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Abstract 
The purpose of this multiple case study was to explore what marketing strate-
gies some coffee shop owners use to sustain business operations during the 
first 5 years of operation. The targeted population consisted of 5 coffee shop 
owners in Arkansas who successfully implemented marketing strategies to 
sustain business operations during the first 5 years of operation. Goldsmith’s 
8Ps of marketing mix was the conceptual framework used in the study. Data 
were collected from semistructured interviews and a review of publicly avail-
able data and company websites. Data analysis occurred using the principles 
of the content analysis method, which included identifying codes and themes. 
Findings indicated owners of successful coffee shops were actively engaged in 
the day-to-day business operations and in the community; provided premium 
products; used social media for marketing, promotion, and branding; used 
competitive pricing; were precise about the location; provided exceptional 
customer service and personalization, and had points of marketing differen-
tiation to promote their brand. The implications of this study for positive so-
cial change include the potential to support the welfare of the citizens of Ar-
kansas, and owners of coffee shops across the United States that could pro-
vide independent coffee shop owners with marketing strategies necessary to 
sustain business operations, contribute to new job creation and regional eco-
nomic sustainability. 
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1. Introduction and Background 

Failure is an issue with small business owners globally [1]. Business failure is the 
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termination of participation in an undertaking because it has not met a mini-
mum threshold for economic survival envisaged by the business owner [2] [3]. 
Some small business owners lack knowledge of business administration includ-
ing marketing strategies and technology to survive in small business [4] [5] [6]. 
The purpose of this study is to provide coffee shop owners with marketing 
strategies to sustain business operations during the first 5 years of operation. 
Understanding how to market the coffee shop business effectively can increase 
the ability of coffee shops to survive during the first 5 years of operation. 

Survival is an issue with small businesses. In the second quarter of 2015, 
234,000 businesses started up; in the same period, 213,000 business owners faced 
demise in the United States [7]. In the state of Arkansas, there were 6437 estab-
lishments with less than 100 employees [8]. Coffee shops (on-premise brewing) 
belong to the same North American Industry Classification System (NAICS) 
description code (722,515) as snacks and nonalcoholic beverages bars [9]. In the 
second quarter of 2015, 1893 businesses started up, and in the same period, 1765 
business owners experienced demise in the state of Arkansas [7]. Documenta-
tion from government agencies does not exist on the closure of coffee shops. 
However, Starbucks, the largest coffee shop company, has closed 443 stores 
throughout the company history: 240 stores in 2009, 42 in 2010, and 161 in 2011 
[10]. Scholars have asked whether a marketing plan incorporating an element of 
personal branding, perseverance, practice, and coproduction, may assist own-
er-managers in surviving in small businesses [11]. 

1.1. Problem Statement 

Coffee shop owners find difficulty to remain in business because of intense 
competition and the vagaries of customer preferences [12]. Only 54% of small 
businesses, including coffee shops, opened in the United States in 2012, ma-
naged to remain in business longer than 5 years [13]. The general business 
problem is that some small business owners are unable to survive during the first 
5 years of operation. The specific business problem is that some coffee shop 
owners lack the marketing strategies to sustain business operations during the 
first 5 years of operation.  

1.2. Purpose Statement 

The purpose of this qualitative multiple case study was to explore what market-
ing strategies some coffee shop owners use to sustain business operations during 
the first 5 years of operation. The targeted population consisted of five coffee 
shop owners in northwest Arkansas who successfully implemented marketing 
strategies to sustain business operations during the first 5 years of operation. 
Positive social change may result in a reduction in the number of coffee shop 
failures, thus improving employees’ worth and dignity, and reducing the unem-
ployment rates, which can result in building stronger communities through 
gainful employment. 
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1.3. Research Question 

The Central Research Question guiding this study was what marketing strategies 
do some coffee shop owners use to sustain business operations during the first 5 
years of operation? Data derived from open-ended semistructured questions, 
participant observation, and non-participant observation for example, data from 
social media platforms of the coffee shops, and publicly available data. 

2. Assumptions, Limitations, and Delimitations 
2.1. Assumptions 

Assumptions are facts the researcher of a study assumes as true [14]. I made 
three assumptions in this study. My first assumption was that coffee shop own-
ers would provide adequate and truthful responses during the interviews. My 
second assumption was that the participants would share useful information on 
their marketing strategies. My final assumption was that the sample size of 5 
coffee shop owners in the study was adequate for a multiple case study. 

2.2. Limitations 

Researchers must align with some limitations in their studies and the present 
study is no exception. Arbussa, Bikfalvi, and Marquès (2017) [15] explained that 
the researcher of a study of small-medium enterprises might need to overcome 
some of the sized-caused limitations. One of the limitations of my study was the 
choice of a multiple case study, which may not represent all information possible 
from studies with more subjects from the same industry [16]. The second limita-
tion of my study was that the sample size was small and was from only the state 
of Arkansas. 

Successful coffee shop owners might limit the research scope due to my exclu-
sion of unsuccessful coffee shop owners. An exploratory multiple case study of 
five small business owners of coffee shops from Arkansas may not yield enough 
data to answer the research question and may not be representative of the popu-
lation of coffee shop owners in the United States or other countries. The findings 
of the study may not apply to small businesses with over 100 employees. The 
third limitation of my study may include the specified area (northwest Arkansas 
and metropolitan area of Little Rock, Arkansas) for the study location. I may not 
be able to generalize the information gathered from this study to locations with 
high population densities. The final limitation of my study was that the inter-
viewees might not be willing to share in-depth marketing strategy information in 
an interview setting. 

2.3. Delimitations 

Delimitations are limits purposely presented or placed by the researcher to re-
strict the scope of the study [17] [18]. The first delimitation was that the study 
participants were from the coffee shop industry and excluded other small busi-
nesses and services. Other delimitations of this study included the sample size, 
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population, and the location of Arkansas. I focused on successful coffee shop 
owners because I was interested in the coffee shop industry. I gathered data from 
the owners regarding the marketing strategies they used to run successful coffee 
shops. The final delimitation was that I only interviewed small business owners 
who had successfully used marketing strategies to sustain business operations 
during the first 5 years of operation. 

3. Significance of the Study 
3.1. Contributions to Business Practice 

The findings from a qualitative case study may add value to the business com-
munity by documenting how coffee shop owners use marketing strategies to 
sustain business operations during the first 5 years of operation. Coffee shop 
owners may benefit from study findings in providing awareness on becoming 
successful. Learning from successful coffee shop owners may provide insights to 
help potential coffee shop owners in adopting a successful marketing strategy 
during the first 5 years of operation. Finding the right value proposition that is 
successful during the first 5 years of operation includes the consideration of the 
traditional marketing mix elements of product, price, place, and promotion as 
well as the newer elements of participants, physical evidence, and process [19]. 
The knowledge obtained from study outcomes could benefit potential coffee 
shop owners through a better understanding of traditional and more contempo-
rary marketing strategies, which may increase the businesses’ survivability and 
contribute to beneficial social change. 

The knowledge gained about the marketing strategies used by coffee owners to 
sustain business operations during the first 5 years of operation could provide 
awareness of the survivability of other coffee businesses. With effective market-
ing strategies, coffee shop owners could better appeal to customers in their mar-
ketplace. Other coffee shop owners can adopt these insights to increase better or 
sustain sales. 

3.2. Implementations for Social Change 

The potential social change benefits from the study include sustained employ-
ment of coffee shop employees in Arkansas, which can improve self-worth and 
human dignity for employed individuals. Small business coffee shop owners may 
find study outcomes so helpful that they hire more employees in Arkansas. Also, 
increased business and employment may result in more tax revenues for com-
munities, which can help local citizens. 

4. A Review of the Academic Literature 
4.1. 8Ps of Marketing Mix Theory 

The 8Ps marketing mix of Goldsmith (1999) [20] was the conceptual framework 
for this research study. Goldsmith developed the 8Ps of marketing mix theory. 
Goldsmith determined that personalization of products could set a brand apart 
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from its competitors. Goldsmith emphasized the importance of the 8Ps of the 
marketing mix to carry marketing theory and practice into an era of personaliza-
tion. The crux of Goldsmith’s argument for the relevance of the 8Ps, was the 
need for managers to create marketing strategies which featured personalization 
alongside McCarthy’s (1960) [21] traditional 4Ps (product, price, promotion, 
place), Booms’s and Bitner’s (1981) [22] 7Ps (adding personnel, physical evi-
dence, and process), to form an innovative marketing mix, the eighth P. Muk-
herjee and Shivani (2016) [19] argued that the traditional marketing mix ele-
ments of product, price, place, and promotion were inadequate in achieving the 
marketing objectives in services. Furthermore, Pomering (2017) [23] suggested 
that small business owners who use the marketing mix could benefit by recali-
brating the traditional 4Ps to a changing, sustainable society. 

The coffee shop owner’s use of the 8Ps of marketing mix, which includes per-
sonalization, could provide a unique positioning and marketing strategy in 
achieving a competitive advantage over competitors and sustaining business op-
erations. Therefore, Goldsmith’s (1999) [20] 8Ps of marketing mix conceptual 
framework could provide a means for exploring and understanding the market-
ing strategies that coffee shop owners use to sustain business operations during 
the first 5 years of operation. 

4.2. Small Businesses 

In the United States, the role of small businesses in the economy is significant. 
According to the Office of Advocacy, a small business has two unique features, 
1) independent, and 2) has fewer than 500 employees [24]. Small business suc-
cess is crucial to the stability of society and the economy, particularly the local 
economy and job creation [25] [26]. According to the SBA officials (2018), small 
businesses make up 99.9% of US employer firms, 99.7% of firms with paid em-
ployees, 48.0% of private sector workers, and 41.2% of private sector. 

4.3. History of the Marketing Mix Theory 

Neil Borden invented the term marketing mix in his 1953 American Marketing 
Association presidential address and formalized it in his Borden (1964) [27] ar-
ticle. Borden based the marketing mix phrase on a suggestion of a colleague’s ar-
ticle [28] on the marketer as a mixer of ingredients. The original marketing mix 
framework consisted of 12 elements. 

The 12 elements of Borden’s marketing mix were: 1) product planning, 2) 
price planning, 3) brand, 4) channels of distribution, 5) personal selling, 6) ad-
vertising, 7) promotion, 8) packaging, 9) display, 10) servicing, 11) physical 
handling, and 12) fact-finding and analysis. Borden also developed a list of four 
elements of the marketing mix of manufacturers: a) consumers’ buying behavior, 
b) trade behavior, c) competitors’ position and behavior, and d) government 
behavior. In the short term, the use of the marketing mix shows marketers how 
to determine the allocation of expenditures among the different elements in ef-
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fective marketing methods. In the long term, the marketer can use the marketing 
mix to design a combination of marketing ingredients based upon long-range 
planning to ensure business owners successfully meet the demands of the 
changing marketplace. Mutandwa, Taremwa, and Tubanambazi (2015) [29] as-
serted one of the factors that determined the performance of small and medium 
enterprises is marketing. Therefore, a small business owner must employ mar-
keting skills to ensure sustenance of business operations. 

4.4. Customer Relationship Management as a  
Means of Promoting the Business 

The essence of customer relationship marketing (CRM) is the interactions be-
tween the buyer and seller. Customer relationship management is a vital strategy 
for business success. Hidayanti, Herman, and Farida (2018) [30] posited that the 
rapid development of the Internet had accelerated the transition from traditional 
means of customer relationship management towards electronic Internet cus-
tomer relationship management. Smaller companies have close interaction with 
customers. Small business owners can leverage this relationship to promote their 
businesses, strengthen customer loyalty, and increase customer retention beyond 
the limits of one-time transactions. Zhang, Watson, Palmatier, and Dant (2016) 
[31] noted that the understanding and managing of customer relationships are 
central in the marketing of businesses. 

Consumers’ loyalty contributes significantly to the long-term sustenance of a 
business [32]. Utami et al. found that coffee shop operators experienced higher 
customer loyalty because of higher service quality. Moreover, Marek (2014) [33] 
posited that business owners could more easily focus on promoting their brands 
and customer loyalty than larger competitors because of the limited geographical 
market coverage of small-to-medium size enterprises. 

5. Research Method and Design 
5.1. Research Method 

Researchers use the qualitative research method to gain a holistic view of the 
topic via documents, observations, and interviews [34]. Yin (2017) [16] stated 
that utilizing an interview method with open-ended questions is valuable for 
gathering data from the participants. Also, with the qualitative method, I gained 
an understanding of the perspective of the participants through observation and 
interpretation. I saw an advantage of using a qualitative approach as the oppor-
tunity to gain valuable insights into the reasoning behind an occurrence or 
problem. I used the qualitative methodology to explore the research question: 
What marketing strategies do some successful coffee shop owners use to sustain 
business operations during the first 5 years of operation? 

5.2. Research Design 

I used semistructured interviews to explore successful marketing strategies that 
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some coffee shop owners have used to sustain business operations during the 
first 5 years of operation. Researchers use a case study design to understand 
complex phenomena [35]. Yin (2017) [16] noted that a case study design is an 
approach for in-depth exploration of a study’s problem and lends itself to the 
opportunity for future research. Yin (2017) [16] further noted the 5 components 
of case study research design were 1) the study questions, 2) the propositions, 3) 
the data analysis, 4) linking the data to the propositions, and 5) the criteria for 
interpreting the findings of the study. Using a case study design may help the 
researcher explore strategic management areas via face-to-face semistructured 
in-depth interviews and research questions (Gaya & Smith, 2016) [36]. Gaya and 
Smith further outlined the importance of ensuring rigor in a qualitative study. 
The researcher using a case study design must understand the importance of 
choosing key informants, following the case study protocol, rigorous data collec-
tion, and analysis methods (including the ability to ask pertinent questions), fa-
cilitating triangulation of sources, and reporting of findings to increase the 
study’s validity and the reliability of the data collected. The importance of 
achieving rigor in qualitative research mirror those of Noble and Smith (2015) [37] 
covering credibility, transferability, data dependability, and confirmability. 

5.3. Population and Sampling 

Once I settled on the methodology and research design, I selected the appropri-
ate sample for the study. Gentles, Charles, Ploeg, and McKibbon (2015) [38] de-
fined sampling in qualitative research as the selection of precise data sources 
from which the researcher collects data to address the research objectives. In a 
research study, the research question determines the sample size. Therefore, the 
selection of the participants is a qualitative case study is an important decision. 
Fletcher, Massis, and Nordqvist (2016) [39] noted that case study sampling in-
extricably links to the understanding of the investigated phenomenon. 

I used the purposive sampling method, to select the participants. The rationale 
for using a purposive strategy was that I assumed that the participant had an 
in-depth understanding of the phenomenon of study. Parveen, Jaafar, and Ainin 
(2015) [40] noted that researchers use purposive sampling target participants to 
gain a more in-depth insight into the phenomenon of study. Fusch and Ness 
(2015) [41] further posited the researcher should choose the sample size that has 
the best prospect for the researcher to reach data saturation. I selected the owner 
from each of 5 coffee shops located in Arkansas who used marketing strategies 
to sustain their business operation in the first 5 years of operation. 

5.4. Data Collection Instrument 

The researcher is the primary data collection instrument in qualitative research 
[42]. For this qualitative case study, I am the primary data collection instrument 
and cannot separate myself from the research. As the researcher, I am operating 
in the world of the study participants as well as in the world of my perspective 
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about the study. Therefore, I am an active participant in the research process. I 
collected data through in-depth interviews, participant observation, and 
non-participant observation as recommended by Gudkova (2017) [43]. The in-
terview is the most effective method of data collection for qualitative studies 
[16]. Yin stated that a good interviewer should know the areas of technical and 
interaction competence. In qualitative research, the researcher uses interview 
questions structured, but open-ended questions as the primary source of data for 
an in-depth understanding of the phenomenon [44]. Furthermore, I used mem-
ber checking as suggested by Birt, Scott, Cavers, Campbell, and Walter (2016) 
[45] to aid in enhancing the reliability and validity of the data collection instru-
ments and ensuring an accurate representation of participants’ views. Member 
checking is the method of returning a written summary of the interview to the 
SB to check (validate) its accuracy [45]. Upon completion of the study, I added 
the interview protocol and interview questions to the appendices. 

5.5. Data Collection Technique 

I collected the data for my study by contacting selected coffee shop owners to 
determine their suitability. Upon IRB approval, I contacted the pool of potential 
participants using e-mail to introduce myself and communicate the objective of 
the study. Next, I scheduled a phone meeting to explicate the study. After se-
lecting potential participants, I provided the participants with the informed 
consent form for their review and signing. Once I obtained the signed consent 
form, I scheduled a time and location for each interview. Before each interview, I 
sent the participant a copy of the questions to ensure they are familiar with the 
questions and asked them to address their concerns. The participants did not 
receive any incentive to participate in the study. 

I used open-ended semistructured questions in the interview process as the 
primary source of data for an in-depth understanding of the phenomenon as 
suggested by Parsa et al. (2015) [44]. The interview comprised 11 open-ended 
questions aligned with the research question. I conducted one-on-one interviews 
at times and locations convenient to each participant, recorded each partici-
pant’s interview using Audacity, and downloaded the audio file. After complet-
ing the interview, I followed the recommendations of Silverman (2017) [46] and 
transcribed each audio recording to ensure I captured each participant’s com-
plete interview. Member checking include presenting the transcript summary to 
the participants and providing additional information for clarification. 

5.6. Data Organization Techniques 

Proper data organization techniques increase the credibility of the study [47]. 
After I compared the transcribed data with my interview notes, I commenced 
the data cleanup and data organization process. I organized the data in the fol-
lowing ways: 1) member checking the transcribed interview, 2) maintained a 
reflective journal to note my thoughts, assumptions, and experiences during the 
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research process, 3) entered the raw data into NVivo12™, and 4) reviewed my 
notes against the interview questions. Bengtsson (2016) [48] stated that data or-
ganization is a vital component of a credible qualitative research study. There-
fore, I used the following organizational tools: Mendeley, Microsoft Word, and 
Microsoft Excel for this study. I compiled the participants’ responses from the in-
terview questions, audio recording, and interview notes, and saved the audio files 
by the participant number to maintain confidentiality. SB1 for the owner from 
the first coffee shop, SB2 for the owner from the second coffee shop and so on. 

5.7. Date Analysis 

I used the 8Ps of marketing mix in exploring the marketing strategies of suc-
cessful coffee shop owners in Arkansas. The 8Ps of marketing mix is appropriate 
as coffee shop owners may leverage these strategies to remain in operation. My 
use of interview questions may answer the central question of the study. Addi-
tionally, case study researchers use methodological triangulation for the merging 
of multiple methods to reach a single conclusion that better supports that con-
clusion than using one of those methods [49]. The researcher use of triangula-
tion of data sources strengthens the research study because it serves as an indica-
tion to the reader that the research is credible [50]. Triangulation is a strategy 
that is useful in the validation and reconciliation of data obtained after the ap-
plication of different methods of information collection on the same subject of 
study [41]. An advantage of using a triangulation approach is that using multiple 
sources of data enhances the validity of the research [41]. 

In this qualitative multiple case study, following the guidance of Hussein 
(2015) [51], I used methodological triangulation by comparing the information I 
gathered from sources of data including the interviews, documents, and public 
records from Internet sources. Graue (2015) [52] stated that the researcher 
should be able to interpret and explain or analyze the data. Data analysis is one 
of the crucial steps in the qualitative research process [53]. The process of data 
analysis involves the categorizing, coding, analysis of the collected data, and the 
identification of significant themes [16]. 

When the interviews were complete, the responses were coded to protect pri-
vacy (coffee shop owners names were coded as SB1, SB2, SB3, SB4, and SB5), 
and NVivo™ (QSR International) software was used to assist in identifying re-
curring words, phrases, subthemes, and universal themes. I used NVivo12™ be-
cause the software was more user-friendly than Atlas Ti data analysis software. 
Furthermore, I correlated the recurring themes with elements from the 8Ps con-
ceptual framework. I imported the interview transcripts into NVivo12™ software 
for data coding and identified, nodes, the critical subthemes, and themes aligned 
to my conceptual framework for data analysis. NVivo™ is a data analysis software 
from the computer that qualitative researchers use for the organization, storage, 
and analysis of research data. Çayir and Saritas (2017) [54] stated that the use of 
computer software in data analysis allowed researchers to disseminate research 
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result in a more explicable manner. Furthermore, Yin (2017) [16] proposed that 
researchers use data analysis to organize and categorize data into thematic codes. 

Coding the data is the method the researcher utilizes to organize and prepare 
the data for the analysis [52]. Furthermore, coding the data enables the re-
searcher to draw conclusions and present the findings of a phenomenon [52]. 
The coding, organizing, and categorizing data, and the researcher’s awareness 
and participant observation are essential to the data analysis of the research topic 
[55]. 

6. Reliability and Validity 
6.1. Reliability 

To ensure reliability in qualitative research, the researcher needs to guard 
against personal bias [37]. In qualitative research, a researcher can use credible 
methods to increase the likelihood of consistent findings in future studies. Fur-
thermore, Noble and Smith [37] posited that an independent researcher should 
arrive at similar or comparable research findings as the researcher. Leung (2015) 
[56] posited that reliability refers to the researcher’s ability to replicate the re-
search process and the research outcomes. One of the steps in ensuring the re-
liability of the interview as a research instrument is to obtain feedback on the 
interview protocol [57]. The researcher’s goal is the ability to obtain the same 
results in a repeat of the study [58]. I ensured that I followed the steps suggested 
by Castillo-Montoya (2016) [57] in explicating the steps for ensuring the relia-
bility of the interview protocol I used in the study. The interview protocol is 
steps included creating an audit trail, explicating 1) the purpose of the study, 2) 
participant selection, 3) data collection, 4) data analysis, 5) research findings, 
and 6) study conclusion. 

To further ensure reliability in this study, I checked (verified) the accuracy of 
the interview responses using member checking. I ensure the alignment between 
the purpose of the study and the central research question. I ensured that I se-
cured the elicited data in secure, electronic password-protected files on a USB 
drive that was stored in a locked file cabinet at my home. I stored the signed 
consent forms and other electronic files on my password-protected computer 
and backed up on a password-protected external hard drive. At the end of the 5 
years, I will shred the paper documents and will erase the data from the external 
hard drive. I applied standard methodical approaches to achieve reliability in 
qualitative research consistent with a case study research method [16]. 

6.2. Validity 

In qualitative research, researchers seek to ensure results are credible, trans-
ferable, and achieve confirmability in the research design and implementation 
[58]. Credibility is the assurance in the conclusion of the research findings 
which address the findings from the viewpoint of the participants, transfera-
bility refers to the applicability of the findings in other settings by adhering to 
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data collection, data saturation, and analysis techniques for the case study de-
sign, and confirmability is the extent to which the participants shape the find-
ings of the study [47]. 

Confirmability in qualitative study confirms that the research data is the par-
ticipant’s narrative and is free from the researcher’s personal bias [51]. Validity 
in qualitative research as a critical component refers to the researcher’s appro-
priateness of the data, the application of research methods, and the precise na-
ture of the research findings [59]. Furthermore, to enhance a study’s credibility, 
the researcher must ensure the research question, the research method, and re-
search design all align with the desired outcome [56]. 

Cypress (2017) [60] indicated that in qualitative research, the validity of the 
findings of the study predicates on the researcher’s due diligence with data col-
lection during the research process. Researchers also indicated that additional 
strategies to achieve validity in the research study include peer review or de-
briefing, clarifying the researcher’s bias, member checking, external audits, and 
triangulation [58]. Therefore, I applied methodological triangulation in the 
study by incorporating interviews, data from publicly available information on 
the website and social media networks of the coffee shop to ensure validity as 
recommended by Marshall and Rossman (2016) [14]. 

To achieve data saturation, the researcher must interview multiple study par-
ticipants using the same set of questions [41]. Therefore, I asked the same set of 
questions to all the five coffee shop owners. I also collected data from SB web-
sites and SB social media platforms. I collected data from five SBs using semi-
structured interviews until I reached the point of saturation. Fusch and Ness [41] 
stated that a researcher reaches data saturation when there are no new data or 
new codes, and no new themes. Furthermore, I documented the data collection 
instructions to ensure appropriate audit trail and asked the study participants to 
confirm their responses during the interview and the member-checking phase. 

7. Findings 

The overarching research question of my study was: What marketing strategies 
do some coffee shop owners use to sustain business operations during the first 5 
years of operation? Based on the methodological triangulation of the data 
sources collected, eight emergent themes identified from the analysis of data 
collected through face-to-face interviews. A response was considered a theme if 
it was part of the response of at least three SBs. In the following subsections, I 
describe the study participants, the eight themes. In addition, I described how 
the participants answered the eleven interview questions. The data collected as-
sisted in answering the research question, and the support of selecting the 8Ps of 
marketing mix as the conceptual framework for this study research. 

Eight themes emerged from the analysis of data collected through face-to-face 
interviews. The themes were 1) business operations, 2) community engagement, 
3) premium products, 4) use of social media for marketing, promotion, and 
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branding, 5) competitive pricing, 6) location, 7) customer service and personali-
zation, and 8) points of marketing differentiation. One significant finding was 
the lack of threat to coffee shop business by national brands. Coffee shop owners 
can successfully sustain business operations despite the threat of new entrants. 
The findings showed marketing strategies that the coffee shop owners used to 
sustain their operation to provide preferred customer service, increase sales, and 
differentiate the coffee shop from competitors. 

7.1. Themes 

Through semistructured interviews, social media platforms, and other publicly 
available data, I gained an in-depth understanding of the marketing strategies of 
coffee shop owners. The following is an analysis of the themes. 

Theme 1: Business operations 
One hundred percent of participants identified the need for longevity in the 

ownership of the business and active participation in the day-to-day operations 
of the business. Lude and Prügl (2018) [61] opined that consumers perceived 
brands that show their family association as more authentic than brands that do 
not. The subthemes that emerged during data analysis were the following: 1) 
longevity in the ownership of the coffee shop and 2) owners’ family business 
structure and active participation in the day-to-day operations of the coffee shop. 
Theme 1—Business Operations Evidentiary Statements presented in Table 1. 

In this business operations theme, specifically, the longevity in the ownership 
of the business, three out of five SBs (60%) had engaged in business for more 
than 20 years. One had been in business for longer than 5 years, but less than 10 
years and one had been in business for more than 10 years. In my research, an SB 
stated: “We are a family business and do not have an excess of employees who are 
not vested in the business” (personal communication, February 25, 2019). 

 
Table 1. Business operations. 

SB Comment 

SB1 I have been in business for more than 20 years. A lot of the customers are our neighbors and 
friends. Actively engaged in day-to-day operations. 

SB2 Actively engage—we are actively involved in the day-to-day operations of the coffee shop, 
including the hiring, baking, and brand promotion. 

SB3 We worked to improve an existing business, in terms of the product, marketing and pricing 
of the coffee to ensure the best price available anywhere in the region. 

SB4 Robust interaction—we are focused on our four walls, but I, I know 
every business owner on this street, every single one, I know them personally, I meet with 
them monthly, we have meetings here or the meetings at their place. We talk about 
strategies. We share ideas, and we share distributors. The success in our business operation 
is networking with other coffee shop owners, interacting with the community, customers, 
and frontline employees. 

SB5 I own this business with one of my adult children. You know a coffee house is no different 
from any other business out there. I am responsible for hiring, and he is responsible for 
managing the frontline employees. 
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Data collected from the SBs in my research indicated that in all cases, the SBs 
were active participants in the operations of the coffee shop. The owners en-
gaged in the decision making regarding the brand alongside their adult children 
or spouse. SB2 and SB3 run the coffee shop with their spouses (personal com-
munication, February 24, 2019; personal communication, February 25, 2019). 
SB1 and SB5 run the coffee shop location with the owner’s adult children (per-
sonal communication, February 23, 2019; personal communication, February 27, 
2019). One of the SBs conveyed that his job as the owner of the coffee shop was 
to oversee the direction of the staff in the initiatives that they are doing (personal 
communication, February 27, 2019). 

Theme 2: Community Involvement and Engagement 
Data collected from all five SBs indicated that four out of five SBs (80%) all 

but one SB (20%) were actively engaged and involved in the community. With 
community involvement and engagement initiatives, SBs gain customer loyalty, 
credibility, and trust [32]. SB can participate in the development of the commu-
nity in which they are located. SB1 (personal communication, February 23, 
2019) informed that the coffee shop was actively engaged in the community to 
the extent that community organizations sought out coffee donations for their 
events. Theme 2—Community Involvement and Engagement Evidentiary 
Statements are present in Table 2. 

Most of the owners spent considerable time within the community. One of 
coffee shop owner sponsors a lot of charitable causes within the community,  

 
Table 2. Community involvement and engagement. 

SB Comment 

SB1 I am known in the community as the coffee guy. I created the coffee shop because I was 
obsessed with the idea of creating a community space. I wanted to create a community space 
where everybody would be welcomed. Coffee shops or places can become community 
spaces. 

SB2 Community—we care about the community. That is why we opened our coffee shop here in 
the community where we live. There is a need for communal experience, the place where 
people can gather. The 3rd place after home and work. It is just never personally made sense 
to us to open in another town like a second location or wherever in another town because 
we do not know that community. We want to serve the people we see every day. Then you 
know what they are going through. We know their kids. We want to be part of the 
community, not just move people through like a number. 

SB3 Not a community meeting place, even though the coffee shop is socially active during the 
mornings, we are primarily concerned with providing a product that people will appreciate. 

SB4 Community immersion—what has been a strategy for us is to immerse ourselves into the 
community. Those are all things that are part of our mission. I believe that you must invest 
in your community and be concerned about what happens in your immediate neighborhood 
that goes beyond the four walls of the coffee shop. 

SB5 We are all wrapped around an environment, that is warm and cozy, and community 
friendly. We are huge into the community and participate in various civic functions, charity 
organizations, entertainment and poetry nights, and Bible studies. I am not in the coffee 
shop a lot. I am in the community a lot. Moreover, I think that is what is cool about this 
shop is that we are an all-inclusive place and welcome the community into our shop. 
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which align with the mission of the coffee shop owner, helping children, helping 
families, helping women, helping those who are transitioning, whether it be out 
of prison or poverty. The SBs conveyed that community involvement is a crucial 
ingredient to the success of the coffee shops. 

Theme 3: Premium Products 
Five out of five SBs identified the importance of having a premium product 

that rivals that of the national brands. Consistent with the findings of De Sá, de 
Paiva, Souki, and Moura (2017) [31] the most essential coffee product features 
included taste flavor, roasting point, and brew methods. Zhang et al. (2019) [31] 
found that the rich taste of coffee was most notable for customer satisfaction. 
Theme 3—Premium Products Evidentiary Statements are present in Table 3. 

Although all the SB identified the threat of a new entrant, especially a national 
brand, they conveyed that the quality of their coffee products was better than the 
national brands coupled with their community immersion and engagement. The 
responses of the SBs reaffirm the statement of Hargis and Bradley (2011) [62] on 
the importance of creating unique products and services to build a competitive 
advantage. 

Theme 4: Use of Social Media for Marketing, Promotion, and Branding 
To grow a business and sustain business operations, a small business owner 

must attract foot traffic into the establishment. Popescu (2018) [63] opined that 
in other to grow revenue, a company engages with current and potential cus-
tomers in a transactional manner. Five out of five SBs conveyed that their pri-
mary medium of advertising was word-of-mouth advertising. Business owners 
use word-of-mouth as a person-to-person communication tool to communicate 
information about a brand, product, or service [64]. Coffee shops rely a lot on  

 
Table 3. Premium products.  

SB Comment 

SB1 We roast our own coffee beans and make every product we serve from scratch. We have 
always had fresh baked cookies and other products that complemented the coffee. 

SB2 Quality products—a lot of people for convenience matters over quality, patronize national 
brand but I can say all our products are better than the national brands. We also have artisan 
bakery products. We make all the syrups for all the coffees. I have a baking assistant. I bake 
all our pastries, scones, cookies, and muffins. We make all the bagels by hand. We make all 
the sandwiches, make everything. Our goal is to be self-sufficient eventually. 

SB3 We pride ourselves in producing the best coffee products. We have had several opportunities 
to put in satellite coffee shop locations, but we turned them down because we do not want to 
spread ourselves too thin to the extent that it damages the quality of our products. Because if 
you damage your reputation in a business like this, it is hard to get it back. 

SB4 We only use premium coffee beans and roast our beans in-house. We provide made from 
scratch, artisan products. Using time tested recipes, we have maintained the same quality in 
the taste of our products for decades. Our products are categorized by category, namely, 
breakfast, lunch, and cakes. 

SB5 We market a high-end premium product. We have a professional roaster in-house and create 
our single origin coffee and specialty coffee blends. For us, we cannot afford to devalue our 
product which explains why we give our product a premium price tag. 
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word-of-mouth marketing because of their engagement in the community (SB1, 
personal communication, February 23, 2019; SB4, personal communication, 
February 27, 2019; SB5, personal communication, February 27, 2019). All the 
SBs interviewed also have a Facebook page as a medium to engage with custom-
ers and to expose their brand. 

The ability to utilize information technology in marketing is a key ingredient 
to the success of a small business. SBs often lack information technology skills 
and expertise [6]. SB4 conveyed that one of the critical challenges the coffee shop 
faced was transitioning from sole reliance on word-of-mouth marketing to social 
media marketing and promotion of the brand (personal communication, Febru-
ary 27, 2019). Theme 4—Use of Different Media for Marketing, Promotion, and 
Branding Evidentiary Statements are present in Table 4. 

Popescu (2018) [63] affirmed that improved online reputation leads to a 
company’s higher visibility on search engines. Kujur and Singh (2016) [65] po-
sited that the business owners must develop a plan for their online social media 
presence and social media platform preference. SB2 and SB4 conveyed that they 
have received greater engagement from Instagram (personal communication, 
February 24, 2019; personal communication, February 27, 2019). SB2 and SB4 
also connect their Instagram account to their Facebook page posting simulta-
neously to both platforms for maximum exposure (personal communication, 
February 24, 2019; personal communication, February 27, 2019). Popescu (2018) 
[63] opined that traditional ways of finding local business were becoming obso-
lete in favor of newer forms of marketing. All the SBs I interviewed have Facebook 
pages. Cultivating and maintaining online customer relationships helped to main-
tain ongoing interactions between the coffee shop and the customers even after 
leaving the coffee shop [66]. The SB1 conveyed that one of their locations  

 
Table 4. Use of social media for marketing, promotion, and branding. 

SB Comment 

SB1 We use word-of-mouth advertising and donations for marketing, promotion and exposing 
our brand to the community. We have built trust, loyalty, and credibility on this community 
over the years. We also use social media Instagram and Facebook to reach the younger 
target market. 

SB2 We engage in social media to engage the community. We are deliberate about hiring 
creative people who can also promote the brand via social media. 

SB3 In addition to Facebook, we also engage in listing services such as Yelp to promote the 
brand and the coffee shop and regularly receive high reviews. People come into our business 
based on what they see online. 

SB4 We use mobile resources like print media and a bit of radio. This may sound old-fashioned 
but that this how we have grown our brand in the past. We are transitioning now into more 
of a social media presence through Facebook and Instagram. We have recently enlisted the 
help of an Instagram expert. Our social media presence has made an impact on our sales. 

SB5 We have recently revamped his website and optimized it to achieve search engine 
optimization (SEO). This SB also hired a dedicated marketing person to handle social media 
accounts of the coffee shop. We also plan to promote and sell our products through 
subscription sales. 
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received awards for the best Instagram photos (personal communication, Feb-
ruary 23, 2019). 

Theme 5: Competitive Pricing Strategy 
A business owner may use an assortment of pricing strategies when selling a 

product or service. Pricing strategy is a business owner’s ability to integrate re-
sources to control the best price for maximum profit and maintain competitive 
advantage [41]. One of the questions I asked the SBs was the pricing strategy that 
they used in the first 5 years in business operation. Theme 5—Competitive Pric-
ing Strategy Evidentiary Statements are present in Table 5. 

All the SBs recommended competitive pricing strategy to gain new customers 
and retain existing ones. The responses of the SBs affirm the statement of [67]. 
Rajasekaran (2015) that a business owner must pay attention to pricing to 
achieve a competitive advantage in the coffee shop business and to grow the 
customer base. Additional effective marketing strategies that SBs used to remain 
in business for more than 5 years included location, customer service, and per-
sonalization, and points of marketing differentiation. 

Theme 6: Location 
The location of each coffee shop indicated a direct connection between the 

SBs’ desire to create a community space and sustain business operations as a 
coffee shop owner. One hundred percent of the SBs conveyed that the location 
was an essential factor in building and sustaining a successful coffee shop that 
can withstand the threats of new entrants into the coffee business. I observed 
that all the SBs were in business districts or downtown areas. One of the SBs 
(20%) had the added advantage of being located close to a University. Success or  

 
Table 5. Competitive pricing strategy. 

SB Comment 

SB1 We conduct marketing research to determine the coffee price. We are not cheap but not 
overly pricey. We have never been big on pricing but the quality of the coffee and the 
customer experience. We have had a good corner in the area coffee market for years. 

SB2 Competitive pricing strategy—we have tried not to be too high or too low, but to maintain 
fair but competitive pricing that our customers are willing to pay. In some instances, we are 
50 -70 cents cheaper than the national brands. Our customers appreciate the quality of our 
product. We also roast our coffee beans onsite. 

SB3 Sustaining model—ur pricing strategy has been and continues to be to produce the best 
coffee available at the best price. We have low overhead as we are family-owned and do not 
have an excess of part-time employees. We focus on pricing the products in a manner that 
allows us to retain our loyal customer base. 

SB4 So, our process is very similar. It is the same as it has been in years, so that part never really 
changes. What impacts our pricing strategy is food costs. We benchmark with other coffee 
shop owners to maintain a competitive pricing strategy. In the coffee shop business, you are 
not going to make much money unless you change your price point or sell more units. 

SB5 Premium product pricing—I could sell my coffee for less, but then I have devalued my 
product. I have a premium product, and we give it a premium price tag. We are a coffee by 
choice destination. If you are running five, seven, 10% on earnings before interest, tax, 
depreciation, and amortization (EBITDA), you are doing okay. 
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failure was predicated on selecting the right location for any business [44]. Cof-
fee shop owners are strategic about the location of coffee shops [68]. In addition 
to the physical location, the SBs also conveyed their decision for the interior 
décor of the coffee shops. Theme 6—Location Evidentiary Statements are 
present in Table 6. 

In this theme, all the SBs indicated that the location of their coffee shop was a 
key indicator of profits. SB5 conveyed that most of his coffee sales were derived 
from the surrounding neighborhoods, commuters, and the people in the com-
munity (personal communication, February 27, 2019). For coffee shop owners to 
succeed in business operation beyond the first 5 years, SB4 conveyed that the 
best location might be determined by examining the community dynamics and 
ample parking (personal communication, February 27, 2019). By benchmarking 
their geographical location to those competitors, coffee shop owners may un-
cover the strengths and weakness of their coffee shops and use the insight ga-
thered to make operational decisions [63]. 

Theme 7: Customer Service and Personalization 
Five out of five SBs conveyed that in a coffee shop business, superior customer 

service and personalization of services were non-negotiables. All the SBs indi-
cated that to increase the customer base or foot traffic in a service-oriented 
business, the owner must create a customer-friendly environment. SB2 moved 
the location of their coffee shop to provide a place where they could serve a more 
diverse clientele. Theme 7—Customer Service and Personalization Evidentiary 
Statements are present in Table 7. 

Two of the SBs (40%) conveyed that they were taking steps to evolve the ser-
vice. SB4 indicated that he could have tremendous improvement in how the cof-
fee shop connects with customers (personal communication, February 27, 2019). 
For example, SB4 does not currently retain customer data for ongoing engage-
ment. 

Theme 8: Points of Marketing Differentiation 
Porter (1980) [69] recommended successful business owners need to differentiate  

 
Table 6. Location. 

SB Comment 

SB1 High traffic volume, close to a business district. In addition to the location of the coffee shop, 
we wanted the internal location of each of our coffee shops to be different. We did not want 
our location to look like the national chains. We serve the same drinks at each location, but 
the ambiance is different. 

SB2 Downtown location. We love old things and staying in downtown was important to us. Our 
decision to stay downtown was mainly because downtown is where the heart is. Third place 
(home, work, and coffee shop). 

SB3 Right location. There was not much else this location could be used for. The location was 
perfect for a small drive-through type of business. 

SB4 High traffic volume, off the highway and in a business district. 

SB5 We are a destination, but we wanted a community space to have an intimate coffee house. 
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themselves from their competitors in an atmosphere of aggressive competition. 
To sustain business operations beyond the first 5 years, 100% of the SBs agreed 
to have points of marketing differentiation that transcended a great product, 
price, or location. The SBs conveyed that they needed points of marketing diffe-
rentiation that provided a competitive advantage against other coffee shop own-
ers. Lude and Prügl (2018) [61] recommended that managers of family-owned 
businesses leverage the inherent differentiation potential of being a fami-
ly-owned business in their marketing and branding strategies. The SBs indicated 
that they achieved marketing differentiation from other coffee shop owners and 
the large chain coffee shops through their connection to the community and ex-
ceptional customer service. The SBs stressed the importance of having a close 
connection to the customers. Theme 8—Points of Marketing Differentiation 
Evidentiary Statements are present in Table 8. 

Zeriti, Robson, Spyropoulou, and Leonidou (2014) [70] affirmed that effective 
marketing strategies contributed to attracting customers to buy the products and  

 
Table 7. Customer service and personalization.  

SB Comment 

SB1 A culture of customer service—we are deliberate in the way we provide customer service and 
personalization. We created a coffee shop where everyone would be welcomed and served by 
a diverse and eclectic front-line staff. 

SB2 Familiar faces—as owners, we are behind the counter talking to people. People like how we 
serve them. We do not insist that people buy anything when they come into our coffee shop. 
Paying and non-paying customers can sit in the coffee shop and enjoy free Wi-Fi for an 
extended period. 

SB3 We pride ourselves in providing exceptional customer service. We are not a traditional 
coffee house. We do not have any frills, but our customer base is loyal. Enhanced customer 
retention strategy. 

SB4 Relational, not transactional—we never want to be transactional. I want it to be about the 
experience someone has and how well they connect with us here. 

SB5 We have created a better customer service experience, better bean selection, and revamped 
the menu. I am learning how to communicate better with and manage millennial baristas. 

 
Table 8. Points of marketing differentiation.  

SB Comment 

SB1 We market our brand through clothing and apparel and market to our local community in a 
manner that shows that we are genuine and have a connection to the community that cannot 
be replicated by national chains. 

SB2 We are laidback in our approach to marketing. This approach is innovative, and we are 
incorporate in our marketing of niche products and brand apparel. 

SB3 We have maintained our drive-through and a drive-up window. 80% of our business is at the 
drive-up window. 

SB4 Willing to accept mistakes—when we make mistakes, we own it and make it right for the 
customer. If it is a significant error, we will not charge the customer. 

SB5 Create a quality product—provide the best selection of roasted beans with a single origin and 
signature blends and marketing them to high-end clientele. 

https://doi.org/10.4236/ojbm.2020.82044


A. Adeleke 
 

 
DOI: 10.4236/ojbm.2020.82044 744 Open Journal of Business and Management 
 

services of a business. In support of Zeriti et al. [70], five out of five SBs con-
veyed that quality, consistency, and value were critical points of marketing dif-
ferentiation in a service business for example, a coffee shop. One of the SBs in-
dicated that creating points of marketing differentiation as an effective market-
ing strategy means as a coffee shop owner, you need to develop your niche. In 
addition to selling coffee products, the SB would need to market complementary 
artisan products. Another SB conveyed that he was in the process of creating a 
line of grab-and-go products marketed at the busy professionals who just want 
to eat on the go. Another point of marketing differentiation one SB shared was 
offering open pour coffee. Open pour coffee looks old fashioned but had become 
popular with regular customers. SB5 indicated that he tries to affiliate and colla-
borate as a coffee shop owner with mid-to-upscale restaurants and create private 
label blends exclusively sold to those restaurants and bakery shops (personal 
communication, February 27, 2019). 

7.2. Other Relevant Finding: Key Challenges 

Alford and Page (2015) [4] posited that small business owners lack knowledge of 
business administration including marketing strategies and technology to sur-
vive in small business. SBs have operational challenges during the initial stage of 
the business [5] [6]. In response to question number two, all the SBs conveyed 
that the most significant challenge was trying to learn the ropes of business op-
eration while implementing the coffee shop owner’s marketing strategy. One of 
the SBs conveyed the following: 

One of the challenges that we faced in implementing our marketing strategy 
was that there was not any downtown culture or coffee culture at all. Downtown 
was a forgotten part of town. So, our challenge was getting people to come down 
here when there was not much to come downtown to do. 

Another SB conveyed that the biggest challenge in implementing their mar-
keting strategy was having a basic understanding on how to use the social media 
platforms and combining social media marketing with the traditional 
word-of-mouth marketing that he was accustomed to. SB5 indicated that the key 
challenge in implementing the marketing strategy for the coffee shop was creat-
ing an awareness of the coffee shop after there was a change in ownership (per-
sonal communication, February 27, 2019). 

Table 9 is a depiction of how I supported the 8Ps of marketing mix as the 
conceptual framework for this research. 

7.3. Applications to Professional Practice 

The findings of this study may assist coffee shop owners in Arkansas in deter-
mining the best marketing strategies. The findings of the study could contribute 
significantly to professional business practice by 1) providing a marketing guide 
for operating a coffee shop and 2) evaluating current and future marketing 
strategies to enhance their competitive advantage. In the study, the SBs indicated  
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Table 9. Mapping interview questions to the conceptual framework. 

Interview 
Question 
Number 

SB Question 
 

Conceptual  
Framework 
Component 

Rationale/Coded theme 

1. What marketing strategies have you used to sustain 
business operations during the first 5 years of 
operation? 

Processes, people, 
promotion 

Business operations – active engagement in the 
running of all aspects the business, be all in, be true to 
self, perseverance, take care of your staff 

2. What were the key challenges you had in 
implementing your marketing strategies during the 
first 5 years of operation? 

Processes, physical 
evidence, promotion 

Learning the ropes of the business, using a hybrid of 
word-of-mouth and social media to implement 
marketing strategies 

3. How did you address the critical challenges to your 
marketing strategies during the first 5 years of 
operations? 

People Hire people who are smarter than you, network with 
other coffee shop owners, relational first, then 
transactional, enhanced personal communication skills 

4. What marketing strategies helped you to increase 
your customer base during the first 5 years of 
operation? 

Promotion The coffee donation, inviting interior, accepting of all 
diverse patrons, word-of-mouth, community outreach 

5. How did you establish your pricing strategy 
compared to the pricing of your competitors 
during the first 5 years of operation? 

Price Food and coffee bean prices, benchmark with other 
coffee shop owners, fair but sustainable pricing 

6. How did the physical location of your business 
contribute to increasing your customer base during 
the first 5 years of operation? 

Place Location is crucial, community involvement and 
engagement, coffee shop ambiance is eclectic 

7. What media were most effective at creating more 
foot traffic into your coffee shop during the first 5 
years of operation? 

Promotion Initially, word-of-mouth, transitioned to social media 
(Facebook and Instagram), online listing services 
(Yelp) and other form of electronic media (Radio) 

8. What were the main points of differentiation that 
you emphasized in your promotional messages 
during the first 5 years of operation? 

Personalization, product, 
promotion, people 

Premium proud, a brand associated with the 
community., quality, consistency, and value, 
employees make the difference 

9. How did you merchandise your products to be 
more appealing to customers during the first 5 
years of operation? 

Promotion, 
personalization, pricing 

Decide who your target market is and do not devalue 
your brand. Offer multiple channels of trade and 
customization—retail, online, wholesale 

10. What examples of superior service offered by your 
coffee shop during the first 5 years of operation do 
you recall? 

Personalization 
(Quality) 

Make everyone feel welcome. Have exceptional and 
well-trained frontline employees. Own your mistakes. 

11. What additional information can you provide 
regarding marketing strategies you used to sustain 
business operations during the first 5 years? 

Personalization 
(Productivity), people, 
promotion 

Take care of customers, have a niche and artisan 
products, leading by example, “non-corporate”, get to 
know people, build an online presence 

 
that their involvement and engagement in the community and the adoption of 
new media were crucial aspects of the sustenance of their coffee shops and an 
increase in the customer base in a competitive coffee shop environment. 

The SBs identified providing premium coffee and artisan products brought in 
regular and loyal customers into the shop. The findings of this study apply to 
coffee shops in several ways including community engagement, social media 
adoption, location, and front-line business operations. Social media is a crucial 
factor in minimizing marketing challenges [71]. As more people use third places 
for example, coffee shops as a public gathering place outside of home and work 
(Van der Merwe & Maree, 2016) [72], the owners’ active community engage-
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ment contributes to the strength of a community [49]. 
By conducting this research study, I add to the existing body of knowledge 

regarding marketing strategies of coffee shops. Emergent themes of the study in-
cluded community involvement and online social media engagement. The re-
sults of this study contribute to business practice by providing information to 
individuals who are considering opening a service business and specifically to 
coffee shop owners who want to improve the marketing strategies of coffee 
shops. Mukherjee and Shivani (2016) [19] stated that the consideration of the 
traditional marketing mix elements of product, price, place, and promotion as 
well as the newer elements of participants, physical evidence, and the process 
might assist a business owner in achieving the marketing objectives in services. 
The 8Ps of marketing mix for coffee shop owners is a visual representation of the 
components of marketing mix and designed to enhance a coffee shop owners’ 
marketing mix. The model includes 8 themes that emerged from my study. 

According to Goldsmith (1999) [20], the 8Ps of marketing mix enhances the 
survivability of a service-oriented business. In my study, I found that the owners 
of coffee shops executed marketing strategies determined the community in 
which they were located. 

7.4. Implications for Social Change 

The poor execution of marketing strategies and technology is one of the factors 
contributing to small business failures [4] [5]. By implementing more marketing 
strategies, coffee shop owners could sustain the business operation. Stephan, 
Patterson, Kelly, and Mair (2016) [73] posited that social change requires an in-
tentional commitment to societal transformation. Positive social change requires 
a commitment to contribute to society in a substantial and positive manner. 

Positive social change may result in a reduction in the number of coffee shop 
failures, thus improving employees’ worth and dignity, and reducing the unem-
ployment rates, which can result in building stronger communities through 
gainful employment. The findings of this study identified multiple ways for 
owners of coffee shops to contribute to social change in their community by 1) 
sustaining the operation of coffee shops in local communities, 2) contributing to 
new job creation, and 3) contributing to regional economic growth. By adopting 
the recommendations for further action, owners of coffee shops may avoid the 
downside of coffee shop failure by using the recommendations as a blueprint for 
maximizing marketing strategies, increasing their customer base, and enhancing 
competitive advantage against competitors. 

7.5. Recommendations for Action 

Having marketing strategies is vital to the sustenance of coffee shops. Nguyen et 
al. (2015) [6] opined that adopting effective marketing strategies is pertinent to 
the sustenance of coffee shops. The findings of this study are not only significant 
for existing coffee shop owners but also valuable for potential coffee shop own-
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ers. Using the strategies identified in this study may 1) reduce the challenges 
coffee shop owners face in the business operations; 2) enhance owners’ ability to 
maximize their current marketing strategies, and 3) expand owners’ capacity to 
integrate new marketing strategies to create points of differentiation which may 
result in a competitive advantage. 

Some coffee shop owners lack marketing strategies for sustaining business 
operations beyond the first 5 years. The study findings indicate that coffee shop 
owners can use a combination of marketing strategies to sustain their businesses. 
I recommend coffee shop owners should engage in their communities, adopt so-
cial media, offer premium and artisan products, and provide exceptional cus-
tomer service for sustaining their business. Lude and Prügl (2018) [61] also 
recommended that the managers of family firms should include statements 
about their family background in their branding strategy for differentiation 
purposes. The family background could depict in the form of a tagline on the 
brand logo. For example, the coffee shop owner could include the tagline: a fam-
ily tradition since 1972. 

7.6. Recommendations for Further Research 

I conducted a qualitative multiple case study to explore what strategies some 
coffee shop owners use to sustain business operations beyond the first 5 years. I 
explored and uncovered common themes that emerged from the participant 
face-to-face interviews and social media networks. I selected the qualitative re-
search method so I could better explore and understand the thought processes of 
my study subjects. The limitations affecting this multiple case study are the 
choice of an exploratory multiple case study of five small business owners of 
coffee shops from Arkansas may not yield enough data to answer the research 
question and may not be representative of the population of coffee shop owners 
in the United States or other countries. 

The first recommendation for the future study is how to overcome the chal-
lenge of coffee shop owner face in continuing to engage and remain relevant in 
the community as changes occur in the community. Yuen and Johnson (2016) 
[74] opined that third places (coffee shops) were gathering places that contri-
buted to the strength of a community. Coffee shop owners could help foster a 
sense of community by incorporating local concepts in the interior design, 
décor, and having exceptional front-line service. 

The second recommendation for further study is how to overcome the chal-
lenges of social media adoption. Ogbuji and Papazafeiropoulou (2016) [71] po-
sited that in the dynamic marketplace, the small business owner might face 
marketing challenges without a proactive social media adoption. The SBs I in-
terviewed conveyed that they needed to leverage the possibilities of social media 
in promoting their coffee shops. Through social media and social location mar-
keting, customers can share their experiences and check in with others [68]. In-
stagram is based on visual content for example, posting of pictures, and Face-
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book has the capability for the customer to check into the coffee shop Check-ins 
show up in the feeds of that customer’s Facebook friends, creating opportunities 
for people to see the business on Facebook. Furthermore, Chua, Deans, and 
Parker (2015) [75] posited that blogs are a tool that business owners use by 
business owners for branding, managing reputation, and promoting their online 
presence. Coffee shop owners can use blogging to drive engagement on social 
media. 

The third recommendation for further study is how to overcome the challenge 
of improving front-line engagement with customers and consistently providing 
exceptional customer service. Increasing levels of customer service result in cus-
tomer satisfaction and may produce more profits [20]. Stock et al. (2016) [76] 
suggested that frontline employees may help the customer by making product 
recommendations, recognizing customers’ preferences. Coffee shop owners 
must concentrate on efforts to improve consistency and service quality. 

Coffee shop owners interviewed care about quality, consistency, and value. 
Customers usually appreciate the quality of coffee based on their taste and pres-
entation [48]. Prayag et al. (2016) highlighted the importance of implementing 
service quality and service delivery components influencing customer service. A 
study conducted outside of Arkansas may determine whether the findings of this 
study are peculiar to Arkansas only or if the findings are transferable to a broad-
er geographical area. Furthermore, researchers should employ a different qualit-
ative research design, for example, phenomenology or ethnography or a quantit-
ative research design such as experimental to explore further marketing strate-
gies for the continued sustenance of coffee shop operations. 

8. Conclusions 

The purpose of this qualitative multiple case study was to explore what strategies 
coffee shop owners in Arkansas state use to sustain business operations beyond 
the first 5 years.  

Using open-ended questions, I conducted semistructured interviews with 5 
coffee shop owners to collect data to answer the research question. Data were 
derived from an in-depth analysis of 11 semistructured interview questions ans-
wered by 5 successful coffee shop owners, social media platforms, other publicly 
available data, and member checking. The data reached saturation when the cof-
fee shop owners did not provide any new information, and no new themes 
emerged [41]. I used NVivo12™, computer-assisted qualitative data analysis 
software to organize and analyze data. Eight themes emerged from the thematic 
analysis of data to explore the marketing strategies coffee shop owners in Ar-
kansas use to sustain business operations beyond the first 5 years. The themes 
were 1) business operations, 2) community engagement, 3) premium products, 
4) use of social media for marketing, promotion, and branding, 5) competitive 
pricing, 6) location, 7) customer service and personalization, and 8) points of 
marketing differentiation. 

https://doi.org/10.4236/ojbm.2020.82044


A. Adeleke 
 

 
DOI: 10.4236/ojbm.2020.82044 749 Open Journal of Business and Management 
 

The marketing strategies identified in the findings provided solutions that 
owners of coffee shop owners and their stakeholders can use to grow and sustain 
their business. One significant finding was the lack of threat to coffee shop busi-
ness by national brands. Coffee shop owners can successfully sustain business 
operations despite the threat of new entrants. The findings showed marketing 
strategies that the coffee shop owners used to sustain their operation to provide 
preferred customer service, increase sales, and differentiate the coffee shop from 
competitors. Using the 8Ps of marketing mix as a lens for this study, which in-
volved coffee shop owners; this study may fill a gap in the literature. The study 
findings included the importance of community involvement and engagement, 
location, the adoption of social media, and the benefits of using the appropriate 
mix of marketing strategies to sustain coffee shop operations beyond the first 5 
years. 
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