

For menu options, both genders prefer a full menu that includes breakfast or brunch, but females
show a slightly stronger preference (4.0%) compared to males (3.6%). Both groups slightly

penalize a standard menu, with males at -4.0% and females at -2.7% (Appendix 21,22)
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Parking availability is crucial for both genders, with free parking being the most valued attribute
(Appendix 21,22). Males slightly favour free parking more, showcasing an average relative
preference of 18.1%, compared to females (18.5%). However, females penalize the absence of
parking (-10.2%) and paid parking (-8.4%) more heavily than males, who assign penalties of -

10.9% and -7.3%, respectively.

Thus, males exhibit a stronger preference for Starbucks and are less sensitive to the absence of
parking, while females favour Pastéis de Belém more and show a slightly higher appreciation for
outdoor seating and full menus. These gender-based differences provide actionable insights for
tailoring branding, pricing, and feature offerings in coffee shops to meet the unique preferences

of each group.

Among women, 47% visit a coffee shop two times or less per week, with 23.5% visiting less than
once per week (Appendix 23). A smaller proportion visit more frequently, with 15.1% visiting
three times, 16% four times, 9.2% five times, and 10.9% visiting daily. In comparison, men show
a more dispersed distribution of visits (Appendix 24). While 20.3% visit less than once per week
and 10.1% visit once per week, a significant 23.2% visit twice per week. Frequent visitation is
also more prevalent among men, with 10.1% visiting three times, 7.2% four times, 14.5% five

times, and 11.6% visiting daily.

As expected from a survey conducted in the metropolitan area of Lisbon, Portugal, most
respondents (62.23%) identified themselves as Portuguese. The second most represented
nationality group was English (22%), followed by a category labelled Others, which was created
to account for less frequent responses. Starting off with the Portuguese category, we can see that
the most important attribute in a coffee shop is the brand (at 51.1%), followed but the cappuccino
price (at 18.7%), as seen in Appendix 29. On the other hand, the two most important factors for

the second most relevant nationality group, the British, are brand (48%) and right after it, parking
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(24,1%), in terms of average relative preference, that is (Appendix 30). Portuguese patrons show
a balanced preference for both local and international brands, with Padaria Portuguesa (28.4%)
and Starbucks (24.6%) being the most popular (Appendix 31), followed by Pastéis de Belém
(16.9%). In contrast, English patrons heavily favour Starbucks (48.3%), with a much smaller
preference for local brands like Padaria Portuguesa (14.3%) and Cafetaria Pingo Doce (12.7%),
as seen in Appendix 32. This indicates a stronger alignment with global brand recognition among

English customers (Appendix 26).

Both groups express a clear preference for outdoor seating, reflecting an appreciation for Lisbon's
pleasant climate (Appendix 25,26). However, the preference is slightly stronger among
Portuguese patrons (58.8%) compared to English patrons (55.0%), as seen in Appendix 31 and
Appendix 32, among the brand level, the is a stronger preference for this feature in the Portuguese
segment. Indoor seating is more accepted by English customers (45.0%) than Portuguese

(41.2%).

Price sensitivity is evident in both groups, but it is slightly more pronounced among Portuguese
patrons. They mostly prefer the lowest price point of €2.30 (40.6%), while English patrons
distribute their preferences more evenly across €2.30 (33.2%) and €2.80 (31.4%), showing a
slightly higher tolerance for mid-range pricing. Both groups show minimal interest in higher

price points (€3.30 and €3.80).

Specialty coffee drinks and artisan pastries are equally appreciated by both Portuguese (31.8%)
and English patrons (33.1%), indicating a shared taste for quality and craft in menu offerings

(Appendix 31,32).

Free parking is a significant factor for both groups but is particularly critical for English patrons,
with 67.8% prioritizing it compared to 54.5% of Portuguese patrons (Appendix 31,32).

Interestingly, Portuguese customers show a higher acceptance of no parking options (23.7%)
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compared to English patrons (15.7%), highlighting a potential difference in urban mobility

habits.

Furthermore, there is a notable difference in coffee shop visit frequency between English and
Portuguese respondents. The results clearly show that English respondents visit coffee shops
more frequently on a weekly basis compared to Portuguese respondents. Among the Portuguese,
32.3% reported visiting a coffee shop less than once per week, whereas none of the English

respondents indicated visiting less than once per week (Appendix 27,28).

Our survey highlights a significant trend among students who make up 21% of respondents,

followed by business and management professionals (12%) and freelancers (8%).

Freelancers (Appendix 39) show distinct preferences when it comes to choosing coffee shops.
Among the available brands, Starbucks stands out as the most preferred, capturing 37% of their
preference. Copenhagen Coffee Lab follows with 21.6%, while Cafetaria Pingo Doce and Padaria
Portuguesa trail behind with 16.1% and 10%, respectively. Regarding seating options,
freelancers exhibit a strong inclination toward outdoor seating, which is favored by 61.7% of

respondents, compared to 38.3% who prefer only indoor seating.

Price sensitivity is evident in their choice of cappuccino prices. The most popular price point is
€2.30, which guarantees 35.5% of the preference, followed closely by €2.80 with 30.7%. Higher

price points, such as €3.30 and €3.80, are less appealing, at 19.5% and 14.3%, respectively.

The menu is also an important consideration, with 30.9% preferring options that include specialty

coffee drinks and artisan pastries.

Lastly, parking plays a significant role, with free parking emerging as a key factor, preferred by
59.5% of freelancers. Paid parking (18.5%) and no parking (22%) are notably less desirable

(Appendix 39).
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Going into a comparison of the most representative occupation categories, student and
management workers, we can from the start, draw some insightful conclusions: both students and
management workers have a clear preference towards Padaria Portuguesa, with preferences of
16,4% and 19,7%, respectively (Appendix 37,38). While management workers show some
interest in attending international coffee shops alike Starbucks, whose preference was 4%
(Appendix 33), students reveal not to enjoy that much, with a relative preference of —6,8%
(Appendix 34). Students are also less sensitive to the existence of free parking, with a relative

importance of 15,3%, compared to 16,8% for the management workers.

In terms of coffee shop visits, a clear trend emerges across different occupational segments. For
the student and business and management segments, the number of respondents decreases as the
frequency of weekly visits increases (Appendix 40,41). In contrast, the office and administrative
segment demonstrate a significantly higher frequency of coffee shop visits (Appendix 42).
Within this segment, 25% of respondents visit a coffee shop twice per week, while a notable
62.7% visit three or more times per week, and only 12.5% visit less than once per week. In the
freelancer segments there is a similar distribution of weekly visits. This highlights that
individuals in the office and administrative segment are more likely to visit coffee shops
frequently compared to those in the student or business and management categories.
Furthermore, the freelancers’ segments also have a high frequency of visits predominantly 4

times per week and every day (Appendix 43).
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11. Conclusion

11.1. Discussion

Brand emerged as the most important attribute, accounting for 47.9% of relative importance in
consumer preferences. Padaria Portuguesa’s strong preference highlights the cultural
significance of local brands in Portugal, as discussed by the Industrial and Commercial Coffee
Association (2024). This is particularly evident in the older demographic, who favour traditional
brands like Pastéis de Belém, reflecting the interplay between cultural identity and consumer

behaviour (Oldenburg 1989).

Menu variety, while less critical than brand or price, still plays a role in shaping preferences. The
preference is for a full menu over gourmet or basic options, with modern consumers valuing
diversity and inclusivity in offerings. This suggests that while artisanal items appeal to niche
markets, broader menu options cater to everyday needs and enhance perceived value. Among the
brands analysed, Padaria Portuguesa and Copenhagen Coffee Lab (CCL) are perceived, through

perceptual maps, as the strongest in terms of menu variety.

Waxman (2006) emphasizes that attentive staff contribute to positive customer interactions,
fostering stronger loyalty and enhancing the perception of space as a social and leisure hub. This
appears to be true for CCL and Padaria Portuguesa, with a high perception of attentive staff, this
enhances their competitiveness. Starbucks has a positive perception of attentive staff, although

not as strong as the other two coffee shops mentioned.

The ambience of coffee shops has a significant influence on customer’s perceptions and
satisfaction (Waxman, 2006). This factor contributes to both productivity and leisure, which is

why in the perceptual maps they go hand-to-hand in Customer satisfaction and experience
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positioning. Padaria Portuguesa and CCL both have a high association with coziness and leisure

and productivity.

Moreover, perceived value often ties to both menu pricing and the diversity of offerings. Padaria
Portuguesa reflects this both attributes by providing a menu diversity through the full menu

attribute and offering a cappuccino price with a positive relative importance in Conjointly.

The relationship between price vs quality is very important for coffee shop goers. Pricing is a
crucial decision-making factor of whether or not to go to a special coffee shop (Opoku 2023).
This is mirrored in the strong preference for lower cappuccino prices in the conjoint analysis.
Consumers favour €2.30 and €2.80 price points, while penalizing prices above €3.30. The
MWTP results confirm this sensitivity, with all brands exhibiting negative MWTP values for

higher prices relative to the baseline (Padaria Portuguesa).

However, Padaria Portuguesa’s ability to maintain strong brand loyalty despite slightly higher
prices shows that perceived value and brand recognition can offset price sensitivity. Conversely,
Cafetaria Pingo Doce’s low preference and steep negative MWTP indicate a lack of perceived
value, suggesting that price alone is insufficient to attract consumers if quality and ambience are

perceived as lacking.

Service quality is a cornerstone of customer satisfaction, as emphasized by Waxman (2006) and
Namkung (2009). In our findings, attributes like Service is quick and The staff is attentive
significantly contribute to Customer satisfaction and experience component reinforcing the idea
that personalized interactions and efficient service foster loyalty and enhance the overall coffee
shop experience. This aligns with Namkung’s (2009) assertion that emotional connections with

service quality outweigh other factors in shaping consumer perceptions.
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Coffee shops as social hubs resonate deeply with the findings of Zukin (1995) and Oldenburg
(1989). In Lisbon, the preference for outdoor seating and the emphasis on ambience reflect the
role of coffee shops as “third places” that foster community and connection. This is particularly
evident in the preferences of freelancers, who favour multifunctional spaces like Copenhagen
Coftee Lab, aligning with Maspul’s (2023) concept of “coffices.” The preference for cozy and
functional environments among this group underscores the importance of creating spaces that

cater to both work and leisure.

The strong preference for Padaria Portuguesa also reflects the importance of cultural authenticity,
as noted by the Industrial and Commercial Coffee Association (2024). Portuguese consumers’
balanced preference for local and international brands highlights their appreciation for both
tradition and modernity, while English respondents’ strong preference for Starbucks reflects

global brand recognition and standardized offerings.

11.2. Managerial Implications

This study provides insights for a new coffee shop planning to enter the Lisbon market. The
findings identify the most important attributes that influence consumer preferences and
perceptions in this industry, offering practical guidance for developing an effective market entry
strategy. Understanding these key factors will help a new coffee shop differentiate itself and

better meet the needs of Lisbon’s coffee consumers.

Brand emerged as the most important attribute in our analysis, both in terms of preference and
perception, emphasizing the need for future managers to prioritize building a strong, recognizable
brand. Establishing brand equity will not only foster trust but also positively influence consumer

perceptions and loyalty, which are critical for achieving long-term success.

Outdoor seating is a highly valued feature, particularly in Lisbon’s favourable climate. A new
coffee shop should prioritize creating appealing outdoor spaces to cater to the local preference

63



Group part

for enjoying coffee outside, especially during warmer months. However, it is also essential to

offer indoor seating to accommodate a broader range of customer preferences year-round.

Parking availability, especially free parking, also plays a significant role in consumer choice.
New entrants should consider the importance of convenience and accessibility by offering free
or easy-to-find parking, potentially through partnerships with nearby facilities. In a market where
parking options are often limited, addressing this need could give a new coffee shop a distinctly

competitive edge.

Menu variety is also crucial, with a clear preference for a full menu offering a range of food and
beverage options. A new coffee shop should focus on providing a broad selection of items, such
as coffee drinks, snacks, and light meals, to cater to different consumer preferences and maximize

appeal.

Pricing is an important factor, with most customers preferring lower cappuccino prices. For new
entrants without established brand recognition, a competitive pricing strategy that balances
affordability with quality is essential for attracting price-sensitive customers. Coffee shops with
strong brand equity, however, may have more flexibility to charge slightly higher prices, as loyal
customers are less price sensitive. Understanding price elasticity is key: while price-sensitive
coffee shops may need to adopt promotions or flexible pricing strategies, brands with inelastic

demand can maintain higher pricing without significantly impacting demand.

Insights from consumer perceptions map further highlight opportunities for positioning a new
coffee shop. Perceptual mapping revealed two key dimensions influencing consumer
perceptions: Customer Satisfaction and Experience (attentive staff, cozy ambience, menu
diversity, and dietary inclusivity) and Value and Practicality (affordability, menu variety, value
for money). A new coffee shop can succeed by bridging this trade-off, offering both premium

experiences and practical value to capture a broad customer base. New entrants should aim to
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minimize perception variability by delivering cohesive and reliable customer experience.
Attributes such as social and leisure functions, as well as ambience, emerged as key
differentiators, while quick service and productivity exhibited lower importance. These insights
reinforce the need to prioritize customer-centric attributes, such as comfort, menu variety, and

affordability, while ensuring a well-balanced offering that meets diverse consumer needs.

Finally, targeted marketing based on consumer demographics will help refine promotional
efforts. The price sensitivity is higher in older age groups compared to younger consumers. By
tailoring strategies to these preferences and focusing on a strong brand perception, outdoor
seating, parking, menu variety, pricing, and customer experience, a new coffee shop will be well-

positioned for success in Lisbon’s coffee shop market.

"What are the most important attributes a new coffee shop should consider when

entering the Lisbon market?"'

In addressing our research question, the most important attributes a new coffee shop should
prioritize when entering the Lisbon market are as follows: first, establishing a distinctive brand
identity that sets it apart from competitors; second, ensuring parking availability in a strategically
chosen location with a focus on accessibility; and finally, setting a pricing strategy that balances

these factors while aligning with customer price sensitivity.

11.3. Implications for future research

Alike any research that starts with limited resources and data, the investigation pursued in this
thesis presents clear limitations that were considered along the journey and therefore consequent

implications for future research.
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Starting off with the conjoint analysis limitations, we were conscious surveys were limited in the
sense that they focused solely on a single item, the cappuccino. We acknowledge that coffee-
shop menus are way longer than just a single item being sold, and therefore the preferences
portrayed by the respondents could have been different depending on the item chosen or, of
course, if we had selected multiple products to be evaluated. For instance, if we decided that we
wanted to define pastel de nata as the product being appreciated, we would have a clear trend

towards Pastéis de Belem, and so on, with various specialty orders from other coffee houses.

The perceptual maps revealed a significant loss of information due to the selection of only two
components for analysis. Future research should explore this information loss further, as it may

explain the unclear positioning of Pastéis de Belém and Starbucks in the current perceptual maps.

The outdoor seating, a factor that was mentioned by a great majority of respondents, is a clear
victim of seasonality. Depending on the time of the year and mostly on the weather, the answers
to this variable will change drastically. The preliminary interviews, where we first identified
outdoor seating as a top preference, was conduct in the beginning of September, in Lisbon, where
temperatures easily reach 30°C during the day. There is a possibility that if those interviews were
conducted during winter season, where going to an esplanade isn’t as appealing, the results

wouldn’t mention as much the relevance of outdoor seating.

Even if we had considered other items in our conjoint analysis, we would still lose some depth

regarding taste of the food and beverages as well as a quite central attribute: location.

We do recognize that in a further investigation, location would be the next attribute to be studied.
It is undeniable that closeness to work and home or proximity to one’s points of interest, will
shape our preferences, not mentioning the role our geographical routines play in choosing where

to go have a coffee or a drink.
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Although it wasn’t a hot topic during the preliminary interviews, we do know, based on direct
observation and recent literature, sustainability is changing the coffee-shop industry in Lisbon.
It will be paramount to understand, in the future, how consumers react to deliberately sustainable

coffee shops and if this alters consumers' preferences.

Lastly, we did not study the influence of sensorial attributes related to branding, such as colour
or aroma. It will add a new layer of research to understand the correlation between colour and
aroma, and increase food and beverage consumption, due to higher preferences in coffee-houses.
As was previously mentioned, there are other ambience attributes that were left out of our
analysis, namely those regarding space and function (layout, equipment or furnishing), and signs,
symbols and artefacts (signage, personal artefacts, style of decor). Although being highly
subjective, these factors are said to have a considerable influence on the coffee-shop preferences
and how these businesses are perceived. Lastly, future research on these topics would have to
include some investigation on the role of auditory ambience, with a focus on the usage of

background noise, music, and the acoustics of the space collectively.
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13. Appendix

Section 1: Preliminary interviews

Appendix 1 - Preliminary interview questions

Sections Questions
1. Demographics Age
Gender

Professional situation

Resident / tourist

2. Coffee shops visit experience 1. How often do you visit coffee shops?

2. Which coffee shops in Lisbon have you visited,
and how did you find out about them?

3. Attributes 3. What do you value the most when choosing a
particular coffee shop?

4. What are your preferred coffee and food items,
including any dietary preferences or restrictions?

5. What do you look for in a coffee shop's
atmosphere?

6. How important are social interactions in your
coffee shop experience?

7. Do you often use coffee shops for work or
studying, and what factors make a coffee shop
conducive to productivity?

4. Preferences 8. Which is the coffee shop that you prefer the
most? Why?
5. Points to improve 9. Isthere any characteristic that you would like to

be added to coffee shops?

10. Is there anything in a coffee shop that leads you
to avoid it?




Appendix 2 - Expert interview guide

Sections

Questions

1. Industry Overview and Market Position

1. How does Padaria Portuguesa differentiate itself from
other coffeeshops in Lisbon?

2. What trends have you observed in the Lisbon
coffeeshop market over the past few years?

3. How does tourism impact your business?

2. Consumer Preferences and Behaviour

4. What are the most important factors that influence your
customers’ choice of visiting Padaria Portuguesa?

5. How do demographics such as age, income, or cultural
background influence the preferences of your customers?

6. How important is the role of price perception in your
customers' decision-making?

7. Do you offer seasonal or special menu options?

3. Social Media and Trends

8. How does social media influence your marketing
strategies?

9. How does digital marketing influences customer
preferences?

4. Customer Experience and Service

10. How do you approach the customer experience in your
coffeeshops?

11. Do you offer or plan to offer sustainable options, such
as ecological packaging or organic products?

5. Physical Environment and Location

12. How do you choose the locations for your
coffeeshops?

13. What role does the physical environment (e.g., design,
comfort, lighting) play in your customers' overall
satisfaction?




Section 2: Perceptual maps

Appendix 3 - Descriptive statistics of Padaria Portuguesa factors

FAC1 FAC2

Mean 0,152857 Mean 0,057051
Standard Error 0,067918 Standard Error 0,063901
Median 0,110399 Median -0,02248
Mode 1,668856 Mode 0,200752
Standard Deviation 0,903595 Standard Deviation 0,850151
Sample Variance 0,816483 Sample Variance 0,722757
Kurtosis -0,7575 Kurtosis 1,347426
Skewness -0,09259 Skewness 0,62695
Range 3,955784 Range 5,606966
Minimum -2,28693 Minimum -2,37932
Maximum 1,668856 Maximum 3,227651
Sum 27,05563 Sum 10,09798
Count 177 Count 177
Confidence Confidence

Level(95,0%) 0,134039 Level(95,0%) 0,126111

Appendix 4 - Descriptive statistics of Starbucks factors
FAC1 FAC2

Mean 0,012355 Mean -0,34006
Standard Error 0,079364 Standard Error 0,066673
Median 0,007339 Median -0,24088
Mode 1,668856 Mode 0,200752
Standard Deviation 1,055874 Standard Deviation 0,88702
Sample Variance 1,114869 Sample Variance 0,786804
Kurtosis -0,73052 Kurtosis 0,336604
Skewness -0,13518 Skewness -0,18488
Range 4,659002 Range 4,767908
Minimum -2,99015 Minimum -2,63223
Maximum 1,668856 Maximum 2,135674
Sum 2,186765 Sum -60,1914
Count 177 Count 177
Confidence Confidence

Level(95,0%) 0,156628 Level(95,0%) 0,13158




Appendix 5 - Descriptive statistics of Pastéis de Belém factors

FAC1

FAC2

Mean

Standard Error
Median

Mode

Standard Deviation
Sample Variance
Kurtosis
Skewness

Range
Minimum
Maximum

Sum

Count
Confidence
Level(95,0%)

-0,08364
0,073334
-0,23708
1,668856
0,975651
0,951895
-0,89139
0,214285
3,839594
-2,17074
1,668856
-14,8039

177

0,144728

Mean

Standard Error
Median

Mode

Standard Deviation
Sample Variance
Kurtosis
Skewness

Range
Minimum
Maximum

Sum

Count
Confidence
Level(95,0%)

-0,27723
0,063034
-0,2039
0,200752
0,838608
0,703263
0,682283
-0,19143
5,087233
-2,90576
2,181478
-49,0689
177

0,124399

Appendix 6 - Descriptive statistics of Copenhagen Coffee Lab factors

FAC1

FAC2

Mean

Standard Error
Median

Mode

Standard Deviation
Sample Variance
Kurtosis
Skewness

Range
Minimum
Maximum

Sum

Count
Confidence
Level(95,0%)

0,144905
0,069136
0,166849
-0,80305
0,919798
0,846028
-0,02764
-0,34265
4,943809
-3,27495
1,668856
25,64812

177

0,136443

Mean

Standard Error
Median

Mode

Standard Deviation
Sample Variance
Kurtosis
Skewness

Range
Minimum
Maximum

Sum

Count
Confidence
Level(95,0%)

-0,13447
0,058767
-0,05552
-0,05552
0,781845
0,611282
1,622764
0,201021
5,015738
-2,30864
2,707099
-23,8017

177

0,115979




Appendix 7 - Descriptive statistics of Cafetaria Pingo Doce factors

FAC1 FAC2

Mean -0,22648 Mean 0,694712
Standard Error 0,081997 Standard Error 0,092002
Median -0,39221 Median 0,410944
Mode 1,668856 Mode 0,200752
Standard Deviation 1,090901 Standard Deviation 1,224011
Sample Variance 1,190065 Sample Variance 1,498204
Kurtosis -0,85349 Kurtosis 0,398358
Skewness 0,044586 Skewness 0,551855
Range 4,386185 Range 7,005954
Minimum -2,71733  Minimum -2,5353
Maximum 1,668856 Maximum 4,47065
Sum -40,0866 Sum 122,9641
Count 177 Count 177
Confidence Confidence

Level(95,0%) 0,161824 Level(95,0%) 0,18157

Appendix 8 - Factor analysis Scree plot

Eigenvalue

Scree Plot

4 5

Component Number



Appendix 9 - Factor analysis Component Matrix

Component Matrix®

Component

1 2
The staffis attentive. 743 -012
The amhbiance feels cozy T27 -.286
Dietary options available &ar 308
(e.g., vegetarian, vegan,
gluten-free)
Leisure 681 - 367
Menu Diversity BE1 370
Social 675 -.489
Productivity 663 -.058
Senice is quick. 648 201
‘Walue for money B33 388

Euxtraction Method: Principal Component Analysis.
a. 2 components extracted.

Appendix 10 - Component Score Coefficient Matrix Table

Component Score Coefficient Matrix

Component

1 2
The ambiance feels cozy A72 -.333
Walue for money 148 437
Menu Diversity 63 AT
Dietary options availahle 64 346
(r.g., vegetarian, vegan,
gluten-free)
The staff is attentive. A75 -013
Semvice is quick. 153 226
Productivity 1586 -.065
Leisure 63 -414
Social 1588 -.550

Extraction Method: Principal Component Analysis.
Component Scores.



Appendix 11 - Factor analysis Communalities Table

Communalities

Extraction
The ambiance feels cozy B17
Walue far money AA2
Menu Diversity G158
Dietary options available &80
(e.0., vegetarian, vegan,
gluten-freg)
The staff iz attentive. 552
Senice is quick. A61
Productivity 443
Leisure 613
Social 6A5

Extraction Method: Principal Component
Analysis.



Section 3: demographical preferences

Appendix 12 - Average preferences for levels by attributes (18-25 age group)

Brand

Padaria Portuguesa
Starbucks
Cafetaria Pingo Doce

Pastéis de Belém

Copenhagen Coffee Lab

Seating
Only indoor seating 4 6%

With ouldoor sealing 4 6%,

o Cappuccino Price
£

=2 230€
e

P 280€
z

3 3I0€

380€

Menu

Gourmet menu: Specialty coffee drinks and artisan pastries -0.1%
Full menu: Coffee drinks, snacks, and full breakfast or brunch options 3.9%
1dard coffee drinks (expresso, amencano, cappucino) and simple snacks 3.8%
Parking
Free parking

Paid parking

Mo parking

-30% -20% -10% 0% 10% 20% 30%

Average preferences



Appendix 13 - Average preferences for levels by attributes (26-35 age group)

Brand

Padaria Porfuguesa
Starbucks

Cafetaria Pingo Doce
Pastais de Belém

Copenhagen Coffee Lab

Seating

Only indoor seating

With outdoor seating

Cappuccino Price

= 230€

- 280€

T

o

b 330€
380€
Menu

Gourmet menu: Specialty coffee drinks and artisan pastries
Full menu: Coffee drinks, snacks, and full breaklast or brunch options

viard coffee drninks (axpresso, americano, cappucing) and simple snacks

Parking
Free parking
Paid parking

Mo parking

o

20%

11.0%

Average preferences



Appendix 14 - Average preferences for levels by attributes (36-45 age group)

=
[

2w

Brand

Padana Portuguesa
starbucks

Cafetana Pingo Doce
Pastéis de Belém

Copenhagen Coffee Lab

Seating
Only indoor seating

With outdoor seating

Cappuccino Price
230 €
280€
330€

380E

Menu

Gaourmet menu: Specialty coffee drinks and artisan pastries

Full menu: Coffee drinks, snacks, and full breakfast or brunch options

ward coffee dnnks (expresso, amernicano, cappucing) and simple snacks

Parking
Free parking
Paid parking

No parking

3.1%

16 6%

10.5%

30% 20% 10% 0% 10% 20%

Average prefars




Appendix 15 - Average preferences for levels by attributes (46-55 age group)

Brand

Padana Poriuguesa
Starbucks

Cafetaria Pingo Doce
Pasiéis da Balém

.openhagen Coffee Lab

Seatng

Only indoor seating

With ouldoor seating

Cappuccino Price

: i

= 280E&
ia .

8 €
4 ¥

380€

Menu

Gourmet menu: Specialty coflee dnnks and artisan pasines

Full menu: Coffee drinks, snacks, and full breakfast or brunch options

dard coffee drinks (expresso, amearicano, cappucing) and simple snacks

Parking
Free parking
Paid parking

No parking

[ X1

-10% 0% 10% 20%

f-'.d."':ul,'l" preferences



Appendix 16 - Average preferences for levels by attributes (over 55 age group)
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Appendix 17 - Weekly visits (18-25 age group)

Less than once

2 13.8%

3 13.8%

Every day

0% 5% 10% 15% 20% 25% 30% 35% 40%

% of responses
Appendix 18 - Weekly visits (26-35 age group)

Less than once

2 13.7%
3 15.1%
4
5
6
Every day 13.7%
0% 2% 4% 6% 8% 10% 12% 14% 16% 18% 20%

% of responses

Appendix 19 - Weekly visits (36-45 age group)

Less than once 16.7%
250%

16.7%

Every day 16.7%
0% 5% 10% 15% 20% 25% 30%

% of responses



Appendix 20 - Weekly visits (46-55 age group)

Less than once

5 25.0%

Every day

0% 5% 10% 15% 20% 25% 30%

% of responses



Appendix 21 - Average preferences for levels (resident in Lisbon; male)
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Appendix 22 - Average preferences for levels (resident in Lisbon; female)

Bireand

Pedania Portuguesa
Slarbuwcks

Cafetaria Pingo Doce
Faskie dio Gokim

Copenhagen Coftes Lab

Seating

Oinly indrs seating

With outdoor seating

Cappuccing Pnce

= by alivibuts
a

eyalz

i

o
i
3
e

Menu
Gurrs merng. Specially coffee dimks and anlisan gasiioes
Full manu: Coffes drinks, snacks, and full breakfast or brunch oplions

whard collen: drinks (coprosso, ameriGann, cappucino and simple seacks

Paiking
Frea parking
Faid parking

Mo parking

10%

SR

129%

-1ihErs

Avevage profrences

18.1%

10%

20%



Appendix 23 - Weekly visits (female)

Less than once

3 15.1%

4 16.0%

Every day

0% 5% 10% 15% 20% 25% 30%

% of responses

Appendix 24 - Weekly visits (male)

Less than once 203%

1 10.1%

3 10.1%

5 14 5%

Every day

0% 5% 10% 15% 20% 25% 30%

% of responses



Appendix 25 - Average preferences for levels by attributes (Portuguese)

Brand:

Fadaria Portuguesa
Starbucks

Cafataria Pingo Doca

Pastéis da Belém

Copenhagen Coffes Lab
Seating:
Only indoor seating 2.0%

With outdoor seating 2.0%

Cappuccing Prica:

2.30€

280€

Lewels Dy alinbute

330€

380 €

Menu:
wrmet meanu: Spacialty coffee drinks and artisan pastries
offes drinks, snacks, and full breakfast or brunch options

ks {expresso, americano, cappucino) and simple snacks.
L}

Parking:
Free parking

Paid parking

Mo parking
-40% -20% 0% 20% 40%

Average prefarences



Appendix 26 - Average preferences for levels by attributes (English)

Brand:

Padaria Portuguesa
Starbucks

Cafetaria Pingo Doce
Pastéis de Belém

Copenhagen Coffee Lab

Sealing:
Only indoor seating 2.0% |

With outdoor seating 2.0%

2 Cappuccino Price:

4

= 2.30€

=y

- 2.80€

2

= 330€
3BOE
Menu:

wrmet menu: Specialty coffee drinks and artisan pastries
offee drinks, snacks, and full breakfast or brunch options

ks (expresso, americano, cappucing) and simple snacks.

Parking:
Free parking
Paid parking

Mo parking

-40% -20% 0% 20% 40%

Average preferences



Appendix 27 - Weekly visits (English)

Less than once

3 14.5%

5 16.4%

Every day

0% 5% 10% 15% 20% 25% 30%

% of responses

Appendix 28 - Weekly visits (Portuguese)

Less than once

Every day

0% 5% 10% 15% 20% 25% 30% 35% 40%

% of responses



Appendix 29 - Relative importance of attributes (Portuguese)

Brand
Seating

Cappuccino Price

Attributes

Menu

Parking

0% 10% 20% 30% 40% 50% 60%

Relative importance

Appendix 30 - Relative importance of attributes (English)

Brand
Seating

Cappuccino Price

Aftributes

Menu

Parking

0% 10% 20% 30% 40% 50%

Relative importance

Appendix 31 - Distribution preferences for levels (portuguese respondentes sgment)

13.4% 16.9% 16.7%

284%

Brand Padaria Portuguesa afetaria Pingo Doce Pastéis de Belém Copenhagen Coffee Lal
Seatin 41.2%
g Only indoor seating
. 40.6% 17.5% 12.4%
Cappuccino Price 230€ 330€ 380€

Menu 31.8% 295%
o -t menu: Specialty coffee dnnks and artisan pifee dnnks (expresso, amerncano, cappu:
54.5% 23 7%
Parking Free parking No parking

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

Preference share of each level



Appendix 32 - Distribution of preferences for levels (Ensligh segment)

14.3%
Padana Portuguesa

12.7% 1.9%

Brand afetana Pingo Doce Copenhagen Cofiee

45.0%

Seating Only indoor seating

Cappuccino Price

19.7% %
30 € 80 €
Me 33.1% 30
Sl <t menu: Specialty coffee drinks and artisan pj offee s (expresso, americano, cappud
- 67.8% 14.6%
Parking Free parking No parking

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

Preference share of each level



Appendix 33 - Average preferences for levels by attributes (workers: business and

management)

Brand:

Padaria Portuguesa
Starbucks

Cafetaria Pingo Doce
Pastéis de Belém

Copenhagen Coffee Lab

Seating
Only indoor seating

With outdoor seating

Cappuccino Price
2.30 €

280€

Levels by attribute

3.30€

380€

Menu:
wrmet menu: Specialty coffee drinks and artisan pastries
offee drinks, snacks, and full breakfast or brunch options

ks (expresso, americano, cappucino) and simple snacks

Parking
Free parking
Paid parking

No parking

-30%

-20%

3.8%
3.8%
0.1%
3.79
36
569
-10% 0% 10%

Average preferences

20%

30%



Appendix 34 - Average preferences for levels by attributes (students)

Brand

Padaria Portuguesa
Starbucks

Cafetana Pingo Doce
Pastéis de Belém

Copenhagen Coffee Lab
Seating:
Only indoor saating

With outdoor seating

Cappuccino Price

230€ 16.0%

2.BDE

Lavels by attnbute

3.30€

380€

Menu:
wurmet menu: Specialty coffee drinks and artisan pasiries
offea drinks, snacks, and full breakfast or brunch options

ks (expresso, amencano, cappucino) and simple snacks

Parking:
Free parking

Paid parking

Mo parking
-20% -10% 0% 10%

Average preferences



Appendix 35 - Average preferences for levels by attributes (workers: freelancers)

Brand:

Padaria Portuguesa
Starbucks

Cafetaria Pingo Doce
Pastéis de Belém

Copenhagen Coffee Lab

Seating:
Only indoor seating

With outdoor seating

Cappuccino Price:
230 €

280€

Levels by altribute

3.30 €

3.80€

Menu:
wurmet menu: Specialty coffee drinks and artisan pastries
offee drinks, snacks, and full breakfast or brunch options

ks (expresso, americano, cappucino) and simple snacks.

Parking:
Free parking
Paid parking

Mo parking

-20%

-10%

Average preferences

10%

20%



Appendix 36 - Distribution of preferences for levels (office and administrative segment)

29.8%
Padana Portuguesa

Brand

45.9%

Seating Only indoor seating

Cappuccino Price

M 335%
ALt menu: Specialty coffee drinks and artisan p:
- 60.7%
Parking Free parking
0% 10% 20% 30% 40% 50% 60%

Preference share of each level

Appendix 37 - Distribution of preferences for levels (workers: business and management)

353%

Brand Padana Portuguesa

397%

Seating Only indoor seating

Cappuccino Price

319%

Menu £t menu: Specialty coffee dnnks and artisan
55.5%
Parking Free parking
0% 10% 20% 30% 40% 50% 60%

Preference share of each level

T.7%
lana Pingo Doce

19.9%
Cafetana Pingo Doce

9.4%
Copenhagen Coffe]

21.0%
330€

13.9%
380€

31.6%
offee drinks (expresso, americano, cappuci

18.5%

No parking

70% 80% 90% 100%

16 2%
Copenhagen Coffee La

152%
330€

1.2%
380€

27 6%
ffee dnnks (expresso, americano, capp

235%
No parking

70% 80% 90% 100%

Appendix 38 - Distribution of preferences for levels (students)

30.6%
Padana Portuguesa

Brand ELESD

383%

Seating Only indoor seating

Cappuccino Price

312%

Menu bt menu:- Specialty coffee drinks and artisan
52.4%
Parking Free parking
0% 10% 20% 30% 40% 50% 60%

Preference share of each level

afetaria Pingo Doce Pastéis de Belém

18.0% 213%

Copenhagen Coffee Lab

155%
330€

29.9%
offee drinks (expresso, americano, cappug
24 8%
No parking

100%

122%
380€

70% 80% 90%



Appendix 39 - Distribution of preferences for levels (workers: freelancers)

Brand 10.0% 16.1% 15.3% 216%
€ Cafetana Pingo Doce Pastéis de Belém Copenhagen Coffee Lab
Seating Only indoor seating
- 19.5% 14 3%
Cappuccino Price 330€ 380€

Menu 30.9% 29.0%
:  menu: Specialty coffee drinks and artisan bffee drinks (expresso, americano, capp!
- 59.5% 22.0%
Parking Free parking No parking

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

Preference share of each level

Appendix 40 - Weekly visits (workers: business and management)

Less than once

13.8%

Every day
0% 5% 10% 15% 20% 25% 30% 35% 40%

% of responses

Appendix 41 - Weekly visits (workers: office and administrative)

Less than once

2 25.0%
3 18.8%
4
5
6
Every day 18.8%
0% 5% 10% 15% 20% 25% 30%

% of responses



Appendix 42 - Weekly visits (students)

Less than once

Every day

0% 5% 10% 15% 20% 25% 30%

% of responses

Appendix 43 - Weekly visits (workers: freelancers)

Less than once

2 10.0%

3 15.0%

Every day

0% 5% 10% 15% 20% 25% 30%

% of responses
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