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SCOPE & OBJECTIVE

WHY ATMOSPHERICS?
WHY COFFEE SHOPS?
THIS PROJECT EXAMINES THE SIMULTANEOUS USE OF DIFFERENT ATMOSPHERIC
ELEMENTS SUCH AS COLOR, MUSIC, LAYOUT, LIGHTING, SCENT IN THE CONTEXT OF COFFEE

COEEFEE IS THE MOST POPULAR BEVERAGE IN THE WORLD.
' COFFEE SHOPS ARE POPULAR BUSINESSES.

* ARE COFFEE SHOP MANAGERS AWARE THAT ATMOSPHERIC DESIGN IS A POWERFUL MARKETING TOOL?

(AT HE/PRODUCT AND PRICE DIFFERENCES ARE SMALL (4$ FOR A CUP OF COFFEE)
J ¢ HOW DO THEY USE ATMOSPHERIC ELEMENTS TO GAIN A COMPETITIVE EDGE?

AT HEJPRODUCT ENTRIES ARE AIMED AT SPECIFIC SOCIAL CLASSES
((BUSINESS MANAGERS, STUDENTS)

* WHAT ASPECTS OF COFFEE SHOP ATMOSPHERICS DO CUSTOMERS VALUE AND RESPOND TO MORE?
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IANNCOEEEE SHOP INFLUENCE CONSUMER RESPONSES.
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2.91% OF ,COFFEE CONSUMEDYI SRTAKENFATS
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4 ( A HOLIDAY IN COSTA‘RAICA‘ON SEPT|EMBER

\ 12TH, IN IRELAND ON"SEPTEMBER 1{O T F"YAN D

IN JAPAN ON OCTOBERJ /ST

4.IN JAPAN, THE JA AN ESERBATHE
IN FERMENTED F'lNEA‘F' UE

MIXED WITH COFFEE GROUND

A BEAUTY TREATMENT THAT
REDUCES WRINKLES, AND TONES
THE SKIN.

5.THE POPULAR! GABRUCCING,
[elel g SIS NAMIED AFTE:E
CAPUCHIN MONKSEDUERLOXLHE
SIMILARITY IN COEORY{OFRAT H'E
COFFEE DRINK TONMGONKISEROBES .
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; - REVOLUTION ANBATHE FRENCH
REVOLUTION WEREJBORN TN
MW HIATA KN DY EEX P E R E: YO, YOU WISH CUSTOMERS TO HAVE? . COFFEE HOUSES.

OWHAT IS THE RERSONALITY OF|YOUR COFFEE SHOP? \ 7-THE/FIRST COFFEE IN|

WAS SOLD’'BY.CHEMISTS ©R
(B oW DORVOULUSE COLORS, LIGHTING, MUSIC, AND SCENT? PHARMACISTS IN 1615 WHERE IT

" ) 5 — el WASI KNOWN AS ARABIAN WIN
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SHOPS.
WVHEN... ¢ CAN WE ANSWER... .>
(THEINUMBER OF OUTLETS INCREASE (COMPETITION) (
1

ANAGERS GAIN A COMPETITIVE EDGE BY COMBINING THEIR PRODUCT WITH “IF IT WEREN’T FOR THE ATMOSPHERE, | COULDN’T DO NEARLY THE BUSINESS | DO.” - OWNER OF PIER FOUR ‘ | 4 - F]
[RESVAVIIE ATMOSPHERICS (KOTLER,1974). BECAUSE ATMOSPHERICS - ENVIRONMENT OF | poN’T GO IF | DON’T LIKE THE ATMOSPHERE, | LIKE COMFORTABLE COUCHES.” - COFFEE DRINKER. -_‘f_'




