
 
 
 

BARISTA VS CAFÉ COFFEE DAY – A COMPARATIVE STUDY 
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5   S e c t i o n  T h r e e :  C a s e  s t u d y  o n  C a f é  C o f f e e  D a y .  S e c t i o n  T h r e e  i s  a  c a s e  s t u d y  o n  C a f é  C o
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1.2: The Coffee Café Industry 
 

 The Coffee Café industry is currently one of the biggest and fastest growing ndividual cafés, hotel cafés and retail café chaind
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17.3ors35n bT51 mabusinlk of revenue is earned by small, in0ividual cafés, run mostly by 





 

 
 

 

12 
 

The vast popularity of these retail chains is shown in the rapid international growth of 
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tiffin also. The vintage location of the mess a
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RESEARCH METHODOLOGY 
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Section 2: CASE STUDY ON BARISTA 
 
2.1: Corporate Profile 
 
Background, Market Entry & Growth: 

 

Barista coffee was establishes in 1999 with the aim of identifyin7 Growth:
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2.2: Marketing Mix 
 
Product Mix* : 
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Product Sources:  

Barista sources its coffee beans from around 
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Process:  

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

up to the counter to place his order, and goes back to the counter to p12 Tw 12nw 112nw 112nw 1g back to the count
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The logo is a combination of Brown, Orange and Light Yellow; with the word “Barista” 

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

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

b) 
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Promotions:  
 
Barista currently carries out mass promotion campaigns. This is mainly in the form of 
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d) Sales Promotion:  
 

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

Barista Coffee Card entitles you to one complimentary hot beverage when you are 

done sipping seven. It is available to all Barista coffee regulars. No membership fees, 

no references required. Fill out the card and you are a member. As a Coffee Card 

holder, you earn one stamp on the card every time you purchase a beverage. Simply 

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

you have collected seven stamps, you can hand over the card to receive your 
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Selecting a city: Barista has devoted substantial management time and effort in 

zeroing in on the cities where 
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i. 
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Performance Appraisal: 
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Section 3: CASE STUDY ON CAFÉ COFFEE DAY  

3.1: Corporate Profile 

It w1 Chikmagalur that a traditional family owned a few acres of 

coffee estates, which yielded rich coffee beans. Soon Amalgamated Bean Coffee Trading 
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Coffee Day Comprises of the following Sub Brands 

Coffee Day - Fresh & Ground 

Café Coffee Day 

Coffee Day – Vending 

Coffee Day - Xpress it growsf t  13ee Dait serves. 
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Biryani 
Sandwiches 
Kulcha 
Burger 
Pasta 
Masala Sandwich 
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Café Coffee Day has a check on quality all the time and in several aspects. The 

operational in-charge will go around checking business, record keeping, service and 

check the feedback forms. The food in-charge will look at the way food is being stored, 

coffee is being made, what is the time take to extract the coffee and so on. Marketing 

person will go about checking displays, how the merchandise are displayed 

Serving Size: 
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Caps 
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People:
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Décor & Architecture:  

 Café Coffee Day had gone in for image change and revamping of interiors in the last 

quarter of 2001. Café interiors have been given a whole, new look. In a change from 

the largely wood and granite based interiors, there is more of steel and lots more 
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Promotion: 

Café Coffee Day does not believe in mass media promotions. But they are involved in all 

the areas of serious consumer passion. 

Through television: 

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

Friends. All the six lead characters are shown often visiting a coffee shop and a lot of 

youth like watching the programme. That is why they had a contest runr8whes aof 

Fries. 
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3.3 Human Resources 

With the boost in the number of their retail outlets, Café Coffee Day had to concentrate 
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EXTERNAL ENVIRONMENT 

 
INTERNAL ENVIORNMENT 

 
PRELIMINARY INTERVIEW 

 
SELECTION TESTS 

 
EMPLOYEMENT INTERVIEW 

 
REFERNCE AND BACKGROUND ANALYSIS 

 
SELECTION DECISION 

 
PHYSICAL EXAMINATION 

 
JOB OFFER 

 
EMPLOYMENT CONTRACT 

 
EVALUATION 
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Employee code of Conduct: 

After substantial efforts Café Coffee Day has been able to convey to their staff (the ones 

who serve food) that they are doing a job and are at par socially with many consumers. 

Their attitude and communications is kept up to mark. s





 

 
 

 

48 
 

7. Value for money of products. 

8. 
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Frequency of visit:                   
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single visit to an outlet, a high percentage also spent between Rs. 75 & Rs. 125. An 

important point to note here however is that a majority of the people who were in the Rs. 

75 & Rs. 125 bracket were Barista customers.  

 
Length of Visit: 
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people. This would indicate that they are usually accompanied with common friends, who 

have similar tastes, and buying patterns. The remaining 40% either went with only 1 
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Finding out how customers feel about the taste and quality of products offered, could 

help both these organizations improve their share, by adapting and improving their 

 

This parameter is also especially important, because 40% of the sample stated Taste & 

Quality of Coffee/ Food as the most influential fact
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Café Coffee Day got a positive rating with re
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Diagram 15. – Comparative Rating – Overall Taste & Quality of Products 
 
Overall, Barista receivederahigher aratng ofv
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Respondents rated Café Coffee Day’s coffee prices as highly inexpensive, with a rating 

of 4/ 5, while Barista got an average affordability of 3/ 5. 

 

This is strange though, considering the prices of coffee at Barista and Café Coffee Day 
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Desserts 

  
   2.5/ 5     3.5/ 5 
Diagram 19. – Comparative Rating – Desserts Pricing 
 

In the Desserts category, although most of the products 
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The staff at any service establishment plays a very important role in the proper 

functioning and success of that establishment. Especially in the restaurants and cafés – 

the staff makes or breaks the place. For the pur
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Barista again scored very highly with their Employees manners, and respondents were 

overall extrem1lhapphly with t politenee 



   

 

6 3   O v e r a l l ,  B a r i s t a  h a s  a  h u g e  l e a d  o v e r  C a f é  
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Overall 

  
   4/ 5     4/ 5 

Diagram 39. – Comparative Rating – Overall Availability 
Overall, both Barista and Café Coffee Day pe
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Café Coffee Day on the other 
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quantity. Presentation also plays a key psychological role here. The Desserts category is 
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also important because it indicates overall, how a customer rates both the café of his 
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Ambience 

  



 

 
 

 

73 
 

 

 

 

 

 

Section 5: CONCLUSION
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Day as their choice of café, gave Barista a near perfect rating for their Ambience 
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5.2 Areas Needing Improvement 

Both Barista and Café Coffee Day have under performed or not lived up to 

potential in certain areas. The areas are 
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• Customers are not happy with the behavior and service of the staff, and 

Café Coffee Day is lagging far be
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• Employee profile 

• 
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Barista Cafe Coffee Day
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2) Prices
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