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This study is conducted to do comparison of consumer perception about Barista and Café Coffee 

Day. To conduct the study, we laid out some research objectives which measured consumers’ 

attitude across various parameters towards these coffee joints and compared them. The key 

aspect was to conduct a survey amongst those respondents who have been to both the coffee 

joints. Then do the comparison on different parameters and decide which coffee joint is 

perceived better by what demographic segment.  

The objectives included comparison of consumer perception of various products offered, 

measurement of consumer satisfaction, consumers’ willingness to pay, etc. All in all, the main 

objective was to find which café creates what value in the minds of consumer.Apart from that 

there were sub objectives which were to find current satisfaction levels of consumers and areas 

of improvement for the cafés. 

We did the survey on sample population of 200 people, which were of different demographic 

profiles. Out of these around 11 people did not qualify for the survey since they didn’t visit both 

the cafés even once. Once the survey was done, we did the cleanup of data to avoid bad data 

entries. We also made some assumptions to go ahead with the data analysis.  
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1.1INTRODUCTION 

1.1.1 Hospitality industry 
The hospitality industry consists of broad category of fields within the service industry that 

includes lodging, restaurants, event planning, theme parks, transportation, cruise line, and additional 

fields within the tourism industry. The hospitality industry is a several billion dollar industry that mostly 

depends on the availability of leisure time and disposable income. A hospitality unit such as a restaurant, 

hotel, or even an amusement park consists of multiple groups such as facility maintenance, direct 

operations (servers, housekeepers, porters, kitchen workers, bartenders, etc.), management, marketing, 

and human resources. 

The hospitality industry covers a wide range of organizations offering food service and accommodation. 

The hospitality industry is divided into sectors according to the skill-sets required for the work involved. 

Sectors include accommodation, food and beverage, meeting and events, gaming, entertainment and 

recreation, tourism services, and visitor information. 

Usage rate is an important variable for the hospitality industry. Just as a factory owner would wish to 

have his or her productive asset in use as much as possible (as opposed to having to pay fixed costs while 

the factory isn't producing), so do restaurants, hotels, and theme parks seek to maximize the number of 

customers they "process". 

In viewing various industries, "barriers to entry" by newcomers and competitive advantages between 

current players are very important. Among other things, hospitality industry players find advantage in old 

classics (location), initial and ongoing investment support (reflected in the material upkeep of facilities 

and the luxuries located therein), and particular themes adopted by the marketing arm of the organization 

in question (such as a restaurant called the 51st fighter group that has a WW2 theme in music and other 

environmental aspects). Very important is also the characteristics of the personnel working in direct 

contact with the customers. The authenticity, professionalism, and actual concern for the happiness and 

well-being of the customers that is communicated by successful organization is a clear competitive 

advantage. 

 

http://en.wikipedia.org/wiki/Lodging
http://en.wikipedia.org/wiki/Restaurants
http://en.wikipedia.org/wiki/Event_planning
http://en.wikipedia.org/wiki/Theme_parks
http://en.wikipedia.org/wiki/Transportation
http://en.wikipedia.org/wiki/Cruise_line
http://en.wikipedia.org/wiki/Housekeeper_(servant)
http://en.wikipedia.org/wiki/Bartender
http://en.wikipedia.org/wiki/Barriers_to_entry
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Restaurants and Bars are of different types: 

Restaurants:  

A restaurant prepares and serves food, drink and dessert to customers. Meals are generally served and 

eaten on premises, but many restaurants also offer take-out and food delivery services. Restaurants vary 

greatly in appearance and offerings, including a wide variety of cuisines and service models. 

 

 

 

 

 

http://en.wikipedia.org/wiki/Food
http://en.wikipedia.org/wiki/Drink
http://en.wikipedia.org/wiki/Dessert
http://en.wikipedia.org/wiki/Customer
http://en.wikipedia.org/wiki/Meal
http://en.wikipedia.org/wiki/Take-out
http://en.wikipedia.org/wiki/Delivery_(commerce)
http://en.wikipedia.org/wiki/Cuisines
http://en.wikipedia.org/wiki/Customer_service
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 Night Clubs: 

A nightclub (also known simply as a club, discothèque or disco) is an entertainment venue which usually 

operates late into the night. A nightclub is generally distinguished from bars, pubs or taverns by the 

inclusion of a dance floor and a DJ booth, where a DJ plays recorded dance and pop music. 

                 

 Public Houses: 

A public house, informally known as a pub and sometimes referred to as the 'local', is an establishment 

licensed to serve alcoholic drinks for consumption on the premises in countries and regions of British 

influence. 

                         

 Cafes: 

A cafe , may in the United States mean an informal restaurant, offering a range of hot meals and made-to-

order sandwiches, while in most other countries it refers to an establishment which focuses on serving 

coffee, like an American coffeehouse. A "café" can also refer to a small informal public discussion. 

These are usually live events, and often focus on starting an open conversation on a particular topic. 

http://en.wikipedia.org/wiki/Discoth%C3%A8que
http://en.wikipedia.org/wiki/Music_venue
http://en.wikipedia.org/wiki/Bar_(establishment)
http://en.wikipedia.org/wiki/Public_house
http://en.wikipedia.org/wiki/Tavern
http://en.wikipedia.org/wiki/Dance
http://en.wikipedia.org/wiki/Disc_jockey
http://en.wikipedia.org/wiki/Pop_music
http://en.wikipedia.org/wiki/Alcoholic_beverage
http://en.wikipedia.org/wiki/Licensing_laws_of_the_United_Kingdom#On-licence
http://en.wikipedia.org/wiki/United_States
http://en.wikipedia.org/wiki/Restaurant
http://en.wikipedia.org/wiki/Sandwiches
http://en.wikipedia.org/wiki/Coffee
http://en.wikipedia.org/wiki/Coffeehouse
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       1.1.2 Evolution of a Coffee Café 

 

 

It all began around 1000 A.D. when Arab traders began to cultivate coffee beans in large plantations. 

They began to boil the beans creating a drink they called ‘qahwa’ which translates to ‘that which prevents 

sleep’. The drink became widely popular, and the need for coffee beans grew. The brief timeline for the 

growth of coffee, cafés and everything related is given below: 

 

850 First known discovery of coffee berries. Legend of goat herder Kaldi of Ethiopia, who 

notices goats are friskier after eating red barriers of a local shrub. Experiments with the 

berries himself and begins to feel happier. 

 

1100 The first coffee trees are cultivated on the Arabian Peninsula. Coffee is first roasted 

and boiled by Arabs making ‘qahwa’. 
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1475 The world’s first coffee shop opens in Constantinople. 

 

1554 The first establishment in Constantinople soon becomes widely popular, and two 

more cafés are opened. 

 

1600s Coffee enters Europe through the port of Venice. The first coffee house opens in 

Italy in 1654. 

 

1652 The first coffee house opens in England. Coffee houses were called ‘penny 

universities’ 

(a penny is charged for admission and a cup of coffee) because a person could visit 

a café to discuss current affairs and social issues. 

 

1672 The first Persian coffee house opens. 

1683 The first coffee house opens in Vienna. 

 

1688 Edward Lloyd’s coffee house opens. It eventually becomes Lloyd’s of London, the 

world’s best-known insurance company. 

 

 

1695 The first sign of the French Revolution had its roots in Parisian cafés where the 

people’s movement started gathering steam. 

 

1700 The Dutch becomes the first to transport and cultivate coffee commercially. Coffee 

is smuggled out of the Arab port of Mocha and transported to Sri Lanka and India for 

cultivation. 

1721 The first coffee house opens in Berlin. 

 

1750 One of Europe’s first coffee houses, Café Greco opens in Rome. By 1763, Venice 

has over 2,000 coffee shops. 

 

1822 The prototype of the first espresso machine is created in France. 

1885 A process of using natural gas and hot air becomes the most popular method of 

roasting coffee. 

 

1905 The first commercial espresso machine is manufactured in Italy. 

 

1908 The invention of the world’s first drip coffeemaker. Melitta Bentz makes a filter using      

blotting paper. 

 

1933 Dr. Ernest Illy develops the first automatic espresso machine. There is enormous interest 
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from cafés all around Europe. 

 

1945 Achilles Gaggia perfects the espresso machine with a piston that creates a high pressure 

extraction to produce a thick layer of cream. 

 

1980s         Coffee is now the world’s most popular beverage, which leads to a boom in retail and   

 

hotel cafés. The American retail café Starbucks in born. 

 

 

1990s With the growth of the Internet, cyber cafés are born, providing Internet access and                         

coffee to users. 

 

2000s With an increased penetration of PCs in homes, cyber café chains close, and re-immerge 

as retail coffee café chains. 

 

 

 

 

Interesting facts about Coffee & Cafés: 

Coffee was first known in Europe as Arabian Wine. 

Coffee is presently the second most traded commodity in the world. It is second only to oil. 

Nescafe was invented by Nestle because it had to assist the Brazilian government to solve its coffee 

surplus problem. 
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1.1.3 The Coffee Café Industry 
 

The Coffee Café industry is currently one of the biggest and fastest growing sectors in business. The 

industry consists of a mix of individual cafés, hotel cafés and retail café chains. 

 

Individual Cafés: 

The main bulk of revenue is earned by small, individual cafés, run mostly by families and friends. It is a 

relatively unorganized sector. There are millions of such cafés around the world, and they provide 

customers with a homely, casual experience. The bulk of these cafés are mainly in Europe, where every 

little town or village has local cafés, where people gather together for a conversation over coffee, or just 

to be alone with their thoughts. 
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These cafés have been the birthplace and sanctuary for various creative minds, revolutionaries and 

thinkers of our time. The most recent example is the author J.K. Rowling, who has written most of the 

Harry Potter series of books, sitting at her local café. 

 

These cafés set themselves apart from retail chain cafés and hotel cafés because they provide customers 

with a homely, classic appeal, which cannot be emulated. 

 

 

 

Hotel Cafés: 

Ever since the popularization of coffee, hotels all over the world started opening 24-hour coffee shops 

where visitors to the hotel could walk in for a cup of coffee and some food at any time. 

These coffeehouses are extremely important, because they provide international visitors to the hotel with 

a universal drink- coffee. Any customer can walk into any major hotel in the world, and enter the 

coffeehouse, and know what to expect. These cafés are not really major players in the coffee café 

industry, but rather provide supplementary services to the hotel industry. 
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Retail Café Chains: 

The last, and the most organized sector in the coffee café industry, is the retail café chain. Off late, these 

chains have become extremely popular and are growing at an ever-increasing pace. These retail chains 

have work with an organized structure of man, material and money. The work on developing a 

recognized brand consistent to all their outlets, which customers can easily relate to, wherever they go. 

They provide customers with a standardized level of service and quality at each of their outlets. 

 

The vast popularity of these retail chains is shown in the rapid international growth of brands like 

Starbucks. Customers can do to any Starbucks across the world and know exactly what to expect. The 

main focus of my project is on two nationally recognized retail café chains: Barista & Café Coffee Day. 
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  Growth of Café Industry in India 

 

Hot beverages have always been a part of the tradition of India, especially South India. Coffee took the 

first seat in South India when the traditional Brahmin classes brought down the beverage from the ruling 

British around the 1930s. During the early years the drink was confined only to traditional rich Brahmin 

families who served filter coffee in a ‘davra- tumbler’. Coffee is no more confined to the rich Brahmin 

class now, though the tradition of serving filter coffee in the ‘davra- tumbler’ continues to this day. 

In order to spread the drink, coffee houses emerged at various places in the country, which also served as 

the opposite places for lawyers and the educated class to hold discussions ranging from politics to 

cinema. It is also believed that many scripts and ideas for films evolved here. One of the oldest coffee 

houses in South India is the Raayars mess, Chennai, which serves first class filter coffee even today. The 

mess was established in the 1940s and continues the tradition of coffee but supplements it with tiffin also.   

The vintage location of the mess attracts huge crowds even today early in the mornings, Coffee however 

was not the only item on the menu. These places also served food and other drinks to their customers. 

The drink also became famous and as a result even five star hotels began cashing in on it. 

Several hotels all over the country started opening coffee- shops that catered to high- end customers. This 

showed the popularization of coffee cafés, to all sections of society. The drink has now become more of a 

concept than merely a drink itself. The last decade witnesses the growth of numerous coffee pubs in the 

country. A number of coffee café owners tried to westernize the taste in contrast to the filter coffee. 
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Now, large retail chains like STARBUCKS, Qwikys, Barista, and Café Coffee Day have opened up 

around the country. The concept of a café today is not merely about selling coffee, but about developing a 

national brand. Retail cafés now form a multi-crore industry in the country, and have huge potential for 

growth locally, and internationally. 

These cafés form the main focus of this project. 
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1.2 COMPANY PROFILE OF Café Coffee Day  

 

 

Café Coffee Day operates a retail chain of cafes in India. Its menu includes hot coffee, international 

coffee, cold coffee, hot chocolate, cool drinks, cool refreshers, soda, hot coffee, ice creams, coffee add 

ons, powder coffee, quick bites, sundaes, and tea.. It provides youth magazines and merchandise, 

including caps, T-shirts, bags, mugs, coffee filters, mints, coffee powders, wafers, and almond biscuits. 

Café Coffee Day has stores in India and a store in Vienna, Austria. The company was founded in 1996 

and is based in Bangalore, India. Café Coffee Day operates as a subsidiary of Amalgamated Bean Coffee 

Trading Company Limited. 

 

It was in the golden soil of Chikmagalur that a traditional family owned a few acres of coffee estates, 

which yielded rich coffee beans. Soon Amalgamated Bean Coffee Trading Company Limited, popularly 

known as Coffee Day was formed. With a rich coffee growing tradition since 1875 behind it coupled 

with the opportunity that arose with the deregulation of the coffee board in the early nineties, Coffee Day 

began exporting coffee to the connoisseurs across USA, Europe & Japan. In the calendar year 2000, 

Coffee Day exported more than 27000 tonnes of coffee valued at US$ 60 m to these countries and, for 

the second time in its short career of 7 years retained the position as the largest coffee exporter of India. 

Coffee Day has a wide and professional network in the major coffee growing areas of the country 

comprising over 48 agents and 50 collecting depots. Coffee Day's two curing works at Chikmagalur and 

Hassan cure over 70,000 tonnes of coffee per annum, the largest in the country. 
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Coffee Day has a well-equipped roasting unit catering to the specific requirement of the consumers. The 

process is carried out under the control of experienced personnel to meet highest quality standards. The 

most modern technology available is used to maintain consistency and roast the coffee beans to the 

demanding specifications of the discerning coffee consumers. 

 

Coffee Day Comprises of the following Sub Brands 

 

Coffee Day - Fresh & Ground 

Café Coffee Day 

Coffee Day – Vending 

Coffee Day - Xpress 

Coffee Day – Exports 

Coffee Day - Perfect 

 

Café Coffee Day currently owns and operates 213 cafes in all major cities in India. It is a part of India's 

largest coffee conglomerate named Coffee Day, Rs. 200 crore ISO 9002 certified company. Coffee Day's 

most unique aspect is that it grows the coffee it serves. 

 

Key Features 

Pioneers of the Café Concept in India with the its first Café at Brigade Road, Bangalore in 1996. This 

Café was opened as a Cyber Café (first of its kind) but later, with the burst of cyber cafes it reverted to its 

core competency…. Coffee. 

 

Essentially a youth oriented brand with majority of its customers falling in the 15- 29 year age bracket 

Each café, depending upon its size attracts between 400 and 800 customers daily. 

It is a place where customers come to rejuvenate themselves and be themselves. 
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USP of the Brand: 

Affordable Price 

Coffee – Winner of Platinum, Gold, Silver and Bronze medals at the India Barista Championship 2002 

1.2.1 KEY DEVELOPMENTS FOR CAFÉ COFFEE DAY 

 

CCD Seeks Foreign Acquisitions 

Café Coffee Day (CCD) is looking overseas for acquisitions to become a global brand. CCD is also 

eyeing foreign acquisitions. It recently acquired a Czech Republic-headquartered coffee retail chain. In 

future, it will look at the Middle East and the Far East. “At present, the foreign shores contribute only 1% 

to our overall revenues. By 2015 we will be in a position where the retail presence outside India will 

contribute at least 10% to our overall revenues,” Alok Gupta, Director at CCD said. 

Update on CCD’s Acquisition Plans 

Café Coffee Day (CCD), which has recently acquired CafÃ© chain (in Czech Republic), is looking for 

acquisitions. President for international business for CafÃ© Coffee Day, Swetha Shetty said that the 

acquisition represents CCD's intent to increase its international presence, mainly in the central and 

eastern European region. She said, “Our strategy is to grow both organically and inorganically, with 

weight-age towards the latter. We are exploring several acquisition options to increase our footprint in 

that region including Romania, Lithuania, and Slovenia.” 

Café Coffee Day Launches Its Flagship and Specialty Format Cafe 'Coffee Day Square' in 

Bangalore 

Café Coffee Day launched its flagship and specialty format cafe 'Coffee Day Square' in Bangalore that 

serves a variety of 'single origin coffee' brews from around the world. Single origin coffees are those 

procured from beans grown in a single location, giving the coffee uniformity. At Coffee Day Square, 

coffee connoisseurs have a variety of beans to choose from Ethiopia, Colombia, Peru, Costa Rica and the 

mountain ranges of Himalayas, Kathlekhan, Rajgiri and Araku Valley 

1.2.2 Merchandising 
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Café Coffee Day’, earns 10% of its revenue from sale of merchandise. The coffee chain, with more than 

970 cafes in India, plans to increase the share of merchandise by launching more innovative products. 

Australian coffee chain Gloria Jeans, which has 12 outlets in Mumbai, Delhi and Bangalore, is earning 

around 5% of its revenue from marketing of merchandise. The merchandise itself could take the form of a 

coffee grinder or an espresso machine or a set of espresso cups etc. Café Coffee Day started 

merchandising with coffee powders, and later on added other items associated with coffee such as mugs 

and crockery. It further added mints, chewing gums, nibbles, crunches, energy bars and even T-shirts and 

items of topical interest. Besides adding to revenue, the merchandise allows the retailer us to interact with 

customers even beyond the café space. 

  

1.2.3 Marketing Mix 
 

Product: 

Café Coffee Day product mix constitutes a wide range of products that appeal primarily to Indian coffee 

and snack lovers. Products have a decided Indian taste to it – be it food or coffee. Most of the eatables 

have been adopted to meet the Indian taste buds like samosa, biryani, masala sandwich, tikka sandwich 

etc. Thus they have been trying to capture the Indian taste along with classic coffee.The best selling item 

in summer is frappe, which is coffee and ice cream blended together. The young people favor it. In winter 

it is cappuccino. Their merchandising includes funky stuff like t-shirts, caps etc. 

 

 

 

Price: 
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Considering that Café Coffee Day knows its major customer lies in the bracket of 15- 29,it has tried to 

derive a policy whereby it can satisfy all its customers. The price for a cup of coffee ranges from Rs.45 to 

Rs 80. From the time it first started its operations, there has been only minor changes in the pricing policy 

of Café Coffee Day. The changes have been more due to the government taxes than anything else 

Place: 

 

 

The strategy CCD has adapted is to place a cafe in every possible location where some business can be 

generated. This is a prime factor in determining the success of a retail chain. Café Coffee Day looks to 

cater to their target market with strategically located outlets. 

Their outlets are generally located in High Street/ Family Entertainment Centers, gas stations, near 

Colleges etc . 

Promotion: 

CCD is involved in all the areas of serious consumer passion like: 

Television: Café Coffee Day held a contest around a very popular programme on Zee English called 

Friends. All the six lead characters are shown often visiting a coffee shop. They have tied up with 

Channel [V]‘s Get Gorgeous contest. 

Tie-ups: Besides that Café Coffee Day also tie up lot of the youth brands. So they have a contest going on 

with Levis, another one with Scooty, Liril, latest one with Airtel Friends. 

Association with movies: CCD can be seen in movies like Khakhee and Mai Hoon Na 

http://www.marketing91.com/policy/
http://www.marketing91.com/pricing/
http://www.marketing91.com/strategy/
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Sales Promotion: Café Coffee Day uses special ‘Café Citizen Card’ for rewarding Café Coffee Day’s 

customers. It is a loyalty program to gain new customers and retain the existing ones. 

Process: 

The ordering and delivery process in CCD was earlier based on self- service. But now in most its coffee 

shops the waiter comes and takes away the order and delivers the order on table. 

Physical evidence: 

a) Logo, image, brand: Café Coffee Day has used bright red and green colors in its logo. RED stands for 

leadership, vitality, passion for coffee. The GREEN stroke harks back the coffee plantations that they 

own. Café is noticeably larger in the logo to denote that Café Coffee Day pioneered the café concept in 

India way back in 1996.The font looks as though the letters have congealed out of a liquid. 

b) Architecture and Decor: Largely wood and granite based interior with young colours of today, like 

lime green, yellow, orange, and purple predominate. 

c) Literature: The literature provided by Café Coffee Day is indicative of its youthful image. The menus, 

posters, pamphlets are all designed to attract young and young at heart 

People:  

People at Café Coffee Day believe that “People are hired for what they know but fired for how they 

behave”. Motivation and personal skill are laid emphasize upon. Their employees are like friend to the 

customer but at the same time they know about the international standards of hygiene and cleanliness and 

personal grooming. 
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1.2.4 SWOT Analysis 
 

Strength:  

Product of extremely good quality and tasty. 

Its youth oriented brand. 

It produce/grows the coffee it serves hence reducing the cost 

USP of brand is considered a highly affordable brand. 

 

Weakness: 

Weak brand image and lacks strength to maintain brand loyalty. 

Poor ambience and décor. CCD outlet severed prime space for advertising and promotion. 

Many of the CCD stores are incurring losses due to wrong site selection. 

 

Opportunities: 

Coffee café industry is one of the fastest growing industry in Asia. 

Most people like visiting CCD in normal meeting. 

CCD has gone international, and planning to attract many new international markets, hence gaining 

international recognition. 

Tie-ups with other companies for promotion. 

 

Threats: 

Competition with other coffee cafés like Barista, Costa coffee, Café Mocha, Coffee Bean & Tea Leaf. 

 Large unorganized market. 

Rice of coffee and dairy product 
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1.2.5 Growth of CCD outlets 
 

 

 

In 1996 there was only one outlet in India i.e in Bangalore, in 2001 there were 14 outlets. In 2005 there 

were 213 outlets and now there are 969 outlets in India. 

 

  

0

200

400

600

800

1000

1200

Year 1996 year2001 year2005 year2010



                                                                                                                                                       

30                                                

 

1.2.6 Product of CCD 
 

Coffees & Teas Refreshing Alternatives Eatables 

Hot Coffee Granitas Melting Moments 

Espresso 

Espresso Americano 

Macchiato 

Cappuchino 

Café Latte 

Chococinno 

Café Mocha 

Irish Coffee 

Blood Orange 

Cool Blue 

Pineapple Crush 

Emerald Ice 

Ruby Surprise 

Banana n’ Walnut Cake 

Banana Chocolate Mousse 

Banana Caramel pie 

Chocolate Doughnut 

Cookies 

Marble Cake 

Pineapple Getaux 

Chocolate Cake 

International Coffee Smoothies Ice Creams 

Colombian Juan Valdez 

Ethiopian Qahwah 

Kenyan Safari 

Mango Colada 

Strawberry Colada 

Vanilla 

Chocolate 

Seasons Best 

Cold Coffee Cremosasa Quick Bites 

Sweet Mint 

Cold Sparkle 

Brandied Banana 

Tropical Iceberg 

Iced Eskimo 

Litchi 

Ginger Spice 

Pina Colada 

Samosa 

Puff 

Pizza 

Croissant 

French Fries 

Kathi Roll 

Wraps 

Biryani 

Sandwiches 

Kulcha 

Burger 

Pasta 

Coffee Add-ons Cool Refreshers  

Honey 

Flavoured Syrups 

Red Eye 

Whipped Cream 

Scoop pf Ice cream 

Chocolate Sauce 

Fruit Juices 

Mineral Water 

 

Teas   

Assam Tea 

Masala Chai 

Lemon ‘n Ice Tea 
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Kashmiri Qahwah 

Apple n Cranberry ice tea 

 

 

BEVERAGES 

 

COLD COFFEE 

                                          

All Day Refresh…                Café Frappe                  Chill o coffee              Devils Own 

 

                                  

Kappi Nirvana                       Mochachillo                      Tropical Iceber… 

HOT COFFEE 

 

                                                   

Café Late                                Café Mocha                  Cappuccino                  Solar Eclipse 

                 

http://cafecoffeeday.com/index.php?option=com_phocagallery&view=detail&catid=6:cold-coffees&id=63:all-day-refresher&tmpl=component&Itemid=79
http://cafecoffeeday.com/index.php?option=com_phocagallery&view=detail&catid=6:cold-coffees&id=64:cafe-frappe&tmpl=component&Itemid=79
http://cafecoffeeday.com/index.php?option=com_phocagallery&view=detail&catid=6:cold-coffees&id=65:chill-o-coffee&tmpl=component&Itemid=79
http://cafecoffeeday.com/index.php?option=com_phocagallery&view=detail&catid=6:cold-coffees&id=66:devils-own&tmpl=component&Itemid=79
http://cafecoffeeday.com/index.php?option=com_phocagallery&view=detail&catid=6:cold-coffees&id=67:kaapi-nirvana&tmpl=component&Itemid=79
http://cafecoffeeday.com/index.php?option=com_phocagallery&view=detail&catid=6:cold-coffees&id=68:mochachillo&tmpl=component&Itemid=79
http://cafecoffeeday.com/index.php?option=com_phocagallery&view=detail&catid=6:cold-coffees&id=69:tropical-iceberg&tmpl=component&Itemid=79
http://cafecoffeeday.com/index.php?option=com_phocagallery&view=detail&catid=5:hot-coffees&id=56:cafe-latte&tmpl=component&Itemid=78
http://cafecoffeeday.com/index.php?option=com_phocagallery&view=detail&catid=5:hot-coffees&id=57:cafe-mocha&tmpl=component&Itemid=78
http://cafecoffeeday.com/index.php?option=com_phocagallery&view=detail&catid=5:hot-coffees&id=58:cappuccino&tmpl=component&Itemid=78
http://cafecoffeeday.com/index.php?option=com_phocagallery&view=detail&catid=5:hot-coffees&id=62:solar-eclipse&tmpl=component&Itemid=78
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 Irish Coffee                           Macchiato                         Aztec                       Black coffee 

          

   Espresso                     Ethiopian 

 

 

 

 

HOTEAS 

                                        

Darjeeling-Divi         Lemon Demon                  Assam Express            Masala Garam 

 

 

 

 

 

http://cafecoffeeday.com/index.php?option=com_phocagallery&view=detail&catid=5:hot-coffees&id=60:irish-coffee&tmpl=component&Itemid=78
http://cafecoffeeday.com/index.php?option=com_phocagallery&view=detail&catid=5:hot-coffees&id=61:macchiato&tmpl=component&Itemid=78
http://cafecoffeeday.com/index.php?option=com_phocagallery&view=detail&catid=5:hot-coffees&id=84:aztec&tmpl=component&Itemid=78
http://cafecoffeeday.com/index.php?option=com_phocagallery&view=detail&catid=5:hot-coffees&id=85:black-coffee&tmpl=component&Itemid=78
http://cafecoffeeday.com/index.php?option=com_phocagallery&view=detail&catid=5:hot-coffees&id=86:espresso&tmpl=component&Itemid=78
http://cafecoffeeday.com/index.php?option=com_phocagallery&view=detail&catid=5:hot-coffees&id=87:ethiopian&tmpl=component&Itemid=78
http://cafecoffeeday.com/index.php?option=com_phocagallery&view=detail&catid=8:hoteas&id=70:darjeeling-divine&tmpl=component&Itemid=81
http://cafecoffeeday.com/index.php?option=com_phocagallery&view=detail&catid=8:hoteas&id=71:lemon-demon&tmpl=component&Itemid=81
http://cafecoffeeday.com/index.php?option=com_phocagallery&view=detail&catid=8:hoteas&id=90:assam-express&tmpl=component&Itemid=81
http://cafecoffeeday.com/index.php?option=com_phocagallery&view=detail&catid=8:hoteas&id=91:masala-garam&tmpl=component&Itemid=81
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FROSTEAS 

           

Lemon Freeze                  Strawberry 

 

 

CHOCO-LATTES 

         

Choco Rocks               Hot Choco Latte 

 

FRUITEAZERS 

                                           

Cool Blue                           Green apple soda              Lychee Chill               Mango Shake 

                                          

Strawberry bliss                Strawberry Shakes                   Black Current 

http://cafecoffeeday.com/index.php?option=com_phocagallery&view=detail&catid=9:frosteas&id=72:lemon-freeze&tmpl=component&Itemid=82
http://cafecoffeeday.com/index.php?option=com_phocagallery&view=detail&catid=9:frosteas&id=73:strawbrrrrrrry&tmpl=component&Itemid=82
http://cafecoffeeday.com/index.php?option=com_phocagallery&view=detail&catid=10:choco-lattes&id=74:choco-rocks&tmpl=component&Itemid=83
http://cafecoffeeday.com/index.php?option=com_phocagallery&view=detail&catid=10:choco-lattes&id=75:hot-choco-latte&tmpl=component&Itemid=83
http://cafecoffeeday.com/index.php?option=com_phocagallery&view=detail&catid=11:fruiteazers&id=76:cool-blue&tmpl=component&Itemid=84
http://cafecoffeeday.com/index.php?option=com_phocagallery&view=detail&catid=11:fruiteazers&id=77:green-apple-soda&tmpl=component&Itemid=84
http://cafecoffeeday.com/index.php?option=com_phocagallery&view=detail&catid=11:fruiteazers&id=78:lychee-chill&tmpl=component&Itemid=84
http://cafecoffeeday.com/index.php?option=com_phocagallery&view=detail&catid=11:fruiteazers&id=79:mango-shake&tmpl=component&Itemid=84
http://cafecoffeeday.com/index.php?option=com_phocagallery&view=detail&catid=11:fruiteazers&id=80:strawberry-blush&tmpl=component&Itemid=84
http://cafecoffeeday.com/index.php?option=com_phocagallery&view=detail&catid=11:fruiteazers&id=81:strawberry-shake&tmpl=component&Itemid=84
http://cafecoffeeday.com/index.php?option=com_phocagallery&view=detail&catid=11:fruiteazers&id=92:black-currant-blast&tmpl=component&Itemid=84
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FOODS 

SMALL EATS 

 

                                         

Chicken Hot Dogs             Choco Brownie          Choco Doughnut                  Cookies 

                  

Mocha Muffin                     Veg Samosa 

BIG EATS 

 

                                      

Chicken Burger                Chicken Salad              Garden Salad              Spanish Corn 

                          

Veg Burger                      Zingy Pizza                 Zingy pizza 

SWEET EATS 

http://cafecoffeeday.com/index.php?option=com_phocagallery&view=detail&catid=1:small-eats&id=1:chicken-hot-dog-puff-&tmpl=component&Itemid=62
http://cafecoffeeday.com/index.php?option=com_phocagallery&view=detail&catid=1:small-eats&id=2:choco-brownie&tmpl=component&Itemid=62
http://cafecoffeeday.com/index.php?option=com_phocagallery&view=detail&catid=1:small-eats&id=3:choco-doughnut&tmpl=component&Itemid=62
http://cafecoffeeday.com/index.php?option=com_phocagallery&view=detail&catid=1:small-eats&id=4:cookies&tmpl=component&Itemid=62
http://cafecoffeeday.com/index.php?option=com_phocagallery&view=detail&catid=1:small-eats&id=5:mocha-muffin-surprise&tmpl=component&Itemid=62
http://cafecoffeeday.com/index.php?option=com_phocagallery&view=detail&catid=1:small-eats&id=6:veg-samosa&tmpl=component&Itemid=62
http://cafecoffeeday.com/index.php?option=com_phocagallery&view=detail&catid=2:big-eats&id=35:chicken-burger&tmpl=component&Itemid=63
http://cafecoffeeday.com/index.php?option=com_phocagallery&view=detail&catid=2:big-eats&id=38:chicken-salad-sandwich&tmpl=component&Itemid=63
http://cafecoffeeday.com/index.php?option=com_phocagallery&view=detail&catid=2:big-eats&id=46:garden-salad-sandwich&tmpl=component&Itemid=63
http://cafecoffeeday.com/index.php?option=com_phocagallery&view=detail&catid=2:big-eats&id=52:spinach-corn-sandwich&tmpl=component&Itemid=63
http://cafecoffeeday.com/index.php?option=com_phocagallery&view=detail&catid=2:big-eats&id=53:veg-burger&tmpl=component&Itemid=63
http://cafecoffeeday.com/index.php?option=com_phocagallery&view=detail&catid=2:big-eats&id=54:zingy-pizza-sandwich-nonveg&tmpl=component&Itemid=63
http://cafecoffeeday.com/index.php?option=com_phocagallery&view=detail&catid=2:big-eats&id=55:zingy-pizza-sandwich-veg&tmpl=component&Itemid=63
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Carrot Nut Cake            Choco Black Forest       Chocolate Fantasy            Mystery Mousse 

 

    Sizzle Dazzle   

 

SUNDAES 

 

                                     

Choc Hola                     Chocolate ice            Cookie Medley            Dark Passion 

                               

Fruity Bliss                      Mocha Choco                Vanilla ice cream  

 

 

 

http://cafecoffeeday.com/index.php?option=com_phocagallery&view=detail&catid=3:sweet-eats&id=34:carrot-nut-cake&tmpl=component&Itemid=64
http://cafecoffeeday.com/index.php?option=com_phocagallery&view=detail&catid=3:sweet-eats&id=40:choco-black-forest&tmpl=component&Itemid=64
http://cafecoffeeday.com/index.php?option=com_phocagallery&view=detail&catid=3:sweet-eats&id=41:chocolate-fantasy&tmpl=component&Itemid=64
http://cafecoffeeday.com/index.php?option=com_phocagallery&view=detail&catid=3:sweet-eats&id=49:mystery-mousse&tmpl=component&Itemid=64
http://cafecoffeeday.com/index.php?option=com_phocagallery&view=detail&catid=3:sweet-eats&id=51:sizzle-dazzle-brownie&tmpl=component&Itemid=64
http://cafecoffeeday.com/index.php?option=com_phocagallery&view=detail&catid=4:sundaes&id=39:choc-hola&tmpl=component&Itemid=65
http://cafecoffeeday.com/index.php?option=com_phocagallery&view=detail&catid=4:sundaes&id=42:chocolate-ice-cream&tmpl=component&Itemid=65
http://cafecoffeeday.com/index.php?option=com_phocagallery&view=detail&catid=4:sundaes&id=43:cookie-medley&tmpl=component&Itemid=65
http://cafecoffeeday.com/index.php?option=com_phocagallery&view=detail&catid=4:sundaes&id=44:dark-passion&tmpl=component&Itemid=65
http://cafecoffeeday.com/index.php?option=com_phocagallery&view=detail&catid=4:sundaes&id=45:fruity-bliss&tmpl=component&Itemid=65
http://cafecoffeeday.com/index.php?option=com_phocagallery&view=detail&catid=4:sundaes&id=82:mocha-choco-delight&tmpl=component&Itemid=65
http://cafecoffeeday.com/index.php?option=com_phocagallery&view=detail&catid=4:sundaes&id=83:vanilla-ice-cream&tmpl=component&Itemid=65
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1.3 COMPANY  PROFILE  OF BARISTA 

 

 

Many coffee shops officially use the title for their coffee makers. 

Baristas operate three different types of commercial espresso machine: manual, semi automatic, or 

automatic. A manual machine involves pulling a lever to push the water through the ground coffee. A 

semi-automatic uses an electric pump to push the water through the coffee grounds, but the barista has to 

stop the flow of espresso using an on\off switch or button. An automatic machine will turn on and off 

after a preset amount of water has been pushed through the grounds, although this does not guarantee a 

good shot of espresso, since the barista requires less training to operate the machine and usually has less 

knowledge to prepare the coffee based on the guidelines of the roaster. 

The role of a barista is to have enough knowledge of the entire process of coffee to effectively prepare a 

desired cup of coffee. This knowledge includes the correct operation, maintenance and programming of 

the machine, grinding and tamping methods, extraction times, water temperature and quality, micro milk 

frothing, free pouring, latte art, roasting, coffee plant cultivation, drying methods, correct storage, 

renewable methods of disposal and recycling of the coffee and packaging used. 

A barista can acquire these skills by attending barista training classes or on the job training. 

1.3.1 HISTORY 
C850 : First known discovery of coffee berries 

1600 : Coffee enters to Europe through the port of Venice 

1654 : The first coffee house opens in Italy 

1750 : One of Europe’s first Coffee house 

http://en.wikipedia.org/wiki/Espresso_machine
http://en.wikipedia.org/wiki/Latte_art
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1822 : Prototype of 1st espresso machine is created in France 

1908 : Invention of the world’s 1st drip coffee maker 

Feb, 2000: First Barista Lavazza at Basant Lok, New Delhi 

At Barista Lavazza our objective is to provide an authentic Italian coffee drinking experience in a warm, 

friendly, no pressure environment. We began operations in the year 2000 as we felt the time was right for 

the Indian consumer to experience a café that provided a third space, away from work and home, where 

the guest could relax and unwind. 

Lavazza traces its origins back to 1895, when Luigi Lavazza purchased a little grocery store, Paissa 

Olivero, in the old commercial section of Turin for 26,000 Italian Lire, about US$ 20. In the early 1900's, 

he invented the concept of the blend - a complex art of mixing together coffee of different origins to 

obtain a distinctive taste and harmonious flavour in the cup. Before the turn of the century, the name 

Lavazza evolved into an international powerhouse and the unofficial ambassador of Italy, being 

synonymous with all things Italian - creativity, art, passion and of course, espresso. 

Barista Lavazza is noted as a pioneer of Indian café culture. The Barista Lavazza chain of espresso bars 

delivers a truly Italian coffee experience in warm, friendly and relaxed environments. It aims to provide a 

comfortable place for people to unwind over interesting conversations and a cup of coffee. The people 

who fill up Barista Lavazza consist of young adults, who are exposed to global lifestyles and appreciate 

the authentic flavor sand tastes of coffee.  

 

Currently there are Barista Lavazza Espresso Bars and Barista Crème Lavazza’s in over 30 cities in India. 

Besides the Indian sub-continent, Barista Lavazza also has cafes in locations across Sri Lanka, Oman and 

the UAE  

 

Barista is owned by Lavazza, Italy’s largest coffee company. Created using only the purest raw materials, 

Lavazza uses the strength of its experience and advanced technological resources to successfully spread 

the unique and unmistakable taste of its espresso. Today, it is legendary in terms of quality and 

recognized the world over as the symbol of Italian espresso. It is the preferred espresso in Italy and 

enjoys an impressive share in the Italian retail market (value, source: Nielsen). Itd operates in over 80 

countries in the Home and Away-from-Home sectors (Foodservice, Vending and Cafes). With over 110 

years of coffee heritage, Lavazza is Italy’s most favourite coffee.  

 

1.3.2 PHILOSOPHY 

At Barista Lavazza, we do all we can to make every guest feel comfortable and welcome. We serve 

nothing but the finest Arabica coffees and cuisine at great value prices. We have friendly and efficient 
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brew masters who believe in service with a smile. And provide a cheerful, interactive ambience that 

makes guests wish their coffee breaks lasted just a little bit longer. 

To share our cup of joy, we have always stuck to our Italian roots, guarding them zealously to ensure that 

our espresso bars reflect the warmth and character of traditional Italian coffee houses. And in the process, 

make Barista Lavazza the place ‘where the world meets’. 

Our aim is to passionately deliver the highest levels of experiential services. Maintain consistency in 

serving the highest quality products and become a globally competitive organization – one that is driven 

by an insatiable thirst for excellence. 

1.3.3 LIFE OF BARISTA 
Barista believe our people best define us: talented, young and passionate. And we've structured ourselves 

to help each one of them bring out their best. Barista Lavazza has a set, 14 days rigorous training 

procedure for each employee. With training modules customized to fit the professional needs of each 

employee. In the case of our brew masters, the training programmes are drawn up and conducted by our 

trainers who have been trained by Italian brew master. 

In promoting an 'Experiential Lifestyle Brand', perhaps most important of all is the customer interface. 

For this defines the brand. Each Barista Lavazza employee must therefore possess the passion and 

motivation that expresses the brand. This can only come with a sense of ownership. A flat management 

structure provides ample stimulus for ideas and growth. 

1.3.4 AWARDS 
Barista Lavazza’s pioneering efforts at providing a truly Italian coffee house experience has received a 

number of accolades and recognitions. 

Times Food Guide 2008 – 

 Best Coffee Bar Award The Times Food Guide is a guide for food lovers across the country. It 

comprehensively covers food joints in the various metros rating them according to popularity, ambience, 

food etc. The award is in recognition of Barista Lavazza’s popularity among its customers. 

IMAGES Retail Award 2007 –  

'Most admired retailer of the year: Catering Outlets’ The Images Retail Awards (IRA) judges companies 

in the business of retail in concepts, innovations, designs and consumer recall. Barista Lavazza has been 

encouraged by the record number of consumer votes received in its favor during the selection process. 

Super Brand 2006-2007 
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 Super Brands India is a part of the globally recognized Super Brands UK, which promotes the discipline 

of brand management and pays tribute to exceptional brands. Barista Lavazza has been awarded Super 

bands for the second consecutive year. And we’re even more chuffed about it this time because the new 

survey also included the opinion of our consumers, along with the panel of judges. And it’s always great 

to know our patrons appreciate our efforts to delight them. 

 

HT Food Guide 2000...  

A leading Food Guide to the best hangout places across India. 

Besides these, Barista Lavazza has also received TOPS award for Specialty Coffee Excellence by the 

Specialty Coffee Association of America (SCAA)  which recognizes specialty coffee retailers who 

differentiate themselves through better business practices. 

Times Group and Business Standard recognizes Barista Lavazza as the ‘Brand of the Year’ in 2002. 

In a relatively short span of eight years, Barista Lavazza has managed to capture the loyalties of many a 

coffee lover. Its leadership position can be attributed to a remarkable expertise in specialty coffee coupled 

with a sound technical competence, an ever evolving retail experience, a rapidly growing distribution 

network and top end maintenance support. It has also created and nurtured a successful franchisee model 

for international markets. 

 

1.3.5 Merchandising: 
 

Barista sells various kinds of merchandise through its stores. The table details the different 

merchandising products. 

Merchandise 

Tiramisu Flavors 

Coffee Mugs 

Blue Curacao 

Barista French Press 
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Barista Coffee Beans 

1.3.6 Marketing Mix 

 

Process: 

The order and delivery process at Barista is based on self- service, where a customer goes up to the 

counter to place his order, and goes back to the counter to pick his delivery once it is prepared. 

 

Promotions: 

Barista currently carries out mass promotion campaigns. This is mainly in the form of promotions in the 

Press, TV and Radio Medias. At present, they do not rely heavily on advertising, but rely more on 

sponsorships and strategic alliances with other corporations. Barista also takes part in various sales 

promotion activities to help increase sales at their outlets. 

 

a) Sponsorships: 

Barista sponsors various events and festivals, which provides them valuable promotion directed at 

strategic markets. The sponsorships are mainly in kind, although major events are sponsored in cash also. 

 

b) Collaborations: 

Barista has entered into special collaborations and alliances with various partners for co- marketing 

brands. For example, Barista entered into a deal with Leo Mattel toys to provide the popular board game 

Scrabble at every Barista outlet across the country. This is an ideal alliance for both the organizations, 

because it provides Leo Mattel with an important avenue for promoting their product, and it provides 

Barista’s customers an added attraction for spending more time at Barista outlets. Barista has also entered 

into partnerships with various movies, for promotions through Barista, and recently, they tied up with 

Star World for its “Absolutely 

Everybody” campaign. 
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c) Sales Promotion: 

Barista uses a special “Barista Coffee Card” for its sales promotion activities. The Barista Coffee Card 

entitles you to one complimentary hot beverage when you are done sipping seven. It is available to all 

Barista coffee regulars. No membership fees, no references required. Fill out the card and you are a 

member. As a Coffee Card holder, you earn one stamp on the card every time you purchase a beverage. 

Simply present the card to the cashier when you place your order at any of their outlets. Once you have 

collected seven stamps, you can hand over the card to receive your complimentary hot beverage. Barista 

hopes this card can help drive sales growth, and increase customer retention. 

 

Products: 

Barista’s product mix constitutes a wide range of products that appeal primarily to traditional coffee 

lovers. Their products themselves are traditional products with traditional names. Food items like 

croissant, pastas, and sandwiches are complimentary to their coffee, and project a very classic image of 

Barista. Their merchandising also consists of primarily coffee related products like coffee beans, coffee 

machines, etc. 

 

Prices: 

Considering that Barista is trying to target a market whose age range is between 18 and 60 years, a 

pricing policy appealing to this segment is difficult. Extremely low prices act as a deterrent to some 

customers who might regard it as an indicator or quality, while very high prices cannot be afforded by 

most of the youth. But since Barista’s current consumer profile is quite young, then also their prices are 

mostly expensive, and at par with their competitors. 

 

People: 

The people at Barista are characteristically trained to be Pleasant, Polite and Positive. 

They ensure you have a quiet, uninterrupted visit and provide an escape from the daily pressures of life. 

Their uniforms are in sober shades of brown and orange, and contribute to the overall laid-back feeling of 

the café. 
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Physical Evidence: 

a) Logo, Colors, Images: 

Barista, since the beginning has looked to use colors in its café interiors, logos and images; to project a 

“warm, earth glow, synonymous with coffee”. Barista uses shades of Orange & Brown to good effect to 

promote its “laid- back” atmosphere. The logo is a combination of Brown, Orange and Light Yellow; 

with the word “Barista” written in an upward curve, and the word “Coffee” underneath. A simple logo 

that perfectly expresses Barista’s brand image: A traditional café for coffee lovers. 

 

b) Décor and Architecture: 

Barista’s internal décor and architecture expresses the simplicity you would normally associate with 

traditional cafés. The furniture is made of light shades of wood, and there are comfortable sofas in bigger 

cafés. The walls are shades of orange, with various photographs of the love for coffee spread around each 

outlet. 

 

c) Literature: 

The literature provided by Barista is indicative of its brand image. The menus, posters, pamphlets are all 

traditionally designed, with a classic and simple look. One aspect of particular note is their magazine, 

which is privately circulated in the cafés. The magazine encourages customers write, draw, make etc 

anything creative; and this is then published in the magazine. The magazine not only provides an avenue 

for advertising, but also an opportunity for Barista to express its brand image. 

 

Place: 

Barista looks to cater to their target market with strategically located outlets. Their outlets are generally 

located at High Street/ Family Entertainment Centers. Considering their generic appeal, there are Barista 

outlets in and around Malls, Cinemas, Colleges, and Offices etc. this endorses their brand image of a café 

that appeals to coffee lovers of all ages. 
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1.3.7 SWOT Analysis 

 

Strength 

Strong brand image. 

Excellent Human Resource. 

Ambience and décor. 

Strong base for expansion and growth. 

Large no of outlet. 

 

Weakness 

Perceived an expensive brand. 

Inconvenient delivery process. 

 Self service for the customer. 

Average quality of food- Stale breads. 

 

 

Opportunities 

Large Untapped Market 

Ti-ups with other companies for promotion 

Strong brand recall. 

Presence of huge no of outlet. 

Pricing. 
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Threats 

Coffee substitute. 

Rice of coffee and dairy product. 

Competition from international and national players. 

Large no of unorganized market. 

1.3.8 Product of Barista 
 

BEVERAGES 

 

HOT 

 

                               

Espresso Italiano                            Cappuccino                                   Caffe Latte Mug 

                                

Hazelnut Mocha                            Crème Caramel Latte          Cappuccino cookie n cream 
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        Caffe Twist                           Hazelnut hot Chocolate               Amazingly Almond 

             

        Masala Tea 

 

COLD 

                                

Iced Caffe Mocha                                   Brrrista                               Hazelnut Frappe 
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Swiss Mocha Frappe                        Strawberry mango                    Slimmers Mango         

                              

   Peach Smoothie                                 Lime Mojito Freeze                        Lemon                       

                                                                                                                               
Black Berry 

 

 

INDULGENCE 

                             

Brrrista Cookie Crunch                          Brrrista Blast                               Rich Coffee 

 

Hazelnut Cold Chocolate  
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LAVAZZA 

                                

Cappuccino Aroma                             Marocchino                                     Cappuggiro 

 

FOOD 

 

SANDWICHES 

 

                        

Paneer Tikka Sandwich                      Med Veg                           Spanish Sandwich 

                              

Chilli Paneer Wrap                     Chicken Tikka Sandwich         Lemon Chicken Sandwich 
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Chicken Masala Wrap                   Chichen Salsa Sandwich 

 

SNACKS 

 

                               

Veg Schezwan Twist                           Veg Lasagna                             Spicy Veg Puff  

                                

Chicken Schezwan Twist                      Chicken Lasagna                           Chicken Puff 
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DESSERTS 

 

                                

 Low Fat Banana                                 Cashew Crunch                   Alomond Raisin Muffin 

                                

Chocolate Excess                             Rich Black Forest                          Pineapple cake 

                                

Dark Temptation                             Wicked Brownie                           Chocolate iceberg           
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CHAPTER 3 

RESEARCH     METHODOLOGY 
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3.1 Research objective 

 
OBJECTIVE means the purpose for which the research has been conducted. We have to clearly define 

the objective of the project to be made. This is the first and the most important part of the Research 

Methodology. 

Research is defined as human activity based on intellectual application in the investigation of matter. The 

primary aim for applied research is discovering, interpreting, and the development of methods and 

systems for the advancement of human knowledge on a wide variety of scientific matters of our world 

and the universe. Research can use the scientific method, but need not do so. 

Scientific research relies on the application of the scientific method, a harnessing of curiosity. This 

research provides scientific information and theories for the explanation of the nature and the properties 

of the world around us. It makes practical applications possible. Scientific research is funded by public 

authorities, by charitable organizations and by private groups, including many companies. Scientific 

research can be subdivided into different classifications according to their academic and application 

disciplines. 

Research objective are as follow : 

To do a comparative study of Café coffee day and Barista and what are their marketing strategy and what 

customer thinks about them. 

Critically analyze the brand strength of Café Coffee Day and Barista among customer. 

To find out the areas of improvement in future prospect of Café coffee Day and Barista. 

To know the satisfaction level of the customers of Café Coffee Day and Barista. 

To spread the awareness of Café Coffee Day among the people. 

To study the consumer perception of cafe coffee day and Barista. 

To analyze which is better among them. 

 

http://en.wikipedia.org/wiki/Human
http://en.wikipedia.org/wiki/Intellectual
http://en.wikipedia.org/wiki/Matter
http://en.wikipedia.org/wiki/Discovery_%28observation%29
http://en.wikipedia.org/wiki/Interpretation_%28logic%29
http://en.wikipedia.org/wiki/Development
http://en.wikipedia.org/wiki/Knowledge
http://en.wikipedia.org/wiki/Scientific_method
http://en.wikipedia.org/wiki/Scientific_method
http://en.wikipedia.org/wiki/Curiosity
http://en.wikipedia.org/wiki/Science
http://en.wikipedia.org/wiki/Nature
http://en.wikipedia.org/wiki/Property
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3.2 Research Design 
        “A research design is the arrangement of conditions for collection and analysis of data in a manner 

that aims to combine relevance to the research purpose with economy in procedure.” 

Exploratory Research Studies   

Exploratory research studies are also termed as formulative research studies. The main purpose of such 

studies is that of formulating a problem for more precise investigation or of developing the working 

hypothesis from an operational point of view. The major emphasis in such studies is on the discovery of 

ideas and insights. 

 

3.3 Data Sources 

 

Primary Data 

Primary data are those which are collected fresh and for the 1st time. 

Questionnaire survey has been used as the Primary data. 200 questionnaires has been used and filled by 

different people between age group of 14-60. Open ended and close ended question are been used. 

 

Secondary Data 

Secondary data are those which have been collected by someone else already and which have been 

passed through statistical process. 

Information gathered from Internet, magazines, Café coffee day site, etc is the secondary data in this 

project. 

  

Questionnaires: - A questionnaire consists of a set of questions presented to respondent for their 

answers. It can be Closed Ended or Open Ended  
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Open Ended: - Allows respondents to answer in their own words & are difficult to Interpret and 

Tabulate. 

Close Ended: - Pre-specify all the possible answers & are easy to Interpret and Tabulate. 

 The objective behind formulating each question to be interviewed from the respondent               is to 

know the awareness of Café Coffee Day and Barista amongst large number of people in the society, its 

marketing methods, its products, its affordable prices, services. Also to know the customer satisfaction 

and their perception about Café Coffee Day and Barista.   

Close ended and open ended questions have been used in the questionnaires for the survey. 

 

3.4 Sample Design 

 

Sample element 

The population considered for the purpose of the survey was people residing in Delhi 

Extent  

South Delhi  

Time frame  

70 days 

Sampling technique 

Convenience sampling 

Sample size 

Number of questionnaires – 200 

 

3.5 Limitations of the Research 
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Only a single method of collecting the data has been used i.e. Questionnaire method. 

Limited resource material. 

Not free from biasness. 

Resorted in secondary data. 

Limited area of conduct. 

Limited time period. 

Most of the contents collected were difficult to understand because it was new for me to work in this 

field. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



                                                                                                                                                       

56                                                

 

 



                                                                                                                                                       

57                                                

 

 

 

 

 

 

 

 

CHAPTER 4 

DATA ANALYSIS AND INTERPRETATION 
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4.1 Data Analysis & Interpretations 
 

Q1. Which coffee shop you usually go to? 

Barista 

Café Coffee day 

 

 

 

Interpretation-  

According to the survey conducted people prefer to go to Barista more than Cafe coffee day due to many 

reasons like ambience, service, etc. 

Q2. How often you visit Café coffee day/Barista? 

Almost daily 

2-3 times a week  

2-3 times a month 

Not often 

Café coffee day
46%Barista

54%

CCD vs BARISTA
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Interpretation- 

CCD  

According to the survey conducted majurity of the people go daily or 2-3 times a week and rest of the 

people go 2-3 times a month or not often. 

BARISTA 

Majority of the people go almost daily or 2-3 times a weak and rest ie 24% people go 2-3 times a month 

or not often. 

 

 

Q3. On an average how much time you spend in Café coffee day/Barista? 

Less than half an hour 

Half an hour to one hour 

Almost 
daily
46%

2-3 
times a 
weak
30%

2-3 
times a 
month

20%

not 
often

4%

CCD

Almost 
daily
34%

2-3 
times a 
weak
42%

2-3 
times a 
month

21%

not 
often

3%

BARISTA
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One to two hour 

More than two hour 

 

 

  

 

Interpretation-  

CCD 

According to the survey most of the people spend upto one to two hours or more in Cafe coffee day and 

rest of the people spend less than one hour. 

BARISTA 

People who go to barista almost 83% of people spend one hour at Barista and rest less than one hour. 

 

Q4. How much money you spend at a Café coffee day/Barista? 

50-100   

100-150  

Less 
than 

half an 
hour
12% Half an 

hour to 
one 
hour
20%

one 
hour to 

two 
hour
53%

more 
than 
two 
hour
15%

CCD
Less 

than half 
an hour

5%

half an 
hour to 

one 
hour
12%

one 
hour to 

two 
hour
67%

more 
than two 

hour
16%

BARISTA
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150-175  

175 or more 

 

  

 

Interpretation-  

CCD 

 According to the survey conducted most of the people spend money between 50 to 100 or more because 

CCD is much cheaper than Barista. 

BARISTA 

People who go to Barista spend money between 150 to 175 because of the high price. 

 

 

 

Q5. What is the single most important factor for you to choose in Café coffee day/Barista? 

Taste of coffee/food 

50-100
36%

100-150
34%

150-175
27%

175 or 
more

3%

CCD

50-100
8%

100-150
27%

150-175
47%

175 or 
more
18%

BARISTA
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People/service 

Value for money 

 

 

 

Interpretation-  

CCD 

According to the survey conducted most of the people find value for money in Cafe coffee day. 

BARISTA 

People who go to barista go because of everything ie value for money, tasty coffee and people 

 

 

 

Q6. Why do you go to Café coffee day/Barista? 

Only to have coffee 

To enjoy private time  

Taste 
of 

coffee/
food
32%

People
/servic

e
21%

Value 
for 

money
47%

CCD

Taste of 
coffee/f

ood
36%

People/
service

34%

Value 
for 

money
30%

BARISTA
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Catch up with friends 

For a group activity. 

 

 

  

 

Interpretation- 

CCD 

 People who prefer CCD 29% of them go only to have coffee, 27% go to enjoy private time, 26% to catch 

up with friends and 18% go for group activity. 

BARISTA 

People who prefer Barista 27% go to have coffee, 28% go to enjoy their private time, 22% go to catch up 

with friends and 23% go for group activity. 

 

Q7. What do you normally eat or drink in Café coffee day/Barista? 

Coffee 

Only to 
have 

coffee
29%

To 
enjoy 

private 
time
27%

Catch 
up with 
friends

26%

For 
group 

activity
18%

CCD
Only to 

have 
coffee
27%

To 
enjoy 

private 
time
28%

Catch 
up with 
friends

22%

For a 
group 

activity
23%

BARISTA
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Beverages 

Deserts 

Eatable like sandwich, samosa etc. 

 

 

  

 

Interpretation-  

CCD 

According to the survey conducted people who prefer to CCD 47% go to have only coffee 19% go to 

have Beverages, 29% go to have deserts,5% go to have sandwich. 

BARISTA 

People who go to Barista 30% people go to have coffee, 23% people go to have Beverages, 31% people 

go to have deserts and 7% go to have sandwich. 

   

Q8. Rate the following factor Of Café coffee day and Barista? (Tick the choice) 

coffee
47%

Bevera
ges
19%

Desert
s

29%

Eatable 
like 

sanwic
h,etc
5%

CCD

Coffee
39%

Bevera
ges
23%

Deserts
31%

Eatable 
like 

sandwi
ch, etc

7%

BARISTA
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Staff Behavior 

 

   

 

Interpretation-  

CCD 

 18% of people think that CCD has a excellent staff behavior, 22% people think that it has a good staff 

behavior, 48% think that it has a average staff behavior and 12% people think that CCD has a poor staff 

behavior. 

BARISTA 

27% people think that Barista has an excellent staff behavior, 41% people think it has an good staff 

behavior, 26% people think it has an average staff behavior ad 6% think it has an poor staff behavior. 

More people like to go to Barista because staff behavior of barista is comparatively much better than 

CCD. 

 

 

 

Excelle
nt

18%

Good
22%Averag

e
48%

Poor
12%

CCD

Excellen
t

27%

Good
41%

Average
26%

Poor
6%

BARISTA
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Value for money 

 

                         CCD                                              BARISTA 

  

 

Interpretation- 

  People who go to CCD find more value of money as compare to Barista because CCD is cheaper than 

Barista.  
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Availability of preferred items 

 

 

                       CCD                                                 BARISTA 

  

 

Interpretation- 

According to the survey conducted CCD provide better preferred items than Barista. This could be due to 

many reasons like taking feedback from public, to understand the need of public, etc. 
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Service 

 

                     CCD                                                   BARISTA 

  

 

Interpretation- 

According to the survey conducted Barista provide better services than Café coffee day because it has 

efficient human resources than CCD due to which they can serve people better. 
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Quality of food 

 

                       CCD                                                BARISTA 

  

 

Interpretation 

According to the survey both of them provide same quality of food but Barista’s rating is higher then that 

of Cace coffee day this could be because of better human resource or machine etc.  
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Furniture and Décor 

 

                         CCD                                                   BARISTA 

  

 

Interpretation 

According to the survey conducted Barista provide much better environment than CCD and their 

Furniture and Décor is much superior to Cafe coffee day. Due to this more people like to go to barista. 
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Q9. Are you aware of the different ‘format cafes’ café coffee day is coming up with? 

YES 

NO 

 

 

 

No
94%

Yes
6%

CCD
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Interpretation-  

According to the survey conducted only few people know about the different format that CCD is coming 

up with and almost all people don’t know about different formats. 

This is due to the bad marketing strategy lack of public appeal.  

 

 

 

Q10. If you have to choose which coffee format would you prefer? 

Music Café  

Book Café 

Garden Café 

Cyber Café 

Sports Café 

Lounge Café 
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Interpretation-  

According to the survey conducted 17% people prefer Music café, 16% people prefer Book café, 16% 

people prefer Garden café, 17% prefer Cyber café, 19% prefer Sports café and 15% people prefer Lounge 

café.  

 

Q11. Do you like the tagline of Café Coffee Day ie “a lot can happen over coffee”?  

 

Yes                                               

No 

If NO what would you suggest? 

____________________________________________________________________________________

____________________________________________________________ 

 

Music Café
17%

Book Café
16%

Garden Café
16%

Cyber Café
17%

Sports Café
19%

Launge Café
15%

CCD 
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Interpretation- 57% of people like the present tagline of CCD and 43% do not like the tagline of CCD. 

57% people think that the tag line suits its brand and rests don’t. 43% people suggested different tag lines 

like-  

A mathematician is a device for turning coffee into theorems. 

A morning without coffee is like sleep. 

Appease the Moderator Monster.  Send coffee! 

Be a coffee-drinking individual...espresso yourself! 

4.2 Findings 

 

Areas of Excellence 

Both cafés have certain areas where they have been consistently performing well. These are essentially 

the strengths of the brand, and Barista & Café Coffee Day need to capitalize on these strengths to 

increase their market share and brand loyalty. The main areas of excellence, based on the Case Studies & 

Market Survey, have been identified as follows: 

YES
57%

NO
43%

CCD
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Café Coffee Day 

 

 Highly rated Taste & Quality of products: 

Café Coffee Day got a high rating in the market survey, for the Taste & Quality of their products. If they 

work on this aspect, there is huge potential for them to attract customers, just based on the taste and 

quality of products. This is also helped by the fact that they grow their own coffee beans, and this 

provides an important base for future expansion and growth. Café Coffee Day even won the “Barista 

Coffee- Making Championship” for the Best Coffee. 

 

 Value for money proposition: 

Café Coffee Day is projected as an “affordable” brand. This strategy has worked extremely well so far, 

and Café Coffee Day got a high rating, both for their prices and for their value for money, in the market 

survey. 

 

  

 

 

Strong youth orientation: 

The Café Coffee Day brand is, and always has been, extremely youth- oriented. In a country where over 

40% of the population is under the age of 20, there is huge potential for Café Coffee Day to become one 

of the country’s largest youth brands. The untapped market share and potential for growth is enormous. 

 

 

BARISTA 

 

 Strong Brand Image: 
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Barista has a strong and clear brand image. Their customers can easily identify and relate to the Barista 

brand. This helps increase and maintains brand loyalty. 

 

 Excellent Staff: 

According to the survey, Barista received an excellent rating for the service and behavior of their staff. 

This is a huge advantage, especially in a service organization. Barista must strive to keep this advantage. 

 

 Ambience & Décor: 

Another significant area of excellence is the kind of ambience and décor Barista cafés have. Respondents 

to the survey, including who’s who chose Café Coffee 

Day as their choice of café gave Barista a near perfect rating for their Ambience & Décor. 

 

 Strong base for expansion & growth:  

Barista have worked hard on their brand image and human resources, and have a strong base for future 

expansion and growth- whether nationally or internationally. 

 

 

 

Areas Needing Improvement 

Both Barista and Café Coffee Day have underperformed or not lived up to potential in certain areas. The 

areas are weaknesses, which need to be improved upon, as that both can eliminate any disadvantage that 

may have, and improve customer satisfaction. The mail areas needing improvement, based on the Case 

Studies & Market Survey, have been identified as follows: 

 

BARISTA 
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Perceived as an expensive brand: 

Customer perceptions of Barista’s prices and value for money are quite negative. Even though the prices 

of Barista and Café Coffee Day are almost identical, Barista is still perceived as the more expensive 

brand. 

 

 Inconvenient delivery process: 

On a smaller note, Barista’s self- service delivery process received almost unanimous complaints from 

respondents of the market survey. They found it inconvenient to go back to the counter just to receive 

their order. 

 

Café Coffee Day 

 

 Weak brand image: 

The Café Coffee Day brand, although clearly a youth- oriented brand, lacks the power and strength 

expected to maintain brand loyalty. The brand doesn’t project a clear image to customers about what 

Café Coffee Day is all about. This could prove as a deterrent during future national and international 

expansion. 

 

Inefficient human resources: 

According to the market survey, Café Coffee Day’s staff received only an average rating for their 

behavior and service. Café Coffee Day needs to work hard at this aspect, especially considering they are 

a service sector organization that is looking at large expansion. 

 

 Ambience & Décor 

The Ambience & Décor of Café Coffee Day outlets received a below- average rating from respondents of 

the market survey. A lot of respondents did not like the fact that Café Coffee Day outlets and literature 

served as prime space for a lot of advertising and promotions. They felt as if the café’s had been hijacked 

just for advertising. 
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4.3 Recommendations  

 
Café Coffee Day 

 

Café Coffee Day has done extremely well so far to project itself as an affordable youth- oriented brand. 

But there are still certain areas where their brand needs to be much stronger. 

With regard to the physical evidence associated with the brand, Café Coffee Day needs to do a lot of 

work if they hope to catch up with Barista. My first recommendation for Café Coffee Day is to clean up 

the décor at every outlet, wherever unnecessary advertising is taking place. 

Although it might be an important source of revenue, long-term customer perception of the brand isn’t 

very positive. 

Café Coffee Day would do better to provide promotional space for its partners with the use of clever 

collaborations, and not printed advertisements and posters everywhere. 

My second recommendation is that Café Coffee Day looks at its current recruitment, selection and most 

importantly, its current training policies. 

Customers are not happy with the behavior and service of the staff, and Café Coffee Day is lagging far 

behind Barista is this aspect. 

 

Choosing more appropriate tagline which appeals to large no of customer for eg             

A mathematician is a device for turning coffee into theorems. 

A morning without coffee is like sleep. 

Appease the Moderator Monster.  Send coffee! 

Be a coffee-drinking individual...espresso yourself! 
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BARISTA 

Barista has an extremely strong brand image, but they need to work hard on improving their customer 

perception of being and expensive brand. Barista and Café Coffee Day have almost identical pricing, but 

Barista is still perceived as the more expensive brand. 

That’s why my first recommendation for Barista is, to carry out a promotion campaign to ensure that 

their target market is well aware of their current low prices. This would help change customer perception 

and turn Barista into an affordable brand. 

Another backlash of having such a strong traditional café brand image is that customers have very high 

expectations of the taste & quality of products. Barista needs to work hard at this aspect, especially for 

coffee and eatables products. 

My second recommendation is for Barista to look at its coffee beans suppliers and coffee brewing 

process to ensure that it is the best it can be. 

This is especially important considering the international expansion Barista is undertaking. Barista should 

also look at the Taj, their national suppliers for eatables and desserts, and either improve the taste & 

quality of eatable, or look at another supplier- because as of now, they are not living up to expectations, 

and losing customers to Café Coffee Day. 

On a smaller note: the Barista delivery process should change, so that a café attendant delivers the coffee 

to the table. This may seem insignificant, but it can go a long way in improving customer satisfaction. 
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Questionnaire 

NAME:_______ _____________              AGE:  _____         PROFESSION:________________ 

Q1. Which coffee shop u usually go to? 

Barista 

Café Coffee day 

Q2. How often you visit Café coffee day/Barista? 

Almost daily 

2-3 times a week  

2-3 times a month 

Not often 

Q3. On an average how much time you spend in Café coffee day/Barista? 

Less than half an hour 

Half an hour to one hour 

One to two hour 

More than two hour 

Q4. How much money you spend at a Café coffee day/Barista? 

50-75 

75-100 

100-150 

150-200 

Q5. What is the single most imp factor for you to choose in Café coffee day/Barista? 

Taste of coffee/food 

People/service 
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Value for money 

Q6. Why do you go to Café coffee day/Barista? 

Only to have coffee 

To enjoy private time  

Catch up with friends 

For a group activity 

Q7. What do you normally eat or drink in Café coffee day/Barista? 

Coffee 

Beverages 

Deserts 

Eatable like sandwich, rolls etc. 

Q8. Rate the following factor Of Café coffee day and Barista? (Tick the choice) 

        Value for money 
CCD     

BARISTA     

Availability 

of preferred 

items 

CCD     

BARISTA     

Service 

 

CCD     

BARISTA     

Quality of 

food 

CCD     

BARISTA     

Furniture and Decor CCD     
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BARISTA     

 

Q9. Are you aware of the different ‘format cafes’ café coffee day is coming up with? 

YES 

NO 

Q10. If you have to choose which coffee format would you prefer? 

Music Café  

Book Café 

Garden Café 

Cyber Café 

Sports Café 

Lounge Café 

Q11. Do you like the tagline of Café Coffee Day ie “a lot can happen over coffee”?  

Yes                                               

No 

If NO what would you suggest? 
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