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Abstract 
 

This dissertation investigates the role of Brand Community Management on brand 

loyalty and customer retention for Irish coffee consumers. Underpinned by previous 

literature, a deductive approach was used to test the theory behind brand community 

management, identification, and perceptions of Irish coffee customers. Primary data was 

gathered from 335 participants using an online quantitative survey questionnaire. The results 

revealed key characteristics that influence brand loyalty, namely taste, service quality, 

customer advocacy, and positive coffee shop experiences. Coffee brands were observed to be 

customer-centric, and any existence or meaningfulness attached to brand community is 

primarily reliant on customer experience and social motives rather than a felt sense of 

membership. For most Irish consumers, coffee shops appear to be social gathering places 

rather than established communities. Therefore, the study concludes that the ability of brand 

community management to influence loyalty and retention relies upon the curation of positive 

customer experiences. 
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1. Introduction 
 

This introduction chapter will outline the aims and objectives of this study and 

provide context into the research area. Firstly, the background of the proposed research will 

be given, followed by identification of the research question and objectives. This section will 

then identify why the research contributes to the current body of knowledge and will establish 

its value to those in the coffee shop industry and wider business world. Finally, the research 

rationale section will explain how the study sets out to address the research questions and 

achieve the overall aim.  

 

 

1.1 Background 
 

The Irish coffee industry is on the rise. Although a nation historically known for its 

pubs and tea-drinking, the coffee culture in Ireland has developed significantly in recent 

years. According to a Bord Bia report it has become a growing phenomenon among Irish 

consumers, with 75% stating they drink coffee and seven in ten drinking more than one cup a 

day (Kennedy, 2017). In particular, there has been a rapid increase in speciality coffee shops 

with a number of brands growing significant followings, especially those who have moved 

beyond the shop front to coffee roastery distribution. Evidently, ‘Ireland has gone from a tea 

drinking nation to being at the pinnacle of speciality coffee in just a few years’ (Roddy, 

2019). For many of these brands it has become more than just a cup of coffee. They now 

offer everything from merchandise to community, even a way of life.  

 

Of interest to this paper is understanding how these coffee shops use branding, social 

media marketing, events, and community or social opportunities to curate both a following of 
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loyal customers and a culture around coffee. The process of using these opportunities and 

strategies to interact with their audience and build an authentic community around a business 

is known as Brand Community Management (BCM) (Baker, 2020). Because of the many 

social elements and interactions between a coffee brand and its customers, there are 

numerous conclusions that could be drawn from this study on what role BCM has in creating 

consumer satisfaction and loyalty within this context. The researcher is interested in 

discovering what attracts people to coffee brands and why consumers identify and interact 

with certain brands and not others. Furthermore, analysing the various reasons behind 

consumer behaviour in relation to loyalty, brand identification, and community in the coffee 

industry could produce fascinating results.  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 8 

1.2 Aims and Objectives 
 

Research Question:  

A study on the role brand community management has on brand loyalty and customer 

retention for Irish coffee consumers. 

 
Research Objectives: 

 

1. To determine the key characteristics that motivate Irish consumers to identify and 

interact with coffee brand communities.  

 

Research points to the success of brand communities in shaping customer interactions and 

identification. What is observed in this regard is a shared enthusiasm and well-developed 

social identity amongst a group of consumers who admire and express mutual sentiments of a 

brand as the key indicators of successful brand community (Bagozzi & Dholakia, 2006). 

Determining whether these indicators exist amongst Irish coffee consumers is therefore an 

objective of this study. Furthermore, this paper aims to discover what the key characteristics 

are that motivate Irish consumers to engage with coffee brand communities. This should 

provide information that will be of benefit to coffee industry stakeholders. 

 

2. To explore whether community-based advertising and coffee shop interactions 

influence how Irish coffee consumers live and shape their lives. 

 

Research highlighted consumer behaviour as a key concept to analyse in understanding 

why and how consumers evaluate, use, and engage with goods or services (Khan, 2007). It 

became apparent from studying the literature that brands can impact humans on a deep level 
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and can influence how they live and shape their lives. Therefore, determining the level to 

which community-based advertising and coffee shop interactions influence Irish coffee 

consumer behaviour is an objective of this study.  

 

3. To identify what causes consumers to engage with coffee brands: quality product and 

service, or the felt sense of membership through interactions with the brand. 

 

This objective will aim to explore two key points of interest that are examined in the 

literature regarding customer engagement in the coffee shop industry. These are firstly the 

theories of identification in relation to group membership, and secondly, studies which 

determined high calibre of product and service quality as two key characteristics of coffee 

consumer satisfaction. This research project aims to discover which of these factors has most 

influence on customer engagement with coffee brands in Ireland.  

 

4. To investigate what Irish coffee consumers expect from coffee shop environments.  

 

Consumer perceptions often underlie the evident success or failures of products or 

services on the marketplace (Hanna et al., 2013). Therefore, brand community managers need 

to understand the various factors that contribute to customer loyalty to be able to meet their 

expected needs. Thus, determining what Irish customers expect from their coffee shop 

experience and establishing why they frequent coffee shops is a central aim for this study.  

 

5. To establish what Irish coffee brands should be doing to create loyalty and foster their 

brand communities with Irish consumers. 
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Analysis of the literature emphasises the importance of perceived quality on the success 

of building a brand community of loyal customers. Hence, determining what are the factors 

that lead to increased perceived quality is a vital element of this paper. This aim is perhaps 

the most important objective of the research as the results are dependent upon the 

accomplishment of the previous research objectives and will seek to provide practical 

applications for those in the coffee shop industry. In addition, background research 

highlighted various retention strategies that help increase perceived brand quality and loyalty. 

It also recognised communal factors as potential indicators of brand loyalty. Therefore, this 

study aims to identify which of these most contribute to customer loyalty in the Irish coffee 

industry.  

 
 
 
1.3 Rationale and Context for the Research 
 

Coffee culture is on the rise globally and its growth has significantly increased in 

recent years. In places such as Australia this has attributed to a lucrative and booming coffee 

shop industry where strong consumer demand for high quality coffee as an everyday 

affordable luxury has led to industry and revenue growth (IBISWorld, 2021). Recent studies 

have shown that Ireland is following these trends, with coffee culture growing exponentially 

(Roddy, 2019; Kennedy, 2017). This is of interest to the business world as there are 

opportunities to invest in and take advantage of what is a growing industry within the Irish 

marketplace.  

 

The rationale for this research is primarily focused on the reality that loyalty is hugely 

beneficial to a business, because when retained, a customer becomes more profitable than a 

new customer as they spend more with the firm and have lower servicing costs (Richard and 
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Zhang, 2012). Arslan (2020) agrees by stating customer loyalty is firstly a business strategy, 

not just a marketing program and ascertains that retention strategies are required to achieve 

this loyalty. There are large volumes of research that relate to why consumers choose or are 

loyal to certain brands. Previous findings show loyalty to be both a present and important 

concept within the coffee shop industry and identify key retention strategies and 

characteristics that influence customer behaviour (Dhisasmito & Kumar, 2020; Han et al., 

2018). However, there is limited research that focuses specifically on the Irish coffee shop 

industry. Evidently, there is a need for investigation that seeks to understand the factors that 

influence Irish coffee consumers to be loyal to their chosen brands. Furthermore, it is evident 

that BCM can help generate customer loyalty requirements and is shown to have a positive 

impact (Kumar & Kumar, 2020). Tartaglione et al. (2019) agree and claim it is the most 

important tool for customer retention strategies. There is a plethora of research to evidence 

this, however, the vast majority of these studies are European or wider world. These studies 

can be used to identify common trends from the coffee industry worldwide, and the topic of 

BCM, but it remains evident that there is a clear need for research in the Irish context. 

 

This research study will therefore aim to address the lack of knowledge on the role of 

BCM and how it may influence customer loyalty in the Irish coffee shop industry. 

Additionally, it will aim to contribute some useful insights into consumer perceptions and 

buying behaviours in the Irish marketplace. These findings have potential to benefit the 

coffee industry, as well as the wider business world, as they could be drawn upon to develop 

current business brand management strategies and used as a starting point for new businesses 

or investors to build a successful coffee shop brand.  
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1.4 Research Rationale 
 

Following the previously outlined context and rationale of the research, this section 

will address the layout of the document. The study can be broken into 5 sections or chapters. 

The first part of this thesis contextualises the research and introduces the research problem as 

a clear foundation for the research study. The introduced research question, aims, and 

objectives will be the focus of the study and every chapter will be developed in order to 

establish a framework to achieve these goals. Secondly, the literature review will seek to 

critically evaluate the concept of BCM in relation to loyalty by exploring the various themes 

that relate to the topic area. This chapter is vital in understanding the subject area as well as 

establishing the theoretical discourses and studies from which the findings of this paper can 

be compared to in order to draw clear conclusions. Following this, the next chapter will 

outline the methodology of the chosen research approach and philosophical perspective. It 

will also justify the choices made in planning and implementing the survey questionnaire and 

research framework. This will lead to the amalgamation of the data findings in chapter 4 

which will clearly outline the findings of the survey, including graphs and word descriptions. 

These findings will then be discussed in comparison to the literature and conclusions will be 

drawn regarding each of the research objectives. Finally, the conclusion chapter will draw 

together the key findings, explore potential further research, and ultimately determine the 

extent to which the research question was answered, and the objectives achieved.  

 
 
 
 
 
 
 



 13 

2. Literature Review  
 

2.1 Introduction 
 
 

This chapter will investigate the topic of brand community management (BCM) in 

relation to the coffee industry in Ireland and the role it plays in influencing consumer loyalty. 

It is evident that people now gather communally around brands, and authors such as Lane 

(2018) state that a brand can serve as the basis of community. This concept has been 

described as a group of consumers with a shared enthusiasm for the brand and a well-

developed social identity, whose members engage jointly in group actions to accomplish 

collective goals and/or express mutual sentiments and commitments (Bagozzi & Dholakia, 

2006). BCM, therefore, is the process of influencing these characteristics to build a 

community around the various factors of a brand’s operations (Baker, 2020). The purpose of 

this review is to evaluate the key issues relating to the research questions addressing the 

topics of BCM, loyalty, and retention. In doing so, the researcher aims to identify gaps in 

knowledge of the literature.  

 

The review will be broken down thematically to cover eight themes which underpin 

this study. The themes intend to layout an essential framework to enhance the readers 

understanding of the topic and the various elements which underly it. They will additionally 

provide the reader with insight and background into the reasons for the chosen research 

questions. They are as follows:  

 

1. Brand Community Management  

2. Customer Loyalty  

3. Retention Strategies 
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4. Retention Strategies in the Coffee Industry 

5. Consumer Identification  

6. Consumer Perceptions  

7. Irish Perceptions of Coffee Culture 

8. Consumer Behaviour and Expectations  

 

   These themes will aim to demonstrate the value of the posed research questions. 

Firstly, BCM will be defined and discussed in depth. Loyalty and Retention strategies will 

follow to gain insight into the underlying factors that contribute to consumer loyalty and 

highlight the debate on retention strategies. Consumer Identification will explore why 

consumers choose to identify with certain brands or groups, which in turn can result in 

loyalty. Then, consumer perceptions will be defined and analysed for the purpose of 

understanding how the topic relates to the research question, and how it is shown to influence 

consumer behaviour, participation, and brand loyalty. Following this, the review will focus in 

on perceptions of the Irish coffee industry to provide further context to the study and examine 

the current coffee culture climate. Finally, the topic of consumer behaviours and decision 

making is an important theme that links the literature together to establish rationale for this 

research. 
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2.2 Brand Community Management 

 

Brand Community Management is a key theme for this research. The definition of 

BCM is the process of building an authentic community among business’s customers, 

partners, and employees through various types of interaction (Baker, 2020). These consumer 

communities differ from traditional communities due to the commercial nature and members’ 

common interest, admiration, sympathy and even love for a brand (Albert, Merunka, & 

Valette-Florence, 2008). Fundamentally, the literature states it is how a brand uses 

opportunities and strategies (both in person and online) to interact with their audience and 

create a network where they can connect, share, and grow (Baker, 2020). Jang et al. (2008) 

state that this type of community commitment increases brand loyalty. Millán and Díaz 

(2014) go further and contribute that brands play an increasingly important role in 

consumers’ purchasing decisions. They state that the integration of consumers into brand 

communities may manifest the ultimate degree of connectedness between a consumer and a 

brand. Therefore, authors such as Ouwersloot and Odekerken-Schröder (2008) propose that 

brands should recognise that these communities can become important marketing instruments 

and thus need to understand who joins a community and for what reasons. It is clear these 

reasons may have substantial managerial implications for business strategy, and based on 

this, the study will need to consider the motives behind consumer connectedness with brands. 

 

 

Studies on models of engagement in the context of brand communities highlight the 

perspective of cognitive psychology in relation to consumer behaviour and identification. 

One such study centres around Tajfel & Turner’s Social Identity Theory (1979), which will 

be defined later, but it is worth noting that researchers have drawn a connection between 
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‘social identity theory, consumer identification, and brand communities, thus highlighting the 

importance of BCM strategies in relationship to consumer identification’ (D’albergaria 

Freitas, Cunha de Almeida, 2017). Millán and Díaz (2014) confirm the influence of brand 

community integration on brand identification and customer satisfaction. They additionally 

discover that brand identification influences consumer loyalty and word-of-mouth 

communications. Woisetschlager et al. (2008) draws a conclusion in this regard by stating 

that “the centre of a brand community is the brand itself; therefore, consumers join these 

communities to exchange experiences with other like-minded people who are fascinated by a 

specific brand.” According to these authors, effective BCM strategies can encourage 

customer identification and advocacy. Whether this holds true amongst Irish coffee 

consumers remains to be seen, but there could be significant findings for brand community 

managers seeking to foster customer identification with coffee brands, and the goal of 

customer advocacy on their behalf. 

 

The theoretical concept of BCM derived from a paper by Muniz Jr. & O’Guinn 

(2001) introduced brand community as ‘a specialised, non-geographically bound community, 

based on a structured set of social relations among admirers of a brand.’ In their study of 

different brand communities, they outlined three traditional markers of community: ‘shared 

consciousness, rituals and traditions, and a sense of moral responsibility.’ Authors such as 

Zaglia (2013), and Hassay and Peloza (2009) determine this theoretical concept and the 

outlined markers to be of significant value to the studies on brand community. McAlexander, 

Schouten & Koenig (2002) very much agree with these markers of brand community, but 

their perspective differs in their focus. They argue that ‘brand community is customer-centric, 

that the existence and meaningfulness of the community is inherent in customer experience 
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rather than in the brand around which that experience revolves.’ Here the debate surrounding 

customer retention, which will be explored further, appears to centre on whether the primary 

focus should be to keep customers happy at all costs, or if strategies should be more brand-

centric focused.  

 

2.2.1 BCM and Customer Retention  

An empirical study by Kumar & Kumar (2020) showed a positive impact exerted by 

brand community engagement on brand community commitment and brand loyalty. Fournier 

and Lee (2009) agree that brand community is a potent strategy when approached with the 

right mind-set and skills. Like Kumar & Kumar (2020) they argue that a strong brand 

community increases customer loyalty and commitment, but they broaden the scope and 

ascertain that it also ‘authenticates brand meanings, lowers marketing costs, and yields an 

influx of ideas to grow the business.’ What emerges in the literature is a connection between 

BCM and consumer retention. A paper by Tartaglione et al. (2019) holds that brand 

communities become the most important tool for customer retention management strategies. 

Other authors such as Breitling et al. (2021) and Reichheld (1996) argue alternative models 

of retention, but in relation to BCM, Zhang and Luo (2016) and Kandampully et al. (2015) 

conclude that harmonious brand communities strengthen customer’s perceived relationship 

benefits. They go on to determine these perceived relationship benefits to have an essential 

role in customer satisfaction and word-of-mouth customer to customer advocacy. Tartaglione 

et al. (2019) further describes this positive effect of BCM on retention as there are increased 

opportunities for both new experiences and channels for communication amongst consumers 

within their respective brand communities. What can be concluded from these studies is that 

BCM firstly has the potential to positively link customers together with each other, and 
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secondly, could also strengthen the tie between customers and the brands that seek to gain 

their trust and loyalty. 

 

 

2.3 Customer Loyalty  

 

Khan (2013) defines consumer loyalty as a deeply held commitment to the intention 

of re-purchasing products or services consistently into the future. Similarly, Jacoby and 

Kyner (1973) determine it to be a biased, behavioural response that is expressed over time 

towards one or more brands out of a set of such brands. Furthermore, they ascertain that the 

behavioural response of loyalty is the result of a number of psychological processes. Lichtlé 

and Plichon (2008) elaborate on these psychological processes and state that loyalty is 

characterised by three conditions: Firstly, on a cognitive level, the consumer is provided with 

information proving the selected brand is superior to its competitors. Secondly, on an 

emotional level, the consumer would clearly prefer the specific brand to others. And finally, 

in the conative sense, the consumer would intend to purchase it again. Hence, it can be 

concluded that consumer loyalty is a committed re-purchasing of a brand’s products based on 

a number of cognitive, emotional and intention-based factors. 

 

Therefore, we see that there is much more to consumer loyalty than simply customer 

satisfaction. Arslan (2020) similarly highlights these psychological processes and concludes 

that the behaviours of customer satisfaction, commitment, trust, and engagement have been 

detected as the principal variables or processes that are related to loyalty. Additionally, 

Oliver’s study (1999) of the relationship between consumer satisfaction and loyalty shows 

that there is more to loyalty than customers simply being satisfied with the brand’s offering 
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and subsequently repeat purchasing. His analysis concludes that satisfaction is a necessary 

step in loyalty formation but that there are other significant mechanisms at play, namely 

personal determinism, social bonding, perceived product superiority, and their synergistic 

effects that contribute to ultimate loyalty. What can be established from these studies is that 

brands firstly need to understand that loyalty is multifaceted, and the loyalty process involves 

varying levels of psychological processes and behaviours. Therefore, it is valuable for brands 

to know how these facets impact consumer purchasing decisions, particularly in relation to 

the reasons for whether a customer continues to choose their specific product or service. 

Jacoby and Kyner (1973) and Sahin, Zehir and Kitapçi (2011) show that although identifying 

these reasons for customer loyalty can be complex, brands should focus on engaging with 

these underlying reasons, rather than primarily focusing on the number of repeat purchasers.  

   

2.3.1 Advocacy 

Good retention strategies are of vital importance to brands as they can have a 

powerful impact on influencing loyalty and in providing competitive advantage over other 

competitors (Curtis et al., 2011). The topic of retention will be explored in the following 

section, but one such retention strategy that is worth significant attention in the loyalty debate 

is the area of customer advocacy. This is the act of customers sharing informal non-

commercial information between each other regarding a brand or service (Iram et al., 2019). 

Advocacy has become a key priority for a brand’s efforts to gain new customers because 

information conveyed by a satisfied customer is more believable than that delivered by a 

business entity (Susanta et al., 2013). Edelman (2010) states that when consumers are pleased 

with a purchase, they’ll advocate for it by word of mouth, creating fodder for the evaluations 

of others and invigorating a brand’s potential. Urban (2005) also highlighted this concept in 

his study and claims that “when you advocate for your customers, they advocate for you!”. If 



 20 

the bond between brand and customer becomes strong enough, the consumer will enter 

an enjoy-advocate-buy loop that skips the consider and evaluate stages of purchasing entirely 

(Edelman, 2010). But not every marketeer and scholar hold such high regard for the way 

advocacy is championed. Dixon, Freeman and Toman (2010) argue that brands should “stop 

trying to delight their customers” and focus on providing satisfactory service quality for their 

issues which, according to their analysis, is the primary reason for customer loyalty. They 

claim that to really win customers loyalty, forget the bells and whistles and just solve their 

problems. Here the debate raises questions about what the primary focus of brand managers 

should be in relation to loyalty. Should they try ‘delight’ their consumers or should they seek 

to drive effective service quality and solutions? 

 

One conclusion that can be drawn from the literature is the hypothesis that advocacy 

is an important strategic choice for companies who need to respond to the fact that customer 

power has increased (Susanta et al., 2013). Because of the rapid growth of the internet, 

customers can now buy from anywhere, regardless of physical location (Urban, 2005). This 

has attributed to what is known as the ‘rising power of the consumer’ as they enjoy 

unparalleled ease and openness of communication to share ideas, create knowledge, and 

interact with products or services (Lawer & Knox, 2006). Arguably, this places brands in a 

stronger position to present their product or service more effectively, and there could be 

significant opportunity in this regard. But Edelman (2010) determines Lawer and Knox’s 

position to be true. He states that consumers are today much more involved in the stages of a 

customer purchase journey due to their connection with and evaluation of a myriad of brands 

through new media channels beyond the brand’s control or even knowledge. Noticeably, the 

literature illustrates here that gaining customer advocacy can have a significant effect on a 

brand community’s success (Sweeney et al., 2020). Furthermore, it again proves the 
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importance of brands understanding the reasons for and assumptions of customer loyalty as 

outlined previously. It also confirms that consumers are both interacting with each other and 

advocating for their chosen brands across a wide range of channels. Finding ways to engage 

with consumers across these channels is vital to encouraging customer advocacy 

(Kandampully et al., 2015). Therefore, brands should find ways of fostering customer 

promotion as it is more believable to other consumers, it is cheaper, and it grows brand value 

across numerous channels that the brand may not be able to reach by itself. Brands need to 

know that customer loyalty is first and foremost a business strategy, not just a marketing 

program, and retention strategies are required to achieve this loyalty (Arslan, 2020). 

 

 
2.4 Retention Strategies 
 
 

Loyalty and retention are fundamentally linked in the literature. What is demonstrated 

is that building customer loyalty is more than just creating awareness, and it is in fact, a 

business strategy (Duffy, 1998). Weinstein (2002) adds that the majority of brands spend 

most of their time, energy and resources chasing new business, but this goal should be 

secondary in importance to the main objective of retaining customers and enhancing 

customer relationships. Nasir (2017) presents this as the concept of relationship marketing 

and holds that it is the key retention strategy for businesses. Singh (2006) concurs and 

determines a positive connection between customer satisfaction, loyalty, and retention, 

meaning that these factors are all imperative for an organisation’s success. However, 

Frederick Reichheld (1996) emphasises a major difference in positing the importance of not 

only customer retention in business, but also the strategy of employee retention. He argues 

that it is impossible to build a loyal base of customers without a loyal employee base because 

employees who are not loyal to the brand are unlikely to shape an inventory of loyal 
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customers. Therefore, he and authors like Breitling et al. (2021) promote that brands should 

retain long serving employees who will help improve the character and integrity of the 

business and help foster positive brand experience for their customers.  

 
 

Whilst these authors hold similar stances, Coyles and Gokey (2005) approach 

retention in a different way. They address the issue that defecting customers are far less of a 

problem than customers who change their buying behaviours. They argue that typical metrics 

of customer satisfaction and defection do not tell a company how susceptible its customers 

are to changing their spending patterns, and therefore retention is not a simple task, or indeed 

enough. Therefore, the literature ascertains that whilst there are numerous retention strategies 

available to brands seeking to build a loyal customer base, there are also other factors such as 

buying behaviours that brands need to understand when developing retention models. 

Examination in this review of consumer perspectives in the coffee industry will likewise 

show how crucial retention strategies can be in encouraging positive consumer experiences, 

and ultimately their continuous return to the brand. 

 

 

2.5 Retention Strategies in the Coffee Industry 

 

The literature has shown that customer satisfaction is key to loyalty. But interestingly, 

Pleshko and Heiens’ (2015) study on the coffee industry state that ‘satisfied customers are not 

necessarily loyal customers, because they are loyal to other competitors.’ Reports and studies 

of the coffee industry suggest that ‘loyalty to specific coffee operators in Ireland is lower than 

the UK’ (Bewley’s Report, 2018). Some marketeers would argue this is because consumers 

are promiscuous in their brand relationships, mainly because of the vast array of options that 
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they have, and the continuous over-saturation of information of the latest products and 

services (Dawson, 2018). In regard to these findings, as well as the Bewley’s report, further 

research is needed to understand whether Irish customers are loyal to one specific coffee 

brand or if they are indeed ‘promiscuous’ with their coffee purchasing behaviours.  

 

A study by Dhisasmito and Kumar (2020) on consumer loyalty in the Indonesian 

coffee shop industry shows that ‘customer loyalty is affected by service quality which 

comprises of five dimensions: tangible, reliability, empathy, responsiveness, and assurance. 

These dimensions as well as price fairness, play a critical role in developing customer 

retention.’ Likewise, in his analysis of switching behaviour in service industries Keaveney 

(1995) highlighted service quality as a key driver of retention. The study found that service 

orientated factors and issues accounted for around 70% of the reasons why customers switch. 

If service quality is of such contribution, then brand community managers need to prioritise 

and refine their service quality efforts to keep customers happy. However, exploring further 

studies of retention strategies specific to the coffee industry reveal contrasting results. The 

studies indicate that the taste quality of coffee product offerings is a major attribute that has 

most influence on satisfaction (Lee et al., 2018). Interestingly, this same taste factor 

influences service quality perceptions and loyalty too (Shin et al., 2015). Here, it is worth 

noting that taste factors could be an important characteristic of successful retention strategies 

in the Irish coffee shop sector due to the increasingly educated speciality coffee consumer.  

 

In comparison, the results of a study by Han et al. (2018) on the drivers of brand 

loyalty and retention strategies in South Korean chain coffee shops revealed that cognitive 

and affective factors were significantly related. They discovered that brand satisfaction and 

relationship commitment were the factors that significantly influenced brand loyalty. In 
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addition, the results of a study by Pesoa, Kristyanto and Dewa (2020) hold that customer 

satisfaction and trust have a direct effect on customer loyalty. The findings of established 

relationship commitment and trust as influential factors appear to prove Weinstein’s (2002) 

analysis of effective customer retention strategies to be true within the research context. He 

states that ‘relationship marketing is one of the key strategies to obtain the desired results of 

retaining more customers, getting better customers, growing customer relationships, and 

using existing customers as advocates.’ These studies present tangible conclusions in relation 

to effective retention efforts in the global coffee shop industry. An analysis of relationship 

marketing as a retention strategy amongst Irish coffee shops is needed to determine whether 

these same practices hold true, or if different strategies are needed.  

 

 

2.6 Consumer Identification  

 

The creation of identity, in terms of both consumer identity and brand identity, is a 

core topic in marketing theory (Black & Veloutsou, 2016). In order to understand customer 

behaviour in relation to BCM and loyalty, it is important to delve into the research behind 

consumer identification. Theories from the fields of psychology, sociology and 

communication are useful in defining identification and in understanding how brand 

communities form and function (Komaromi, 2003).  

 

Theories such as the Social Identity Theory developed by Tajfel and Turner (1979) 

hold that individuals create and define their own identities with regard to social groups, and 

these identifications work to both protect and bolster their own self-identity. They state that 

the creation of group or community identities involves firstly categorising one’s in-group in 
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relation to an out-group, creating an ‘us and them’ scenario. Consequently, the result is an 

identification with a collective and depersonalised identity based on group membership 

which is permeated with positive aspects. Whilst the study could be considered quite dated, it 

appears their research is foundational to the works of many authors such as Gazi (2014) and 

Davis, Love and Fares (2019) who argue the significance of Social Identity Theory in 

determining group identification. Maffesoli (1996) holds a similar stance and contends that 

mass culture has disintegrated. He believes that we live in the time of the tribes meaning that 

today social existence is conducted through fragmented tribal groupings which are organised 

around brand names, lifestyles, values, interests, and sound bites of consumer culture. 

Rusňáková (2021) interestingly points to the growth of mass media as the key factor that 

influences the transformation of mass culture into these smaller ‘tribal’ contexts. Clearly, the 

growth of mass media leads to increased communication between different groups of people. 

This review has examined the impact of increased communication across numerous channels 

on customer loyalty. However, whether this impacts brand identity sentiments amongst 

consumers will be explored further.  

 

Anthony Cohen (1985) also defined community based on shared meaning, but 

intriguingly does not hold geography or other structural elements as the drivers that create a 

community. In contrast, Vignoles et al. (2006) differ in their assessment of identification and 

propose the concept of Motivated Identity Construction Theory. Whilst they agree that 

individuals create and define their own identities with regard to social groups, they differ in 

their extension of the perspectives of social identity theory and tribal arguments by proposing 

a different set of six characteristics that motivate people to construct identities. These 

characteristics are feelings of self-esteem, distinctiveness, continuity, belonging, meaning, 

and efficacy. Evidently, these characteristics could prove helpful in shaping the research 



 26 

method for this study in regard to how consumers construct their identity. Vignoles (2011) 

later states that different societies may develop distinctive ways of satisfying each of these six 

identity motives, and therefore the underlying motives may have very different consequences 

within the respective cultural contexts. The implications of such theories could be significant 

for brand communities. If identification does indeed differ in relation to geographic or 

societal circumstances, determining the underlying reasons behind identification within 

different cultural contexts might hold significance for brands.  

 

2.6.1 BCM and Consumer Identification 
 

In relation to where identity theory can connect to brand communities, Kenneth 

Burke’s theory of identification is a foundational element. He wrote that identification 

increases with communication between people that leads to shared meaning (Burke, 1969). 

Burke’s theory is widely regarded amongst the sociology community with authors such as 

Branaman (1994), Eddy (2009) and Kang (2020) holding his synopsis of identification to be 

significant to the development of identification theory, and as a foundation for their studies. 

Burke (1969) categorises three sources of this identification: ‘Formal Identification which 

results from an organised event. Material identification results from owning the same goods. 

And finally Idealistic identification, resulting from shared attitudes, ideas, and values.’ 

Burke’s sources of identification demonstrates that it occurs on multiple levels, within 

multiple contexts, and that it requires communication to develop. Therefore, brand 

community managers need to develop their understanding of identification since their brand 

‘will be perceived as attractive when it helps a person express themselves, and when the 

person identifies with the brand community’ (Black & Veloutsou, 2016). Additionally, if 

communication is essential to identification, then communication between a brand and its 

consumers should be of vital importance to brands as well. Evidently, the issue of 
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identification could be a crucial driver of both the success of brand communities and their 

positive effects on a variety of brand objectives, including customer satisfaction, brand 

loyalty, feedback, and product innovation (Popp & Woratschek, 2017).  

 

2.6.2 Brand Attachment 
 

The literature surrounding consumer interaction with brand communities indicates 

that the researcher must understand what makes consumers identify with, or engage in, their 

respective communities as this can encourage loyalty. According to Gustafsson et al. (2005) 

‘emotional attachment towards a brand creates affective commitment that encourages 

consumers to consistently rely on a specific brand’s offering.’ There are numerous studies on 

emotional attachment towards brands but some authors, such as Ghorbanzadeh and Rahehagh 

(2021) have taken emotional attachment further and term it “brand love.” Their study shows 

that brand love is not only important, but now the strongest antecedent of brand loyalty. 

Furthermore, they claim it is the only variable that directly influences brand loyalty in 

comparison to satisfaction and emotional brand attachment. The drawing of these arguments 

together points to the importance of brands needing to positively influence these emotional 

attachments to build a following of loyal customers. If brand love is indeed the strongest 

precursor to brand loyalty, then brand managers need to determine how they can merge this 

affective commitment with efforts to create a community around the business. What can be 

concluded from these studies is that to understand loyalty, brands need to understand how 

customers identify both individually and as part of a group. Moreover, this understanding can 

help shape how brand communities work, and indeed the level to which they are successful.  
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2.7 Consumer Perceptions  
 

 

Analysis of the literature surrounding consumer perceptions highlights some 

fascinating studies that emphasise the importance of brand managers and marketeers needing 

to understand the consumer population. Specifically, their perceptions of the offerings 

presented to them by brands. Hanna et al. (2013) state that ‘consumer perceptions are vital to 

marketers and often underlie the evident success or failures of products or services on the 

marketplace.’ Zhang (2019) agrees because these perceptions affect everything from 

understanding customers to advertising, their purchasing decisions, loyalty, and even their 

advocacy efforts. Therefore, it is of benefit to understand the core reasons behind these 

perceptions. These elements will be explored in this section, but firstly perception needs to be 

defined and examined.  

 

The definition of perception is “the process of selecting, organising, and interpreting 

information outputs in order to produce meaning that would aid in consumption decision 

making” (Madichie, 2012). McDonald (2012) simplifies the definition by stating that 

‘perception involves the way one sees the world.’ Twedt and Proffit (2018) go further and 

determine that perception is the study of how sensory information is processed into 

perceptual experiences. They say that in some cases, actions are guided by information 

processed through the senses that are outside of an individual’s awareness and this processed 

sensory information is called information inputs. Madichie (2012) elaborates that the process 

of receiving these inputs are ‘sensations received through our sense organs (i.e. sight, touch, 

smell, taste, and hearing), and when we for example hear an advertisement, touch or smell a 

product, we receive information outputs. These processes are collectively referred to as the 

process of perception.’ Here, the literature establishes that perception involves numerous 
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aspects in relation to the senses. It also indicates that sensory information inputs can be 

processed both consciously and subconsciously. Brands and their advertisers should therefore 

seek to understand these processes as they are essential to discerning the reasons for 

consumers’ perceived value of their product and service offerings. Additionally, this paper 

could learn how to curate more effective advertising strategies on the back of such 

discoveries about coffee consumer perceptions.   

 

Strowberry (1988) claims that if quality is defined broadly speaking as superiority or 

excellence, then by extension, perceived quality can be defined as a consumer’s judgement 

about a particular product or service’s overall excellence or superiority to others. However, 

Parasuraman, Zeithaml and Berry (1988) and Copp (2020) differ and determine that while 

comparison to other products or services is fundamental, perceived quality is determined by 

the difference between a brand’s performance and interestingly, the customer’s expectations. 

Evidently, perceived quality is an important aspect of understanding consumers when it 

comes to brand value and loyalty. Monroe (2002) argues that when the perceived quality of a 

brand is negative, dissatisfaction is created but when it is positive, customer satisfaction is 

generated, thus increasing customer loyalty. Furthermore, he states that perceived quality is 

linked to perceived value which is defined as the consumer’s overall evaluation of the direct 

benefits attained from a brand’s product or service offerings in return of the perceived cost. 

‘This perceived value is a cognitive-affective evaluation of an exchange relationship carried 

out by a person at any stage of the process of purchase decision’ and is incredibly important 

for brand community managers in relation to customer satisfaction (Sánchez-Fernandez & 

Ángeles, 2006). Here, Grzeskowiak and Sirgy (2007) term this satisfaction as consumer well-

being, which refers to the degree to which a particular consumer product or service creates an 

overall perception of the quality-of-life impact of that product on the consumer’s life. What 
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can be established from the literature on consumer perceptions, is that perceived value is 

significant for brands because it can lead to positive interactions and encourage customer 

loyalty. In addition, it is evident that if customers think that a particular brand can improve 

their quality of life or well-being, then that brand is something worth interacting with.  

 

 

2.8 Irish Perceptions of Coffee Culture  
 

 

Most of the research on the speciality coffee culture in Ireland is centred around 

industry reports and articles on case studies of established coffee brands. Evidence suggests 

that coffee consumers in Ireland are now more educated than they have ever been. Frank 

Kavanagh, owner of the Irish coffee brand Cloud Picker said, “you don’t need to explain it 

(coffee) anymore, the audience is educated, and they know different methods of brewing” 

(Roddy, 2019). Roddy’s Fora report highlights another well-known owner, Kevin Purdy of 

Coffee Angel, who adds that this education ‘is not due to the influence of European tech 

workers now living in Ireland but rather a growing awareness from Irish people.’ Regarding 

awareness, the results of a study by Chima (2020) on the factors influencing buying 

behaviour of coffee consumers in Ireland point only to awareness as a strong predictor of 

consumer buying behaviour. The study suggests the imperative of coffee brands giving 

proper attention to promotion via social media platforms and other forms of media publicity. 

The conclusions also encourage brands to develop a high calibre of products, improve 

product variety, and offer good value for money. These are useful findings, but the literature 

and theory behind BCM, as well as the social identification theories highlighted earlier would 

hold that there is more to predicting and influencing consumer buying behaviour than 

increased promotion and quality of product. Perhaps this study’s findings hold true in the 
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Irish context, but further research into the factors influencing coffee consumer buying 

behaviours is needed to determine whether there are additional strategies that brand 

community managers should implement. 

 

It is clear from a consumer perception point of view that for Irish people coffee has 

not just become a commodity, it has become a way of life (Dutta, 2020). 3FE founder Colin 

Harmon says that Irish people are moving toward the experience surrounding coffee and not 

just as a source of caffeine. He believes that this coffee experience is not just for urban or 

cosmopolitan areas and could spill over into rural Ireland. “The communities used to 

congregate around the church, the post office, the banks and the pubs, and a lot of those are 

gone now. I think coffee shops can fill that space” (O’Connell, 2018). Here we see a 

connection to the previously highlighted community identification theories of Maffesoli 

(1996) and Cohen (1985) appearing to hold true within the current Irish coffee culture and the 

emergence of coffee shops as meeting or congregational spaces. Moreover, we see the 

emergence of a theoretical need that has been termed a third place for individuals to gather. 

Oldenburg (1991) defined the third place as a location outside of home or work that allows 

for social interaction and emotional support. Soja (1996) then also proposed a different way 

of thinking about space and spatiality. He highlighted first and second spaces as two 

different, and possibly conflicting, spatial groupings where people interact both physically 

and socially. The third spaces are the in-between, or hybrid spaces where the first and second 

spaces work together to generate a new third space. Of significant note to this research paper, 

Saey and Foss (2016) add that people attach identifications or meanings to these third places 

based on the type of needs met for the individual by these places.  
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Interestingly, Lukito and Xenia (2017) characterised cafés as third spaces and state 

that they may enhance the quality of life of customers and provide social bonding. The 

argument that coffee shops can fill the space in society where people can congregate outside 

of their home and work environments draws attention to the opportunity coffee brands have 

to meet this need. Saey and Foss’s (2016) study conducted on coffee shops as third spaces in 

the United States showed particularly interesting results. It indicated that patrons of the urban 

coffee shop were more likely to visit the third place for practical reasons such as doing work 

or getting coffee, while rural customers were more likely to visit the shop for social 

interaction or moral support. Consequently, research into this communal and spatial element 

within the Irish coffee industry and brand communities could produce interesting results, and 

perhaps similar findings. Here the research can draw a link between these studies on third 

spaces and what leaders in the Irish coffee industry, such as Colin Harmon, are saying about 

what customers are gravitating towards when it comes to coffee, community, and the 

experiences around it all.  

 

 

2.9 Consumer Behaviour and Expectations  
 

 

Consumer behaviour has been defined as the study of people and the products that 

shape their identities (Solomon, Russell-Bennett & Previte, 2013). This definition 

interconnects with what has been emphasised in the previous themes of consumer 

identification and perspectives. However, Khan (2007) provides a more practical definition 

by positing that consumer behaviour is the decision-making process and physical activity 

involved in acquiring, evaluating, using, and disposing of goods and services. As we have 

seen, identities are complex. So indeed, are consumer perspectives and behaviours, and it is 
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apparent brand managers should seek to understand the different aspects of each to discover 

why consumers make certain purchasing and loyalty decisions.  

 

The key term here for BCM is expectation; what do consumers expect and why do 

they expect it? Oliver’s (1980) expectations-confirmation theory posits that consumer 

expectations, when coupled with perceived performance, leads to post-purchase satisfaction. 

His concept is significant in the literature as many scholars have relied on the theory as the 

framework for their respective research studies (Bhattacherjee, 2001; Attapattua et al., 2016). 

He states that ‘if a product falls short of expectations, this is positive disconfirmation, and 

will result in post-purchase satisfaction. In contrast, if a product falls short of a consumer’s 

expectations, negative disconfirmation will occur and the consumer is likely to be 

dissatisfied’ (Oliver, 1980; Spreng et al. 1996). Oliver’s position draws similarities to the 

debate around consumer perceptions and perceived quality by Copp (2020), and the 

previously outlined arguments of Strowberry (1988) and Tartaglione et al. (2019). 

Specifically, the synopsis of Copp (2020) that perceived quality is determined by the 

difference between a brand’s performance and the customer’s expectations holds value in 

grounding Oliver’s theory. It illustrates the importance of brand managers needing to 

understand that crafting positive brand experience is essential to creating satisfaction. Here, it 

is clear that ‘consumers will do the choosing and their choices are increasingly influenced by 

how their expectations are met, and the distinctive value and experience they encounter’ 

(PWC Report, 2019). The PWC Irish Retail and Consumer Report goes on to say that 

experience is everything for successful brands in Ireland. It states that “these brands deliver a 

consistent experience across all their touchpoints, analysing the costs, benefits, and 

performance of their multichannel ecosystem and adapt accordingly from the data they 

receive.” Therefore, the literature surrounding consumer behaviour demonstrates that brand 
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community managers should focus on understanding customer expectations in order to 

influence their behaviours, and in turn increase positive disconfirmation.  

 
 
 
2.10 Summary of the Literature 
 
 

The literature review upholds the importance of BCM as an effective business 

strategy. When implemented effectively, it has the potential to positively link customers 

together and could strengthen their ties to brands that seek to gain their trust and loyalty. 

Studies from the field demonstrate that BCM can encourage customer identification, 

perceived brand value, and advocacy (Black & Veloutsou, 2016; Tartaglione et al., 2019; 

Arslan, 2020). Moreover, identification theories propose that increased communication can 

lead to brand attachment or a felt sense of membership (Burke, 1969; Maffessoli, 1996; 

Ghorbanzadeh & Rahehagh, 2021). Authors such as Kandampully et al. (2015) illustrate that 

these communications and interactions across the numerous channels involved in BCM can 

be vital to encouraging consumer loyalty. This is the theoretical assumption of BCM and the 

motivation for this proposed research is found in the question of how Irish coffee consumers 

perceive this reality, if they do indeed feel part of a brand community network, and if it in 

turn encourages loyalty. In reality, what do Irish consumers really have to say about their 

identification and interaction with coffee brands? Additionally, questions are raised as to 

which is the better approach to gaining customer loyalty: should coffee brands seek to delight 

their consumers in every way possible, or should they seek to drive effective solution-based 

service quality? 
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Mixed method studies on retention strategies in the global coffee industry present 

tangible conclusions to these questions and can be used as a basis for the primary research. 

They identify both consistent and varying factors that attribute to consumer satisfaction and 

loyalty such as taste, service quality, and relationship commitment (Shin et al., 2015; Han et 

al., 2018; Lee et al., 2018; Pesoa, Kristyanto & Dewa, 2020). However, there is a distinct lack 

of research or evidence to suggest that these factors influencing consumer satisfaction and 

loyalty hold true in the Irish coffee industry, and thus reveals a gap in knowledge. There is 

also limited research into the positions held by market front-runners in the Irish coffee brand 

industry who argue that coffee consumers are gravitating toward community and the 

experiences that surround coffee interactions (Dutta, 2020; O’Connell, 2018). Studies by 

Saey and Foss (2016) and Lukito and Xenia (2017) characterised coffee shops as third spaces 

and state that they may enhance the quality of life of customers and provide social bonding. 

Consequently, research into these communal and spatial coffee shop elements could produce 

interesting results for BCM, and perhaps show similar findings. When drawn together, the 

discussed literature establishes the basis for the research study and helps determine the choice 

of methodology which will be examined in the following chapter.   
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3. Methodology  
 
 
 
3.1 Introduction  
 
 

The purpose of this chapter is to determine the importance of methodology in the 

research process. Firstly, research is defined as a ‘systematic process of discovery and 

advancement of human knowledge’ (Gratton & Jones, 2009). Tennis (2008) adds that 

methodology is the machine used to create this advancement of knowledge. Methodology is 

concerned with the general research strategy followed to conduct research. It identifies the 

methods to be used and matched with the outlined research strategy (Alharahsheh & Pius, 

2020). There are a number of methodologies available to the researcher and it is important to 

choose the approach which will best support the collection of findings in relation to the 

research problem.  

 

This paper aims to understand the role BCM has on customer loyalty and retention on 

Irish coffee shop consumers, and there are several specific research questions and objectives 

in this regard. In summary, these objectives aim to determine the characteristics that motivate 

Irish consumers to interact and identify with their coffee brand communities and to explore 

the factors that can influence their behaviours and perceptions. As examined in the literature 

review, there are several global quantitative studies on customer satisfaction, loyalty, and 

perceptions in the coffee industry (Shin et al., 2015; Han et al. 2018; Chima, 2020; Pesoa, 

Kristyanto & Dewa, 2020). These quantitative studies presented clear and concise findings on 

customer preferences and could draw interesting comparisons with this study of Irish coffee 

consumers. Therefore, this chapter implements a quantitative survey method to obtain the 

research data needed to address the research problem and objectives as this method has 
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shown to be an effective and easy to administer tool in reaching an audience of coffee 

consumers. It further aims to justify the choice of this method and outline the varying factors 

that influence this decision.  

 

The process of determining the methodological choice is crucial in refining the 

research funnel to establish clear objectives and research strategy. Crotty (1998) determines 

that in ‘coming to this central core, you need to explain why you made the choice you did so 

that others can see that your research should be taken seriously.’ Therefore, this research will 

firstly identify the research philosophy (theoretical perspective) that underpins the research. It 

will then assess the research design and outline the reasons for the methodological choices. 

Furthermore, this chapter will include sections focused on participant samples, material and 

apparatus, procedure, ethical considerations, limitations to the research, and data analysis.  

 

 

3.2 Theoretical Perspectives  
 

In terms of the theoretical perspective, research philosophy is crucial to the 

development of any study and underpins the research approach. Žukauskas, Vveinhardt, and 

Andriukaitienė (2018) state that ‘research philosophy is a system of the researcher’s thought, 

following which new, reliable knowledge about the research object is obtained.’ Essentially, 

it is the basis of the research, which involves the choice of research strategy, formulation of 

the problem, data collection, processing, and analysis. Therefore, Dougherty and Slevc 

(2019) hold that the identification of a research philosophy when participating in scientific 

research is essential as it enables the researcher to clearly articulate the goals and estimated 

outcomes of a study, as well as the perspectives for its evaluation.  
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Since research philosophy can have such an influence on a researcher’s stance, views, 

and knowledge about the subject area, it is important to explore the theoretical perspectives 

of epistemology as new knowledge is being pursued through this study. Epistemology is the 

study of knowledge (Moon & Blackman, 2014) and is concerned with how a researcher is 

aiming to uncover knowledge to reach reality (Alharahsheh & Pius, 2020). It is concerned 

with all aspects of the validity, scope, and methods of acquiring knowledge and is important 

because it influences how researchers frame their studies (Moon & Black, 2014).  

 

The nature of newly created knowledge and its validity, veracity, reliability, or utility 

is rooted in and manifest in epistemology (Tennis, 2008). Therefore, establishing a theoretical 

perspective within the epistemological stance is necessary to conduct effective research. Two 

of the main contrasting theories that exist around the philosophical nature of knowledge are 

Positivism and Interpretivism. The positivist school of thought relates to the facts or causes of 

social phenomena and attempts to explain causal relationships by means of objective facts 

(Carson et al., 2001). In contrast, Alharahsheh and Pius (2020) state that Interpretivism was 

developed as a critique of positivism with subjective perspective and is more concerned with 

in depth variables and factors related to a context. It holds the assumption that humans cannot 

be explored in a similar way to physical phenomena. In epistemology the positivist stance 

holds that objective reality exists beyond the human mind; while the interpretivist stance 

argues that knowledge of the world is intentionally constituted through a person’s lived 

experience (Weber, 2004). In comparison, positivist research concentrates on description and 

explanation founded in theories and the interpretivist approach allows for the focus of the 

research to be on understanding what is happening in a given context (Carson et al., 2001).   
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Because the intended research seeks to understand the role of BCM and the various 

underlying factors that influence consumer perceptions and behaviours, it is difficult to align 

the study explicitly with either the positivist or interpretivist approaches when developing the 

research model. Therefore, a pragmatist stance which opts to hold position in the middle 

ground of these contrasting theoretical positions, is the most appropriate for this research. 

Patton (2005) ascertains that pragmatism is premised on the idea that research can steer clear 

of these metaphysical debates about the nature of truth and reality and focus instead on 

practical understandings of real-world issues. Pragmatist approaches allow researchers to 

move beyond the objective positivist stances of research development to explore and 

understand the connections between knowledge and action in context (Kelly & Cordeiro, 

2020). Crucially for this study, the concern for pragmatist research is to find out what works 

and what enables solutions to problems (Parvaiz, Mufti, & Wahab, 2016). What can be 

concluded is the benefit of this approach, as it places the research problem at the heart of the 

research process rather than focusing on purely philosophical considerations. Tashakkori and 

Teddlie (1998) confirm that researchers should seek to use the best philosophical and/or 

methodological approach that works best for the particular research questions that are being 

investigated.  
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3.3 Research Design 
 
 

3.3.1 Research Approach  
 

Nisbet, Miner and Yale (2018) determine that before research can begin the basic 

approach to the study must be defined. They present two basic and contrasting approaches to 

discovering truth: the deductive approach and the inductive approach. Locke (2007) 

establishes that the deductive approach starts with hypotheses being derived from a theory, 

and then being tested to revise the theory. In contrast he states that the inductive approach 

involves empirical observations about phenomena of interest and forming theories or 

concepts based on them. The research topics of BCM and the perceptual factors that 

influence customer loyalty and retention are already buoyed by a wealth of academic research 

and literature. Consequently, this study will use the deductive approach to test the theory 

behind BCM, identification, and perceptions of Irish coffee consumers.  

 

This study aims to use a combination of both descriptive and explanatory research as 

outlined by Saunders, Lewis & Thornhill (2019). It is explanatory as it addresses the lack of 

information of how BCM does or does not affect loyalty and retention of Irish coffee 

consumers, and it is descriptive because it will aim to define the key characteristics that 

motivate these consumers to identify and interact with a brand. Subsequently, the primary 

data gathering will be a quantitative survey questionnaire, aimed at testing the characteristics 

of BCM with the survey respondents, of which the target is 200-250 responses. The reasons 

for this choice will be explained further.  

 
 

3.3.2 Research Strategy  
 

The research strategy is the plan to which the researcher goes about answering the 

research question (Saunders, Lewis & Thornhill, 2019). As mentioned, this paper is deductive 
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in nature to test the theory behind BCM, identification, and perceptions of Irish coffee 

consumers in relation to loyalty and retention. Therefore, the researcher opts for the use of a 

quantitative survey questionnaire to achieve specific findings in this regard amongst the 

intended target sample. Quantitative research relates to measuring quantity with application 

to a specific phenomenon (Alharahsheh & Pius, 2020). The use of mixed qualitative methods 

was considered, such as the use of open-ended survey questions to determine Irish coffee 

consumers’ opinions and reasons for loyalty. However, this would have created a wide and 

varying range of personal opinions from which it would be difficult to draw clear 

conclusions. Interviews with Irish coffee brand owners were also considered to determine the 

factors behind consumer loyalty, but it was determined this sample would not identify what 

customers really think of their coffee brand interactions. Therefore, a quantitative survey 

method was chosen as it allows for a well-structured response design that will examine 

specific questions relating to the research objectives.  

 
 

3.3.3 Time Frame  
 

The time frame for a research study can either be a snapshot of a particular point in 

time (cross-sectional) or a diary or series of snapshots (longitudinal) of events happening 

over a period (Saunders, Lewis & Thornhill, 2019). Due to the short nature of this research, a 

cross-sectional approach of the current coffee industry climate in Ireland is more suitable. 

Wang and Cheng (2020) state that ‘unlike other types of observational studies, cross-

sectional studies do not follow individuals up over time. They are usually inexpensive and 

easy to conduct.’ Therefore, a quantitative cross-sectional survey allows for flexibility and 

relatively quick distribution amongst the large sample population. Additionally, it is worth 

noting that due to the current COVID-19 scenario in Ireland, an online survey is the safest 
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and arguably the most effective approach as it allows for ease of distribution through online 

channels.  

 

 

3.4 Participants/ Sample 
 

The sampling strategy is the combination of a sample design and an estimation of the 

population quantity to be sampled. Therefore, the choice of sampling techniques is central to 

determining quantifiable findings. There are two forms of sample techniques: probability and 

non-probability samples. Forster (2001) determines that non-probability samples use non-

random ways to select a group of people to participate in research. They are usually cheaper 

and easier to collect than probability samples, but there can be several drawbacks. He argues 

that this method can be prone to selection bias, and standard design-based methods of 

inference cannot be used to ensure approximately unbiased estimators of population 

quantities or to provide associated measures of precision. In contrast, a probability sample is 

one for which every unit in a finite population has a positive probability of selection 

(Schreuder, Gregoire & Weyer, 2001). Saunders, Lewis and Thornhill (2019) posit that 

research questions and objectives that need you to estimate statistically the characteristics of 

the target population from a sample nearly always require probability samples. This 

quantitative research survey aims to sample the large population of coffee consumers in 

Ireland, and in order to avoid selection bias a probability sample will be used. This will allow 

for a target population that represents the larger population of Irish coffee consumers. 

 

3.4.1 Target population 
 

Saunders, Lewis, and Thornhill (2019) maintain that the sample selected should be 

related to the population that is highlighted in the research question and objectives. In this 
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research context, Irish coffee consumers are the subset of the population in Ireland that is 

intended to be sampled. They are termed the target population, and as such, are the focus of 

the research (see figure 1.1). In order to sample a wide demographic of Irish coffee 

consumers, the target population was adult males, females and others aged 18 years of age 

and older. The sample size distribution objective aimed to reach 200-250 respondents to 

acquire a sufficient volume of accurate and plausible data to understand the Irish coffee 

consumer. The sample size achieved for this research was 485 respondents, of which 335 

completed all aspects of the responses.  

 

 

 

  Figure 1.1 Illustration of the process that determines the target sample (Saunders, Lewis & Thornhill, 2019). 
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3.5 Materials and Apparatus  
 

 

This subsection will outline the design of the online survey questionnaire that was 

used for the research. Crucially for this study, questionnaires enable the collection of data by 

asking people to respond to exactly the same set of questions to collect descriptive and 

explanatory data about facts, demographics, attitudes, and behaviours and events (Saunders, 

Lewis & Thornhill, 2019). The steps of the design process will be accounted for by following 

an academic framework used for the development of survey questionnaires by Kelley et al. 

(2003). 

 
 

3.5.1 Questionnaire design  
 
Parfitt (2013) describes the questionnaire survey as an indispensable tool when 

primary data is required about people, their behaviour, attitudes and opinions, and their 

awareness of specific issues. Knowing precisely what data the researcher needs to collect to 

answer the research questions and meet the objectives is essential prior to designing the 

questionnaire (Saunders, Lewis & Thornhill, 2019). It is therefore prudent to use a 

questionnaire design format to ensure all aspects of the research questions and objectives are 

answered. Kelley et al. (2003) establish a framework which operates as a series of steps in 

designing an effective questionnaire. This questionnaire design subsection will follow these 

steps and are as follows: (1) planning the content of the research tool, (2) questionnaire 

layout, (3) question development, (4) piloting and (5) covering letter.  

 

1. Planning the content of a research tool: 

The content for the questionnaire was founded in the research aims and objectives. A 

literature review contributed to identifying key studies and theoretical perspectives of 
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consumer loyalty and retention and the factors that influence these consumer behaviours. 

Questions were formed through the lens of determining data to answer the research 

questions and to meet the aims of the research.  

 

2. Questionnaire layout 

The questionnaire was divided into 5 sections with clear headings to make it user 

friendly. These sections enabled accurate data gathering in relation to each of the research 

questions. The researcher used a highly efficient online software called Survey Monkey 

to create a clear and concise layout and to ensure the questionnaire did not take more than 

4-5 minutes to complete, therefore increasing the likelihood of completed responses. The 

first section used indirect observables to collect demographics such as age, gender, 

education, and income levels to contextualise the respondents. The following sections 

were coffee culture, awareness, brand identification, and loyalty and expectations. Please 

see appendices 1.2 for the survey questionnaire layout. 

 

3. Question development: 

The questions were composed with simple and specific language aimed at yielding 

truthful and accurate answers by having mutually exclusive response actions which 

produced variable answers (Roopa & Rani, 2012). These questions sought to create data 

in regard to the research objectives and participants were expected to respond to a mixture 

of closed-ended questions, multiple choice forced questions and 5-point Likert scale.  

 

Closed-ended questions were chosen as they are quick to administer and can be easily 

coded and analysed. They also help avoid double barrelled questions, which are two 

questions in one, and other ambiguous questions which are hard to extract data from 



 46 

(Kelley et al., 2003). Multiple choice questions provide the participant with a range of 

options that pertain to the research questions. The 5-point Likert scale question type as 

developed by Likert (1932) allowed participants several options to answer and is a helpful 

psychometric scale for measuring social attitudes, which is particularly important when 

attempting to measure customer loyalty (Roopa & Rani, 2012). Additionally, Saunders, 

Lewis and Thornhill (2019) ascertain that filter questions can assist the flow of the 

questionnaire by identifying those respondents for whom the following questions are not 

applicable, meaning they can skip those questions. Therefore, several filter questions 

were implemented in this questionnaire. 

 

4. Piloting  

Piloting is essentially a pre-test of a survey prior to its release to the target population. 

The purpose of pretesting is to determine whether the questions are properly framed, 

using the right wording, and in the right format to achieve the desired results (Roopa & 

Rani, 2012). The pilot sample is tested with respondents who are similar to those who 

will actually complete it (Saunders, Lewis & Thornhill, 2019). This process allows the 

researcher to identify whether the respondents understand the questions and instructions, 

and whether the meaning of questions is the same for all participants (Kelley et al., 2003). 

Therefore, the questionnaire was piloted on several respondents and feedback was 

requested on whether sufficient response categories were available. This assisted the 

design process in identifying some flaws in the flow of the questionnaire, as well as 

numerous question wording changes and question ideas.  
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5. Covering letter 

A cover letter was included at the beginning of the survey questionnaire addressed to 

participants in the format of a consent form. It explained the organisation behind the 

study, outlined the basis for the research and briefly explained the topic. It also explained 

to participants what is involved when they take part, outlined their rights, and the 

confidentiality and anonymity agreement that this research study adheres to. In addition, 

contact details were provided for the researcher and project supervisor. A copy of the 

consent form is included in the appendix 1.1. 

 
 

 

3.6 Procedure 
 
 

As previously explored, data findings were collected through a survey questionnaire 

which was distributed via an online survey platform called Survey Monkey. The survey was 

circulated through various online platforms such as WhatsApp, social media platforms and 

email. The questionnaire was distributed through the researcher’s own social media platforms 

and academic, personal and professional connections. A number of organisation connections 

and social groups were used to distribute the survey to a wider audience. Participants were 

provided with a consent form to outline the purpose of the proposed research and its focus. It 

invited them to read and understand their rights and anonymity, as well as providing contact 

details of the researcher for optional feedback or questions. According to the Survey Monkey 

platform, the average time spent completing the survey was 3 minutes and 48 seconds. The 

survey received 485 responses of which 335 were fully completed. This was largely due to 

filter questions that disqualified respondents from the survey if they were not residing in 

Ireland at the time of completion and if they did not drink coffee. The use of Survey Monkey 
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shortened the development timeframe of the questionnaire and allowed the researcher to 

effectively analyse the results of the respondents. A copy of the survey will be found in the 

appendices 1.2. 

 

 
3.7 Ethical Considerations  

 

As internet research grows in popularity, attention to the ethics of studying online 

content is crucial to ensuring ethical diligence and appropriateness (Burles & Bally, 2018). 

Because research involves human interactions, researchers have a duty to protect the life, 

health, dignity, integrity, right to self-determination, privacy and confidentiality of personal 

information of research subjects (World Medical Association, 2013). Taking these ethical 

considerations into account, this survey targeted adults aged over the age of 18 and did not 

include those who were in prison or in hospital. These exclusion criteria aimed to mitigate the 

participation of vulnerable groups in the survey. The survey questions did not contain any 

sensitive or divisive issues and were unlikely to affect the respondent’s physical, social, or 

psychological state. At the start of the survey, respondents were fully informed of the aims 

and purpose of the survey. It also outlined how the data would be gathered, used, and 

protected. No coercive tactics were used to ensure participants completed the survey as it was 

clearly communicated that it was voluntary, and respondents could withdraw at any time. The 

survey questionnaire was designed to ensure there is no link to the respondent’s identity 

either directly or indirectly as none of the questions identified personal information or require 

respondents to provide specific details that would interfere with their anonymity. All the 

information gathered was kept safely until the completion of the research when it was safely 

deleted. The information was fully confidential and will not be shared with others.  
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3.8 Limitations to research  
 

There are some factors which may cause limitations to the research. Firstly, the age 

demographic may be too broad, and a more focused target sample could have been beneficial 

to the research. However, the short time frame requirements of the study and the current 

COVID-19 scenario meant that the researcher had to distribute the survey through online 

platforms which resulted in a wide age bracket sample. Because survey distribution across 

social channels may result in a younger demographic, circulation through personal and 

professional channels sought to establish a more balanced age demographic. Whilst this 

resulted in a broad age range, it did realise a sufficient target sample that observed clear 

findings. And secondly, although the quantitative survey method is effective and acquires 

interesting and accurate findings, a qualitative approach could have obtained a different set of 

findings. However, for reasons stated previously, a quantitative approach was deemed 

sufficient for the research purpose.  

 

 
3.9 Reliability of Research  
 

Measures were taken to ensure the reliability and credibility of the research. The 

research question and objectives were refined over a period through in-depth analysis of 

previous literature and knowledge, as well as feedback from pilot sampling as outlined 

earlier. The pilot sampling sought to gain feedback that enabled the formulation of unbiased 

questions framed to gain pragmatic evidence rather than trying to prove a particular 

theoretical position or bias. These questions and their sample answers were constructed based 

on previous research findings and existing theories in order to ensure credibility. The use of 
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Survey Monkey guaranteed a reliable data analysis tool which condensed the data in an 

accurate way and ensured dependable findings.  

 

 

3.10 Data Analysis  
 

This final subsection highlights the importance of data analysis for the overall success 

of the research study. The purpose of the analysis is to summarise data so that it is easily 

understood and provides the answers to the original research questions (Kelley et al. 2003).  

This research will use the Survey Monkey platform to analyse the quantitative data acquired 

from the questionnaire. This will aid in the visual presentation of the data through the use of 

graphs, statistics, and charts in an effective manner to cover the various themes of consumer 

loyalty, brand identification, consumer perceptions and coffee brand strategy. The aim of the 

analysis will be to determine an answer for the research question and aims, the results of 

which will follow in the ensuing chapter. The survey data analysis graphs and charts will be 

presented in the following results section.  
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4. Results 
 
 
4.1 Introduction 
 
 

This chapter will present the primary data findings of the survey questionnaire which 

sought to determine the role that brand community management has on customer loyalty and 

retention of Irish coffee consumers. The chapter will be divided into 5 sections, as per the 

questionnaire layout, to allow the reader to assess the data descriptively. They are as follows: 

demographics, coffee culture, awareness and interactions, brand identification, and loyalty 

and expectations. In each of these sections, connection to the research question and objectives 

will be drawn. In addition to commentary on the data, charts and graphs from each section 

will be included to present the data visually. Because of the large number of responses to the 

survey and the nature of how it was distributed, the statistics can be interpreted inferentially 

in regard to the target population. The Discussion section will provide further analysis and 

comparison of the data to previous studies and theories outlined in the literature review.  

 

 
4.2 Presentation of the Data Results 
 
 
 

4.2.1 Demographics 
  
            In total, 485 people responded to the survey questionnaire. Of this number 335 

completed the survey in its entirety. A filter question was applied to ensure all the 

participants were residing in Ireland at the time of completion, which allowed for an accurate 

representation of Irish consumers. A reasonably even demographic split was observed in 

terms of gender with a slightly higher number of females (56%) than males (44%). There 

were no identifications of ‘other.’ 40% were aged between 18-24, 27% aged 25-30, 20% 
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were aged 31-40, 13% aged 41-64, and only 3 people (0.72%) were aged over 65. The larger 

percentage of the younger demographic age could be explained by the choice of distribution 

via social media and online channels, however there was a significant number (57) of 

participants aged over 40 years of age. The respondents were highly educated with 50% 

having achieved a bachelor degree. Lastly, income levels were seen to be evenly distributed 

amongst the sample. 
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4.2.2 Coffee Culture Perspectives 
 

One of the research objectives was to determine if the culture around coffee shops is 

important to consumers and to establish if this aspect results in loyalty. Therefore, questions 

were geared toward gaining insight in this regard. When asked ‘how often do you drink 

coffee’, 67% stated that they drink coffee every day, 13% said 2-3 times a week, 2% said 

only on weekends and 7% said rarely. The study showed that 89% of participants drink 

coffee. This question was important, as it filtered the 47 (11%) respondents who answered 

‘never’ to the end of the survey to avoid skewed results on preferences toward coffee.  
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Coffee appreciation factors 

In determining why consumers appreciate coffee, the vast majority (86%) said ‘taste’ 

was the most influential factor. This was followed by ‘habit’ (54%), ‘social reasons’ (54%) 

and ‘alertness’ (49%). Interestingly, when the data is filtered through the age bracket of 18-24 

year-olds, ‘alertness’ scored higher than ‘social reasons’ and ‘habit’ with 56%. Contrastingly, 

only 24% of the 41-64 age bracket chose ‘alertness.’ Of the age brackets, 25-30 year-olds are 

the most social with their coffee choices, as 65% state they drink coffee for social reasons.  
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When given options as to where they drink coffee, 86% chose at coffee shops, 85% at 

home and 61% at work. In addition, 37% chose when they are on a walk and 27% drink 

coffee on their commute.  

 

   

 

 

Community/Social perceptions 

The perceived influence of social groups on coffee shop choice preferences is of key 

importance to this study. To assess the perceptions of Irish consumers in this regard, several 

questions were presented. When asked if they would participate in social groups organised by 

coffee shops such as running, yoga or swim clubs, only 14% answered ‘definitely’ and 21% 

answered ‘likely.’ 24% chose ‘maybe’ and most respondents (36%) felt it was ‘unlikely’, 

while 5% said ‘definitely not.’ The research was then analysed to assess whether there was 
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any difference between male and females. The results demonstrated that 41% of females were 

likely to get involved with these social groups and males showed significantly less likelihood 

of involvement with 28%.  

 

Speciality coffee perceptions 

Due to the rapid growth of coffee interest globally, it is necessary for Irish speciality 

coffee brands to understand how their customers perceive the various aspects of coffee 

culture. Encouragingly for Irish coffee brands, this survey showed that 70% of participants 

felt that the culture around speciality coffee is important to them.  
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4.2.3 Awareness & Interactions  
 

One of the research objectives is concerned with community-based advertising in the 

coffee industry and if it influences how consumers live and shape their lives. This section 

sought to determine what coffee brands are doing to make consumers aware of their product 

and service offerings, and the extent to which interactions with coffee shops may influence 

customer behaviours.  

 

Regarding awareness, participants were given multiple choices to answer how they 

discover coffee shops and brands. The highest number of 85% chose ‘word of mouth.’ This 

was followed by ‘social media’ (72%) and ‘locality or proximity to home/work’ (65%). 39% 

of respondents chose ‘shop front and branding.’ Surprisingly, only 5% chose traditional 

media (posters, signs, and flyers) and a mere 4% chose ‘coffee shop organised events.’ 



 60 

    

 
Customer coffee shop interactions 

52% of participants felt that their lifestyle had not changed through their interactions 

with coffee shops and brands. However, 26% felt that their lifestyle has changed as a result 

and 22% were unsure. Those who chose ‘no’ were filtered past the follow up question which 

sought to determine how these interactions with coffee shops and brands have influenced 

their lifestyle. Of those who answered, ‘yes’ or ‘unsure’, 71% felt that coffee shop 

interactions have influenced where and how they drink their coffee. 67% felt their coffee 

taste had been influenced and 56% of the 163 that responded to this filter question said that 

they ‘no longer drink big franchise coffee.’ In comparison, the 25-30 age bracket this figure 

was significantly higher at 68%. Of interest to this study is the percentage of people who felt 

it has given them a community to engage with. The amount is smaller than the researcher 

expected and measured at only 16% with a further 19% feeling where they socialise has now 

changed.       
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Question 15 was crucial in determining the main elements of how customers interact 

with their chosen coffee brands. In person conversation scored the highest across the age 

brackets:18-24 (56%), 25-30 (72%), 31-40 (66%) and 41-64 (66%). Social media scored 

second highest with an even spread across the 18-40 age range averaging around 50% but 

showed a significant decrease in respondents aged 41-64 at (34%). Furthermore, 38% of 

participants purchase products for home use such as beans and coffee equipment. 

 

       

          

Determinants of customer coffee shop preferences 

When presented with a range of factors that affect consumer decisions in choosing 

between coffee shops and brands, there were noteworthy results. The first is perhaps obvious, 

as ‘better coffee’ was the highest factor accounting for 87%. Secondly, location emerged as a 

strong determinant influencing choice between coffee shops (61%). This was followed 
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closely by ‘friend and colleague recommendations’ (56%) and ‘better quality service’ (51%). 

‘Aesthetics’ were more important for 25-30 year olds (51%) compared to the average of 43% 

across the age demographics, as well as ‘better service’ (59%) as compared to the average of 

51%. Other important points of note for this study show ‘better social media’ (18%) and 

‘sense of community’ (26%) to be relatively low indicators of the factors that cause Irish 

coffee consumers to choose one coffee shop over another. Other observed factors were 

familiarity and trust (37%), price (37%), quality food (34%) and product design (18%).  
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Social Media impact 

Understanding the impact of social media on customer purchasing decisions is a key 

factor for this research. In relation to this, 54% of respondents felt a coffee brand’s social 

media presence makes them more likely to return or make a purchase. Of this number, 17% 

felt they would be ‘very likely’ to return or purchase and 38% felt they would be ‘likely’ to 

do the same. These significant results are encouraging for coffee brands who are seeking to 

reach their customers and influence purchasing through social media channels. This will be 

examined further in the discussion section. 
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4.2.4 Brand Identification  
 

The research sought to understand whether a sense of belonging or membership are 

factors that influence customer engagement with coffee shops and brands. One of the 

objectives of this paper is to determine if customers identify with coffee brands and if so, 

why. In this section, the survey questions sought to assess if Irish consumers felt a sense of 

membership attachment towards coffee brands and whether their favourite coffee shops 

contribute to or impact their daily life. 

 

Identification  

Of interest to the theoretical assumptions of identification and membership outlined in 

the literature review, only 7% felt that they identify with coffee shops based off their self-

image or desired self-image (7%). These results do not demonstrate a strong argument for 

individual identification with coffee shops. However, interesting comparisons can be drawn 

from the questions exploring communal belonging in this survey. The discussion section will 

explore if there is reason to suggest that communal sentiments, rather than identification with 

a brand, may be a significant factor when it comes to encouraging customer loyalty.  

 

 Communal lifestyle influences  

The communal element of coffee shops is shown to be a key characteristic of coffee 

shops’ business strategies. To measure this concept, participants were asked if they want to 

be a part of a community centred around a local coffee shop. A significant number agreed 

with this statement with 34% of the sample, of which 6% strongly agreed and 28% agreed. 

38% were unsure and 28% disagreed. The survey revealed the positive effect that coffee 

shops’ engagement with the local community through promotion of local initiatives or events 

has on customer satisfaction. 58% of respondents’ appreciation of their chosen coffee brands 
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increases when coffee brands advertise local events or initiatives. A slightly higher 

percentage of females than males were observed to appreciate this element with 38% and 

28% respectively. 
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Influences on customer well-being  

In order to establish how consumers relate to their favourite coffee brands, several 

questions were asked regarding identification and the factors that attribute to customer well-

being. The results established that 76% of coffee consumers choose their favourite coffee 

brands because of coffee taste preferences. A substantial percentage (46%) feel that they 

engage with their chosen brands around their desired experience in the coffee shop. And a 

considerable number (40%) felt that their lifestyle matched with their favourite coffee brands.  

 

Interestingly, 86% of participants felt that going to their favourite coffee shop 

contributes to their well-being. Their reasons were primarily that their coffee needs are 

satisfied (69%), that coffee shops contribute to their leisure time (58%), provide positive 

interactions (59%) and enjoyable experiences (65%). In addition, 37% felt that their social 

life, and therefore their well-being, was enhanced through coffee shop experiences. 17% 

thought that it provided them with community. Furthermore, a key finding for this study is 

that 72% of participants determined that the social element of coffee shops is important to 

them.  
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4.2.5 Loyalty and Expectations 
 

Fundamental to the research objectives is the concept of loyalty. Determining the 

factors that influence consumer loyalty is essential brands’ to success. Equally, understanding 

how effective retention strategies can impact the growth of loyalty is of vital importance, as 

well as establishing which strategies work best within given contexts. This section sought to 

obtain insightful data from questions aimed at evaluating participants loyalty towards coffee 

shops and brands, and to identify the characteristics that motivate customers’ repurchase 

intentions. Additionally, the concept of observing customer expectations regarding quality 

coffee shops was merged into the question framework.  

 

 Analysis of the data observed loyalty to be an existing characteristic amongst the 

majority of sampled Irish coffee consumers. 14% answered that they would always return to 

the same coffee shop and 66% stated they would return most of the time. 17% felt they 

sometimes return to the same coffee shops and only 3% held that they would rarely return.  

 



 71 

Customer satisfaction factors 

There are multiple factors that result in customer satisfaction toward coffee shops and 

brands. Staff friendliness was observed as an important driver of customer satisfaction with 

79% of participants indicating these sentiments. Furthermore, quality of service ranked 2nd 

highest of the factors with 67%, followed by product quality at 65%. In addition, 52% felt 

that the atmosphere and aesthetics of coffee shops is a contributing factor. Again, ‘sense of 

community’ scored as one of the least likely factors that contribute to customer satisfaction 

with 17%, alongside the sale of products such as coffee beans and equipment (17%). One 

factor of note was that 24% of participants determined a level of satisfaction if food is served 

in addition to coffee and 37% would remain loyal to a coffee shop if they serve high quality 

food. 
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 Loyalty motivators 
 

When asked what would influence their loyalty towards a coffee shop or brand, 84% 

chose that high quality coffee was the most influential factor, followed by 66% choosing 

good brand reputation. The results demonstrate that staff familiarity encourages 49% of Irish 

coffee consumers to stick with their chosen coffee shops. Similarly, when a coffee brand 

prioritises sustainability, it has positive effects on 45% of participants. Customer retention 

strategies such as loyalty rewards programs (stamps, free coffee, etc) were shown to be 

effective toward 43% of respondents. Finally, 17% of respondents felt they identified with 

shared values or beliefs of their chosen coffee shop or brand.  
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Customer expectations 

The survey questionnaire sought to establish if a positive experience at a coffee shop 

would encourage coffee consumers to advocate to other customers on the brands behalf. Of 

significant note, 95% of participants felt they would tell others about their positive experience 

with 55% strongly agreeing and 40% agreeing. Regarding these experiences, the final 

question sought to establish participants’ expectations of how they want to feel after they 

have left a coffee shop or bought a coffee. What seems to be a trend throughout the survey 

results is that the vast majority (81%) want to be satisfied with the taste and quality of coffee 

and other products. 62% want to feel relaxed and refreshed after their experience and 58% 

desire to be satisfied with the service they receive. Other observed expectations showed 39% 

want to be satisfied by the ambience or environment, 27% want to be energised and a further 

27% desire a sense of social fulfilment or well-being.  
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4.3 Discussion of the Findings 
 
 

This dissertation aims to determine the role of BCM on customer loyalty and retention 

in the coffee industry. Previous research points to the success of brand communities in 

shaping customer interactions and identification. Therefore, this paper sought to discover the 

key characteristics that motivate Irish consumers to engage with coffee brand communities. 

Bagozzi & Dholakia (2006) describe a well-developed social identity amongst a group of 

consumers that admire and express mutual sentiments of a brand as the keys indicators of 

successful brand community. Determining whether these indicators exist amongst consumers 

of Irish coffee brands was therefore an objective of this study. However, it is firstly essential 

to remember that the process of building brand community is not solely customer centric. It 

also includes employees and partners which are involved in the process of how coffee 

businesses use branding, social media marketing, events and social opportunities to curate 

positive interactions with their customers (Baker, 2020). The findings of this study observe 

interesting characteristics that motivate Irish coffee consumers in this regard, and they will be 

outlined further in this chapter under headings relating to the 5 research objectives.  

 
 
 
 

4.3.1 To determine the key characteristics that motivate Irish consumers to identify and 

interact with coffee brand communities.  

 
 The data analysis highlighted a number of key factors that motivate Irish coffee 

consumers. Firstly, quality coffee and taste are evidenced as the strongest determinant of 

customer interactions with brands in Ireland as 87% of people expressed this sentiment. This 

taste factor supports the results of previously examined global studies such as Shin et al. 
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(2015) who determined taste to be the most influential factor for interactions in Korean coffee 

shops, accounting for over 80% of participants’ responses. Lee et al. (2018) also determined 

taste as the primary influencer of customer satisfaction and motivator of coffee shop 

interactions.   

 

In addition, staff friendliness and service quality ranked as significant motivators for 

consumer interactions and felt connectedness to Irish coffee brands. Q16 showed 52% of 

participants are motivated to choose a coffee shop or brand due to better service quality and 

79% are satisfied by interactions with friendly staff (Q25). This is important because 

theoretical studies such as Gustafsson et al. (2005) and Ghorbanzedeh & Rahehagh (2021) 

present emotional attachment as a precursor to the creation of affective commitment through 

positive interactions. They argue that this leads to ‘brand love’, which they claim is the 

strongest antecedent and motivator of brand loyalty. Evidently, Irish coffee consumers 

appreciate the interactions they receive when purchasing coffee or attending coffee shops, 

which arguably could result in emotional attachment. Here, the research draws a connection 

between the effects of brand strategies such as service quality and staff interactions with both 

the concept of emotional attachment, and identification theory. Kenneth Burke (1969) wrote 

that identification increases with communication between people, which in turn leads to 

shared meaning. Therefore, the results can premise that if 79% of Irish coffee consumers are 

motivated by their appreciation of communication with friendly staff, coffee brands can 

increase their customer loyalty by creating a positive and welcoming customer 

experience and promoting and investing in staff friendliness. This could, as Burke posits, 

build shared meaning over time, thus leading to consumer identification with the brand. The 

survey findings corroborate this conclusion, as they show that service quality and staff 
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friendliness also encourage customers to return, therefore increasing their ‘love’ for the 

brand.  

 

One study of note for this paper was Chima’s (2020) research of factors that influence 

the buying behaviour of Irish coffee consumers. The study found that brand awareness 

influences the buying behaviour of Irish consumers and adds that coffee brands should 

leverage social media to increase promotion. The results of this research support these 

findings from the consumer’s perspective, as 72% say they find out about coffee shops 

through social media. However, a much lower percentage of respondents (47%) continue to 

interact with their chosen coffee brands through social media channels once they have 

engaged (Q15). Whilst this may not seem a high number in comparison to the 72% who 

become aware of coffee shops via social media, it still represents a significant amount of 

customer interactions with coffee brands on social media platforms. In addition, 65% connect 

with coffee shops through in-person conversations, again highlighting the potential for 

increased communication. Furthermore, the main factor that contributes to consumers’ 

awareness of coffee shops or brands is word of mouth recommendations 85%. This is crucial 

for Irish coffee brands as the importance of word-of-mouth recommendations cannot be 

emphasised enough. The literature outlined this word-of-mouth customer advocacy as a key 

factor in building a community of loyal customers. This chapter will later explore the 

influence that customer advocacy has on customer loyalty and retention and how coffee 

brand managers can curate this outcome.  

 

Coffee shops are spaces where people gather. This concept is crucial for coffee 

brands, as the findings from this research are consistent in showing that consumers are going 

to coffee shops to socialise. The survey observed that 72% of Irish coffee consumers are 
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motivated to engage with coffee shops and brands for social reasons. Since a 

comparatively low number of participants (34%) stated they would engage in a community 

established by a coffee shop, the findings indicate that Irish coffee consumers are going to 

coffee shops with other people and that coffee shops are places that they can socialise with 

their pre-established communities. Such a key characteristic is perhaps an obvious finding but 

determining how people are socialising is crucial. Dutta’s (2020) study on the history and rise 

of coffee culture in Ireland ascertains that coffee has now become a way of life for many Irish 

consumers. This is consistent with the survey results which show that coffee brands are 

becoming a part of people’s lifestyles. Coffee brands should be encouraged that their patrons 

are not only coming to coffee shops by themselves, but they are also bringing others with 

them. 

 

The final key motivational characteristic that emerged concerns brand reputation. In 

Ireland, this study determined that 66% of coffee consumers’ interactions with coffee shops 

are influenced by whether the brand has a good reputation or not. Pesoa, Kristyanto and 

Dewa (2020) similarly discovered that customer loyalty was influenced by trust in the brand 

amongst Indonesian coffee consumers. Fostering good brand reputation is clearly a goal of 

coffee businesses, but the process of building consumer trust requires careful attention to the 

key characteristics that influence customer satisfaction with coffee brands.  
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4.3.2 To explore whether community-based advertising and coffee shop interactions 

influence how Irish coffee consumers live and shape their lives.  

 

From examining the literature, it is apparent that brands impact humans on a deep 

level and can influence how they live and shape their lives. Consumer behaviour was 

highlighted as a key theme to assess in understanding why and how customers evaluate, use, 

and engage with goods or services (Khan, 2007). Hence, one of the research objectives 

sought to determine the level to which community-based advertising and coffee shop 

interactions influence Irish coffee consumers in their behaviour. The researcher defined 

community-based advertising as any effort to promote local initiatives, social events, or local 

groups centred around a coffee shop or brand. 

 

Social groups organised and promoted by coffee shops were of interest to 35% of 

participants and a further 24% felt they may be interested to participate in groups such as 

running clubs, book clubs, swims groups, coffee tastings and yoga. There was also a 

reasonable level of interest amongst consumers to be part of a community centred around 

their local coffee shop. 34% felt this way and a further 39% were unsure. Although these 

findings are somewhat inconclusive in determining the majority stance, it is evident that there 

are significant levels of interest in communal activity participation amongst coffee 

consumers. This would indicate that there are opportunities for coffee shops to establish 

elements of community with their patrons that would benefit both the customer and the 

business. It would improve consumers’ wellbeing by creating opportunities to socialise and 

connect. Centering these opportunities around coffee and the coffee shop could also bring 

new customers as well as help to retain their current consumer base. Tartaglione et al. (2019) 

describe this positive linking together of customers as a characteristic of successful BCM 
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which provides increased opportunities for both new experiences and channels of 

communication amongst consumers. Zhang and Luo (2016) and Kandampully et al. (2015), 

also determine that these strategies can encourage harmonious brand communities which 

strengthen customer’s perceived relationship benefits. Therefore, in the context of 

community-based advertising there is evidence to support the positive effect of BCM in the 

coffee shop industry. As evidenced above, it can play a role in influencing consumers to 

engage with each other through new social channels connected to a brand.  

 

Of note, 68% of people said they appreciate coffee shops and brands more when they 

advertise other local events and social groups and 25% determine this would contribute 

toward their loyalty to a brand. This would suggest that brands should implement 

community-based advertising as it can support the curation of good brand reputation in the 

eyes of Irish coffee consumers, hence shaping their attitudes and behaviours toward coffee 

brands. 

 

When asked if their lifestyles have changed as a result of interactions with coffee 

shops, 52% of participants felt their lifestyles had not been changed, 26% said they felt their 

lifestyles had and a further 22% were unsure. Of those who answered, ‘yes’ or ‘unsure’, 67% 

said that their coffee preferences had changed and 56% no longer drink big franchise coffee 

and instead opt for speciality coffee brands. Evidently, speciality coffee shops are influencing 

consumer buying preferences through their various interactions with the brand. These are 

significant statistics for Irish coffee culture and seem to align with reports from the Irish 

marketplace, which have shown a boom in sales for speciality coffee shops increasing from 

€32.1 million in 2013 to 328 million in 2018 (Roddy, 2019). Euromonitor (2022) reports add 

that coffee retail in Ireland has continued to see value growth of 7% in 2021, suggesting a 
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continued upward curve and increasing coffee lifestyle choices over the coming years. This 

would suggest that there is significant opportunity for Irish coffee brands to drive and 

monopolise on this market trend. 

 

 

4.3.3 To identify what causes consumers to engage with coffee brands: quality product 

and service, or the felt sense of membership through interactions with the brand? 

 

Two points of interest highlighted in the literature relating to BCM and customer 

engagement were the theories of group membership identification and the studies which 

determined high calibre of products and service quality as two key characteristics of coffee 

consumer satisfaction. This research project aimed to discover which of these factors had the 

most influence on customer engagement with coffee brands in Ireland.  

 

In regard to identification, Tajfel and Turner’s social identity theory (1979) 

ascertained that individuals create and define their own identities with regard to social 

groups. Maffesoli (1996) also determines that social existence is conducted through 

fragmented tribal groupings which are based around shared lifestyle, brand names, values, 

and sound bites of consumer culture. In Ireland 59% of coffee consumers feel that coffee 

shops contribute to their well-being due to the positive interactions they experience. 

Arguably, this could show signs of membership identification. In addition, community-based 

advertising has been previously shown to encourage positive customer engagement. 

However, despite this, it is unclear in the findings as to whether coffee customers feel like 

they are a part of a group or community attached to a coffee shop or brand.  
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This research study observed mixed findings that are inconsistent to these theoretical 

positions of brand membership when assessed from Irish coffee consumer perspectives. Only 

17% determined that the most satisfying characteristic of their chosen coffee shop was a felt 

sense of community. Additionally, of those that felt their lifestyle has been influenced by 

coffee shops only a mere 16% felt it had given them a community to engage with. However, 

36% who answered the same question say it does enhance their social life. Evidently, there is 

a difference between community (membership) and social engagement, and this will have to 

be assessed further in this discussion.  

 

The research, however, displays other primary desires when it comes to how 

participants want to be satisfied with their chosen coffee shops such as product and service 

quality. A study by Dhisasmito and Kumar (2020) shows the influence of service quality on 

customer engagement and loyalty in Indonesian coffee shops. These conclusions draw similar 

results to this study’s findings as mentioned in the previous sections. Additionally, previously 

highlighted studies determined coffee taste and product quality as key factors as well (Shin et 

al., 2015; Lee et al. 2018). When compared to these global studies, the primary wants 

expressed by Irish coffee consumers were satisfaction with product quality (81%) and being 

satisfied with the service they receive (58%). In contrast only 27% want to have their social 

needs met by these interactions (Q28). This seems to contradict earlier findings in the survey 

which showed 54% of people drink coffee for social reasons. However, the findings are 

conclusive: service quality and quality of product are stronger determinants of Irish coffee 

customer engagement than a felt sense of membership or belonging to a particular coffee 

brand. This would indicate that either the current Irish coffee shops are providing good 

quality products and service that consumers highly value, or that the majority of Irish coffee 

consumers are not looking for community from their local coffee shop.  
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4.3.4 To establish what Irish coffee consumers expect from coffee shop environments.  

 

 Brand community managers need to understand the various factors that contribute to 

customer loyalty in order to be able to meet their expected needs. Hanna et al. (2013) state 

that consumer perceptions often underlie the evident success or failures of products or 

services on the marketplace. Therefore, determining what customers expect from their coffee 

shop experience and establishing why Irish consumers frequent coffee shops was central to 

this study. The researcher has sought to understand the coffee industry in Ireland through the 

lens of BCM and this has provided some thought-provoking findings in terms of consumer 

perspectives and expectations. 

 

 So, what do Irish coffee consumers expect from their coffee shop experiences? As 

previously examined in this discussion, most Irish coffee consumers are not going to coffee 

shops to find community. Based on the findings, many are unsure of whether they would 

even want to be a part of a community centred around their chosen coffee brands. However, 

as has been previously outlined, there are indicators that show people enjoy the various social 

interactions that are naturally provided by coffee shop environments. What can be established 

therefore, is that for the majority of Irish consumers, coffee shops seem to be a social 

gathering place rather than an established community with ‘shared meaning, consciousness, 

and traditions’ (Muniz & O’ Guinn, 2001). It appears that most patrons use coffee shops to 

gather socially with their own chosen ‘tribes’, but they are not necessarily looking for coffee 

shops to create that community for them. The literature explains this hypothesis as the need 

for ‘third spaces’ which are locations outside of the home or work environments that allow 

for social interaction and emotional support (Oldenburg, 1991; Soja, 1996). This concept is 

hugely important for brand community managers as it is evident that Irish coffee shops can 
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meet this third space need and provide a space for socialising. One global study by Lukito 

and Xenia (2017) supports this position by maintaining that third spaces may enhance 

customers’ quality of life and provide opportunity for social bonding. Which further 

highlights the importance of fostering coffee shop environments where this social bonding 

can take place  

 

 When asked what is most satisfying about their favourite coffee shops and brands, it 

emerged that 52% of participants appreciate the atmosphere and aesthetics of their chosen 

coffee shops and 39% want to feel satisfied by the environment (Q28). When choosing 

between coffee shops, 43% said they would choose one coffee shop over another based on 

the look and feel of the shop. Additionally, as mentioned earlier, 79% chose because of the 

friendliness of staff. Both these characteristics affect how a customer feels when they spend 

time in a coffee shop environment and a study by Saey and Foss (2016) holds that these 

factors meet customer needs and shapes how they attach identification and meanings to cafes 

as third spaces. The findings of this research paper would hold that the explanations for any 

sense of identification and meaning would better align with social reasons rather than felt 

membership of an established coffee community. Although, it does show communal desires 

amongst a minority of Irish coffee consumers in regard to social groups that they encounter 

through coffee brand interactions (see Q22 & 23).  

 

Consequently, the findings from this research demonstrate to brand community 

managers that both the look and feel of their coffee shops and the level to which their staff 

express pleasantry toward their patrons are crucial to success. Moreover, they are 

characteristics that can be easily implemented into business strategy. The findings show that 

Irish coffee consumers expect a pleasant environment in which they can socially engage to 
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the level they wish, and in doing so, can live out their desired coffee shop experiences. 

Furthermore, the results showed 51% of participants choose coffee shops because of service 

quality and another 37% would return to coffee shops that provide additional products such 

as high quality food. What can be concluded from this is the importance of coffee brand 

managers creating a pleasant environment around customer coffee experiences in order to 

achieve perceived brand quality. Evidently, the better their environmental experience, the 

more likely a customer will be to return.  

 

 

4.3.5 To determine what Irish coffee brands should be doing to create loyal customers 

and foster their brand communities with Irish consumers. 

 

Both the literature and the findings of this study emphasise the importance of 

consumer perceived quality to the success of building a brand community of loyal customers. 

As this paper has shown, perceived quality can be attached to customer experience and is 

crucial for Irish coffee brands. Studies on the topic of brand loyalty claim that when the 

perceived quality of a brand is negative, dissatisfaction is created but when it is positive, it 

results in customer satisfaction which in turn increases customer loyalty (Tartaglione et al., 

2019; Arslan, 2020; Monroe, 2002). The research also highlighted retention strategies that 

help increase perceived brand quality and foster brand loyalty. This study aimed to determine 

which of the various retention strategies contribute to these outcomes in the Irish coffee 

industry.  

 

The literature demonstrates that coffee brand leaders in the Irish market are claiming 

that people are moving more and more toward the experiences around coffee rather than 
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simply deeming it as a stand-alone product (O’Connell, 2018). The results of this paper 

support these claims and show a high value amongst participants for coffee culture and the 

experiences around it. Therefore, as previously posited, coffee brands should seek to provide 

positive experiences that will operate as an effective retention strategy if they can get the 

various touch points or interactions right along the way. This hypothesis is supported by the 

86% of respondents that feel going to their chosen coffee shops contributes to their well-

being. Of this number, 65% say that it provides them with enjoyable experiences and a 

further 59% say this is due to the positive interactions they experience. From this it is evident 

that finding ways to meet these needs are crucial for fostering a community of brand loyal 

customers.  

 

 The primary focus of this discussion on loyalty will be around the concept of 

customer advocacy. The literature surrounding BCM, loyalty and customer retention 

strategies appeared to centre on whether the primary focus should be to keep customers 

happy at all costs, or if strategies should be more brand-centric focused. In terms of BCM, 

Woisetschlager et al. (2008) conclude that the centre of a brand community is the brand itself 

and consumers join these communities to exchange experiences with other like-minded 

people who are fascinated by a specific brand. However, the results of this research better 

align with the argument of McAlexander, Schouten and Koenig (2002) who argue that brand 

community is customer-centric, and the existence and meaningfulness of the community is 

reliant on customer experience rather than in the brand around which that experience 

revolves. A central finding for this study was that 95% of Irish coffee consumers will tell 

others about their good experiences at a coffee shop. This is important because 56% of 

participants go to coffee shops based on a recommendation and are bringing people with 

them as previously shown. This research shows that customer advocacy takes place where 
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quality experience is found. Furthermore, it also shows that where quality experience is 

found, 80% of coffee customers will return. These observed behaviours combined with the 

previously established consumer desire for good coffee shop experiences illustrate how 

important customer advocacy is for Irish coffee shops. This is largely due to the fact that 

information conveyed by a satisfied customer about their positive coffee shop experience is 

more believable than that delivered by a coffee business entity (Susanta et al., 2013). Coffee 

brands should therefore focus on creating these positive experiences whether that be social, 

product, or service quality characteristics, so that their customers will advocate on their 

behalf. 

 

In terms of how awareness can encourage customers to interact with coffee brands on 

a regular basis, a number of factors were observed. The presence of various touch points such 

as social media presence and word-of-mouth promotion are key to keeping coffee brands top 

of mind with their customers. 72% of people hear about coffee brands through social media 

and a further 47% interact regularly through these online social platforms. Furthermore, 54% 

determine that they are likely to return to coffee shops who have a social media presence. 

Social media promotion is an owned business strategy and has been proven to have a positive 

effect on awareness and retention. Where it becomes even more effective is when customers 

advocate on behalf of their chosen brands via these social media platforms or word-of-mouth 

as 56% of coffee consumers will follow friend and colleague recommendations.  

 

Observed findings have established that quality coffee (taste) and excellent service are 

the key factors that encourage customer loyalty in the coffee shop industry. Nonetheless, 

there are other factors at play. Firstly, when participants were asked what would influence 

their loyalty towards a coffee shop or brand, 44% say they are loyal to brands that prioritise 
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sustainability. This is less of a retention strategy and more aligned with brand values, but 

brands could consider adopting a more sustainable approach to better their brand value in the 

eyes of their customers. Secondly, 43% of participants felt that loyalty reward programmes 

such as coffee stamps strongly influence their decision to keep returning to their chosen 

coffee shops. This well-known retention strategy in the coffee industry is simple to 

implement and evidently an effective strategy in the eyes of customers. 

 

 Throughout this discussion and the findings of the research, the importance of staff 

interactions has remained consistent. The positive interactions customers experience with 

coffee shop staff seem to be primary indicators of customer satisfaction and loyalty. 49% of 

people feel that staff familiarity strongly influences them to stay loyal to their chosen coffee 

shops and 58% want to be satisfied with the service they receive. In addition, the most 

satisfying element of the coffee shop experience was observed to be staff friendliness at 79%. 

What can be drawn from these discoveries is that investment in employees is crucial for the 

coffee shop industry. Moreover, getting to know your customers appears to reap significant 

dividends. Coffee brands should therefore pay attention to how they build a quality team of 

employees as part of their management strategy. Reichheld (1996) first emphasised the need 

for employee retention and ascertained that it is impossible to build a loyal base of customers 

without a loyal employee base. He argued this is because employees who are not loyal to the 

brand are unlikely to be motivated to shape an inventory of loyal customers. Duffy (1998) 

and Breitling et al. (2021) added that if brands retain long serving employees, it will improve 

the character and integrity of the brand and help foster positive brand experience for their 

customers. The findings of this research support the positions of these authors and 

hypothesise that employee retention management is a crucial factor in creating loyal 

customers within coffee brand communities.  
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4.4 Strengths and weaknesses of the research 
 

 

There were several strengths and weaknesses to this research approach. Firstly, the 

use of the quantitative survey method was both a strength and potentially a weakness. The 

questionnaire method allowed for a quick and seamless distribution throughout the target 

sample and was inexpensive to implement (Wang and Cheng, 2020). Due to the short time 

frame of this research, a cross-sectional approach of the current coffee industry climate in 

Ireland allowed the data to be gathered over a short period. This provided ample time to test 

the data findings against the theories and previous studies highlighted in the literature. 

However, a potential weakness of this approach is that there is no follow up to respondents 

because of the nature of the research timeframe (Saunders, Lewis & Thornhill, 2019). In 

comparison, a longitudinal approach could have developed further understanding of the 

research topic findings over a longer period of time. This would have allowed for hypotheses 

to be further developed and critically assessed with follow up questions or interviews of the 

sample population. However, as previously explained, the research was best suited to a cross-

sectional approach because of the time constraints in which it was conducted. 

 

There are some additional factors which may cause potential limitations to the 

research. Firstly, the distribution of the survey across social media platforms and online 

channels increased the likelihood of a younger demographic of respondents and the potential 

of limited numbers of those from older demographics. Because the research study required a 

relatively even spread of age demographics amongst the target population, it was essential to 

distribute the survey through other personal and professional channels. Despite this, a larger 

sample of the younger demographic was observed which could result in a level of 

misrepresentation of the target population. Ultimately, the survey did acquire a sufficient 
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number of responses from the older age brackets but, having said this, a more even spread 

would have been preferred. 

 

The survey reached a large sample of 485 respondents of which 335 completed all 

elements of the questionnaire. Due to its size, this was a positive sample collection of the 

target population and gained a significant amount of concise data relating to the research 

questions. However, a potential weakness arose in the lack of geographical determinants 

within the questionnaire layout, from which findings could have differed based on where 

respondents live in comparison to others. For example, coffee consumers in rural areas may 

express different preferences to those in urban locations.  

 

A further strength of this research was the use of probability sampling to avoid 

selection bias as it provides every unit in a finite population with a positive probability of 

selection (Schreuder, Gregoire & Weyer, 2001). There was potential of a biased selection of 

respondents due to the distribution of the survey through personal and professional channels. 

However, this approach actively tried to avoid such bias and focused on a target population 

that represented the larger population of Irish consumers. Consequently, the large number of 

samples did allow for the data to be examined inferentially, and conclusions to be drawn from 

the findings. 
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4.5 Limitations of the results 
 

The results displayed differences between the preferences of coffee consumers across 

the age demographics and to a certain extent, the genders as well. However, the findings 

cannot provide the reader with conclusive characteristics that indicate how coffee shops can 

individually cater for the specific coffee, lifestyle, or communal needs and preferences 

expressed by the different age brackets. In addition, whilst the findings hypothesised that 

increased communication between coffee brands and their consumers could build shared 

meaning over time, they are inconclusive in determining whether it results in a sense of 

membership or customer identification with the brand. Furthermore, the results demonstrate 

social priorities amongst Irish coffee consumers but do not conclusively show the majority 

stance when it comes to whether they want to be a part of a community centred around their 

local coffee shops. Therefore, the researcher cannot fully determine the impact of BCM in 

this regard. Additional survey questions may have provided respondents with more in-depth 

context to what was meant by community, and thus could have yielded more conclusive 

results.  
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5. Conclusion 
 

The pragmatic research approach adopted by this study enabled evaluation of the 

connections between both theoretical hypothesise based on previous studies and knowledge 

based off the practical understandings of the survey results. A number of key characteristics 

emerged as motivators of Irish coffee consumer interactions and felt connectedness to brands. 

These main factors are quality coffee, staff friendliness, and high level of service. In addition, 

factors such as brand social media, word-of-mouth recommendations and social intentions 

emerged as significant influencers on brand awareness, customer engagement and loyalty 

choices. Moreover, community-based advertising and interactions with coffee shops were 

revealed to shape coffee taste preferences, perceived brand quality, and the buying 

behaviours of Irish consumers.  

The research determined that loyalty, identification, and community are significantly 

linked within both the literature and the results. However, the findings of this paper recognise 

that within the context of the Irish coffee shop industry the brand community is customer 

centric. It determines that any existence or meaningfulness attached to brand communities is 

primarily inherent on customer experience and social motives rather than a felt sense of 

membership. It appears that Irish coffee consumers use coffee shops as ‘third spaces’ to 

gather socially with their own chosen tribes, rather than established brand communities with 

shared meaning, consciousness, and traditions. Therefore, this study holds that the success of 

BCM’s influence on loyalty and retention in the Irish coffee industry relies upon the curation 

of positive experiences amongst coffee customers. Evidently, the findings showed that the 

process of building an authentic community with a coffee brand’s customers, partners, and 

employees in order to foster positive experiences, is an effective management strategy and 

one which can influence customer loyalty and retention. 
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5.1 Recommendations for further research 
 

Throughout the course of this study, the subject areas of brand community, brand 

identification, and customer loyalty have revealed complex underlying characteristics that 

influence the outcomes of relationships between consumers and coffee brands. Hence, it has 

proven difficult to analyse all areas of the chosen topic sufficiently and further research may 

be required to gain in-depth understanding of these complex factors. Although the 

quantitative survey method provided a large number of responses amongst the target 

population, there are potential limitations to the research approach. There is scope to suggest 

that alternative research using qualitative methods such as interviews or focus groups could 

provide more in-depth findings. Such methods could provide individual opinions in regard to 

the research questions, particularly in determining the extent to which BCM can influence 

identification and a felt sense of belonging.  

 

What also emerged was an opportunity for further study to determine the impact of 

increased communication between brands and their customers. Research into this context 

would test previous identification theories that claim increased communication leads to 

shared meaning and identification. Additionally, a research study that focuses on the impact 

of specific communication channels between brands and their customers might gain insight 

into the level to which such interactions may manifest in consumer identification sentiments.   
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5.2 Applications/Implications of the Research 
 

The findings observed some implications for the Irish coffee shop industry that could 

be applied within current brand management strategies. This study has addressed the lack of 

information of how BCM affects the perceptions, interactions, and loyalty of coffee 

consumers in Ireland. The results are valuable to the current business environment as they 

provide useful insights into consumer perceptions, expectations, and buying behaviours in the 

Irish marketplace. For coffee business owners or investors, knowing the extent to which 

BCM and its retention tactics can influence customer loyalty could have profound 

implications in the development of their brand strategy. Equally, understanding the 

underlying motivations for consumer choices, particularly their social preferences and quality 

expectations regarding the experience around coffee is crucial. Therefore, it could provide 

opportunity for coffee brands to successfully adjust their business frameworks to meet those 

needs. Ultimately, the conclusions of the findings establish what is and what isn’t working in 

the Irish coffee shop industry and the application of these conclusions into brand 

management could bear positive results. 
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