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ABSTRACT

Drinking coffee has become increasingly common on consumer behavior. Especially accompanying with the coming of experiential

marketing age, coffee consumers emphasize more on overall performance on coffee shops. Coffee shops run their business with their

own features; however, to create featuring environment to impress consumers becomes an important trend. This study has

conducted questionnaire based on Schmitt’s (1999) experiential modules to measure consumers’ consumption experience by

taking customers of composite Cafe chain in Taichung city as survey samples, and using SPSS10.0 and IPA as statistical tools. The

result indicates that: 1. Life style of respondents could be divided into four groups, such as ‘buoyancy’, ‘leisure hobbies’, 

‘pop culture’ and ‘public relations’. 2. The heavy consumption respondents fall into two groups, ‘leisure hobbies’ and 

‘pop culture’. 3. There is high correlation between store image and life styles advocated ‘buoyancy’, ‘leisure hobbies’ and 

‘public relations’. 4. Respondents who advocated life style of ‘leisure hobbies’ have higher expectation on store image of 

‘service and price’. 5. Respondents who advocated life style of ‘buoyancy’, ‘pop culture’ and ‘leisure hobbies’ have

higher satisfaction on consumption experience. According to above results, we suggest coffee shops could plan different featuring

areas for attracting different groups; in addition, improve major factors of store image such as ‘just in time to serve’ and 

‘friendly clerks’ to enhance customers’ satisfaction.
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