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ABSTRACT

Amidst the captivating realm of the coffee shop experience, this study contributes to its
significance across various literature streams and diverse forms. More specifically, the study
focuses on the concept of the ‘ideal coffee shop experience’ from the perspectives of
consumers and coffee shop owners/managers in Vietnam, drawing upon the experience
economy and experience co-creation literature. The investigation takes place in Vietnam, a
country renowned for its coffee exports and thriving coffee shop industry. Through qualitative
data collected via interviews and an online questionnaire, the study uncovers divergent
preferences between the supply and demand sides regarding the coffee shop’s physical
environment, product quality and variety, service staff performance/traits, and location or
parking availability. Building on these findings, the study proposes the ‘supplier and consumer
coffee shop experience’ model, which offers a comprehensive understanding of coffee shop
experiences and provides valuable insights for practitioners and researchers in the relevant fields.
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Introduction

Experiences, the coffee product, and
coffee-related leisure activities

Experiences are at the heart of various industries, includ-
ing hospitality and tourism (Mody et al,, 2017). The con-
ceptualisation of an experience encompasses an
ongoing, personal, and subjective response to an
event, setting, or activity outside an individual’s usual
environment (Packer & Ballantyne, 2016). An experience
is also referred to as encountering a reality, where a
subject learns about such reality ‘doing the experience’
and is trained in the reality, or ‘having the experience’
(Caru & Cova, 2007).

These conceptualisations fit within hospitality and
tourism settings and associated experiences, specifically
within this study’s central theme. Being one of the
world’s most consumed drinks (Setiyorini et al., 2023)
and offered in hospitality environments (Jolliffe, 2010),
the coffee product encompasses many experiential
elements that lend themselves to enhancing coffee’s
appeal, contributing to its wider consumption and
enjoyment. Apart from its lifestyle-related significance

in supporting social activities (Priatmoko & Lérant,
2021), tactile, auditory, or visual aspects related to the
environment where coffee is consumed can significantly
influence drinking or tasting (Spence & Carvalho, 2020).

The coffee product and the venue where it is con-
sumed combine to create a captivating appeal to
expand into tourism. Indeed, coffee has experienced
an evolving journey with gains along the way in
quality through roasting, brewing, sourcing innovations,
and the coffee shop experience (Morland, 2017). More-
over, a ‘third wave’ of coffee shops, also known as ‘speci-
alty coffee’ (Morland, 2017), has emerged in the twenty-
first century together with ‘allies’ such as coffee roasters
and equipment providers (Manzo, 2014; Morland, 2017).
Specialty coffee is grounded on the principles of organ-
isational values and how business is conducted, includ-
ing a focus on traceable supply, roasting style, expert
brewing among trained baristas, and communication
of coffee’s story, for instance, through tasting notes,
menu boards, or service (Morland, 2017). Indeed, the
service element is crucial in delivering the captivating
appeal of coffee and coffee establishments and has
implications for the development of tourism offerings
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and themes. As Rashid et al. (2021) learned among
coffee shop patrons, the service encounter has close
links with experiential value and customer loyalty.

As the world's second-largest coffee producer and
exporter by volume (Statista, 2023a, 2023b), Vietnam
has the potential to become an iconic coffee tourism
(CT) and coffee shop tourism (CST) destination.
Both intangible and tangible elements, such as an
existing strong coffee culture or the uniqueness of the
local coffee (Vu et al., 2022) and the links between
gastronomy and coffee (Vu et al, 2023), strengthen
such potential. As research conducted in different
coffee-producing nations suggests (e.g. Bowen, 2021;
Chen et al., 2021), a movement is growing towards the
development of tourism products around the coffee
industry, including coffee shops. In addition, the
highest per capita coffee consumers in the world are
from countries that do not produce coffee (Statista,
2020). Thus, there are important implications for the
development of tourism-related activities in those
nations where coffee is produced. Yet, as in other
coffee-producing countries (e.g. Degarege & Lovelock,
2021), Vietnam's position as a leading coffee producer
has not been maximised.

CT has been defined as a type of commodity tourism,
affording visitors’ involvement in experiential aspects of
coffee, where this product relates to a place’s culture
and nature (Wang et al., 2019). Moreover, CT provides
a platform to consume the coffee product, culture, tra-
dition, and history of a coffee-producing destination
(Jolliffe & Bui, 2006). Whether the coffee shop is
located in a coffee region or an urban area, CST can
revolve around these aspects while additionally empha-
sising attributes of the venue where the coffee experi-
ence occurs, including its setting (infrastructure),
ambience/vibe, and décor.

Extant research gaps

Existing research highlights the potential and benefits of
CT and CST (e.g. Anbalagan & Lovelock, 2014; Chen et al.,
2021). At the same time, both lines of inquiry present
knowledge and research gaps. First, and most impor-
tantly, there is a dearth of conceptual development
regarding CT and CST experiences that could contribute
to a more rigorous understanding from the demand or
supply sides. These extant weak links between the two
groups prevent them from identifying whether or not
they perceive the highlights and key attributes of such
experiences similarly or differently. Identifying simi-
larities or differences will inform providers of coffee
experiences of factors that render these experiences
more fulfilling.

Second, and similarly, the links between the impact
of memorable CT experiences on the behaviour of tra-
vellers remain under-researched (Chen et al., 2021).
Here again, coffee consumption and education could
provide practical insights to product/service providers.

Third, few empirical investigations have focused on
brand equity from the perspective of coffee shops oper-
ating in emerging markets (Bui et al., 2017). Thus,
extending empirical and conceptual knowledge on
experiential aspects of coffee consumption could have
significant impacts and spill over the further develop-
ment of CT and CST, where CT (Setiyorini et al.,, 2023)
and CST are in their initial developmental stages.

The study’s objectives

This exploratory research extends practical and concep-
tual knowledge in various ways. Firstly, by examining the
following overarching research questions (RQs),
the study will develop a deeper understanding of the
coffee shop experience from the supply and demand
sides. Moreover, the questions are verbalised as follows:

RQ1) How is the ‘ideal coffee shop experience’ in
Vietnam defined by:

a) The demand side of the experience (consumers)?
b) The supply side of the experience (owners/managers)?

RQ2) How similar/different is the perceived ideal coffee
shop experience within the context of Vietnam?

a) Between consumers and owners/managers?
b) Within consumer group members (e.g. genders, age
groups)?

Apart from addressing extant research gaps, the findings
will guide coffee shop operations in maintaining or
improving the consistency of the consumption experi-
ence. Thus, there are direct and indirect implications
for the future development of CT and CST, particularly
in coffee-producing nations, where the readily available
raw product, added value, and existing coffee shop infra-
structure could cater to the palate and interests of coffee
consumers. High-quality firm-consumer interactions in
co-creating distinctive experiences can add value for
both parties while unlocking new forms of competitive
advantage for firms (Prahalad & Ramaswamy, 2004).
Similarly, enhancing coffee shop customers’ experiential
interactions can also improve a coffee shop’s brand pres-
tige (Choi et al,, 2017).

Secondly, by embracing key underpinnings associ-
ated with the experience economy (e.g. Pine &



Gilmore, 1998, 2011), and the co-creation of experiences
(e.g. Prahalad & Ramaswamy, 2004) and through the
data analysis, the study will afford more conceptual
understanding. This understanding will be more specifi-
cally reflected through the development of a conceptual
framework.

Literature review
Experience and the experience economy

The consumer and visitor experience literature has
grown exponentially, from the seminal work of leading
authors (e.g. Pine & Gilmore, 1998, 1999) to subsequent
contributions (e.g. Carvalho et al., 2023; Pine & Gilmore,
2011; Sfandla & Bjork, 2013). The context of visitor
experiences, as outlined by Packer and Ballantyne
(2016), possesses four defining characteristics. First,
they are subjective and unique to each individual.
Second, these experiences are subject to external influ-
ences like settings, events, or activities and are suscep-
tible to individual interpretation. Thirdly, they are time-
and space-limited, occurring either at specific times or
over some time. Finally, visitor experiences have signifi-
cance, resulting in noticeable impacts that distinguish
them from everyday life. These impacts can range from
positive to negative and can vary in intensity (Packer &
Ballantyne, 2016). Therefore, ‘getting it right’ or main-
taining consistency and high standards can go a long
way.

An additional conceptual underpinning is the experi-
ence economy, proposed by Pine and Gilmore (1998,
1999), which highlights the role of consumer experi-
ences in driving economic growth. The ‘experience
realms’ model highlights different experiences:

Absorption refers to capturing individuals’ attention
and drawing the experience into their minds from a dis-
tance; it involves creating a compelling and engaging
encounter that occupies their thoughts (Pine &
Gilmore, 2011). Conversely, immersion entails individuals
becoming an integral part of the experience, physically
or virtually (Pine & Gilmore, 2011). This immersion can
occur in tourism, where visitors absorb educational
and entertaining offerings related to a destination
while immersing themselves in the setting, resulting in
escapist or aesthetic experiences (Oh et al., 2007).

Escapism represents a deeper level of immersion,
involving complete immersion in activities that allow
individuals to escape their ordinary lives. This immersive
phenomenon can be seen in the desire to travel to
exotic cultures or settings, seeking novel experiences
and a break from routine (Pine & Gilmore, 2011; Wei
et al,, 2023). On the other hand, aesthetic experiences
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emphasise significant immersion with limited impact
on the immediate activity or environment. Curiosity
and a desire for knowledge and entertainment are the
driving forces behind participants in aesthetic experi-
ences (Wei et al.,, 2023).

Active participation, another dimension of the
experience realms model, highlights the role of custo-
mers or guests in shaping and co-creating the experi-
ence (Pine & Gilmore, 1999). Here, participants are able
to influence an event or performance, fostering a
deeper immersion and engagement (Baron & Warnaby,
2011; Pine & Gilmore, 1999). This active involvement
extends to the tourism domain, where tourists actively
take responsibility for every step of the experience,
enhancing their sense of immersion and satisfaction
(Mathis et al., 2016). In coffee shop settings, active par-
ticipation through interactions with service providers
and fellow customers has positively affected happiness
(Silanoi et al., 2022).

In contrast, in passive experiences, there is less inten-
sity and more distance between the audience and the
performer (Caru & Cova, 2007); as a result, the audience
cannot significantly influence or affect the performance
(Pine & Gilmore, 1999). In the field of tourism, passive
involvement can take the form of interactions that are
usually controlled by the setting; nevertheless, as in
the case of visiting a theme park, opportunities exist
for tourists to provide some level of input to their
overall experience (Mathis et al., 2016).

According to Williams (2006), a significant proportion
of tourism activities are aesthetic, and although tourists
immerse themselves in the experiences, their partici-
pation in them is negligible. Coffee shop experiences
lean towards passive encounters. For instance, although
baristas play an essential role in co-creating memorable
and positive coffee shop experiences through coffee
products, customers remain passive recipients (Kwame
Opoku et al., 2023).

While potentially useful to provide insights into the
coffee shop experience, the notions of Pine and
Gilmore (e.g. 1998) have yet to be fully embraced in
this emerging literature. Moreover, Branco and Koba-
kova (2018) are among the few authors to incorporate
the model within the coffee shop experience based on
data from 40 consumers. Their findings suggest align-
ments with the four realms, with noticeable overlaps.
For instance, music was categorised under the entertain-
ment, educational, and aesthetic realms; additionally,
socialisation is associated with both entertainment and
education and comfort with education and aesthetics
(Branco & Kobakova, 2018). Nevertheless, the research
by Branco and Kobakova (2018) was carried out in a
non-producing coffee nation (Spain), at two well-
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established international coffee shop brands, and from
the perspective of 40 consumers.

Therefore, investigating these dimensions from the
perspectives of other coffee shop stakeholders, includ-
ing patrons and owners/managers of both chain and
independent coffee shops, could provide new and valu-
able practical and conceptual insights.

Co-creation of experiences

The co-creation concept predicates the joint creation of
value by customers and companies (Prahalad & Ramas-
wamy, 2004). In the service domain, co-creation is per-
ceived as a process that incorporates the actions of
service providers, consumers, and potentially other
actors (Gronroos & Voima, 2013). Part of the literature’s
emphasis concerns the control firms exert in value cre-
ation, with the customer joining as a co-creator (Gron-
roos & Voima, 2013). Furthermore, and as suggested
by its conceptualisation, the co-creation process entails
a number of critical steps, including those presented
by Prahalad and Ramaswamy (2004):

a) The co-construction of service experiences and per-
sonalised experiences by customers to suit their
context,

Jointly defining and solving problems,

Engaging in continuous dialogue,

Experiencing variety,

Experiencing the business in real time.
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Scholars have embraced the conceptual value of the co-
creation framework to examine coffee consumption
experiences (e.g. Shulga et al, 2021; Yen et al., 2020).
Silanoi et al. (2022) integrated this literature to
examine specialty coffee consumers’ positive experi-
ences shared through social media platforms. Silanoi
et al's (2022) findings ascertain the importance of
active participation with service providers and other
consumers, where the perceived benefits from co-creat-
ing customer experiences motivate their engagement.
Jeon et al. (2016) examined the application and co-cre-
ation of background music in coffee shop environments,
thereby unveiling key benefits for coffee shop operators.
Indeed, by facilitating opportunities for coffee shop
patrons to be involved in background music co-creation,
operators could entice customers to stay longer and
incur more expenditures (Jeon et al.,, 2016).

Research on festival evaluation by Zhang et al. (2019)
illuminates conceptual aspects related to the co-creation
of experiences. Zhang et al.’s (2019) analysis included
the presentation of a framework illustrating the links
between co-creating experiences with festival

performers and other festival attendees, resulting in sat-
isfaction levels in co-creating experiences, with impli-
cations for festival satisfaction and revisit intentions.
Buhalis and Sinarta (2019) explored social media usage
by hospitality and tourism brands to enhance real-time
consumers’ experiences. Their findings highlighted the
importance of real-time service in helping co-create
value and contributed to a real-time service ecosystem
framework, underscoring critical implications for
the supply and demand sides. Moreover, because
firm-consumer interactions occur in real time, this type
of big data can be utilised to add value and increase
the firms’ brand competitiveness (Buhalis & Sinarta,
2019).

The experience economy and co-creation of services
literature provide useful angles to delve into consump-
tion experiences in different domains. Nevertheless, to
date, no major study on coffee shop consumption has
firmly considered these notions to afford a deeper
understanding of what patrons and operators in
Vietnam perceive as an ideal experience. Moreover, to
the authors’ knowledge, studies examining these two
key groups simultaneously within environments of
leading coffee-growing/producing nations have yet to
be conducted. In line with the extant literature utilising
these conceptual frameworks, this study will adopt the
above insights to examine the ideal coffee shop experi-
ence from the supply and demand sides of coffee shops
in Vietnam.

Methodology
Methods and approaches

This study will contribute to a deeper understanding of
how two key hospitality industry stakeholders, coffee
shop operators and consumers, perceive the ideal
coffee shop experience within Vietnam'’s context, with
important practical and conceptual implications. Given
the dearth of research investigating and contrasting
both groups, together with the study’s focus on a
global and growing phenomenon (coffee consumption),
an exploratory approach is chosen. Exploratory research
entails the search for new meaning, knowledge, insights,
and understanding; it views the world in ways that align
with those of participants (Brink & Wood, 1998).

The nature of the research also influenced the type of
data to be gathered. Sofaer (1999) posits that qualitative
methods afford rich accounts of complex phenomena
and help illuminate the interpretation and experience
of events by actors. Qualitative methods are also valu-
able in ‘moving toward explanations’ (Sofaer, 1999,
p. 1101) and in carrying out initial investigations to



develop theory while ‘giving voice to those whose views
are rarely heard’ (p. 1101). Thus, collecting qualitative
data was perceived as a more fulfilling option, especially
given the goal to address and deepen the insights
regarding relatively unexplored coffee shop research
from both sides (supply and demand).

To further fulfil the study’s objectives, a decision was
made to collect data from coffee shop operators and
consumers. Regarding the first group, the availability
of hundreds of coffee shops in large Vietnamese cities
provided abundant opportunities to gather qualitative
data; whenever applicable, on-site visits complemented
this effort. In addition, coffee shop website information
helped complement the collected data. Concerning con-
sumers, in addition to a wealth of coffee shop houses,
the availability of social media pages (e.g. Zalo) with a
food and beverage thematic background, together
with restaurant associations, coffee fan websites, and
gastronomy blogs highlighted numerous avenues for
consumer data collection. A convenience sample of
both consumers and coffee shop operators was there-
fore used. In the case of the latter group, purposeful
sampling (Patton, 2015) was perceived appropriate, pro-
vided the potential participants fulfilled several essential
criteria, which included:

e Having at least three years of experience in their
industry,

e Working in an existing business (the coffee shop was
still operating) at the time of the study,

o Performing an ownership/managerial role,

» Managing full-time staff.

An inductive approach was also selected in this study,
where, through data interpretations, themes, concepts, or
a model can be derived (Thomas, 2006). Interviews were
planned with potential participants from the supply
side; the value of this preliminary project was perceived
to serve as a foundation to collect initial thoughts and
continue by exploring the consumer side at a later stage.

The questionnaires

The questionnaires for the coffee shop operators and
consumers were each divided into two sections, with
the first eliciting basic information from participants
(both groups) and their businesses (owners/managers);
Table 1 illustrates this breakdown and key demographic
characteristics. Similarly, the second section sought to
elicit extended comments from participants concerning
their perceived ideal coffee shop experience in Vietnam.
In the process of developing the questionnaire, samples
of the extant literature on coffee shops and other
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Table 1. Main characteristics of coffee shop consumers, owners/
managers, and their businesses.
Coffee shop consumers

Gender n=1178 %
Male 611 51.9
Female 567 48.1
Age group n=1178 %
18-25 years old 613 52.0
26-35 years old 342 29.0
36-45 years old 125 10.6
46 years old and above 98 8.4
Occupation n=1178 %*
Full-time employee 688 584
Part-time employee 138 1.7
Student (university) 352 29.9
Frequency of visiting coffee shops (monthly) n=1178 %
5 times or less 652 553
6+ times 526 447
Average coffee consumption per visit to a coffee n=1178 %

shop
1 coffee drink 960 81.5
2 + coffee drinks 218 18.5
Type of coffee shop participants typically visit n=1178 %
Independently-owned (non-chain) coffee shop (I0CS) 755 64.1
Chain-owned coffee shop (COCS) 423 35.9
Location of the coffee shop (city/town) n=1178 %
Hanoi 638 54.1
Ho Chi Minh 346 294
Other cities of Vietnam (e.g. Danang, Haiphong, Dalat, 194 16.5

etc).

Coffee shop owners/managers

Years of experience in the hospitality industry n=47 %
Between 3-5 years 15 31.9
Between 6-10 years 20 42.6
Between 11-20 years 9 19.1
21 years or more 3 6.4
Gender n=47 %
Male 36 76.6
Female 1" 234
Role n=47 %
Owner/co-founder 33 70.2
Manager 14 29.8
Size of the business (in full-time employees) n=47 %
10 or less 23 489
Between 11 and 25 11 234
Between 26 or more 13 27.7
Independently-owned versus chain-owned coffee n=47 %

shop
Chain-owned 34 723
Independently-owned 13 27.7
Main location of the business n=47 %
Hanoi 32 68.1
Other (e.g. Ho Chi Minh City, Da Lat, etc.). 15 31.9

* Some percentages were rounded off.

leisure-related experiences were considered (e.g. Bui
et al., 2017; Carvalho & Spence, 2018; Chen et al., 2021;
Jeon et al, 2016; Mathis et al., 2016; Mody et al., 2017;
Spence & Carvalho, 2020). This open-ended question
asked both operators and consumers:

e How would you define the ideal coffee shop
experience?
The question aimed at exploring experiences specific
to Vietnam was posed to operators during the inter-
views. Additionally, when the question was directed
at coffee shop patrons, it included additional phrasing
focused on consumer needs/wants:
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e How would you define the ideal coffee shop experi-
ence regarding:
Intrinsic aspects associated with consumer needs/
wants?
Extrinsic aspects associated with consumer needs/
wants?

While semi-structured interviews were conducted with the
coffee shop operators, the online questionnaire was
designed for coffee consumers including comment boxes
for the open-ended question. Participants were encour-
aged to provide extended comments, including anecdotes
and perceptions of tangible/intangible elements of coffee
shops. These comments allowed for analysis to identify
similarities and differences between the two groups or
within consumers (e.g. based on gender or age group).
The questionnaires were presented in Vietnamese and fol-
lowed collaborative and iterative translation principles.
They were administered to both mono/bilingual individ-
uals who provided feedback concerning clarity and com-
prehension (Douglas & Craig, 2007).

Data collection

Once university ethics was granted, a first round of data
collection was completed among coffee shop operators
between June and October of 2021, with 100 coffee
shop addresses being identified through desk research
(e.g. businesses’ websites). Vietnam’s capital and
second-most populated city, which is also home to thou-
sands of coffee shops, was a preferred key location for this
study. A total of 60 Hanoi coffee shops were targeted fol-
lowed by 30 in Ho Chi Minh and 10 in other smaller cities.
Electronic messages to the attention of the owner/
manager were sent to these establishments before June
2021. The message described the study’s goals and for-
mally asked recipients to participate in the research
through face-to-face and/or online interviews. Given
existing anti-COVID-19 regulations, the semi-structured
interviews among coffee shop operators were split into
25 on-site, face-to-face, and 22 online. Thus, 47 interviews
with coffee shops were conducted.

The protocol designed to collect data from consu-
mers differed significantly. In this case, potential respon-
dents were recruited through invitations sent to social
media outlets and 45 coffee shops that showcased a
community on their social media and/or websites. The
data collection among coffee shop consumers took
place between May and July of 2022; during this time,
1211 responses were gathered. Thirty-three responses
were incomplete and deemed unusable; hence, 1178
valid responses were gathered from consumers.

Data analysis

The qualitative data gathered through the interviews
and online questionnaire were first transcribed and
translated into English by members of the research
team, where, again, the involvement of mono/bilingual
individuals was valuable. Conducting qualitative
content analysis (e.g. Hsieh & Shannon, 2005) helped
identify patterns, themes, and categories through the
coding of raw data. While different forms of coding
exist, in line with Locke et al. (2022), this study mainly
engaged ‘with the data directly as a source of ideas
and labels to make codes’ (p. 266) and positioned ‘pat-
terns together across the data’ (p. 266). In this process,
the study adheres to coding procedures discussed by
Auerbach and Silverstein (2003). These principles relate
to the focus on relevant text, the emergence of repeat-
ing ideas, organising these ideas into themes, organising
themes into theoretical constructs, and finally,
developing a theoretical narrative (Auerbach & Silver-
stein, 2003).

An iterative process was undertaken, where research-
ers repeatedly revisited the data (Kekeya, 2016), allowing
thoroughness throughout the analysis. Several members
of the research team were involved in the data coding.
This strategy enabled the further refinement and con-
sistency of the analysis; overall, only minor differences
in interpretation were revealed between the researchers’
analyses. In addition, the study aligns with O'Connor and
Joffe (2020) in that numerous research teams conduct
comparisons of members’ perceptions of the qualitative
data. However, these comparisons do not include quan-
tifying individual team members’ level of consensus
(O'Connor & Joffe, 2020).

Associated with the coding protocols Auerbach and
Silverstein (2003) prescribed, the use of a data struc-
ture template (Gioia et al, 2012) assisted in distilling
conceptual dimensions that led to the development
of this study’s proposed framework. For instance, the
data structure analysis begins with first-order data
analysis, which is based on informants’ voices, or ‘infor-
mant-centric’ (Gioia, 2021). This step is followed by a
second-order analysis, referred to as ‘theory centric’
(Gioia, 2021) or ‘researcher-centric’ (Gioia et al., 2012).
This second step is part of the theoretical realm of
the research, where the concepts or themes help
explain or describe phenomena (Gioia et al., 2012)
and extend into aggregate dimensions. As Figures 1
and 2 illustrate, the data structure provides a
roadmap illustrating the progression between raw
data, themes, terms, and dimensions, as well as their
relationship (Gioia, 2021).
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First-order codes Second-order themes Overarching dimensions

~

The physical environment...

N\

Visible, physical, and
audible attributes of
the coffee shop

The non-physical coffee shop environment...

Suitability-related attributes...

j’ Venue-centered
N

qualities

Vs

Evocative attributes of ‘

The purposeful fit of the coffee shop... the coffee shop

\ J
The product quality... 4 I
> Attributes associated
The product pricing... with the coffee shop’s » Product-centered
L key product qualities
>
The product variety... \_ J
(.
( e A

The service staff’s performance/traits. .. Attributes associated

with the coffee shop’s
service staff ’
) Service-centered

The learning experience...

T3 337 7 1Y

- ~ qualities
Sustainable attributes. .. Addressing new needs
\ L and wants
Perceptions n=1178 %*
The product quality (e.g., good taste and aroma, for both coffee and non-coffee drinks). 569 48.3
The physical environment (e.g., comfortable sitting space, décor, air conditioner, WIFI,
. ! . . 566 48.0
table and chair layout, cleanliness, nice furniture).
The non-physical environment (e.g., quietness, vibe/inspiration of the coffee shop,
. 438 37.2
background music).
The service staff’s performance/traits (e.g., good attitude, enthusiasm, knowledge,
. ) Lo, . 376 31.9
being able to recognise regular customers, jovial, proactive, helpful).
The purposeful fit (e.g., for working, dating, family/friend gathering, photo-taking, 350 297
relaxing). )
The product pricing (e.g., reasonable, ‘value-for-money’). 285 24.2
The product variety (e.g., different choices for coffee, non-coffee drinks, cakes, snacks,
142 12.1
or food for lunch).
Suitability-related attributes of the coffee shop (e.g., located within a short distance, in a 139 11.8
visible location, it has strong WIFI, smoking area and free parking are available). )
Sustainable attributes (e.g., ‘real’, organic, coffee available/on offer, healthy options). 61 5.2
The learning experience (gaining knowledge about coffee). 18 1.5

* Some percentages were rounded off.

Figure 1. Coffee shop consumers’ ideal coffee shop experience.

Trustworthiness in qualitative research credibility, validity, and rigour (Morrow, 2005). The

Ensuing from many disciplines and paradigms, qualitat- ~ work of Lincoln and Guba (1985), together with earlier
ive research embraces a variety of standards of quality, ~ contributions (Guba, 1981; Guba & Lincoln, 1981), ident-
also called trustworthiness, which is associated with ify four conventional terms, complemented by a fifth in
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First-order codes Second-order themes Overarching dimensions

4 N

Visible, physical, and
audible attributes of
the coffee shop

The physical environment...

N\

The non-physical coffee shop environment...

\_ j’ Venue centric

- N qualities
Evocative attributes of ‘

the coffee shop
\ J

4 N

Attributes associated
with the coffee shop’s » Product-centered

key product qualities

- J

Suitability-related attributes...

The purposeful fit of the coffee shop...

The product quality...

The product pricing...

The product variety...

4 ] ] R
Attributes associated

with the coffee shop’s
service staff ’ .
Y, Service-centered

e N
Addressing new needs
and wants

The service staff’s performance/traits. ..

The learning experience...

qualities

Sustainable attributes. ..

The presentation of the products... Aesthetic qualities

I NEREIRN IS

J/
[ Enhancing the coffee }»

shop product appeal
Perceptions n=47 | %*
The coffee quality (e.g., the purity of the coffee, the flavour, the consistency). 45 95.7
The physical environment (e.g., comfortable sitting space, décor, air conditioner, WIFI, table
. . 5 . 37 | 787
and chair layout, cleanliness, nice furniture).
The service staff’s performance/traits (e.g., good attitude, enthusiasm, knowledge, being able
) . ) 29 | 61.7
to recognise regular customers, jovial, proactive, helpful).
The learning experience (gaining knowledge about coffee, its origin, nutrition facts, the story
. 25 53.2
behind the cup of coffee).
The product variety (e.g., machine-made coffee, traditional coffee, blended drinks, non-coffee
. RS . 24 | 51.1
drinks, flexibility in customising products).
The nonphysical environment (e.g., vibe/inspiration of the coffee shop, music). 23 48.9
Sustainability at the coffee shop (e.g., healthier products, green brands). 20 | 42.6
The purposeful fit (e.g., for working, dating, family/friend gathering, etc.). 19 40.4
Suitability-related attributes of the coffee shop (e.g., easy delivery service, etc.). 15 31.9
The presentation of the product (e.g., more appealing). 5 10.6
The product pricing (reasonable, ‘value-for-money’). 4 8.5

* Some percentages were rounded off.

Figure 2. The ideal coffee shop experience — The owner/manager perspective.



subsequent research (Guba & Lincoln, 1994); these are
presented as alternatives to address trustworthiness
issues:

Credibility underscores the importance of activities
that will result in credible findings (Treharne & Riggs,
2014). In this study, investigator, data, and environ-
mental triangulation were used to enhance the study’s
credibility and add to the elaboration and richer under-
standing of the phenomenon under inquiry (Amin et al.,
2020). In addition, and as Shenton (2004) suggested, the
study adopts well-established research methods.

Transferability underlines the event that the findings
can be applicable to other contexts (Treharne & Riggs,
2014). Transferability is, therefore, challenging to docu-
ment (Shenton, 2004), including in the present explora-
tory study, which has yet to be replicated in other
contexts. Nevertheless, harmony between those evaluat-
ing the research and the findings could contribute to
these appearing ‘transferable in the eyes of the reader’
(Treharne & Riggs, 2014).

Dependability refers to the potential for the findings
to be generated if another research team undertook
the study (Treharne & Riggs, 2014). One way to
address dependability is to report a study’s processes
in detail to enable researchers to repeat the study in
the future (Shenton, 2004), which is followed in the
present research.

Confirmability stresses the importance of steps to
ensure that a study’s results are based upon the partici-
pants’ ideas and experiences and not the investigator’s
biases (preferences, characteristics) (Shenton, 2004).
Being transparent in reporting a study’s findings
enhances the potential to evaluate its confirmability
(Treharne & Riggs, 2014). This aspect is demonstrated
in the following sections (e.g. Figures 1 and 2). In
addition, the study provides numerous participants’ ver-
batim comments that emphasise their views and per-
ceptions as opposed to the researcher’s subjective
points of view (e.g. Shenton, 2004).

Authenticity underscores the representativeness of a
wide range of viewpoints on a topic (Treharne & Riggs,
2014), fairness in such representativeness, and rendering
the different inquiry procedures transparent (Amin et al.,
2020). Both the representativeness and transparency of
the study’s procedures were addressed in the present
research, for instance, through the participation of
actors from the coffee shop supply and demand sides,
including different groups (gender- and age-wise).

Demographic information: participants and firms

As illustrated (Table 1), balanced gender participation
was achieved among coffee shop consumers. Just over
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half of these participants were between 18-25 years
old, and almost 60 percent were employed full-time.
A similar percentage indicated patronising coffee
shops less than and more than six times per month,
respectively, whereas almost two-thirds usually visited
independently-owned establishments and typically
(81.5%) consumed one coffee drink only. The largest
group of participants (54.1%) patronised coffee shops
in Hanoi.

Concerning coffee shop operators, more than two-
thirds have worked for six or more years in the hospital-
ity industry, and 70.2 percent were owners or co-foun-
ders at the time of the study. Almost half of the
operations employ 10 or fewer full-time staff. Finally,
the majority of consumers’ visited chain-owned estab-
lishments; these were predominantly located in the
city of Hanoi.

Results

The ideal coffee shop experience in Vietnam from
the demand- and supply-side actors

Figure 1 points to 10 key experiential factors coffee shop
patrons are associated with; furthermore, two factors are
most prevalent, accounting for almost half of the partici-
pants. The product quality (48.3%), which encompasses
the coffee’s aroma and taste, as well as other beverages’
quality, was the most frequently indicated factor, fol-
lowed by the physical environment of the coffee shop
(48%). As selected consumer comments demonstrate:

Consumer82: The coffee product quality is high; other
beverage options are at least of average quality.

Consumer738:... when the drinks are of high quality,
suitable to your own taste ...

Consumer781: Good coffee, properly prepared.
Consumer1114: High-quality coffee and other products.

Nevertheless, whereas the coffee product and the phys-
ical environment were the key attributes of an ideal
coffee shop experience in Vietnam, additional com-
ments highlight that a variety of elements conform to
patrons’ ideal coffee shop experience:

Consumer3: Delicious drinks, variety, affordable prices,
nice view ...

Consumer71: Quality drinks, proper practices, and
quality service staff.

Consumer83: Sipping a cup of coffee while running a
deadline in a peaceful space.

Consumer99: Good product quality, variety, and eye-
catching decoration space.
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Moreover, for as many as 104 participating consumers
(8.8%), including the following, the coffee shop experi-
ence relates to aspects that do not even consider the
coffee product, other beverages, or foods. These com-
ments also align with the frequency of choosing the
physical environment:

Consumer116: Quiet space, friendly staff, and skilled
bartenders.

Consumer681: Friendly staff, affordable prices suitable
to many audiences.

Consumer713: Service quality and the space of the
coffee shop.

Consumer1159: The coffee shop’s peaceful, spacious,
relaxed ambience.

These findings partly align with recent research on
coffee shop consumers’ brand perceptions (Kim et al.,
2020). Indeed, a coffee shop experience was found to
go beyond the product or service quality to include
physical attributes, such as the establishment’s aesthetic
elements (e.g. decoration), or even socialisation attri-
butes (Kim et al., 2020). Further highlighting the coffee
shop’s aesthetic elements, David et al.’s (2021) study of
CT’s revival in Budapest, Hungary, asserts the impor-
tance of a tourism product where twenty-first-century
coffee shop offerings are combined with the city’'s
more traditional nineteenth-century coffee culture.
Differences were revealed when contrasting the per-
ceptions of owners/managers gathered during the

interviews to those of the consumer side. In fact,
Figure 2 shows that while similar factors underscore par-
ticipants’ preferred attributes related to their ideal coffee
shop experience, differences exist in how they prioritise
or order these attributes.

Table 2 emphasises the differences between the two
groups regarding elements associated with the ideal
coffee shop experience in Vietnam (Figures 1 and 2).
For example, a higher percentage (95.7%) of owners/
managers than consumers (48.3%) selected product
quality. Various comments underscore the significant
emphasis placed upon this attribute:

Supplier27: The customer experience at the coffee shops
has to be well-rounded. How baristas tell the story or
explain about coffee and whether they feel satisfied...
The service quality could be more important, [and
should] include responses to customers’ complaints/
unhappiness with a drink...

Supplier41: Coffee quality is the main point. Nowadays,
people not only care about the flavour but also the
source, [and] the pureness of coffee. Coffee nowadays
is becoming the favourite and daily consumed beverage
in Vietnam ... consumers have higher requirements for
the origin or flavour of coffee.

Furthermore, the coffee shop’s physical environment,
the service staff's performance, the purposeful fit of
the product pricing, or its variety are prioritised differ-
ently, and owners/managers follow their apparent align-
ment with the importance of product quality and
ambiance. Running Pearson Chi-Square identified four

Table 2. The ideal coffee shop experience from the supply and demand sides.

Order

D* S¥* Key aspects of the ideal coffee shop experience

1 1 The product quality (e.g. good taste and aroma, for both coffee and non-coffee drinks).

2 2 The physical environment (e.g. comfortable sitting space, décor, air conditioner, WIFI, table and chair layout, cleanliness, nice furniture).

3 6 The non-physical environment (e.g. quietness, vibe/inspiration of the coffee shop, background music).

4 3 The service staff's performance/traits (e.g. good attitude, enthusiasm, knowledge, being able to recognise regular customers, jovial,
proactive, helpful).

5 8 The purposeful fit (e.g. for working, dating, family/friend gathering, photo-taking, relaxing).

6 1 The product pricing (e.g. reasonable, ‘value for money’).

7 The product variety (e.g. different choices for coffee, non-coffee drinks, cakes, snacks, or foodies for lunch).

8 9 Suitability-related aspects of the coffee shop (e.g. located within a short distance, in a visible location, it has strong WIFI, smoking area
and free parking are available).

9 7 Sustainable aspects (e.g. ‘real’ coffee available/on offer, healthy options, green brands, environmentally friendly facilities).

10 4 Gaining knowledge about coffee (e.g. its origin, nutrition facts, the story behind the cup).

10 The presentation of the product (e.g. more appealing).

Elements where both the supply and demand side differed
The product quality ...

95.7 percent of owners/managers selected this attribute versus patrons (48.3%).

The physical environment...
78.7 percent of owners/managers selected this attribute versus patrons (48%).
The service staff’'s performance/traits ...

61.7 percent of owners/managers selected this attribute versus patrons (31.9%).

The product variety ...

51.1 percent of owners/managers selected this attribute versus patrons (12.1%).

Suitability-related aspects of the coffee shop ...

31.8 percent of owners/managers selected this attribute versus patrons (11.8%).

Significance (X*)
p <.001
p <.001
p <.001
p <.001

p <.001

* Left-hand side: The demand (consumer) side.
** Right-hand side The supply (owner/manager) side.



statistically significant differences between the two
groups (Table 2). Despite the different selection of attri-
butes concerning the ideal coffee shop experience, to a
great extent, owners/managers realise the changing
nature of their business and how consumers’ expec-
tations have changed. The following observations also
illustrate the level of awareness of such changes:

Supplier30: Coffee quality is important. However, what
also significantly contributes to their experience is the
store’s ambience and quality of service.

Supplier36: Customers will always have different ‘values’
depending on their needs. Some people come to the
café because it is close to home, because of the lovely
staff, the décor, or for personal reasons (recall mem-
ories). For coffee shop owners, it is also necessary to
integrate all these values to give customers the best
experience.

Differences within the consumer cohort

Numerous differences were also noticed within the con-
sumer contingent. First, comparisons between the first
eight attributes participants chose (Figure 1) yielded
two statistically significant differences under Pearson
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Chi-Square tests. A higher percentage of female
patrons (51.9%) selected product quality and variety
than did male patrons (45%) (Table 3). Second, differ-
ences also emerged among different age groups. Here,
the 26-35-year-old group selected the physical environ-
ment, the non-physical environment, the product
pricing, the product variety, and the coffee shop’s suit-
ability notably more than other age groups.

Further analysis indicates that the group aged below
26 years (25.1%) indicated consuming more coffee
drinks than the group aged between 26-35 years
(13.7%) and that aged 36 years and above (7.6%); this
difference was statistically significant (p <.001). In con-
trast, the group aged 36 years and above (65%) indi-
cated patronising coffee shops at a much higher level
(p <.001) than the group aged between 26-35 (51.8%)
and the one aged below 26 years (33.3%).

Third, the student group (Table 3) indicated the
coffee shop’s product quality, variety, and physical
environment, whereas the group representing part-
time employees selected the product pricing more
highly; these differences were also statistically signifi-
cant. Fourth, coffee shop Vvisitation frequency also
influenced how consumers perceived their ideal

Table 3. The ideal coffee shop experience - Inter-group differences (1).

Genders and eight salient attributes (Figure 1)
The product quality ...

51.9 percent of female patrons selected this attribute versus 45 percent of males.

The product variety ...

15.3 percent of female patrons selected this attribute versus 9 percent of males.

Age groups and eight salient attributes (Figure 1)
The product quality ...

91.1 percent of patrons aged between 26-35 years selected this attribute versus 52.5 percent (<26 years old) and 37.7

percent (36 + years old).
The physical environment ...

95 percent of patrons aged between 26-35 years selected this attribute versus 51.4 percent (<26 years old) and 36.3 percent

(36 + years old).
The non-physical environment ...

75.4 percent of patrons aged between 26-35 years selected this attribute versus 44.4 percent (36 + years old) and 33.3

percent (<26 years old).
The product pricing ...

46.9 percent of patrons aged between 26-35 years selected this attribute versus 29.2 percent (<26 years old) and 9.9 percent

(36 + years old).
The product variety ...

20.7 percent of patrons aged between 26-35 years selected this attribute versus 15.8 percent (<26 years old) and 3.6 percent

(36 + years old).
Suitability-related aspects of the coffee shop ...

27.9 percent of patrons aged between 26-35 years selected this attribute versus 11.7 percent (<26 years old) and 7.6 percent

(36 + years old).
Occupations and eight salient attributes (Figure 1)
The product quality ...

56.5 percent of patrons (student group) selected this attribute versus 46.5 percent (full-time employee group) and 36.2

percent (part-time employee group).
The physical environment...

54.8 percent of patrons (student group) selected this attribute versus 47.2 percent (full-time employee group) and 34.8

percent (part-time employee group).
The product pricing ...

32.6 percent of patrons (part-time employee group) selected this attribute versus 29.5 percent (student group) and 19.8%

(full-time employee group).
The product variety ...

17.9 percent of patrons (student group) selected this attribute versus 9.6 percent (full-time employee group) and 9.4 percent

(part-time employee group).

Significance (X?)
p<.05

p<.05
Significance (X?)

p <.001

p < .001

p<.01

p <.001

p<.001

p<.001
Significance (X?)

p < .001

p <.001

p <.001

p<.001
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experience. Indeed, as the revealed statistically signifi-
cant differences highlight (Table 4), those indicating
less visitation (less than six times per month) indicated
product quality, pricing, and variety more highly.

A similar outcome was perceived when comparing
coffee consumption levels and experiential attributes.
Those patrons consuming an average of one coffee
drink per visit selected more highly the product
quality, the physical and non-physical environment,
the purposeful fit of the coffee shop, and suitability-
related aspects. In contrast, those indicating higher
coffee consumption also selected the product pricing
more highly. These findings suggest that consumers
who exhibit higher patronage and higher consumption
place fewer demands upon key coffee shop experiential
attributes. Finally, differences within these two attri-
butes were noticed when comparing patrons of chain
versus independently-owned coffee shops, with
members of the first group selecting the product
quality and variety more highly than their counterparts.

Discussion

The study contributes to the extant literature in various
ways. First and foremost, by juxtaposing two key stake-
holder groups, the study affords an alternative way to
learn about the coffee shop experience in the context
of Vietnam. To the authors’ knowledge, this study is the

first of its kind in bringing these two groups to the fore-
front of the coffee shop experience, especially in a
leading coffee producer where a dynamic coffee shop
culture has evolved. llluminating the ideal coffee shop
experience among Vietnamese consumers and coffee
shop owners/managers is particularly important to learn
about this industry, which could become an additional
drawing factor for domestic and international tourism in
Vietnam. Moreover, learning more about such potential
is particularly useful given the socioeconomic (e.g. Hung
Anh et al., 2019; Nghiem et al., 2020;) and cultural impor-
tance (e.g. Grant, 2019; Vu et al, 2022) of coffee pro-
duction and consumption in Vietnam, respectively.

Various fundamental priorities within each group
were revealed by contrasting the supply and demand
sides. Moreover, while the study demonstrates that
similar attributes conform to the perceptions of consu-
mers and suppliers of what the ideal coffee shop experi-
ence in Vietham entails, there are also differences. For
instance, the two groups’ priorities differ concerning
non-physical attributes, the coffee shop’s purposeful fit
to address patrons’ needs and wants, and product
pricing. Consequently, there is a need for more robust
alignments with consumers’ priorities, as doing so
could directly address those identified priorities and
enhance patrons’ experience. Ultimately, customers’ sat-
isfaction is fundamental for businesses’ survival (Kau &
Wan-Yiun Loh, 2006).

Table 4. The ideal coffee shop experience — Inter-group differences (2).

Frequency of visitation and eight salient attributes (Figure 1)
The product quality ...

55.2 percent of patrons visiting coffee shops <6 times per month selected this attribute versus 39.7 percent of those visiting 6 + times.

The product pricing ...

26.7 percent of patrons visiting coffee shops <6 times per month selected this attribute versus 21.1 percent of those visiting 6 + times.

The product variety ...

13.8 percent of patrons visiting coffee shops <6 times per month selected this attribute versus 9.9 percent of those visiting 6 + times.

Consumption levels and eight salient attributes (Figure 1)
The product quality ...

51.7 percent of patrons consuming one coffee drink per visit selected this attribute versus 33.5 percent of those consuming two or more

coffee drinks per visit.
The physical environment ...

53 percent of patrons consuming one coffee drink per visit selected this attribute versus 26.1 percent of those consuming two or more

coffee drinks.
The non-physical environment ...

40.8 percent of patrons consuming one coffee drink per visit selected this attribute versus 26.1 percent of those consuming two or more

coffee drinks.
The purposeful fit ...

33.4 percent of patrons consuming one coffee drink per visit selected this attribute versus 13.3 percent of those consuming two or more

coffee drinks.
The product pricing ...

33 percent of patrons consuming two or more coffee drinks per visit selected this attribute versus 22.2 percent of those consuming one

coffee drink.
Suitability-related aspects of the coffee shop ...

13.3 percent of patrons consuming one coffee drink per visit selected this attribute versus 5 percent of those consuming two or more

coffee drinks.

Chain/independently-owned coffee shops and eight salient attributes (Figure 1)

The product quality ...

54.6 percent of chain coffee shop patrons selected this attribute versus 44.8 percent of independently-owned coffee shop patrons.

The product variety ...

15.8 percent of chain coffee shop patrons selected this attribute versus 9.9 percent of those visiting independently-owned coffee shops.

Significance (X?)
p<.001
p<.05

p<.05
Significance (X?)

p <.001

p < .001

p<.001

p <.001

p<.001

p <.001
Significance (X?)
p<.001

p<.01




From a CT perspective, recent research has identified
the need to educate and inform visitors about coffee tra-
ditions, culture, or heritage (Casalegno et al., 2020). In
referring to the competitiveness of the restaurant indus-
try, Cherro Osorio et al. (2022) highlight the value of
creating experiences based on the uniqueness of a cul-
ture’s traits as a differentiation tool. In the present
research’s context, owners/managers rank gaining
knowledge about coffee also as part of the ideal coffee
shop experience in Vietham. However, consumers only
perceived this attribute as last on their list of priorities.
A similar outcome was noticed regarding the presen-
tation of the coffee shop’s products or sustainable
product provision/demand. Thus, the study offers new
insights to guide practitioners in developing an appeal-
ing CST and CT product and industry. The results could
also be considered when developing these activities in
other coffee-producing nations.

Conceptually, the study also contributes to new
insights. Indeed, the second-order themes identified
and the developed dimensions (Figures 1 and 2) afford
a deeper understanding of how the supply and
demand sides of coffee shops perceive the central or
most valuable experiential pillars. Moreover, the two
figures contribute to a sounder understanding of what
the two groups prioritise, and the differences between
the two, with three dimensions encompassing consu-
mers’ perceptions and four among owners/managers.
Within the second-order themes and dimensions,
various relationships with the experience literature,
and the underpinnings of the experience economy
and co-creation of experiences are revealed.

First, the results align with various points made by
Packer and Ballantyne (2016). Indeed, the verbalisations
of the RQs addressed in this research illuminate the per-
sonal and subjective nature of experiences, their
interpretation, the fact that they are time or space-
bound, and the significance that such experiences
have for the visitor, in this case, the coffee shop
patron. The differences concerning the selected attri-
butes (Figures 1 and 2) further support the points
raised by Packer and Ballantyne (2016), thus suggesting
the significance for hospitality or tourism operators to
understand consumers’ behaviour more thoroughly.

Second, and in line with Pine and Gilmore (1999),
although the coffee shop experience entails limited
influence of the audience (patrons) on the performance
(the coffee shop experience), elements of absorption
and immersion are present. For instance, consumers’ pre-
ferences for physical and non-physical attributes, the pur-
poseful fit of the coffee shop, or suitability-related
attributes not only occupy individuals’ attention but also
become part of the experience (Pine & Gilmore, 2011).
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Third, the results also align with the underpinnings of
the co-creation of experiences (Prahalad & Ramaswamy,
2004). The mere fact that consumers engage with the
supply side during the initial transaction (e.g. ordering
beverages) suggests consumers’ influence in the experi-
ential process. Additionally, by engaging with tangible
or intangible features and encountering the quality of
a product or service, individuals can have real-time
experiences and encounter a variety of experiences.
Finally, choosing a particular venue or place within the
coffee shop also points to the importance of personal-
ised experience and the potential for co-constructing
these.

Theoretical implications

Following the rationale of an inductive approach
(Thomas, 2006) and that of data structure development
(Gioia et al, 2012), the study’s findings contributed to
developing a conceptual model (Figure 3). This model,
which depicts various dimensions revealed through the
data analysis, suggests various theoretical implications
that have the potential to illuminate hospitality,
tourism, and leisure-related consumption experiences.
First, there are implications for understanding these
experiences through the lens of product-centred qual-
ities, where product quality is a common denominator
for both the supply and demand sides of the coffee
shop experience. Second, and similarly, this experience
can be observed, interpreted, and understood through
the venue-centred qualities dimension, which emphasises
the role of the establishment’s physical environment.

Nevertheless, while conceptually these two dimen-
sions have the explanatory power to illuminate the
coffee shop experience, several gaps exist regarding
how the two groups of coffee shop stakeholders per-
ceive such experiences. Furthermore, a third dimension
highlighting the role of the service side of the business
helps understand what key attributes the two groups
are prioritising. Finally, the coffee shop experience
could also be understood through the aesthetic qualities
dimension, which is only identified by the supply side in
this study. Notwithstanding these scenarios, the model’s
conceptual value resides in its flexibility to include the
two critical cohorts of the coffee shop experience,
enabling a deeper understanding of experiential
elements that could guide researchers in their pursuits
to uncover these in other coffee shop environments or
extend the model to examine other offerings or hospital-
ity settings (e.g. a-la-carte restaurants, bars, clubs, spas,
and accommodation).

Another theoretical implication of the proposed
model concerns its flexibility to be used in tandem
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Experiencing variety
Co-construction of services
—>

Figure 3. The ideal coffee shop experience model. Sources: Pine and Gilmore (1998, 1999, 2011); Prahalad and Ramaswamy (2004).

with the underpinnings of other theoretical constructs.
Here, various relationships emerge between the tenets
of the experience economy and the co-creation of
experience. Importantly, these relationships emanate
from the point of view of two key stakeholder cohorts;

moreover, while the relationships apply to consumers
experiencing the coffee shop environment, they are
developed from two perspectives. Moreover, by identify-
ing these relationships (Figure 3) based on the two
groups, the study extends the notions of these two



conceptual underpinnings and contributes to a sounder
understanding of experiential attributes.

The contributions of various authors (Dubin, 1978;
Reay & Whetten, 2011; Whetten, 1989) provide guidance
as to what constitutes a theoretical contribution. Reay
and Whetten (2011) posit that a ‘good’ theory should
explain a phenomenon reliably. Several questions
must, therefore, be answered, with the first focusing
on the key factors that can explain a phenomenon of
interest, and the second ascertaining how these factors
relate to one another. A third question concerns ‘why’
the representation of a phenomenon merits ‘to be con-
sidered credible’ (Reay & Whetten, 2011, p. 107). The
three prominent dimensions emerging from the analysis
helped explain coffee shop consumers’ experiential attri-
butes and the supply side’s perceptions. Despite the
identified differences in prioritisation between the
demand and supply groups, clear relationships exist
between the different dimensions, as well as between
their attributes (second-order themes) and participants’
views. In line with Reay and Whetten (2011), the dimen-
sions that contribute to explaining the phenomenon,
together with their alignments with the underpinnings
of the experience economy and co-creation of experi-
ences, merit being deemed credible. Thus, together
with the above-presented theoretical implications, the
study also makes a theoretical contribution beyond
developing dimensions from raw data.

Practical implications

The study’s findings also have implications for prac-
titioners. One first implication concerns prioritising attri-
butes between the consumer and supply sides. Here, for
instance, aligning with consumers’ main needs or wants,
including with regard to product quality and the phys-
ical environment, could provide consistency and
enhance the coffee shop experience, with ramifications
for the industry’s development into an international
drawcard. Progressing through this process demands
investments, for instance, in the establishment’s interior
and exterior designs of work/meeting spaces, furniture,
and training staff.

With the advent of new trends in the coffee world,
including a growing interest among younger consumers
(e.g. Islam et al., 2019) or that of specialty coffee (Urwin
et al,, 2019), adapting and keeping up with such devel-
opments could prove vital. Contact and on-site obser-
vations at different coffee shops also revealed that
some businesses are actively diversifying their product
base, even by importing other coffee flavours, roasting
styles, or Arabica coffee. Similarly, observations around
the cities of Hanoi and Ho Chi Minh ascertain the
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strength of coffee shops’ appeal among international
visitors. Thus, the consolidation of standards and diver-
sity of products, together with the physical attributes
of the coffee shop industry, could benefit the industry
and different forms of tourism and leisure activities.
While there is a need for educational institutions to
provide graduates with the necessary skills (e.g.
Eusébio et al, 2022), it is equally important for
businesses to create and offer learning and practical
work opportunities to develop talent.

Another practical implication refers to the consumer
side. While consumers do not perceive the significance
or value of the educational component within the
coffee shop industry, the intention of owners/managers
to prioritise this attribute could go hand-in-hand with
enhancing the industry. Indeed, educating local resi-
dents interested in coffee flavours, aromas, mixtures,
bi-products, roasting types, or heritage can raise aware-
ness of Vietnam'’s coffee industry nationally and interna-
tionally. This increased awareness could form a
continuous process where consumers’ renewed expec-
tations for higher standards, uniqueness, and diversity
of coffee or other products demand constant innovation
and upgrades from the supply side.

These developments could have important impli-
cations for future patronage and for drawing interested
visitors by providing alternative leisure, hospitality, and
tourism activities, including barista and coffee-food
workshops, tours, or even travel to those regions
where coffee is grown. While this last activity is also in
place at various destinations, elevating the image of
coffee shops’ experiential attributes could trigger
further interest in delving into more intrinsic aspects of
coffee production. Casalegno et al. (2020) agree that a
more profound knowledge of the coffee world contrib-
utes to higher tourism perceptions and coffee visits.

Additional aspects identified by owners/managers
but not among consumers concern a) the presentation
of beverages and/or foods at the coffee shop and b)
the sustainable elements of the beverages/foods on
sale, such as healthier options. Earlier research has
uncovered the importance of the presentation of foods
and their standards or quality (Nield et al., 2000).

Van Doorn et al. (2015) have demonstrated that the
artistic presentation of food, including coffee, influences
consumers’ perception and willingness to pay for the
product. Hence, while marginal in this study, the presen-
tation attribute could be considered or tested progress-
ively within the consumer experience. A similar
argument can be made of the sustainable characteristics
of the beverages/foods, including their organic or heal-
thier nature. While promoting healthier product options
can be challenging in restaurants (e.g. Economos et al.,
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2009), implementing this strategy could widen the scope
and diversity of the product portfolio and the attractive-
ness of the establishment. Moreover, the success of
various Vietnamese companies currently focusing on
organic coffee or healthier beverage choices/options
could inspire the coffee shop industry to offer these.

Conclusion

This study fulfilled various objectives, including the devel-
opment of a conceptual understanding of experiential
attributes within the coffee shop industry (Figures 1-3).
A unique feature of this study is the involvement of two
key stakeholder groups: the demand and supply sides.
Specifically, in considering the tenets of the experience
economy (Pine & Gilmore, 1998) and co-creation of
experiences (Prahalad & Ramaswamy, 2004), the study
examines how the demand and supply sides perceive
the ideal coffee shop experience in Vietnam. In addition,
the study investigates potential differences between
these two groups and within the consumer cohort.

A survey conducted among 1178 consumers, coupled
with 47 semi-structured interviews carried out among
coffee shop owners/managers, provides essential
insights, including a set of dimensions associated with
the coffee shop experience. While both participating
groups align regarding the central attributes within the
coffee shop experience, their prioritisation differs signifi-
cantly. Further analysis revealed variations in agreement
among participants regarding the importance of these
attributes. Additionally, the analysis identified several
differences within the consumer group, highlighting
inter-group variations. The study’s findings illuminate
various aspects, such as branding equity in coffee
shops (Bui et al., 2017) and consumer behaviour, CST,
and their implications for understanding consumer
behaviour in coffee tourism (Chen et al.,, 2021).

Limitations and future research

The study has limitations that could be addressed in
future research. Firstly, there is an imbalance between
consumer and supply-side responses, highlighting the
need for more input from coffee shop owners/managers
to understand attributes comprehensively. Secondly, the
study mainly focuses on data from Vietnam'’s largest
cities, suggesting the potential for including diverse
viewpoints from consumers and owners/managers in
different cities. Thirdly, while the present research quali-
tatively uncovered important attributes associated with
the coffee shop experience within the Vietnamese con-
sumer context, adding a quantitative element could
also be useful. For instance, consumers could be asked

to assess their perceived relative importance of all high-
lighted attributes by presenting these together in a
questionnaire tool.

Additionally, further research is needed to operatio-
nalise and assess the developed framework. Doing so
could lead to a deeper understanding and potential
expansion of dimensions and attributes relevant to the
ideal coffee shop experience. These improvements in
knowledge and understanding would enhance the
development and offerings of CST and CT.
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