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Using MDS to Position the Brand Perception of Coffee
Chain Stores

Sheng- Chu Su
Ching Yun University
Zhi- Yun Lin

Ching Yun University

Abstract

The multidimensional scaling was applied to analyze the coffee chains
stores brand positioning and awareness. Consumer characteristics were
investigated with data collected from survey on coffee chains store
consumers. Findings indicate: in brand positioning, Starbucks falls in the
leading group, and Dante Coffee, e Coffee and 85°C are in the potential
group; and in brand awareness analysis, the possible strategies adopted by
these 4 coffee chains stores are: claim, improvement, change and
abandonment. Lastly, these results can be a reference and recommendations
for coffee chains store owners to map out suitable market positioning, market

segmentation and marketing.

Keywords: MultiDimensional Scaling Method, Coffee Chain, Brand

Positioning
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