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Definition and Justification of Research Topic  

RESEARCH QUESTION 

How important is Co- branding in relation to other factors for consumer choice in coffee 

shops? 

AIM 

The aim of this project is to establish if consumer choice is influenced by the marketing 

strategy ‘co- branding’. By the end of the project, it will be known whether co- branding 
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is an effective marketing strategy for coffee brands and if it should be adopted for attracting 

customers.  

OBJECTIVES 

1. To have correctly defined co-branding in the introduction.  

2. To see if the most successful coffee brands are incorporating co-branding in the 

literature review.  

3. Discuss alternative factors which contribute to a coffee shops success in the 

literature review.  

4. Form a reliable and valid questionnaire in the methodology.  

5. To analyse and present data in a clear, concise and coherent manner via an advanced 

data programme, in the results and findings section. 

6. Draw conclusions on whether coffee brands should prioritize investing into co-

branding in order to thrive.  

 

DEFINING CO-BRANDING 

In the modern day, it has become apparent brands must evolve with the times in order to 

sustain competitive advantages over their fellow rivals. One aspect that allows an 

advantage to be achieved is co-branding. Terms such as: co-branding, marketing alliance, 

partnership marketing, co-marketing, cross marketing and marketing cooperation are used 

interchangeably. According to (Cristal, 2017 [online]) articles, agencies, and job adverts 

on co-branding are all under these array of titles. He does also state, ‘partnership’ is now 

the more universally accepted term. However, the term we shall be using to reference this 

area of marketing in this project is co-branding. This is because it is the most self- 

explanatory term, and easier for people outside the world of marketing to understand. This 

will be particularly useful when conducting research via a questionnaire later on in the 

project, as respondents are far less likely to be confused. We shall however bear in mind 

the different array of titles when examining previous research in our literature review. 

Cristal’s definition of this aspect of marketing is "where two or more brands collaborate 

via strategic marketing campaigns to help each other achieve their objectives. It is where a 
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primary brand has the ideal product or service to compliment a secondary brand; utilising 

target audiences to improve their value proposition." Essentially, the initial brand is able 

to gain value proposition from their audience while working with the secondary brand.  

A second definition is “A smart collaboration of two or more organizations with the intent 

to develop a mid-term or long-term marketing programme designed to meet each of their 

respective business goals.” (Kunitzky, 2017). Furthermore, this author states co- branding 

is ideal when an organization can accomplish their goals more efficiently with the aid of 

another company. It is thought forming a partnership contributes to increased brand 

awareness, product distribution, customer acquisition and programme funding. Aders’ 

book describes partner marketing as “providing and extracting value to the other partner.” 

(Aders, 2012). In the ideal symbiotic relationships, the value extraction is at no cost to the 

other partner. He further uses the example of a bird that eats parasites from an elephant’s 

back. This is a ‘win, win’ situation as the bird gains free food and the elephant's back is 

clean. The animals both benefit at no cost to their efficient relationship. Montero builds on 

this idea to describe what makes for successful co-branding in the modern market. He adds 

a third ‘win’ to the fold creating a “win-win-win” theory. (Montero, 2012). In the previous 

example, both animals represented two brands operating together to both receive mutual 

benefits. The third ‘win’ in this model represents the consumer. It is vital the consumers 

benefit from the brand’s relationship, or else the brand’s relationship is counterproductive. 

Montero also states the customers must be “given something of value” in order for win-

win-win to take place.  

A third definition offered is “a strategic collaboration between two or more firms that helps 

each firm reach their respective business goals.”  (Dam, 2014 [online]). This definition 

focuses more on the goals a firm wishes to achieve, before then searching for potential 

partners. Kathy Dam, the author behind this definition believes when searching for partners, 

firms with only similar target audiences should be in consideration. Furthermore, no 

conflict of interest should be taking place by working with these firms. Nonetheless, co-

branding has also been described as a method of targeting not just similar audiences, but 

new ones: “Co-branding is about collaborating with a person or business because they have 

a relationship with an area of a market that you’re interested in selling to. By partnering 
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with somebody, you’re able to introduce your brand to a new audience.” (Press, 2018 

[online]). A difference between these two definitions is that co-branding can both be used 

by businesses who share similar values and audiences (for example Costa and Kraft), but 

also businesses who share completely difference values and audiences (Starbucks and Bell). 

Both these examples shall be further explored later on in the Literature Review.  

The final definition offered is “Co-branding is about finding people or businesses who have 

influence because they already have a relationship with a community, group or marketplace, 

and getting them to introduce your business to their network.” (Caligiuri, 2017 [online]). 

This final definition is included as it shows co-branding is not just business-to-business. 

Rather, businesses can be partnered with people. This definition takes co- branding outside 

the corporate realm, and brings in the idea of partnering with anyone of influence. Perhaps 

it is something to bear in mind, as the age demographic for this project is 18- 35 year olds. 

According to GWI, 50% of 25-34 year-olds regularly watch vlogs and the vast majority of 

vlog viewers are watching them on YouTube (over 90%).          

RECENT HISTORY OF COFFEE BRANDS 

According to the Allegra World Coffee Portal approximately 20,728 coffee shops exist 

within the UK. Costa, Starbucks and Caffé Nero remain the ‘big three’, which dominate 

the market. They collectively make up 53 per cent share of the branded chain market, worth 

£3.3bn last year.UK coffee sales have increased by 10% in the last year alone, highlighting 

the nation’s appetite for caffeine. According to the Mintel report ‘Grande growth: UK 

coffee shop sales enjoy a growth high’ the market has had its “biggest period of growth 

since 2008, when the market was valued at “2.2 billion”. Additionally, within 5 years the 

market rose by 37% where in 2011 the market was worth £2.4 billion to a £3.4 billion in 

2016. Coffee shops are forecasted to jump a further 29% in 2018 reaching £4.3 billion and 

by 2025 it is predicted by Allegra there will be over 30,000 coffee outlets in the UK. Their 

annual turnover is estimated to be £15 billion. This provides plenty of opportunity for 

coffee shops to attract new customers. Coffee is something which is embedded in the 

British culture, two thirds (65%) of British people visit a coffee shop at least once every 

three months, while four fifths (81%) drink coffee outside the home. Within the same 

Mintel article , Trish Caddy states “the continually increasing number of coffee retailers 
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that are now ubiquitous on British high streets”. However, in Jonny Forsyth’s article ‘On 

a high: Coffee shop sales to top £3 billion in 2016’ he states only “just over one quarter 

(27%) are using independent coffee shops or cafes”. This study aims to address whether 

smaller, independent coffee shops are losing out to the multinational, corporate brands 

through not offering in store actives with co- branding. It will also be interesting to assess 

whether the response generated from this questionnaire, reflects the same popularity of 

coffee shops. (For example, costa being the most popular).  

 

 

 

Figure 2 Mintel's selected independent coffee shops, 2015- 2017 

 

 Demographic of Coffee Drinkers 

The over 55’s represent the largest users of coffee, according to the Mintel report ‘UK 

coffee sales full of beans’, and are arguably the most powerful segmentation in the market. 

However, this study focuses towards co-branding in the digital context, as well as in the 

tangible context and therefore, it makes sense to analyse the segmentation who are most 

likely to engage in both these co-branding strategies. (18- 35 year olds). The age of 35 

appears to be a major turning point for coffee drinking, as coffee consumption rises among 

Figure 1 Mintel’s Selected UK coffee shops, market share 2015- 2107 
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35-44 year olds. (Perkins, 2010). Perkins further states the 18-35 year olds do not drink 

instant coffee, therefore meaning the big brands should be looking at how to tap into this 

age group. For this age group to become a dominant segmentation, coffee brands must 

make drinking coffee appealing to a younger audience.  

BACKGROUND TO THE RESEARCH 

Often a project conducting primary research involves something the researcher wishes to 

pursuit in their line of work. From an individual point of view, I am no different. Co-

branding has been something I have become aware of in my final year at university, and 

something I can see myself doing with great ambition and success. In addition to this, much 

of my free time has been spent in coffee shops carrying out day-to-day tasks such as 

socializing, working, reading and even using it as a place of meeting. Furthermore, as an 

ambitious marketer it has fascinated me as to why people of all ages would economically 

spend so much on a single cup of coffee when the availability of instant coffee has been 

around for years. Perhaps it is coffee brands implementing partnerships with other brands 

to make the environment less of a traditional coffee shop, but a place successful of 

achieving many different tasks, in a relaxed atmosphere.  

Literature Review  

This literature review will focus on some of the market leaders and examples of their 

primary partnerships. It will also examine what other factors people find appealing in a 

coffee shop in order for a conclusion to be made at the end of this study assessing whether 

co- branding should be a prioritised aspect for a coffee shop to succeed in and if it seems 

to be the future for coffee shops.   

CO- BRANDING REVIEW 

Starbucks and Bell 

Kunitzky (2017)  in his book ‘Partnership Marketing: How to Grow Your Business and 

Transform Your Brand Through Smart Collaboration’ states “As I am sitting at a table at 

my local Starbucks to write this post, a Marketing Partnership was communicated to me as 
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soon as I opened my laptop computer.” The Canadian internet company, Bell has 

collaborated with Starbucks offering two hours of free wireless internet service per day to 

anyone who signs up to a Starbucks-Bell account via the Starbucks website. Kunitzky 

further explains, he is not particularly brand loyal to any coffee brand, but this type of 

added vales “might just be the thing that keeps me coming back here”. He further states he 

could just as easily visit the McDonald’s across the street and be just as content. Lutz 

(2015[online]) ‘Business Insider’ website page, states the average price of a cup of coffee 

at McDonald’s £1.44 cheaper than Starbucks (£2.79 for a medium vs. £3.38.). Evidently, 

for people like Kunitzky, his consumer choice goes beyond being solely economically 

driven. The difference in a lower price is not enough to stop him from paying more, in 

order to use the free internet services Starbucks offer. We are able to employ the win-win-

win strategy here as everyone involved in the co-branding process, is at benefit. Starbucks 

have gained customer loyalty as their consumer is a regular repeat buyer, while Bell are 

able to advertise to a new customer demographic while knowing they are experiencing 

their services while doing something they enjoy. Finally, the consumer is able to enjoy two 

things at once, something that is particularly useful in the ever-fast paced modern world.  

A distinct advantage of coffee brands using co-branding with Wi-fi companies is that it 

offers reason for brand loyal customers to stay. While many brands attempt to acquire new 

customers, this example of a partnership may prolong each individual customers’ time 

spent in the store. Therefore, the amount of transactions a consumer makes is likely to be 

increased. The revenue per customer, to per store visit is then going to be increased. For 

example, someone purchasing a coffee from Starbucks may stay for up to 15 minutes and 

have spent £3.38 for a medium coffee. However, if they had reason to stay up to 2 hours, 

they could be drinking 2 or 3 cups, doubling the revenue per customer, per visit. To put 

this into perspective, the British Coffee Association state 16% of us visit a coffee shop 

every day. Evidently, what co-branding could be used to do, is maintain that figure of 16%, 

yet still double profit takings by increasing the number of transactions per person.  

Illy and Samsung 

Annual sales in the year 2015 were the biggest improvements made from the previous year 

Illy Café’ had seen in the last 10 years. One reason why this may have been the case is 
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because the Italian premium coffee brand, collaborated with the technology brand Samsung 

in the later stages of 2014. Illy had increased consolidated revenues increased by 12% from 

2014, to €437 million, according the Illy’s official website. London holds five Illy café 

stores, all in which are carrying out this example of a partnership. It is a multiyear 

partnership that still currently operates, looking to enhance consumer experience within 

their coffee shops. The idea behind this is a luxurious cafè style meets high tech and it 

enables consumers to enjoy a superior experience. Samsung are providing Illy with the 

chance to improve their consumers in store experience and their service solutions, by 

having customers utilize all types of Samsung devices.  

According to Illy’s official announcement on the partnership, “the agreement is designed 

to pool the resources of both companies in order to leverage each other’s strengths”. This 

is an example describing the ‘win win win’ model previously mentioned where both brands 

are utilising mutual consumers, but still profiting in the process. Samsung’s premium brand 

image in the technology innovation market and Illy’s premium brand image in the foot and 

beverage retail market makes their connection a natural fit. Younghee Lee, vice president 

of global marketing at Samsung stated, “At Samsung, our goal is to help people live richer, 

simpler and more meaningful lives”. Clearly Illy keeps in line with their brand equity. 

Andrea Illy explained why Samsung was a natural choice for his brand to partner up with. 

“Samsung is a natural ally for us in developing a new retail concept where the physical and 

digital experiences have no boundaries.” He further explains that their attention towards 

human creativity in relation to art and design, provide a common ground for the two brands; 

a vital aspect for succeeding in co-branding. Clearly, Lee was thinking along the same lines 

when making this partnership happen: “Innovators like Illy, who share our commitment to 

enhancing people’s daily lives, to be our partners”. This example of co- branding fits the 

definition mentioned by Kathy Dam, that two business organisations share consumers of 

the same ilk.  

Figure 3 shows the layout of how the Illy store incorporate the Samsung devices.  
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Figure 3 Illy store with Samsung devices 

Costa and Kraft 

Costa used co-branding not to enhance an in store experience, but to try and replicate it in 

the comfort of the customers’ own home. In charge of this partnership for costa was Jim 

Slater, the managing director of Costa’s innovation unit. Peter Seymour was the man in 

charge for the Kraft company which Costa wanted to collaborate with. According to (Baker, 

2012 [online]) Slater told Marketing week “Every day, our customers ask us why they 

cannot buy Costa coffee to drink at home. We felt it was about time we solved this 

problem”. Slater states he wishes to grow Costa beyond just a coffee shop and that this 

strategic decision with Kraft is the right step in their mission. Peter Seymour was in full 

support of this strategy when he was quoted saying “Kraft aims for the Costa brand to be 

able to bring the nation’s favourite coffee shop drinks in home.” 

 

ALTERNATE FACTORS THAT DRIVE SUCCESS 

The coffee market uses aspects such as service, quality of coffee, price of products, 

atmosphere of coffee shops all to influence consumer choice. (Liang, 2012.) We will be 

assessing two of these factors discussed from this literature review in the questionnaire. 

They are; price of the product and atmosphere/ ambience of coffee shops.   

Atmosphere/ Ambience  

Liang makes reference to the fact “those three coffee shops have some similar elements 

such as Christmas decoration on the windows and menus” which all create a good store 

ambience. He further states that, although all coffee shops supply enough seats for 
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customers, allocation of space is different for both Costa and Caffe Nero. Additionally, all 

of Costa’s seats are soft and spacious making it is easy to walk around. He argues that other 

stores’ seats are too close to walk freely with a tray of coffee. Liang, however, does 

conclude that it would be a profitable idea if coffee shops had seats separated into quiet 

areas and ‘chatting’ areas. Customers could then feel more relaxed and content with 

participating in their own activities in the shop.  

Price 

No matter if an independent coffee shop or chain of coffee shop is priced too highly, Liang 

found people would be less likely to make a purchase. This is particularly interesting, as 

price will be assessed in our questionnaire. He found, “if coffee is over price, then it will 

put the consumer off”. Therefore, it can say that price is an important factor to affect 

customers buying the coffee. Nonetheless, he also found that “if coffee shops can offer the 

special discount or advantage for customers who drink coffee daily or a lot: it might 

encourage them becoming the loyal customers.” Prior to this idea, there will be a question 

relating to the importance of loyalty cards.  

Location 

Location will be another factor explored in the questionnaire. Mortimer found it is a 

successful factor for Costa as they are located conveniently (Mortimer R, 2011). In his 

report, he found the “location for coffee shops is an important element, in the big city coffee 

shop need to afford higher rent, however, in the country side with low rent and various 

products that match with the local taste might bring the profit to coffee shops.” Essentially, 

he is arguing it is worth multi national chains being located in the city and local 

independents towards the countryside.  

In his report, he found a respondent noted that she bought a costa coffee because “it is near 

her studying working place”. Another respondent also mentioned that the area would also 

affect him when buying coffee. With this in mind, a question will feature in the 

questionnaire on how important the location of a coffee shop in relation to the respondent’s 

workplace shall be included. Interestingly, Mortimer concluded coffee shops should not be 
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tentative in setting up where rival shops exist, as it might mean there are already customers 

willing to try new products.  

Being a part of a Social Culture 

Coffee brands allow people to exist within the same social group. A study conducted in 

Korea investigated why it is people pay more for a name- brand cup of coffee. The study 

dealt with international coffee brands and foreign chain operators, such as Starbucks and 

Coffee Bean. In 2010, Korea had around 2000 name-brand coffee shops across the country 

in (Kim, 2010). Yet it was the sales of the Starbucks, which had increased dramatically 

over the past 10 years. For example, their sales were up from 8.6 billion won (£5 million) 

in 1999 to 171 billion won (£10.7 million) in 2008 (Lee and Yeu, 2010). The customers 

who make up these figures are often the ones buy into the idea a coffee brand makes them 

part of a social group, define their identity based on “the value of the group, and integrate 

other group members’ perceptions or attitudes into their self-concept” (Markus and 

Kitayama, 1991). Coffee shops such as Starbucks are associated with ‘western culture’ and 

‘fashion life style’ (Opus, 2010) and therefore reflect this sort of ideology. For many 

customers, especially younger customers (18- 35 years old) branded coffee shops are 

viewed as a form of self-expression. They are able to communicate their self-identity. 

Drinking coffee at the name-brand shops associates a special status, “as if they were New 

Yorkers in the Hollywood movies (Keller, 1993)”. Finally “customers with collectivistic 

culture visit name-brand coffee shops, because they desire to be perceived as a member of 

a stereotype customer group with westernized, stylish, and socially successful image 

(Babin et al, 2006).” 

Does  Fair Trade influence consumer choice? 

Fair trade within the coffee context is defined “fair prices for the products of farmers in 

developing countries.” (Birds and Hughes, 1997). The purpose of fair trade is to ensure 

products bought from farmers in developing countries on a certain set of terms that are pre-

determined to ensure unethical business is not taking place. A study on the importance of 

fair-trade labels in consumer choice towards coffee has been investigated. The purpose of 

this study was to see how willing consumers were when paying for the fair-trade attribute, 

when purchasing coffee. Additionally, they explored how much consumers differed in their 
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willingness to pay. (De Pelsmacker, Liesbeth and Rayp, 2005). Their results found that the 

most important attribute of coffee was the brand image. In second position was the flavour 

(Latte’s, Mochas, availability of nondairy milks) and the fair-trade label in third position 

of importance. (See figure 3). This indicates that international chains such as ‘the big three’ 

should not make partnering up with Fair Trade label a priority in partnership, as brand 

lovers are more taste driven and concerned with brand image. The fair-trade lovers made 

up the group that was most prepared to pay the actual price premium. The brand and flavour 

lovers resulted in only a small minority who were willing to purchase the average price 

premium of 10% for fair-trade coffee. Perhaps this explains why out of Starbucks, Costa 

and Café’ Nero, that Starbucks are the only one associated with a fair trade label.  

 

 

 

 

 

 

 

 

 

 

 

A study on ethical consumerism found 68% of their respondents claimed to have purchased 

a product due to company's responsible reputation. (Hines and Ames, 2000). Additionally, 

on average, 46% of European consumers also claimed to be willing to pay substantially 

more for ethical products (MORI, 2000). This research seems to suggest coffee brands 

should be collaborating up with the Fair Trade Company, as clearly people have said it 

affects their consumer choice. However, criticisms of these pieces of research could be its 

validity (more specifically social desirability bias, which will be discussed further in 

Figure 3 De Pelsmacker, Liesbeth and Rayp's Results on 
Importance of Label, Brand and Taste 
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findings/ conclusions. People are more likely to say they do take into account fair trade as 

often people wish to be seen as being ethical, even if their consumer behaviour is not.  

Although much of the previous research discussed seems to imply fair trade is not an 

important partner to have, it has been found that fair trade was the most important issue of 

ethical concern in consumer behavior; as opposed to, environmental issues and 

vegetarianism for example. (Shaw and Clarke, 1999). Therefore, a fair trade label might 

not be the first choice a coffee brand should collaborate with, but if they do wish to market 

themselves as ethical, a fair trade label appears to be a strong choice in partnership.  

Methodology  

The research philosophy shall be discussed in this section, as well as the advantages and 

disadvantages of using quantitative data. Furthermore, the data collection method shall be 

discussed: a questionnaire which will focus on respondents’ behaviour in coffee shops, that 

will assess the importance of factors relating to consumer choice. Both examples of non-

co- branding strategies and co- branding strategies which were discussed in the Literature 

Review, will be used as examples.  

PROPOSED RESEARCH PHILOSOPHY 

Research philosophy deals with the source, nature and development of knowledge. (Bajpai, 

2011). The philosophy is how different perspectives believe data about a phenomenon 

should be collected. During this project, quantitative data will be collected, measured, 

analysed and presented. Therefore, the philosophical approach we are taking is the 

Positivist approach. According to the Oxford dictionary positivism is “a philosophical 

system recognizing only that which can be scientifically verified or which is capable of 

logical or mathematical proof, and therefore rejecting metaphysics and theism.”  

Positivists believe only ‘factual’ knowledge gained through questionnaires, structured 

interviews, official statistics and other forms of hard data is trustworthy. The researcher’s 

role in terms of interpreting data therefore becomes limited, as they remain objective about 

the statistics in front of them, and draw conclusions accordingly. This is a large advantage 
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to someone carrying out a project who is not trained in properly interpreting data. Results 

are far more likely to remain reliable as they cannot be misinterpreted. This is because the 

definition of reliability is the “extent to which results are consistent over time and an 

accurate representation of the total population under study is referred to.” (Joppe, 2000 p.1). 

Possessing high reliability is one of the objectives of this study and as such, will be taken 

very seriously. Additionally, quantitative results are often quantifiable meaning they are 

straightforward to present. It is argued positivist’s studies usually use the deductive 

approach, where current theory is tested. (Crowther and Lancaster, 2008). As theory in 

proving co-branding is an effective marketing strategy is nothing new to the field of 

marketing, we are able to class this research as deductive, similar to how a positivist would.  

However, some researchers argue “if you assume a positivist approach to your study, then 

it is your belief that you are independent of your research and your research can be purely 

objective. Independent means that you maintain minimal interaction with your research 

participants when carrying out research”. (Wilson, 2010). Looking forwards in this study, 

only one question may need the researcher’s interpretation. That will be altering any 

differences in spellings of the same answer. For example, “Costa” and “Costa Coffee”. 

These sort of answers will have to be slightly modified in order for SPSS to correctly 

quantify them as the same answer. For example, all answers relating to attending Costa are 

retyped as, “Costa”.  

DATA COLLECTION METHOD- REPRESENTATIVE SAMPLE 

According to the Business Dictionary [online, 2018], a representative sample is defined as 

“a small quantity of something such as customers, data, people, products, or materials, 

whose characteristics represent (as accurately as possible) the population”. It attempts to 

match the sample to the demographic and socio-economic characteristics of the whole 

population. They possess strong external validity as the sample is meant to represent the 

target population. Therefore, findings from the survey can be generalized with confidence 

to the population of interest. (Lavrakas, 2008).  

Austin states, “nowadays many surveys are sent out through social media with seemingly 

no control on the type or mix of respondents completing the survey”. (Austin, 2014). In 
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order to counter this, (thus keeping the sample representative), it shall have details attached 

asking only to fill out this questionnaire if the respondent is a regular coffee shop attendee. 

However, it is recognised the researcher has little control over who responds to their 

questionnaires, which would result in less reliable data. Additionally, Austin does say 

sample bias will always take part as ‘”those that don’t accept invitations to participate may 

well be different in some way to those that take part”. An example he gives is that busy 

people are less likely to take part and therefore, busier people may be under represented. 

This is something to be particular wary of in this study, as it assess people’s behavior.  

Probability or random sampling and non-probability or purposive sampling are both 

practices in obtaining a representative sample. The latter is more commonly used as it has 

controls on the types of respondents chosen to fill out the questions in terms of quotas. In 

this case, the control is which coffee shop the respondents have selected that they have 

attended in the last seven days. Additional quotas relating to demographics will be 

controlled. These are, the respondents’ age: 18-35 years old, their gender: having even 

amount of data from both male and female.  

CRITICISMS OF REPRESENTATIVE SAMPLE  

Traditionally attention has been paid mostly to issues related to sample design and coverage. 

Leading questions or confusing questions can skew a respondent’s answer making for low 

validity in data. What a researcher can do to reduce this risk, is have questions as fair, 

unbiased and as simple as possible in order to attain the most valid answers possible. 

Although, questions should not be so straight forward to the point where the respondent is 

aware of what the study is investigating. Otherwise, this increases the chance of demand 

characteristics taking place. In order to avoid this happening in the questionnaire, 

statements will be given and respondents will be asked from ‘strongly agree, agree, neither 

agree/ disagree, disagree or strongly disagree’ with the statement.  More recently however, 

concerns have extended to issues related people not responding. (Lavrakas, 2008). 

Furthermore, they can be very expensive and time consuming to carry out. Moreover, it 

does not mean that people’s responses will be reliable just because some of them favor 

certain coffee brands. Finally, in order to reduce the opportunity for half a questionnaire to 

be completed and then submitted, questions will be made mandatory in order to submit.  
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JUSTIFICATION OF QUANTITATIVE DATA 

Quantitative data establishes statistical patterns and genuinely takes the form of numbers. 

The counting of these numbers generally draws to researchers conclusions. This type of 

data provides a ‘macro’ view in that they often provide larger samples than what qualitative 

data would usually provide.  

ADVANTAGES OF QUANTITATIVE DATA 

Quantitative research allows researchers to objectively measure and analyse data. As this 

project is taking place from an undergraduate point of view, the chance of interpreting data 

is likely to be skewed as a student is not a trained or professional researcher. Therefore, by 

keeping research methods as objective as possible, this will allow for a more reliable set of 

research to be carried out. Additionally, data in this form can be used to test the objectives 

of the study due to its ability to measure data in statistics. The data can also be saved and 

compared in 10 year’s time to act as a comparison of snapshots in time.  

Qualitative vs quantitative data has been an argument discussed by professionals for years. 

While there is no right answer on which form to use, it would seem it is more dependent 

on what the researcher is attempting to gain from the study. As an undergraduate, the 

likelihood to misinterpret data and affect its reliability and validity could easily occur, but 

perhaps has more chance of doing so should the data be qualitative. Furthermore, the aim 

of this project is to simply establish the views of consumers, and form conclusions.  

Quantitative data often feature larger samples, thus making the conclusions more 

generalizable, as they are generally easier and quicker for people to complete. As the 

conclusions will apply to all coffee shops, it is necessary the results can be generalized.   

Creating and planning this questionnaire will take three important steps in order to make it 

correctly. Firstly, the pre-fieldwork where the questionnaire is designed and prepared. This 

should ensure before they are issued out, questions are low in desirability bias and the 

questions are not ‘leading’. This is to keep the study as valid and reliable as possible. The 

second stage is the filed work stage. This is the distribution of the questionnaires to the 

particular sample. In this case, all respondents must be of a ‘representative sample’; 

therefore, people who regularly attend coffee shops. Finally, the post-fieldwork stage is 
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analysing and evaluating the recorded data. This involves being as fair in judgment as 

possible while forming conclusions and recommendations and conveying them through 

clear and concise graphs when necessary.  

While there are multiple ways of handing out questionnaires, this study will distribute them 

online. Although it cannot guarantee everyone who sees it will complete it, only documents 

fully filled out will be able to be submitted. This is to reduce the risk of questionnaires 

having to be disregarded. This also reduces a potential weakness of using questionnaires 

as a method, as often they suffer from respondents not handing back their form. The 

questionnaire itself will be between 10-12 questions, but no more. Too many questions can 

result in people answering quickly in a hurry to finish, or people losing interest from the 

beginning and not finishing. As results are comparing the differences between coffee 

retailers which use co-branding and those that don’t, an even amount of respondents will 

be collected over the course of this study to ensure reliability is high. ‘Closed’ answers will 

be asked and they will be pre-determined. This ensures all data remains quantitative and 

open-ended questions increase the risk of confusing the respondent.   

CRITICISMS OF QUANTITATIVE DATA 

Of course, whichever form of data is used comes with criticisms. Quantitative data does 

not explore research in a natural setting or establish the meaning behind people’s reasoning 

for their answers. It is unable to give an explanation as to why people have chosen to answer 

in the way they have and therefore can possibly be interpreted incorrectly.  

QUESTIONNAIRE  

The questionnaire can be viewed here   

Findings and Discussion  

In order to produce results, they were transferred from Google forms into Microsoft Excel. 

The results were then exported into SPSS where they could be processed and developed.  

https://docs.google.com/forms/d/e/1FAIpQLSfexI_l4onaQhhnZ3hZV0cCVcUuKomOEipCa2c_6zzFFQeBAQ/viewform?usp=sf_link
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The questionnaire was split into three sections when analyzing results. Firstly, questions 1 

to 4 were devised to calculate any major differences between a respondents age, gender, 

amount of weekly visits and what type of shops they attend. (International chains or local 

independent stores). Secondly, questions 5-9 were devised to assess alternate factors that 

could drive the success of a coffee shop. Finally questions 10-12 focused on the 

effectiveness of c0- branding.  Questions 1-4 will be compared with questions 5-12 via the 

data base SPSS to assess whether these differences make for a difference in responses.  

Only question 4’s answers were slightly modified. When answering which coffee shops 

respondents attend, spellings of coffee shops did tend to differ as can be seen in the 

following photos:  
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In order for SPSS to correctly analyse the results, their spelling had to be modified so that 

they were all the same. After the alterations were made, the results looked like this: 
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AGE ANAYSIS 
 
 
 
 
 
 
 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 
Figure 4 Age frequencies 
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Figure 5 Age Graph 

It seems the most popular age groups were 20 and 21 years old. With it being a digital 

survey, this age group are perhaps the most likely to interact, as they spend the most time 

online (Burstein, 2015), hence why there is more of them. While age does not play a large 

role in the cause of this study, it was useful to collect as I could ensure all responses were 

from people aged higher than 18, but lower than 35. Unfortunately, nine responses were 

disregarded, as they did not fall in the age bracket of this study. This was done to ensure 

the reliability was kept strong. The mean is 22.05 meaning these set of results are perhaps 

more generalizable to the younger half of the age group 18 – 35 year old’s. Additionally, 

the mode and median is 21, and the means standard deviation is at 3.5.  

GENDER ANALYSIS  
 

 

 

 

 
 
 
 

 



James Ashoo  Student ID: 723843 

24 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Coincidentally, the collection of this data initially yielded a 50/50% spilt between 

respondents that were male and female. (see figure 8). Even with nine respondents being 

removed before being analysed in SPSS, there still remained a 50% split. As it could not 

be controlled the number of males and females that would respond, it is good there is close 

to equal amount of results for each gender to improve generalizability.  

WHICH COFFEE SHOP ANALYSIS  

Figure 9 demonstrates all the different types of coffee shops people are attending, and what 

combinations of shops are being attended.  These set of results appear to be somewhat 

generalizable, as like Mintel found, Costa appears to be the most popular coffee shop, 

which people visit. Also similar to Mintel, the results found Starbucks was the second 

highest shop visited, closely followed by Caffe Nero.  

 

 

Figure 7 Gender Pie Chart 

Figure 6 Gender Frequencies 
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Figure 8 Which Coffee Shops Results 

CO- BRANDING ANALYSIS 

Weekly visits to a coffee shop and the Importance of Wi-Fi 

The true nature of this project was to explore whether coffee shops should be implicating 

a co- branding strategy. For this reason, the questions relating to co- branding featured last, 

in order to help disguise the true nature of the study from respondents in order to gain as 

valid results as possible. We shall therefore first analyse the results of the two questions 

relating to co- branding (importance of both wi-fi and provision of tangible reading goods.) 

Firstly, to the importance, the importance of wi-fi crossed tabbed with how many times 

respondents visit a coffee shop a week. The purpose of asking how often a respondent 

attends a coffee shop was to assess how active the respondent is in attending coffee shops 

and whether this made a difference to their opinions in what makes a coffee shop appealing.   
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Figure 9 Visits and Wi-fi Table 

 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

As we mentioned in the Literature Review, Starbucks are able to keep customers for longer 

by teaming up with internet service, Bell, to provide 2 hours of free wi-fi services where 

people are able to work, engage in social media and even write up research of their own.  

 

Therefore, question 10 was the first of the co- branding questions to be asked, and it focused 

on wi-fi. It is interesting that wi-fi was considered the most important aspect for a coffee 

Figure 10 Visits and Wi-fi Bar Chart 
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shop to have. Kunitzky believes coffee brands can increase price per customer is something 

which can be increased, as well as attaining new customers. Therefore, it was thought this 

question would receive results in favour of agree and strongly agree. However, perhaps not 

to the extent in which it did. 100% of those who attend coffee shops 7 or more times in a 

week voted strongly agree for the importance of a shop displaying wi-fi. It can be assumed, 

the shops in which these people are attending will provide internet services though another 

brand and clearly something, which keeps the consumer returning.  

 

As you can see, people who selected 1-3 times for attendance, only 5% strongly disagreed 

wi-fi is not important. This suggests that people who are not as regular in attending feel 

that wi-fi is important to them. 10% however, disagreed that wi-fi is important, meaning 

an overall percentage of 15% of people answered disagree. Even with ‘strongly disagree’ 

and ‘disagree’ combined, it was still short of 30% for strongly agree and 21% agree alone. 

Around 23% did however; feel it was neither. (Important or unimportant). For the 3-5 

attendance section, 0% of people disagreed or strongly disagreed with the statement wi-fi 

is important to them. Only one respondent selected neither agree disagree and the rest made 

up strongly agree only. This section seemed very one sided in that a coffee shop should be 

providing wi-fi. The attended group of 5-7 also keeps in line with the results so far. Over 

50% of respondents in this section voted for strongly agree, while the others were disturbed 

evenly among, strongly disagree, disagree and neither.  

Overall, the largest response rate for each attendance group, was strongly agree. 57% who 

attend 5-7 times, strongly agree. 66% of 3-5 times agree and 34% who visit 1-3 times voted 

strongly agree. There is no positive correlation associated with attending a coffee shop and 

importance of wi-fi as each attendance group valued it as very important. Additionally, 

there were no missing results from this question.  
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Weekly Visits to a coffee shop and importance of readable goods 
 
 

 
Figure 11 Weekly visits and tangible reading goods statistics  

 
 
 
 

 
Figure 12 Figure 12 Weekly visits and tangible reading goods bar chart 

 
We shall now compare the difference in results for provision of tangible reading goods. 

The purpose of this questions was to establish whether coffee brands should look to co-

brand with organisations that allow people to participate in activities digitally or in a 

tangible manner. For the 1-3 attendance section 26% of respondents strongly disagreed that 

provision of books, magazines and newspapers were important to them. Furthermore, 33% 
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voted for disagree, which was the largest overall response rate. This makes a combined 

59% of people voting strongly disagree and disagree. Only 7% of respondents agreed with 

this statement and just 6% strongly agreed. The remaining people selected neither, and 

again, there are no missing results from this question. The 3-5 attendance section found 

that the highest set of results was also disagree. Out of the 7% of people who came under 

this section, 3.25% for disagree, while the remaining respondents voted strongly disagree.1 

and a half % made up the respondents for the 5-7 weekly attendance section. These follow 

the pattern of the previous results found as they were evenly distributed across strongly 

disagree and disagree. 0% selected neither, agree or strongly agree.  

 

These results do however differ; when it comes to attending a coffee shop 7 or more times 

a week section. This is perhaps the only section where it is arguable that it is important to 

provide tangible reading goods for consumers. Of this section, 0.81% voted disagree, 

0.81% voted neither and 0.81% strongly agree. Although there were only three respondents 

in this section, and they were evenly distributed, if looked at alone without the other 

sections, it would suggest the provision of tangible reading goods is important. Perhaps if 

a larger sample were used and more respondents fell into this category, the results would 

continue to follow this pattern as people who visit a coffee shop daily (or more) could 

possibly feature different results to those who do not, as this research is suggesting (even 

if it is only mildly).  

    

A significant change in findings was found in comparison to the previous wi-fi question. It 

seems people do not regard something to pick up and read as important and perhaps would 

not serve as a large contributing factor. Results were down from 7% decrease for neither 

agree or disagree response rate in comparison to the provision of wi-fi question. This may 

be due to the fact consumers have pre-determined mind-sets for the importance of tangible 

reading goods. I.e, they are either important, or they are not.  
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Weekly Visits to a coffee shop and awareness of co- branding 

 

Figure 13 Visits and Awareness Statistics 

 

 

 

 

 
 

 

 

 

 

Figure 14 Visits and Awareness Bar Chart 

These two questions were included in order to test whether people who attend a coffee shop 

are naturally more aware of the co- branding strategy the coffee shops adopt today. It seems 

there is a positive correlation with attendance and awareness of co- branding. For the 

smallest attendance section in the graph, 1-3 times a week, 51% of respondents said they 

were unaware. This was contrasted with 35% of people who said they were unaware. 

Clearly, the people who attend less are more likely to be unaware. As we move up the 

section in attendance, it is even, both two and half % in the 3-5 weekly sections are aware 

and unaware. At this point, the results have levelled out. This is until the 5-7 times a week 

category, where respondents who are aware co- branding takes place was almost as 5%, in 
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comparison to 0.81% for unaware. The same trend is followed for those who attend 7 or 

more times a week as double the amount of people say they are aware over unaware. 

(1.63% over 0.81%).  

Awareness of Co- branding and the importance of Wi-fi 

 

 

 
Figure 16 Awareness and Wi-fi Bar Chart 

20% of the respondents who claim to be aware strongly agree that the inclusion of wi-fi is 

important. This was the highest single response rate for this set of results. However, falling 

just short at 18%, were people who strongly agreed wi-fi is important, yet are unaware co- 

branding takes place. These set of results further highlight just how important it is to 

Figure 15 Awareness and Wi-fi Statistics 
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consumers, that there is wi-fi available, because it does not seem to make much of a 

difference whether consumers know or do not know co- branding is present. Those who 

are aware, 11% said they agreed, and only 6% both disagreed and strongly disagreed 

combined. Again, for the unaware respondents, 11% said they agreed, but overall there was 

an increase in the amount of combined strongly disagree and disagree responses with 11%, 

almost double the aware section.  

 

Awareness of Co- Branding and importance of readable goods 

 

Figure 17 Awareness and tangible reading goods statistics 

 

 
Figure 18 Awareness and tangible reading goods bar chart 
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The same comparison is going to be made with the provision of tangible reading goods. 

Similar to the previous set of results, they follow the trend that there are more in agreement 

with those who are aware co- branding takes place. 8% of people who are aware said they 

strongly agree of with the importance of newspapers, books or magazines, and 5% agree. 

However, with 18% disagreeing and 7% strongly disagreeing, it still highlights the 

unimportance of something to read. For those who were unaware of co- branding taking 

place, 21%, the highest single response rate for this set of results, strongly disagree. 23% 

also said they disagree. Only a combined total of 5% both strongly agree and agree that 

having something to read is important.  

 

ALTERNATIVE FACTORS ANALYSIS  

In order to assess how whether or not co- branding should be implicated, alternative factors 

were to be assessed in order to act as a comparison. In this case, they were, how important 

it is for a coffee shop to be close to where someone lives and works, the store ambience, 

loyalty cards and if price of the coffee makes a difference. Firstly, we shall analyse the 

results of importance towards how close a coffee shop is to a respondent’s home.  

Importance of living close by 

 

Figure 19 Close by Living Statistics 
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Figure 20 Close by Living Bar Chart 

The results found among this question appear to be fairly balanced. The largest answer by 

almost 20% is neither, with 40%. 21% of people said that they agree it is important for 

coffee shops to be close by to where they live, while 17% disagreed. Additionally, 10% 

strongly agreed, but 9% disagreed. There is not much to compare as the results are fairly 

close and appear to cancel each other out. No major statements can be made as they are 

spilt and the majority selected neither.   

Importance of Work Close By 

 

Figure 21 Importance of workplace statistics 
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Figure 22 Importance of workplace bar chart 

 
However, when comparing the same idea but for close by to where someone works, the 

results are significantly different. This time, the largest responding category was agree, 

with 32% of people selecting it. Although the second highest was neither at 25%, it was 

closely followed by strongly agree at 23%. These results are largely higher than the 

disagree section, which was the lowest responding category at 8%, followed by strongly 

disagree at 10%.  
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Importance of Store Ambience  

 

Figure 23 Ambience statistics 

 
Figure 24 Ambience bar chart 

 

 
Store ambience along with providing wi-fi seems like an important factor for customers. 

45% of respondents said they agree that is important, while the next highest category was 

strongly agree at 35%. Only 3% disagreed and 1% strongly disagreed. Even with both these 
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categories combined, the agreed section alone had ten times the amount of response. 

Arguably this is the most important factor that was generated from this project. 

Importance of Loyalty Card 

 

Figure 25 Loyalty card statistics 

 
Figure 26 Loyalty card bar chart 
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Similar to the results found for close by to someone’s home, the results for loyalty cards 

appear to balance themselves out. The highest response was neither at 28%, which suggests 

respondents do not feel particularly strong either way about them. This may be because 

Mainwaring found there is no large margin in the different loyalty schemes each of the 

major coffee brands are offering (Mainwaring, 2016). The next largest category was agree 

at 24%, tightly followed by 21% for disagree. However, strongly disagree was at 16%, 

almost double the strongly agree category. Perhaps this suggests loyalty schemes are not a 

factor driving success of coffee shops, rather something each brand has come to offer 

naturally.  

 

Importance of Price  

 

Figure 27 Price statistics 
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The importance of price is likely to be high when researching anything to do with consumer 

goods. The only aspect of this set of results which seems surprising is that agree yielded a 

higher response rate than strongly agree by 0.81%, which does not sound like much, 

however it would be expected strongly agree would be higher. Perhaps this is a reflection 

on the modern day and that a coffee is no longer bought in mind of what its value is, but it 

is bought with the coffee experience in mind. Being able to participate in other activities 

through the form of brands collaborating, in a good in store atmosphere, justifies why 

prices’ most popular response was agree, and not strongly agree. Nevertheless, the price is 

still clearly an important factor in the eyes of the consumer.   

 

CRITICISMS OF FINDINGS 

As with any study, it is recognised no set of results are perfect. Upon reflection, question 

four is difficult to interpret due to the fact some respondents answered Starbucks and others 

responded, ‘Starbucks, Costa, Local independent’ which made it impossible to difficult 

and unclear how many people exactly attended Starbucks in the last seven days. When 

Figure 28 Price bar chart 
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critising results, it is important to focus on one of the studies main objectives; to analyse 

and present data in a clear, concise and coherent manner. It can certainly be argued this 

question did not achieve that.  

It could be further argued the results for question four should have been anlysed in a 

different graph. Given the fact there were such an variety of answers, it was difficult to 

present them in any form which looked clear to understand. According to Oetting a stacked 

graph would have been a stronger choice, as it is best for conveying large amounts of data. 

(Oetting, 2018[online])    

Conclusions and Recommendations  

The first and most notable recommendation prior to this study, is for coffee shops to use 

co- branding, specifically towards anything digitally related. As mentioned in the literature 

review, Kunitzky refers to increasing the price per customer as one way revenue can be 

increased. Wi-fi is important to the majority of people and perhaps is the best solution to 

having consumers stay longer. Based on the results, perhaps it is a better idea coffee shops 

focus on digital colorations instead of tangible goods like newspapers, magazines and 

books which customers could read. It could be argued, coffee brands should look to 

collaborate with Wi-fi services and perhaps this does explain the success behind Starbucks 

and Illy coffee. 

AIMS AND OBJECTIVES ANSWERED  

Our first aim was to correctly define co- branding in order to monitor how it takes place 

within today’s current market. While providing multiple examples, it seems “A 

collaboration of two or more organizations with the intent to develop a mid-term or long-

term marketing programme designed to meet each of their respective business goals” was 

the simplest definition and the one used going forward into the questionnaire.  

A second aim was to see if the most successful coffee brands are incorporating co-branding. 

As established in the literature review, it is evident the biggest coffee chains are using co- 

branding in order to increase their success. The three leading chains Costa, Starbucks and 
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Caffe’ Nero all clearly incorporate this idea. What is particularly interesting, is that 

collaboration is not just done with brands within the same market (food and drink). The 

example of Samsung and Illy proved two leading brands from different markets can 

collaborate to make a success, meaning there are endless possibilities for future partnership 

minded marketers to be creative.  

One of the aims was also to address and establish what alternative factors also contributed 

to the success of a coffee shop. While multiple alternatives were featured in the 

questionnaire, it seemed store ambience, price and location in relation to where someone 

works were the biggest factors.  

The aim of keeping this primary and research reliable and valid was met. In order to keep 

things valid, no leading questions was used and the true nature of the study was not 

demonstrated until the final segment of the questionnaire in order to keep responses as true 

as possible. Additionally, the content the questionnaire featured never strayed away from 

what we were investigating. The whole time it remained focused on co- branding and 

alternative factors that drive the success of a coffee shop. The reliability can be seen as 

high as this exact questionnaire could be used in 10 years’ time in order to see how 

responses change and be compared.  Furthermore, using a likert scale to assess the 

respondents’ opinions and not using other forms of scales, kept the reliability high as often 

this can confuse the respondent. Overall, an easy questionnaire was produced which is 

exactly what a questionnaire should be when handed to the public.   

Another aim was to have the resulted presented visually in a clear, concise and coherent 

manner. Through use of SPSS, this is another aim that was met. Not only were averages 

from the mode, median and mean produced as well as standard deviation, but two questions 

were able to be compared to see if there were any differences.  

The final aim was to draw conclusions on whether coffee brands should invest into co- 

branding. Prior to this research, it seems evident that they should, though for targeting 

young people, it is highly advised to do this in a digital context. It is expected that tangible 

aspects that exist today will soon be replaced by something in the digital world. Even 

throughout the course of this project being conducted, Caffe Nero are an example of 
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making their loyalty card scheme take place on the consumers phone, instead of real card 

through their collaborating with Yodel.   

RECOMMENDATIONS BASED ON RESULTS 

Overall, 61.8% of people agree/ strongly agree that wi-fi is important, but only 17.9% 

people agree/ strongly agree that books, magazines or newspapers are. A recommendation 

based on these results would be to only include the availability of wi-fi. Furthermore, it 

should be explored what a ‘good’ store ambience is to a consumer and should certainly be 

incorporated by all coffee shops. This came out as one of the most important factors for a 

shop to have.  

FUTURE AND ADDITIONAL RESEARCH 

It has been concluded that co- branding is a strategy that should be implicated for success. 

Additional research would explore the other possible forms of co- branding and if it is just 

coffee brands should just look to focus on digital collaborations. This research seemed to 

suggest digital is more successful than non- digital, but a project concluding on whether or 

not this is the case, would seem a natural step forward. Of course future research could 

explore whether the same questions would yield different results for those older than 35. 

Perhaps this demographic would prefer using services which are non digital and instead 

tangible, thus meaning there is a place for them after all.  

Two aspects of future research could be the two aspects discussed in the literature review, 

that never made it into this questionnaire: Consumer choice in relation to a fair trade label 

and engaging with a brand in order to be part of a social group. As discussed in the literature 

review, attending certain coffee shops is sometimes an act in order to be apart of a social 

group. Firstly, exploring the willingness of people to pay extra for fair trade would make 

for an interesting comparison to that of co- branding activities which the consumer can 

participate in, as they are on opposite ends of the spectrum. For example, participating in 

co- branding is something that improves the experience of the consumer, whereas paying 

extra for a fair trade label has no direct effect on the consumer, but rather satisfies them 

that the products were produced in a more ethical manner.  
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Visiting a coffee shop seems to be just as much an individual having an experience by 

themselves, than it is human interaction nowadays. If future research were able to prove 

this, perhaps coffee brands of any size would be able to tap into targeting the solo consumer 

maximizing profits. 

Results differed among close by to a respondents home and to their work. One obvious 

explanation of this could be people drinking coffee when working. Research in the future 

could perhaps look at the association of coffee and work. Increasing success may be the 

store location being close to large working organisations.  

Finally, there are three aspects of marketing within the coffee sector which have become 

apparent throughout this project, and would make for interesting research in the future. 

They are: The effect drive trough’s will begin to have, the increasing popularity in almond 

milk in coffee and how firms such as Starbucks are currently marketing this; and finally 

service. Service is another alternative which would have made an interesting alternative 

factor as places such as Starbucks allow the coffee to be made via their app before the 

consumer walks into the store; meaning little interaction takes place with the barrister. 

Whereas Café’ Nero do not employ this as they wish the consumer to be served by the 

same person who makes their coffee in front of them.  

LIMITATIONS OF THE RESEARCH 

The first limitation of this project was not being able to carry out primary research on the 

two aspects of research which were discussed in the Literature Review. (Consumer choice 

in relation to a fair trade label and engaging with a brand in order to be part of a social 

group). With both of these factors included, perhaps a stronger sense of cohesion would 

have been brought to the study, but nonetheless, the questionnaire had to remain short in 

order to keep the interest of the sample. Additionally, the analysis of two more questions 

would have raised the word count over the maximum allowed. As mentioned however, this 

would be something to explore in future research.  

A second limitation was the sample. While a valid response rate of 123 surpassed what was 

expected, it is not enough to conclude very generalizable results. Furthermore, 46% of the 

sample were aged 20 and 21. A mean of 22, mode of 21 and median of 21 also make it 



James Ashoo  Student ID: 723843 

44 
 

difficult to apply these results for people near the age of 35. An even amount of ages should 

be collected to ensure the best results, along with a higher amount of respondents.  

An additional limitation was that it is never truly known if the sample is the initial sample, 

which the researcher wishes to have. If questionnaires are being posted online through sites 

such as Survey Monkey or even social media, then they are available for anyone to 

complete. Within this example, anytime it was posted online it was made explicitly clear 

to respondents not to fill out unless they are 18-35 years old, have a natural interest, and 

regularly attend coffee shops. Nonetheless, nine respondents out of the age range still 

replied. It was possible however, to remove these results before the final analysis.   

A final limitation of this study is the validity. As with any set of research, true validity 

cannot be guaranteed. This is largely due to social desirability bias, which is defined as, 

‘the tendency of research subjects to give socially desirable responses instead of choosing 

responses that are reflective of their true feelings.’ (Grimm, 2010). Respondents may lie 

about their answers in order to portray what they would like to think about themselves, 

instead of what they actually think.   
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