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Abstract

This study discussed about history and the jourtogyards modernity of
Malaysian social culture, branding and design icalocoffee culture. Malaysian
coffee culture not only just a meeting point bigoahs a transition of major social
changes in culture and branding in Malaysia. Tlisearch is divides into few
sections which is history of coffee journey, Maliays coffee culture, brand and
brand marks, and social change in local societyndJguantitative approach, data
has been collects from local archive along withveyrquestions within customers
and local community in the research area. Seleafccoffee scene has been made
by choosing local coffee shops and kopitiam agaimstrnational coffee place, to
compare the design and branding between Malaysidnwaestern coffee culture.
Generally, this research is to enhance the findorgkocal culture and social aspects

of Malaysian coffee culture.
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CHAPTER 1

INTRODUCTION

Background History

Coffee Journey

Coffee or “Qahwa” by Arabic first prepared in Eastéfrica (how known as
Ethiopia) in &" or 10" AD by Khaldi, a goat herder. Coffee travelled torkay
through the Arabian Peninsula (Yemen) and arrivedthe European continent
following Venetian trade merchants. Coffee becomerg popular beverage indeed,
even though some of the people felt that the pbpeld ban the drink, yet the pope
himself has blessed coffee and declared it a @histian beverage.

Plate 1.1: Khaldi and his dancing goats, a drawinfrom modern French artist. Retrieved from
e-book by William H. Ukers, (1922) All About Coffeg October 30, 2010.

The first coffee house was opened in Constantingpb4) and coffee
houses spread widely, becoming a centre for irtelé¢ exchange. In 1600, coffee

travels to Western Europe and North America wherepfe accepted coffee as an

! Bellissimo. (1995-2008)Coffee’s Journey Around the Worldetrieved December 3, 2008 from
http://coffeeuniverse.com/world_coffee .html



alternative to beer, since all the water in Thamwes$ Hudson River is contaminated
and not suitable for drinking. Coffee then staotstimulate the industrial world for

Europe, since caffeine is affecting the work andtiim@g up the brain. The first coffee

house in London was founded in 1652 and there 2@8€ shops by the year 1700.
The rapid growth of coffee house because the malm of coffee house having

become the centre of exchange thoughts; importasinbss trades and writings,
even the idea of produced the newspaper was bera.tfBreat scholars and writers
such as Alexander Pope, Jonathan Swift and Isaatddenever failed to enjoyed

coffee in these café.

Plate 1.2: Coffee shops politician of London, f7century.
Plate 1.3: The Café De Paris in 1843. Both platesearetrieved from e-book by William H.
Ukers, (1922) All About Coffee, October 30, 2010.

2 Hearst. (2008)Coffee History Channel. A&E Television Network



Once again, coffee travelled to Martinique andvadiin circa 1720-1723, brought
by the French infantry captain Gabriel Mathieu de& in his long journey across
Atlantic. Coffee then cultivated successfully Sodtmerica, Central America and
Mexico. Coffee was declared the national drinkle then colonized United States
by the Continental Congress, in protest of the gsiwe tax on tea levied by the
British crown® As cited from A. Charier and A.B. Eskes: 2004,

“The history of the coffee tree and of coffee deaerage is closely linked to
the growth of great empires and trade, first unthex influence of the Arabs
at the end of the first millennium, then the Tuikshe 1%’ century and,
finally, the European colonizers since thd't@ntury.”

With the European acting as colonizers, coffee tpldmave been spread all
over America, Africa and Asia during the™8entury since the expansion of their
power to these countries found cheap labour wakaslea and ready to exploit. The
colonial powers do realized the importance andhigh commercial potential of
coffee and they funded large-scale developmentsplahtations all over the
continents. The Dutch brought coffee plants to Geyh 1658 and Java in 1699,
while the English cultivated coffee in India in IB4The earliest date that a coffee

plantation in Malaysia is recorded was stated bipiRBleeraj (1981),

“Propagation of the coffee plant spread to Malay@iaen known as Malaya)
about 1696.°

Another opinion can be extracted from Wilson, RI6{) saying that,

“Until the mid 1890’s, the major estate crop in Mgh was coffee but at that
time the world price for coffee plummeted. Begignim 1896, rubber was
planted extensively, and the cultivation of thaidarct quickly became major
concern of estates>”

% Bellissimo. (1995-2008Coffee’s Journey Around the Warldetrieved December 3, 2008 from
http://coffeeuniverse.com/world_coffee .html

“ Wintgens, J. N. (2004). Coffe&rowing, Processing, Sustainable Production. d&hiook for
Growers, Processors, Traders, and Researchers. 25). Weinheim: WILEY-VCH GmbH & Co.

® Neeraj, R. (1981)COFFEE-Malaysia’s Most Popular Beveradéalaysia Panorama, Volume 11,
Number 2, pg. 3

® Wilson, Peter J. (1967A Malay Village and Malaysigpg. 15)



All statements show that coffee once has playeckrg important role in
Malaysian economy before rubber plantations tookerovSince Malaysia’s
geography is only suitable for low quality coffeeans, it is impossible to go further
with non-profit coffee production and the colon@dwers decided that rubber is
more suitable as the main crop since the high ddrf@mrubber due to development
of the automobile industry supported rubber estat®er than coffee plantations.

PLATE XL—Coffea arabica (Coffee). (From Jackson: Experimental
Pharmacology and Materia Medica.)

Plate 1.4: Coffea arabica plants, extracted from
http://www.coffeeddummies.com/articles/coffee_speaxs, November 4, 2010.

There are a few types dafoffea species:C. arabica, C. canephora, C.
liberica, and C. excelsa C. arabica grows in high altitudes between 1300 and
2000(m) in Ethiopia, whileC. canephoranormally grows in tropical Africa of
altitudes below 1000(m). The species ©f liberica origin comes from lowland
habitats in West Africa, mostly coastal a@dexcelsawhich is closely related tG.
liberica, also originated from lowland forest habitats in dand Central Africa.
Coffea canephoralso known asobustaproduces a high yield per plant and is more
resistant towards disease, and flourishes at lefestation. Meanwhil€. Arabicais
famous for its high quality bean, and is best grawhigh altitude. It makes up 65%
of the world coffee production. Due to Malaysiadsation and geographic structure,
it seems that the only beans suitable arectrephoraandliberica species, which
have been used widely in Malaysia’s coffee proauncti



Plate 1.5:Coffea arabica cherry, extracted from
http://www.coffee4dummies.com/articles/coffee_spexs, November 4, 2010.

Plate 1.6:Coffea robusta cherry, extracted from
http://www.coffee4ddummies.com/articles/coffee_spexs, November 4, 2010.

| .
Ak

Plate 1.7:Coffea liberica cherry, extracted from
http://www.coffee4ddummies.com/articles/coffee_spexs, November 4, 2010.



Malaysia and coffee culture

Culture is the entire complex of ideas and mateidgécts that the people of a
society (or group) have adopted for carrying oedrticollective life’ This term fits
with the Malaysia coffee culture which has adodtedh arrivals of branded retails
outlet such as Coffee Bean and Starbucks in tha loarket around 1997 to 1998.
Local coffee culture grows, begins by commerciatizkopitiams and branding of
local coffee shops to upgrading services by noy @elling product but embracing

technology as part of the marketing plans to dttyaanger generations.

The idea of coffee culture is very famous in Eutopspecially Italy, as
written by Schultz (1997) in his trip to Milan ig year of 1983; there are about
200,000 coffee bars in Italy and 1,500 alone in aftMilan.? Coffee shops appear in
America by the year 1950s-1960s brought by theiatiahmerican immigrant
community and Starbucks make the concept populaconying up with their own
way of retailing standardized café. After Starbubikts United States of America,
they widen their wings across the globe with 12 4diéations all over Asia and
Europe. Malaysia has been one of the locationsirggain the year 1998 after The
Coffee Bean and Tea Leaf entered the market gpréngous year before Starbucks

that brought us the social changes in local scene.

We are aware that Malaysian coffee culture is deffie from the European as
which Malaysian are more exposed to tea as maiarbge rather than coffee, thanks
to the British colonization bringing their socialliwre into the colonial country.
Local coffee shops have started at least in thiy 4800’s and has been one of the
main meeting points for local to share thoughts badng conversation elsewhere
than home. According to Wilson (1967),

“At midday and in the evening, men gather at théfem shop and women

sometimes gather in each other’s houses. The younge form peer groups,

" Ritzer, G., Kammeyer, C.W., K., Yetman, R., N.§I9 Sociology: Experiencing a Changing
Society (pg. 64). Massachusetts: Allyn and Bacon, Inc.
8 Shultz, H., Yang, J. D. (1997our Your Heart Into It(pg. 51). New York: Hyperion.



or gang, and spend most of the day with each gpkering cards, talking,
listening to the radio, or reading old newspapensl anagazines®

This statement shows that the coffee shop is agplaice where most of the
main social activities happen for Malay society dhis coffee culture started in
small villages. Thus, only men were allows hang ioutoffee shop due to Malay
culture, where women must only stay at home to gmevany unpleasant things
happen such as rumours or immoral behaviour. lerathuations, Malaysians enjoy
coffee or tea when visiting relatives or neighbowten the owner of the house will
serve coffee or tea to the guest as appreciatitimedf visiting to the owner's houSe

This tradition still continues until now, espedyaith village areas.

Time and progress does contribute towards socaigds. From small coffee
shops andkopitiams retail coffee shops begin to enter local societtyhe late 1990’s
together with any other fast food chain and gropidig as requested for this kind of
lifestyle is booming together with economic changesl buying power. This new
lifestyle leads to sudden changes in the food aenefage industry resulting in
brandedkopitiamsmushrooming and people becoming more demandingriater
service. As noticed, Malaysian coffee culture naw only provides small stalls but
has also developed to café, which carry their omandb name. Coffee Bean and
Starbucks has been inspiration to local kopitiamisich they started re-branding
their corporate design and interior, provides s®wiand created “third place”
feeling.

Brand

As cited from Davis (2005), the word ‘brand’ is ¢skfrom the Norse word
‘brands’, meaning ‘to burn’. The history of brangistarted 4,000 years back when
the usage of branding meant to claim ownershipuafidn slaves and animals and the

usage of branding until the early™@entury in United States of America as a

° Wilson, Peter J. (1967A Malay Village and Malaysigpg. 130)
2 wiliamson, T. (2006). Culture: Malaysia. Retriev@eptember 6, 2008 at from
http://www.everyculture.com/Ja-Ma/Malaysia.html



symbol of shame on fugitives, galley slaves, gyqsieagabonds, thieves and
religious zealot$! The idea of branding is as a trademark of propertgbjects is
possessions being used widely in United Statesratyes in the 19 century along
with industrial revolution that changes the ecormituation and social needs of
many Americans. With massive product ranges thar ohultiple choices to people
and competition between suppliers in urge to gammenprofits, brand is not only for
trademark but for also carrying the company repaatand trust from loyal
consumer. By offering intangible promises of qualgrestige, heritage or something
that they can offer better which does not apply dthmer competitor product’s,
branding has become a powerful tool that can relateards human feeling of

ownership that can be exploited by capitalism.

IT IS CHEAPER TO BUY

ARBUCHLES
ROASTED COFFEE

In One Pound Alr=-Tight Packages,

Than to Buy Green Coffer and Reast it peurself

|'L.|.---1 it | s o AERPTELES Wossien Coiron =@ gh s fir an

i i I Hiw, g Cidley loass paw I||||||.|| =i ||r;|1-|.il.|l
l'lrllll'.--..ﬂ |I II Wil |= || R ns i gFaln s lfﬂ.l:fl wntill,
thias hirk e e 8 uf the Collrg,  You cupsod

| PoraE K 11 | vty o '-'Iﬂ

Plate 1.8: First handbill in colours for package ctfee about 1872, retrieved from e-book by
William H. Ukers, (1922) All About Coffee, October30, 2010.

™ Davis, M. (2005)More Than a Name; An Introduction to Brandirfgg.18) Switzerland: AVA
Publishing SA.



Until today, branding has proven not only to represthe product but the
organization’s image, value and responsibility. Bavis (2005) suggest, a brand is
closely connected with the business and the apprbahind product or services; it
consist of the people working for the company anghdosophy and spirit that
maintains it. Furthermore, it is also agreed tranding is able to encourage loyalty
between consumer and product since rapport of thanation is strengthened up
by branding. Healey (2008) wrote,

“Patrick Barwise defines three item that a brandhdae which is a named
product or service for example Ivory Soap that rate the branded thing
itself, a trademark which refers to the name or Isghin the abstract sense
such as Panasonic, and a customer’s beliefs aboptoaluct or service,

epitomized by such famous phrases as “Nobody eeeffiggd for buying

IBM,” or often called brand equity*?

To build up a brand, a few components in the bragndcenario are crucial in
order to understand and create an environmentctratbe embraced easily by the

audience. As suggested by Healey (2008), five corapis of branding are;

Positioning
A concept that has been highlights by Al Ries aackJTrout (1980), suggesting
positioning means define in the mind of a customteat a brand stand for and how it

compares with competing brand.

Storytelling
Great brand would offer a story that we all wouleIto hear, offerings a tangible
and reassure that we do play an important role,bmodming a part of their great

story.

Design

Design is referring to all aspect of how producpieduce, every single aspect from
visual to surface, label and name. Healey (2008) atention that rebranding has
always being misunderstood, end up they only mégntedesign, when actually

12 Healey, M. (2008)What is Branding?pg 6). Singapore: RotoVision SA
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rebrand according to Davis (2005) are transformati an identity representing to
an audience that something has changed.

Price

Price does affect customers’ choice on producteorices. Customers are willing to
pay more because they higher price means highditygaae brand offers. In brand
competition, the best price any brand can offeimportant yet they have to be

careful not to create bad consequences for lomg-ter

Customer relationship

The relationship that any brand tries to build lsdpends on its strategy and
management on how to make every single customérsfeecial, important and

connected with the brand. Healey (2008) highlightkdt customer relationship

administration represents sometimes idealisticresffof companies to make each of

us feel special®

The 4P’s principles which are product, place, praoed promotion also come
in handy in order to ensure the branding strategyte organization will succeed.
Healey (2008) also says that branding is capabtgdnt the buyer a sense of strong
supportive and access into an invented societhares! values? In fact, branding is
now one of the important values in social accemarf®ffering a product or service.
With the competition between organizations, the eyomalue and the demand for
better services going up everyday, branding isafrtie main strategies in order to
gain more profit raise and convincing customerdiell ogether with brand, comes
brand mark carrying the identity of the organizatibeing one of the significant

images that contribute most of the brand success.

13 Healey, M. (2008)What is Branding?pg 9). Singapore: RotoVision SA.
*|bid. (pg 10)
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Brand marks

According to the Oxford dictionary, a logo is areid design or symbol that
a company or an organization uses as its spegial$Derived from the Greek word
logos mean “word”, a logo or brand mark is one waydenitify a brand or product
easily. Supported by Davis, M. (2005), who alsoedothat a brand mark is the
“mark” or “marque” that identifies the brand anchdaclude a strapline or tagline
(the supporting words or phrase that accompanyaads logo, or are part of an

advertising campaigrif.

A brand mark always relevant for a specific periedmetimes rebranding
will enhance the original logo to ensure that il wiay relevant with a new company
profile. Brand marks should be easily recognizedpblglic, memorable in the form
of a symbol and appropriate with the company idertey carry. As stated by
Healey, M. (2008),

“The logo is the name given form-that is, made afisit is the distinctive

mark that works in the context of its environmenévoke the brand insight
in the viewer’s mind, playing off the viewer’s oexperience in preparation
for the next encounter*”

Brand marks are also significant in order to ev@keharacteristic and strong
emotional respons® in the consumer that creates confidence and wusthe
selected brand. Hence, support from the public stiengthen the brand and a

positive image will be constructed in a long-terasis.

A brand image comes in very simple inspired from lthand name itself such
as Levi’'s, GAP and FCUK. Sometimes a brand imageesoin simple form or icon
such as Apple and IBM. For example, McDonald’srig global brand that needs no

introduction for its loyal customer. It is recogaie enough by using yellow colour

> Wehmeier, S. (2000Dxford Advance Learner’s Dictionarfpg. 789) UK: Oxford University
Press.

'8 Davis, M. (2005). Glossarjore Than a Namdpg. 10) Switzerland: AVA Publishing SA.

" Healey, M. (2008)What is Branding?pg 90). Singapore: RotoVision SA

'8 Napoles, V. (1988). Introduction to Corporate litgnCorporate Identity Desigr(pg. 20) New
York: Van Nostrand Reinhold Company.



12

M’s and red as background. It is so memorable dhatistomer is able to recognize
McDonald’'s even in China (where usage of Chinesaratter is applied to all
signage all over the country). This very interggtiase shows that a brand image is

able to turn into a very reliable brand presenter.

Plate 1.6: McDonald’s logo in China. Retrieved from
http://www.treehugger.com/files/2006/06/mcdonaldsetams.php, November 4, 2010.

Another important thing in building a brand markc@our. The significance
of the right colour usage in brand mark will lead/érds easily identification. Colour
is used to suggest emotion, to express personadity] to stimulate brand
organization-> Warm colours such as red and yellow are very gopilie to their
vibrancy and energy, while cool colours like bluel reen are best to suggest calm
and recede. Healy (2008) also suggesting that &p&as should be considered when

using the colours in advertising as follows;

Physics
Usage of warm and cool colours is great to showitdapd space, and good colour

combination of contrasting tones can create dyndamsion of an image, enhance

9 Wheeler, A. (2006). ColoDesigning Brand Identity(pg. 110) New Jersey: John Wiley & Sons,
Inc.
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brand and create an attractive view for customBnss is basic rules of colour that
used by many artist and designers as a guidelihes wroduce painting or design.

Psychology
Consideration of colour usage is personal, depasrdshe individual personal
preferences and taste. Healey (2008) also sta&sofiinion of certain person of

colours selection is also fluctuating regardingund effect. He wrote,

“Brands can build up and exploit strong colours asistions can gain a

valuable advantage because colour can be poweréiridmnemonic®

Statement above suggesting that colour is empowgdiand by consistent colour
usage that synonym to the brand, and created mesnami customer’'s mind.
Example, Starbucks Coffee is synonym with green\ahide colour, and a siren in
the centre of their logo. Thus, the old, originagd is using unattractive colour and
changes occurs to create more reproducible Stasbudsign in order to go

international.

Plate 1.7: The old Starbucks logo, with controversil siren in the middle. Retrieved from
http://blogs.starbucks.com/blogs/customer/archivef8/12/31/starbucks-coffee-tea-and-
spices.aspx, November 4, 2010.

Plate 1.8: The current Starbucks logo, simplifiedRetrieved from http://www.ibj.com/property-
lines/2010/05/03/starbucks-closing-at-conseco-fiblduse/PARAMS/post/19704, November 4,
2010

“ Healey, M. (2008). What is Branding? (pg. 93).gaimore: RotoVision SA
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Culture

Western and Asia culture is known for their largiéedentiate, and this situation is
also applies in the colour interpretation. For éngnd that would like to go global,
this is the main issues that must be highlightednsure that responses acquired are
the one we desire. The colours should be not offérehch local culture and positive

audiences responds and acceptance.

Science

The physical difference between colours that pdnte paper and colours that

appears on television or computer screen is variabtording to few elements such
as spaces and lights. Not every colour that exisisher space can be reproduces on
the other materials. Different types of lights thatilable in dissimilar environment

also create impact on colours seen.

With these four basic fundamentals, designers laleeta create a good brand marks
by applying all the elements of design to produclego that carrying company
image and corporate identity. As suggested by desiBaul Rand,

“The ideal logo is simple, elegant, economicalxitide, practical, and

unforgettable.®

Applying this combination will ensure any brand kauccess in its process to
introduce the brand to the audience and to enh#meepositive and memorable

experience over a long-term period through branckraalogo recognition.
Social change in local society
The current society in West Malaysia is structubsdthree major ethnic

groups which are Malay, Chinese and Indian. Mosthef culture is adaptation or
mixed by these three major groups, resulting irely interesting mixed culture. As

L Healey, M. (2008). What is Branding? (pg. 90).gaimore: RotoVision SA
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coffee culture started in smallarung in rural village areas, and developed to
kopitiamin small towns and bigger café in the city, we @entify that changes and
development of culture has occurred depending encthrent situation and place.
This social change definitely happens in conjumciith high demand and buying
power that people gain from good household incdfuethermore, high education-
based and exposure from Western culture are indalge in social change of the

local society.

Ritzer, G. (1987) mentions that social change @addfined as variation over
time in the relationships among individuals, grqupsganizations, cultures, and
societies? This change is from a number of sources, which t@hnology,
ideology, competition and conflict. These elemertdstribute in social change by
giving alternative options to people and changenthg of interaction between them.
When this situation took place, new ideas will lmguared and competition and
conflict between societies will occur. These changkvays have either positive or
negative effects, and the transition of changesery crucial to enhance human
development from point A to point B. For exampleal®ysian coffee culture change
occurred not only to fulfil needs and demands afstmners, but it has also built a
culture, an ideology and social interaction in t@sg better environment and

service.

Lifestyle is another term in social change that basn introduced by Max
Weber through his idealistic perspective. As wnitty Vago, S. (2004),

“He posited that social status was determined prilyidy one’s style of life,

how one consumed, rather than how one produé&d.”

Material wealth and possession of goods also dmuttiin this social status
definition. However, lifestyles related to socitdtsis of society only last for a certain

period and vary from time to time. A change in abatatus and lifestyle always

2 Ritzer, G., Kammeyer, C. W.K., & Yetman, N. R. 819. Sociology: Experiencing a Changing
Society (3rd Ed.). (pg. 525). Massachusetts: Atlyd Bacon, Inc.
2 Vargo, S. (2004)Social Changg5™ Ed). (pg. 203) New Jersey: Pearson Education.
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goes along with technology and economic change aoantry, creating new
generations and ideologies.

Social needs and demands always develop togetllerstatus and income.
So it has been with Malaysian coffee culture, whstdrts from small stalls in rural
area, developing into kopitiams and then big conemakcafé with many outlets in
many places. In this way, branding become involasdsocial status developed
enhancing the proud feeling of ownership comes wihial class and hierarchy.
Malaysian coffee culture is changing from a plaze@line into a new chic hang out
lifestyle among youngsters. Demands also incraastepnly to sit and enjoy coffee
but also to use technology, for example wi-fi cartio for laptop, a cosy

environment and appropriate complementary foodgptwith the coffee.

Social aspects in local society have change togetita economy growth.
As capitalism has created greater demand for béfegrhigher-class status and
upgraded lifestyle, it also contributes many chanigelocal culture, and refines the

definition of local coffee culture.

Plate 1.9: Wi-fi usage is very common in urban kopiams or local coffee shops. Retrieved from
http://officekami.blogspot.com, November 4, 2010.
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Statement of Problem

Malaysian coffee culture started back as earlyhas1890’s. It started with
small local coffee shops, then kopitiams and mastalts; it grew along with social
needs and changing times. However, this culture wais very popular until
Starbucks and The Coffee Bean and Tea Leaf entbestbcal market and brought
along the culture of American coffee. Starbucksf€@oiCompany has brought this
culture to Malaysia in late 1998; this so-calledf@® culture was accepted by high
and middle society, which prefers branding as d@soapnd a way of life. This new
lifestyle has hit big cities, but it is not yet pd@r when it comes to small towns and

rural areas of Malaysia.

It is crucial to conduct a study about the locaffem® culture which is very
different from Europe and American style, and todgt what influences the
American coffee branding strategy, which has broaghew wave to style of living
for local society. This is to identify the socidlntate changes and the reason of

branding implementation in local coffee shops.

Aim and Objective

The main aim of this research is to study the hystf Malaysian coffee
culture, and few aspects will be highlighted whtbis study will conduct research
from social aspect of Malaysian popular cultureggnioing elements that have been
applies in local kopitiams and coffee shops, argigieof brand mark which will be

more towards corporate colour usage in local kapis.

Other aims would be to identify re-branding potalstifor local coffee shops
and kopitiams, and to identify changes in socipkats caused by the introduction of

American coffee culture.
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The main objectives are;

a) To document a study on the development, pattechinfluence of coffee culture
in Malaysia. As the development of local coffee taxd is connected with
modernization and social changes, it is crucial gheecord is kept of such a unique

culture.

b) Designing strategy that will enhance the proorotf Malaysian coffee culture. A
lack of design and similar look of brand image thaplies to mostly all local
kopitiam and café can be avoided with a variedcsiele of ideas about brand image

and design.

Specific Research Question

As Creswell (2003) suggests, in quantitative strebearch questions will be
used by researcher to shape and particularly fdwpurpose of study. These are a
few questions that researcher will use to guidestbdy, which is:

(a) When was the beginning of Malaysia coffee geltu

(b) Is branding applicable in the local coffee ordt?

(c) How does branding affect the local culture,abcand economic?
(d) What is the main impact of branding that hitsal coffee scene?

(e) Is branding culture builds a barrier betweeriet@s?

Research Methodology

Leedy (1989) define research as a procedure tiséragtically attempt for
findings and supports by verifiable facts, and asrévg question besides provide
resolution of a problem. There a few method whglyualitative, quantitative and
mixed method approaches. To meet the expectatioresdarch objectives, the
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proposed method that will be used in this resesrduantitative approach. These are
a few of my propose kind of approach that will lwae in order to collect data from

primary and secondary source;

Surveys
Surveys will be given using face to face interviesthod to targeted customers who
will be selected randomly in the participating etgl of Berjaya Starbucks Coffee

Company in Klang Valley area.

Observation and documentation collection
This kind of method is to comparing and observecudmentation by chronology by
date and year. Since most of the data is not dlailbor research, the earliest

documentation will be obtained from National Arahiv

Secondary source

Ever since there is no previous research avail&rieMalaysian coffee culture,
researcher is depending on literature reviews fijoornals, books and Internet
source, documentation or observation that acquiices past writers for history of
coffee cultivation and present scholar as Lim (30d4® kopitiams and coffee shops
history. Most of the literature reviews on coffagtivation were collected from Bird
(1980), Butcher (1979) and Wilson (1967).

Relevance to the Field (Significant)

Malaysian coffee culture is one unique culture tisatery interesting to
discuss. As there is a lack of research and sowaoest this culture, it is crucial to
conduct a study that is not only able to identiburge or origin of local coffee

culture, but also to enhance knowledge in socualysand anthropology field.

It is also significant to gain interest among thublc in this study to maintain
local identity and enhance the experience of laoéfiee culture, that we should be

proud of our own origin and identity.
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Limitation & Delimitations

The history of Malaysian coffee culture is a viamge scope that covers from
Perlis to Sabah. As time constraint and limitechficial as limitation factors for
researcher, the location and scope of researchbwillmited in Klang Valley area.
Another reason is this scope of culture only popuidot spots of the big cities, and
this also limits the selection of location since dnly applies on the centre of big

cities.

Delimitation of this study would be on social agpdiranding and design,
and beginning period of local Malaysian coffee urxdt In social aspect, the main
highlight will be coffee culture as a popular trandvialaysia, while in branding we
will discuss about local coffee shops and kopitiatingt has being affected by
westernized café, and why design of kopitiams aifée shops that mostly prefer to

use similar colour tone as their corporate colour.
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CHAPTER 2

LITERATURE REVIEW

Malaysian Coffee Culture Existence

The existence of Malaysian coffee culture is unkmosince there is no valid
evidence or document that can prove when the dodate of this culture starts.
Fortunately, with few references from documentatsord books can lead to the
nearest date possible of local coffee culture lzegin

Usually, we always presume that rubber is Malayséan plantation which
British introduced in the early 1890s. Little tha¢ know, coffee once has become
our major crops before rubber. Coffee was plante@ because the British thought
of they will grow successfully in Malaysia, and reiag estates and plantation had
been opened due to demand. Referring to The Makilddted on 25 July 1932, the
late Thomas Heslop Hill was the first man who si@rtoffee cultivation in selected
property of Perak, Selangor and Sungai Ujong arougsd 1882 The British was
persuaded towards success of coffee plantationalayd, and started to plant coffee
all over Sungai Ujong land and Perak, which agreetfihe Golden Chersonese by
Bird (1980). Quoted,

“Some Liberian coffee shrubs, some tea, cinchoma, @ecacuanha, and
some heartless English cabbages, are being growtherhillside, and the

Resident hopes that the State will have a greatduif coffee.®

4 Refer to Appendix 1, The Malay Mail article datu July 25, 1932 titled Coffee Growing in
Malaya

% Bird, I. L. (1980). The Golden Chersonese andwhg thither. (pg.195). Kuala Lumpur: Oxford
University Press.
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From observation chronology of plants written dowtarted with Liberian coffee

shrub, and then come tea, and other plants, wlanhlgsion it is proves that coffee
already started as major plantation at that timed Bbservation note was base on
her expedition to the Malaya states on 1879, dufing weeks of January and
February. She wrote down some of the plant thatdogrown in Sungai Ujong, and

coffee plant is one of it. Quoted,

“Sungai Ujong, like the other States of Peninsigaalmost entirely covered
with forests, now being cleared to some extentdpyota, gambir, and
coffee-planters....Pepper, coffee, tapioca, cincharal ipecacuanha, are
being tried successfully, burnt earth, of which tiagives have great opinion,
and leaf mould being used in the absence of otlaeune”2°

Once again coffee has being include in her notdglas repetition pattern is similar

to text quoted from Butcher (1979),

“Coffee planters had opened estates as early adatter part of the 1870s.
Most of the early planters came from Ceylomhere the coffee industry was
being destroyed by a fungus. By the early 1890srthm centre of coffee
planting was the area between Kuala Lumpur and &jan this area planter
and could take advantage of the railway line batloting in supplies and to
transport their producg®®

This statement proves that coffee once being ameagp in Malaysia, with Kuala
Lumpur and Klang being involved in coffee marketwbich known as the most
important town in local economic role, before th# 6f coffee price worldwide and
the British started planting rubber massively iadtef coffee.

The impression of the British about coffee marketso strong and they
believe that coffee potential in Malaysia and ogetegge numbers of estates and
plantation held in Sungai Ujong, Perak and Selarmgiore they shifted to Kuala
Lumpur and Klang in early 1890s. Coffee crops wassively planted Klang around

1893-1894 started by the late W. W. Bailey and prsg of coffee plantation is

% Bird, I. L. (1980). The Golden Chersonese andwhe thither. (pg.159). Kuala Lumpur: Oxford
University Press.

2" Known as Sri Lanka at present time

28 Butcher, J.G. (1979). The British in Malaya 188B+1. (pg.13). Kuala Lumpur: Oxford University
Press.
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booming until drainage difficulties and plague atarpillars of Bee Hawk motH.
As this plague spread massively, most of the caffeab has been destroy and price
started to fall due to poor quality of coffee prodd. Since the fall of coffee price,
The Malay Mail reported that the British sell theaffee cherry to Chinese buyers in

large-scale.

“The peak year was 1928, when we sold the equivadéri20 tons “in
cherry” to Chinese buyers, for £8,557 (say) £70@"t°

The trading activity shows that demand of coffeerch by the Chinese and it is
relevant with activities of coffee trading and @&fshop business, which founded by
the Hainannese. As we know that the art of makioffee were inherit from their
ancestor in China, and with many requests for fad beverage supply for coolies,
coffee shop has been set up to fulfils all theseatels

The earliest documentation on coffee shop reqarsit in 1895, the petition
that asks for establishment of coffee shop in Hhll&treet, Kuala Lumpdf. This
document shows demand of public that have theidsée fulfil, and importance to
have the third place among workplace and home. tbdeod and beverage needs,
demands for coffee shop hiking, and the main pals® involve as place to gather
which has contributed to local economic and sodnge in society. Most of the
coffee shops were opened in main town, which themaonomic activities were

active and most of the coolies or labour workers.|The letter did suggests,

“As it is very useful to the public, especiallytte coolies that are working

in the foods and in the sheds..,”

This statement proves the crucial of coffee shopshie public. The letter also states,

29 Refer to Appendix 1, The Malay Mail article datu July 25, 1932 titled Coffee Growing in
Malaya.

0 |bid.

31 Refer to Appendix 2, Petition regarding the esshiohent of a coffee shop in Holland Street, dated
on 23 February 1895.
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“That for the past 9 months, the Sanitary Board baesn pleased to allow a
coffee shop just opposite to the food shed in tilakd Road...”

Referring to statement above and by looking atdiéie of the letter, conclusion has
been made that the first documented coffee shopeapm Malaya is in the year of
1894, which is parallel with the time line of nimeonths before the letter of
requisition was wrote that dated on 18 Februarys18das, the owner of the coffee

shop is unrecognizable since there is no furthesrceabout it.

Few of memorandums regarding of the coffee shagetedso found, which
dated on 4 July 1933, this memorandum was abouiptive increase of coffee
prices, pro and cons of the price hiking redtil&nother document dated on 17
March 1939 is about request to open a coffee shdgalay Town (Pekan Melayu)
run by Chinesé® All these document shows that Chinese has beertfiig coffee
shop business, with a support from Lai Ah Heng (BGtated that in the late 1920s
to 1950s is the growth of the Hainanese kopitiarasiness* His statement is
parallel with the documentation above, which shakat growth and demand for
more coffee shops in local community. Lai (2010oapoint out that Hainanese
skills in food and beverage industry is the besteithey learn from experience of
working in European household and opens kopitidrakery, and coffee processing.
This activity occurs in the town centre, hence #lé immigrant population

concentrated there.

Other theory is massive migration of the ChinesMétaya in the end of 18
century®® together they brought the art of coffee-makingytibutes in the coffee
shops andkopitiam opening in Malaya. As notice, that Malay occupagiois very
traditional as being active in agriculture and miae; Chinese in the other hand is

%2 Refer to Appendix 3, Coffee Shop Trade Memoran®uimitted by Mr. H.C. Shrubsole, Manager
for Malaya, North Borneo and Sarawak of the Nestie Anglo-Swiss Condense Milk Company,
dated on 4 July 1933.

% Refer to Appendix 4, Departmental Paper, Requaisitiy Cheow Em Peng & Chap Chik Huat of
opening a coffee shop in Pekan Melayu, Alor Sétadah dated on 17 March 1939.

% Lai Ah Heng. (2010). The Kopitiam in Singapore:Bwolving Story about Migration and Cultural
Diversity. (pg. 8). Asia Research Institute, Workjpaper series no. 132. PDF file.

% Wilson, P.J. (196)7 A Malay Village and Malaysigpg. 10). New Haven: HRAF Press.
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business minded oriented and have a good busikélss Bloted by Tham Seong
Chee, (1977),

“In the traditional Malay society, there was no ogmizable entrepreneurial

class with a specific ideological bent or existahsityle,”®

Mostly, economic activities are occurs in the urlsantre which known for Chinese
population, while Malays are living at the rurakarsuitable to their traditional
lifestyle. Still, there are coffee shops activityrural Malay village area that runs by
Malay that has been strengthened this statemeht apinion from Wilson (1967)

which his suggestion is,

“The Malay sector of Kajang is almost totally indgqlent of this centre, and
people do not focus their social life on the tovemtee, but on the mosque

and local coffee shop, thus repeating the villageegwn.”’

This statement shows that significance of coffempsh Malay culture at that time as
a centre of social gathering, but still separatgethnic and culture. Lai (2010) has
stated this matter in his research that,

“The early kopitiam and food stalls assumed a gjr&thnic dimension in
their spatial distribution and cuisine, as they fitaved” immigrant workers
in their settlement into various ethnic enclaves aneet their desire for
culturally familiar foods’>®

% Tham Seong Chee. (197®)alay and Modernization(pg. 28). Singapore University Press.

37 Wilson, P. J. (1967A Malay Village and Malaysigpg. 47). New Haven: HRAF Press

% Lai Ah Heng. (2010). The Kopitiam in Singapore:Bwolving Story about Migration and Cultural
Diversity. (pg. 6). Asia Research Institute, Workjpaper series no. 132. PDF file. Retrieved April
22, 2010 ahttp://www.ari.nus.edu.sgdocswpswps10_132.pdf
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Plate 2.1: Chinese coffee shop illustration circa9b0s, retrieved from
http://lyamashitariki.blogspot.com/2008_01_01_archig.html, October 13, 2010.

Most of the kopitiam and food stalls were ethnipasated as in case of
Wilson (1967) and Lai (2010) since there is baraerong ethnic, culture and food
consumption. Malay is known forbidden eating noteh@hereas vice versa for the
Chinese and Indian. The food selection also differdepends on the ethnic such as
Indian are more towards selling bread as prata, aivd various of curry, whether
Chinese will be more into selling Chinese econoragné-cooked meal and Malay

would more into mix rice, sambal, traditional cakesl cuisine from homeland.

After Malaysia independence in 1957, throughout8®'s and 90’s, kopitiam
and local food stalls have expanded. The westdinlas entered Malaysia food and
beverage scene started with The Coffee Bean and.@@aCompany has entered
Asia-Pacific region in 1998 and Starbucks follows by opened their first stiore
Kuala Lumpur in year 1998. Although, the trend of new, urban style kopitiam
started a bit late and start mushrooming afterytae 2000, it is alleged inspired by
western café style, and major social change of #a. Killiney Kopitiant* started

% Retrieve January 14, 2010 from http://company.rtersm/coffeebean/

0 Barista Training Program, Starbucks Coffee Com@2007 (pg. 30)

“! Retrieved September 27, 2010 from http://www.fdekt.com.my/food-
street/bpage.s?by=Killiney+Kopitiam&bid=159
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this culture, followed by others such as Uncle lsrKopitiam, Oldtown Kopitiam,
Kluang Station Kopitiam and many others. Cited frovison and Khor (2008),

which they retrieved from one of Malaysian blogger,

“After ‘Starbucks and Coffee Bean setting up shogMialaysia’ ‘not to be
outdone, the kopitiams are also streaming steadily the main markets to

attract city-dwellers*?

Statement above do agrees to opinion that maimsgréapitiam has been seeing the
opportunity of branding in business developmentubing western café approach.
Re-brand and new image has been set up for ak ttegsitiam and Malaysian coffee

culture has started again, with new attitude antbaphere.

Brands in Local Coffee Culture

Local coffee culture can be seen develop fastab&tks and other brand
such as Coffee Bean enters the local coffee cutiteae. This can be notice in
rapidly growth ofkopitiamswith applying brand marketing strategies and peopl
already willing to pay RM3 for a cup of local codféaste because of the brand and
environment they created. This coffee culture renlpopular culture with little

addiction of branding and modernism in local sgciet

As people might see that branding is good for n@gkirofits, but in the end
of the day, good business ethics has been abamdiothey will create brand-
addicted impact towards local society mindset.As $ocial change brings major
revolutionize into local society, it has to be ontrol or otherwise a major capitalist
modern structure of society will form. Cited fromil$én and Khor Yoke Lim,
(2008)

“2Wilson, T., Khor Yoke Lim, Corporate and Consur@enception of Fast Food Branding in
Malaysia,. Pdf file, (pg. 8), Quoted from blogsghattp://niknurehan.blogspot.com/2008/05/
breakfast-at-oriental-kopitiam-kb.html. RetrievedrA29, 2009 from
http://arts.monash.edu.au/mai/asaa/wilsonlim.pdf
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“Identities are a function of frequent perceptidegularly visited global
landscapes are eventually seen as local. ‘Cafesiom everywhere in KL's
trendiest spots, and big names such as Coffee 8saiea Leaf and Starbucks
made their presence felt. With these cafes, Kbities) lepaked (hung out) way into
the wee hours and now it has become a part of oprqulture.”

This text suggests that coffee culture which bralgyhStarbucks and Coffee
Bean has develops fast growth of food and bevarafysstry as well enhance
Malaysian social needs of acceptance and as oapisst It also confirm the status
of major influence trendsetter by American coffeure has develops a social
change and embrace this culture as a moderniz#&gain, cited from Wilson and
Khor Yoke Lim (2008),

“Brands say they enhance everyday life, efficieritigy enable moderate

escape from the mundane, safely.

As branding not only carries a logo, they also eeep faith and connecting
people with their product and services. Escapisthaaeating the third place feeling
is one of the strategy that succeed in order isfgdiuman needs, by creating cozy

atmosphere and great environment.

A few brands of kopitiam entered Malaysia marketrsas Killiney Kopitiam
from Singapore, which started in year 2(00@ncle Lim’s Kopitiam, and Oldtown
Kopitiam opened their outlet in 20t55When all these outlets of kopitiam opened,
their major concern is about environment and angatpace for all age of walk in.
As example, free wi-fi services have been providerost kopitiam with the main

“3Wilson, T., Khor Yoke Lim, Corporate and Consur@enception of Fast Food Branding in
Malaysia. Pdf file. (pg. 8). Retrieved April 29,3®from http://
http://arts.monash.edu.au/mai/asaa/wilsonlim.Qufote retrieved from

http://www.technorati.com/posts/%2BacXr90cqD%2FU@REEIGUFc%2FIV7R4msuk4dHQAC46L
g%3D

“Wilson, T., Khor Yoke Lim, Corporate and Consur@enception of Fast Food Branding in
Malaysia,. Pdf file, (pg.1). Retrieved April 29,@Dfrom
http://arts.monash.edu.au/mai/asaa/wilsonlim.pdf

4> Retrieved September 27, 2010 from http://www.farekt.com.my/food-
street/bpage.s?by=Killiney+Kopitiam&bid=159

“® Retrieved September 27, 2010 frottp://www.oldtown.com.my/
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aim to attract customer from student range unticexive level, from young

teenagers to working adults.

Kopitiams now not only a place to sit and eat,dsb change into a meeting
point, a place for discussion and meeting cliemt®s place to hang out and gathered
between youngsters and adult. With the new cosy@mwent, chic but still
maintain the classic looks of kopitiams, this nearaling strategy has been working
very well with social aspect of Malaysian that baseloped into a branding class
minded since increases of demand and inébaieng with country development.
Not to forget with westernized café such as Stdkband Coffee Bean and Tea Leaf
has brought a new wave into Malaysian society eajpem urban areas with their
culture, style, presentation and environment predicAs a popular case study,
Starbucks for example has been role model in branaind creating customer
experience, which local kopitiam applies it in tHausiness. As stated by Alvarez
and Gilsdorf (2007),

“Starbucks has proven the value of creating outdiag customer
experiences, even across such as large retail mgttchas managed to tie
together all the necessary brand elements. Stasdseks a tangible product
and has found a way to create an engaging enviromthat encourage
customer to linger and conduct multiple transacsior’®

This is one of the model that has been appliesdallkopitiam branding, as
Starbucks store environment creates homey feetirgyder to uplift customer third
place experience, whereas local branded kopitiarates traditional kopitiam settee
to enhance the customer previous memories in oyte dtopitiam but with

contemporary touch.

4" Refer to Appendix 5, extract from Buku TahunanaPgkaan Malaysia 2007 that shows increase of
household income by ethnic from 1999 to 2004, Malapme growth by 6.4%, Chinese by 5.1%
and Indian by 5.0%, and urban income growth to 5tk&f rural by 1.8%. Retrieved March 23,
2010 from
http://www.statistics.gov.my/portal/index.php?optc@om_content&view=article&id=414%3Afre
e-download&catid=61&Itemid=53&lang=bm

8 Alvarez, E., Gilsdorf, J., Leveraging Unique Exviment Throughout Large Retail Network.
Design Management Review. (pg.13). Volume 18. N§&ing 2007
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T

Plate 2.2: A scenery from a traditional coffee shqgKluang Station. Retrieved from
http://www.soshiok.com/article/13017, October 26,210.

The four D’s principle of branding is applies, whiés discover, define,
design and deliv&t in most of kopitiam and coffee shop, strengthee kinand
affects on local coffee culture. Kopitiam is jussraall example of branding, and the
wave of kopitiam culture is suddenly hit local sedringing all the branding and

modernism. An opinion saying that,

“The money generated by a kopitiam can be quitgggang if it's done
correctly. For this reason and for this reason aothe number of new
outlets appearing all over Malaysia has been stigadcreasing day by day.
There are so many that in a single area, like Dasaaa Uptown, you can
have two kopitiams and two Starbucks no more ti@¥nndetres away from
each other.®°

This opinion recorded about branding success oftileop or local coffee
shop and how does its affecting local coffee scé&senotice, new opening outlets
are increase due to the result of branding tha¢egpan produce more income. Of
course, we all know that profit is the main goalewhyou do branding, by delivers
customer satisfaction and provide great experience.

49 Alvarez, E., Gilsdorf, J., Leveraging Unique Exviment Throughout Large Retail Network.
Design Management Review. (pg.11). Volume 18. N§&ing 2007
0 Retrieved September 28, 2010 from http://www.feelm.com/
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With all these evidence and opinion, branding ralaoffee culture has been
successfully embraces by social community in Ma&yBy looking at income and
needs, branding is one of the most successful wagnhance local coffee culture
experience to fulfil high expectation and demandsmnf local audience. When
branding is one of major expectation, we will dssthe social change in the society
caused by this affect.

Brand mark in local coffee shop

Brand mark or logo is one of the main tools in poaga brand. Through its
brand mark, one company can be easily identify am@morable by audience.
Important as it sounds, brand mark is another wagatch attention from public

audience and build up faith and memory of orgarorateputation.

Most of the kopitiam or coffee shop in Malaysiangsthe most common
colour of all coffee shops, dark brown scheme tooleur. Referring on article by
Kong HC (2010) quote that,

“There are hoards of other similar copycats of cogig and majority of them
seems to ride on the success paved by IOTWC (thariscle Lim’s Café)
and so far none of them have any sense of origynathen it comes to
choosing their corporate colours and the intericgsgyns of their outlets —
it's always the same old boring Dark Brown and Mamshade.?

This statement suggesting that most of the kopgiamd coffee shop in local
scene using the same colour even though it is oyisdparate organization. As
author mention this activity is an unhealthy preetand asks for more variety in
creating kopitiam’s brand mark.

*1 Kong, HC. (2010, February). All About Kopitiam=dt News. (pg.3). PDF file. Retrieved
September 29, 2010 from http://slurpsite.com/fites’d_News_ - Kopitiams3.pdf
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OLDTOWN

WHITE COFFEE

Plate 2.3: Local kopitiams logo, “Old Town Kopitiam White Coffee”. Retrieved from
http://www.oldtown.com.my/, September 29, 2010.

Plate 2.4: “Kluang Station” logo, retrieved from http://www.goeatout.com.my/, September 29,
2010.

However, the standardize colour selection of ajpikam might be reflects
from the meaning of the colour itself which def@niirown is the colours of;

“Earth, stability, hearth, home, outdoors, reliaityl, comfort, endurance,

simplicity, and comfort.>

These elements might be convincing to maintainilgialand harmony in
business, as these usages of colour also showndigttyeand easy to go with the
decor and café environment and it is always synomgtim local kopitiam or coffee
shop concept, using dark brown shades as main rcatogreating brand mark.
Culture is one of the main factors in colour intetptions as suggest by Healey

(2008), and he note down quotation below,

“The colour component of any brand needs to bemewtered in each local

culture to be sure that it evokes the desired respd™

It might be possible to think that local kopitiam apffee shop using earth colour
element like brown, white and black in their bramdrk and interior to blend in

easily with local audience and to create warm meggtietween patrons.

*2 Retrieved September 30, 2010 from
http://www.princetonol.com/groups/iad/lessons/mé@dblor2.htm
%3 Healey, M. (2008)What is Branding?pg.95). Singapore: RotoVision SA.
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Plate 2.5: Interior of Old Town Kopitiam, retrieved from
http://www.ifranchisemalaysia.com/oldtown-white-cofee-franchise-business-opportunity.html
October 28, 2010.

WHITE COFFE

s

Plate 2.6: Old Town Kopitiam, front view. Retrievedfrom
http://ipohnkinta.blogspot.com/2007/09/kopi-tiam-whte-coffee-and-old-town.html, November 4,
2010.

However, this sees as unhealthy competition amamtikms and coffee
shops. The usage of the same colour tone and antsgistem has brought up
imitation or copycat issues according to Kong HO1(@), but in the other hands
authenticity always able to be gain by being spemiaown way of selected

organization. Once again quoted from Healey (2008)proposes that,

“The mark of true authenticity is being small-scaten-commercial, or even
handmade. The visual manifestation of this is @ikt shifting-too rapidly
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for most large producers to keep up. In the endyiit not be the visual
aspects that indicatauthenticity, but the product quality and customer
service that small organizations tend to be so mamtter at providing on a
personal level.?*

This is the main point of authenticity, even youymese same colour and
imitate brand mark, and a good branding is abouwgtoroer satisfactions and
expectations. Yet, it is unethical to copycat amdtate other brands but its all
depends on client or customer to choose the brheg prefer. Customer always
picks brand that they prefer, by looking at theatslity and good reputation that the
brand can offers consistently. Local audience sewanough to select which brand

they prefer most, not distracted by other brandknmaitation.

Social Change in Local Society

Social change is happens to all society hieraraoyral the world. Local
audience also includes, cause by major economicalty and development after
independence years, and increasing of householdmi@c This sociocultural
evolutiorr® has made an impact on society where demands aategrwith

upgrading of better life standard. Quote from Ri(A987),

“Inventions, discoveries, alterations of existingiltaral elements, and
diffusion from one society to another constitutee thasic forms of

innovation.™®

Lenski and Lenski (1982) giving a suggestionatierations of existing cultural
elements which similar to way of local society life theskys. From humble
beginning of kopitiam and food stall just for aqaato sit and eat, it has become a

point to meet and socialize. Escapism has been ia pwnt of coffee culture

¥ Healey, M. (2008)What is Branding?pg.32). Singapore: RotoVision SA.

*> Theory by Gerhard and Jean Lenski (1982) citeshfRitzer, G., Kammeyer, K.C.W., & Yetman,
N.R., (1987). Sociology: Experiencing a Changingi&ty. (pg.530). USA: Allyn and Bacon, Inc.

%% |bid.
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branding, which every audience enthusiasm about itdea of escapism and
modernism in local culture. Another opinion fromi (2010) states that,

“Where previously, kopitiam or kedai kopi was lasgethnic-based location,
cuisine and clientele, this new kopitiam was chearultiethnic, mirroring
the new multiethnic composition of the new estdtese& populations were
resettled from mainly ethnic-based areas and settgs.®’

This is just another example that shows social ghanovements from ethnic basis
to multiethnic culture. This social movement is &y NEP programmed, which
main aim is to growth with equity between ethnioups®® Abdul Rahman Embong

(1996) also point out opinion from Harold Brooktig€ll994) which saying,

“Though economic transformation in Malaysia “tookf'oaround 1970, it
was preceded by at least a half-century of quij@iicant change away from

the classic colonial pattern®®

All these social change patterns proven happenaagalith Malaysian economic
growth and together with high education betweenemggs. Since rising numbers of
professionals and high-educated society after 195@sal change between middle
class Malaysian happens rapidly. Cited again froodw Rahman Embong (1996)
he suggests that,

“Besides occupation, educational attainment is ajanavenue for social

mobility and an important indicator of social clasansformation.®®

*"Lai Ah Heng. (2010). The Kopitiam in Singapore:Bwolving Story about Migration and Cultural
Diversity. (pg.11). Asia Research Institute, Wotkjmaper series no. 132. PDF file. Retrieved
April 22, 2010 at http://www.ari.nus.edu.sgdocswps®0_132.pdf

%8 Abdul Rahman Embong. (December 1996). Social Toamstion, the State and the Middle
Classes in Post Independence Malaysia. (pg.57}h8ast Asian Studies, Vol. 34, No 3

%9 Quote from Brookfield (1994) in his edited volumieTransformation with Industrialization in
Malaysia, re-quote from Abdul Rahman Embong in 8loEransformation, the State and the
Middle Classes in Post Independence Malaysia. §arsl 59). Southeast Asian Studies, Vol. 34,
No 3.

% Abdul Rahman Embong. (December 1996). Social Toamstion, the State and the Middle
Classes in Post Independence Malaysia. (pg.66}h&8ast Asian Studies, Vol. 34, No 3
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In his observation, Abdul Rahman Embong (1996) sxdteat amount of
person that obtains certificates and qualificatiomseased drastically, showing a
major movement of Malaysian society change. Allsthehanges have showed
towards more demanding society and from demandaads, then come branding to
satisfy audience need. Not to forget branding awibs change is depending on each
other and with more consumer satisfaction tendslléal; our culture will keep on

changing through all these phases.

This social change also affect on local coffee scenth greater demand and
brand minded society, most of all the kopitiams aoffee shops has applying brand
or re-branding in their outlets, to attract customred public audience. Not only have
to serve food and beverages, but kopitiam and eddfeops also selling space and

environment. This is text suggests by feedmelah,com

“But selling space is no new thing for Kopitiamsey’'ve been doing it for the
longest time. 50 years ago there may not have béermr air conditioning,
but a kopitiam was somewhere you would go witméiseand just chit chat
the day away, over a cup of black coffee, a piddeast smothered in kaya
and butter and two nicely half boiled egds.”

Referring to statement above, local coffee cultlicepracticing the branding
aspect, even though we do not apply catchy brandk mawarm interior design.
However, with Starbucks Coffee Company and CoffearBand Tea Leaf Company
entering Malaysian market, then coffee culturetstes change along with demand
for better environment and services by people teek brand is a lifestyle. Proud
feeling of brand ownership is another major reatdat affected branding in local
kopitiam or coffee shop. Quote from Wilson and K(z008),

“Branding icons are guarantees of customer comfmt distraction from

dull circumstances ®

¢l Retrieved September 28, 2010 from http://www.feekm.com/

2 wilson, T., Khor Yoke Lim, Corporate and Consur@enception of Fast Food Branding in
Malaysia,. PDF file, (pg.3). Retrieved April 29,@0Dfrom
http://arts.monash.edu.au/mai/asaa/wilsonlim.pdf
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The role of branding in local coffee culture notlyoproviding space but
might be escapism for consumer and local society fdifferent hierarchy, not to
mention that this is kind of lifestyle and cultulat they embrace. As a new lifestyle
and trend, Malaysian coffee culture is very poputarall public audience. It has

grown along with social change needs and demand.

Not to forget that with local social changes, thal&§sian coffee culture also
being improvises by re-branding to enhance expeeiesnd increasing sales by
multiple transactions from regular customer. Franak spaces and only selling few
selections of foods, Malaysian coffee culture hgsaaded by upgrading services,
more variety in food and beverage, and creatingatgia as well as being chic and

contemporary.

Plate 2.7: The way coffee and food serve in tradanal kopitiam. Retrieved from
http://www.feedmelah.com/ November 11, 2010.
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CHAPTER 3

METHODOLOGY
Quantitative approach

In order to complete a research, methodology iomant to generate correct

data collection for reference. Creswell (2003) mefjuantitative approach as;

“A quantitative approach is one in which the invgator primarily uses post
positivist claims for developing knowledge (i.ause and effect thinking, reduction
to specific variables and hypotheses and questiam®e measurement and
observation, and the test of theories), employstegies of inquiry such as
experiments and surveys, and collects data on peedeed instruments that yield
statistical data.®®

Researcher will use this method as most of the dalection would be based
on surveys and observations. As proposed methogdhag already noted in the first
chapter, the research would begin with gatheringud@ntation, which extracted
from national archive, internet source and jourogalresearch paper by previous
researcher. Survey will be hand out, and synthasitata would achievable after all
the elements complete. The methodology would bedas research questions as

guidelines which are;

(a) When was the beginning of Malaysia coffee geltu

(b) Is branding applicable in the local coffee ordt?

(c) How does branding affect the local culture,jaibcand economic?

(d) What is the main impact of branding that hitsal coffee scene?

(e) Is branding culture builds a barrier betweeriet@s?

83 Creswell, J.W. (2003). Research Design: Qualiéatuantitative, and Mixed Methods Approaches
2" Ed. (pg.18). United States of America: Sage Pahtibas, Inc.
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These questions are act as a guideline, and taestisat at the end of the study,
researcher would be able to answer all those go@aguestions. Creswell (2003)
also states that research questions are used ppe sina specially focus the purpose
of the study. This to ensure that researcher waotdost focus by ensuring all the

research questions can be answered by the end aégbarch.

Primary Data

Survey

Survey is one of the most popular quantitative meshin research. As a
researcher, the most specific and accurate dataemded to get a valid result that

can be used in research. An opinion from Uma Sek@®@03) saying that;

“Surveys are useful and powerful in finding answeysesearch questions
through data collection and subsequent analysessthHay can do more harm
than good if the population is not correctly target’®*

In this research, random sampling location wowddzated in selected outlet
of Starbucks Coffee Company, in Pavilion Bukit Bimg, Kuala Lumpur. Researcher
chooses Starbucks Coffee Company as a case stuthe Starbucks Coffee
Company being a prominence and started the bram@wgjution in local coffee

culture scene.

With average 549 transactions per day and all réiffe stages of ages for
walk in customers, this outlet is perfect for cofled survey sampling. Ten percent
from the overall transaction will be selected, ampgling. Suggested by Sekaran
(2003), sample is self-evident which can produceemeliable result rather than
investigate the entire populations that impossitde obtain data from every

element® Researcher has selected face-to-face surveysder do collect data

% Sekaran, U. (2003). Research Methods for BusirseSill Building Approach. (pg.264). United
States of America: John Wiley & Sons, Inc.
% Ibid. (pg 267).
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efficiently. This method also meet the expectabbnesearch methodology which as
suggest by Czaja and Blair (1996),

“In face-to-face surveys, also referred to as peadointerview survey,
information is usually collected by interviewerstite home or in another location
that is convenient for the respondent. The key etems respondent and interviewer
are together in the same locatiorf®

By using method that cited by Devlin, 2006 as epl@nof nonparametric
statisti®’ in this survey, it is to ensure easier task ifeoting data and 18 items
were asked in the questionnaire on three sectimasiding in coffee culture, brand

mark design and colours, and social aspect chandesal urban society.

Also included the age range and occupation of medgat in order to identify
and class them into two groups, working and stud@iit questions are control
variable, by using keyword yes or no. This is tewe that correspondent answers
are valid for data analysis as quantitative metigdise in this research. Uma
Sekaran (2003) also suggesting validity is to guae the capability of a scale to

measure the planned concept.

% Czaja, R., & Blair, J. (1996). Designing SurvefsGuide to Decisions and Procedures. (pg.42).
United States of America: Pine Forge Press.

" Devlin, A. S. (2006). Research Methods, Plann@mnducting and Presenting Research. (pg.64).
United States of America: Thomson Wadsworth.
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Secondary Data

Documentation

Secondary data are always available in books, hvackdocumentation,
journals, magazine, article, and Internet. Mosthef data are important not only to
record, but also to use as supporting facts onnaegts. This is also known as
historical method which noted from Leedy (1989) ttesearcher deals with the
latent meaning of histo? He did suggest about conceptual historical researc

which is;

“...research concerned not only with events and pmalbes but with

tracing the origin, development, and influencesidsfas and concepts®

Using this method, the origin and possible datdochl coffee culture is
founded based on documentation and records kepgrudukib Negara in Kuala
Lumpur, and based on observation of previous rebeaion local culture in timeline
before and after independence of Malaysia. Othen thrkib Negara, Perpustakaan
Tun Abdul Razak 1 (PTAR1) also provides most oflibeks for gathered literature
reviews. Most of literature reviews are taken fr@md (1980), and Wilson, P.J.
(1967), due to they both experiencing local liféstyculture, and travelled among
local community of Malaysia. Creswell (2003) sudges literature review shall be
use as study introduction, comparison of extardgrdiure with findings in a
guantitative study plan, and as a basis for adwgnagiesearch questions or
hypotheses.

Sekaran (2003) suggests that there are few waigetdifying the relevant
sources of literature review which are the databasd#l come in three forms as
indicated on the next page,;

%8 Leedy, P.D. (1989). Practical Research: PlannimhResign. # Edition. (pg.125). United States of
America: Macmillan Publishing Company
% Ibid. (pg.133).
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The bibliographic databases

This form of database will only display the biblraghic citations, which contain the
author’s name, title of the article or book, sousEgublication, year and volume and
page numbers.

The abstract databases

This database will provides an abstract or sumrabtige article.

The full-text databases

In this database, the full text of article will peovided’®

By looking at all these databases forms, mosthef literature review that
researcher collects are extracted from the full-tatabase, which gathered from

books and journals. Again, Sekaran (2003) writes,

“A survey of the literature not only helps the rasdher to include all the
relevant variables in the research project, butoafacilitates the creative
integration of the information gathered from theustured and unstructured
interviews with what is found in previous study.”

From the literature reviews and data collectiont thesearcher able to
gathered through survey of random sampling, finslihgs been acquired and the

results of the data will be discuss in the nexptér

0 Sekaran, U. (2003). Research Methods for BusirseSsill Building Approach. (pg.65). United
States of America: John Wiley & Sons, Inc.
" Ibid, (pg.64).
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CHAPTER 4
QUANTITATIVE DATA

COLLECTION AND ANALYSIS

Data Collection

Sekaran (2003) notes that data collection is dssito two sources which
primary and secondary data. Primary source dat&@reindividuals, focus groups,
and panels while secondary data are obtained frompany records or archives,
government publications, industry analyses offdogdthe media, and websites or
Internet.

Researcher data collection is base on pilot oafletestern coffee shop act as
controlled sample and population. Questionnairesgaren by strata of occupation,
which is working and student. Required sampling bemis 10% out of average
customer 549.9 per day which is resulting 54 peysequires and divides by two
strata - working or student, which will be 27 cependents for each stratum. Next
paragraph will explain every finding that can bensuwarized from the survey. By
using cross tabulation technique from SPSS 17visidn of department is based on
every guestion which asked in the survey. All 5&regpondents randomly selected
in targeted sampling area, and all the results vé@llextracts in the next segment of

data analysis.



Data Analysis

Occupation by age group analysis

Age group
18-20 21-29 30-39 40-49 Total
Occupation Working 2 19 4 2 27
Student 8 19 0 0 27
Total 10 38 4 2 54

Table 4.1: Age group which participate in the datacollection

44

The data show average income for the sample scwd@ding age, who always

visiting sampling location. There are four age g®uwhich are 18 to 20 years old,

21 to 29 years old, 30 to 39 years old and 40 tgetds old. In age group of 21 to

29, there is five person earns below RM 1,500, tepgiison that earns among RM
1,600 to RM 2,500, five person earns RM2,600 to F8@B and three person that
earns RM3,600 to RM4,000. Data also shows that kaegrning overall is more

than RM1,600.

O Below
RM1500

B RM1600-

RM2500

n w 0 RM2600-

Q B N W B 01O o D

RM3500
0 RM3600-
RM4000

15-20 21-29 30-39 40-49

Age group

Figure 4.2: Chart of correspondent average income
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Researcher summarize that it means most of theesmondents that visit
kopitiams, coffee shops and western café is inceaewetred and are group in the

middle class society, by looking at the averagmonthly income they earn.

Knowledge about local coffee brand analysis

local coffee brand
Yes No Total
Occupation| Working 21 5 26
Student 14 13 27
Total 35 18 53

Table 4.3: Correspondents knowledge about local defe brand Cross tabulation

Referring to table 4.3, the main finding is mosttbé correspondents do
aware of the local coffee brand. 21 out of 26 wagkcorrespondents know the
local coffee brand (example: Kopi Radix, Kopi Hahgah), and 13 out of 27
students did not know the local coffee brand Thishows by the percentage of
60% overall correspondents selected “yes” to thisstjon and only 40% selected
“no”. Total of 81% of working group and 52% of sards has the knowledge in
local coffee brand whiles only 19% from working gpoand 48% of students are

unaware of this knowledge.

Local coffee brand knowledge

%
0
60%

Y — 529
= [ T T |0 |I 81%

0% 20% 40% 60% 80% 100%

Answer

Percentage

OWorking B Student OOvwerall

Figure 4.4: Chart of local coffee brand knowledge
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Knowledge of imported coffee brand analysis

imported coffee bran
Yes No Total
Occupation Working 23 4 27
Student 18 9 27
Total 41 13 54

Table 4.5: Correspondents knowledge about importedoffee brand Cross tabulation

In this finding, it is proven that overall Malaysig aware of imported coffee
brand (example: Illy) with 23 of working corresp@mis and 18 students saying yes
to this survey question. All correspondents ansd/éhe question, and total of the
data would be 54 correspondents. Only four workiagespondents and nine of the
students did not aware of imported coffee brandis ®hows that most of the
audience is knowledgeable in imported branded mtsduOverall percentage of
correspondence that is aware of the imported cdffaad is 76% choose “yes” and
only 24% choosing “no”. Working correspondents eépresenting “yes” value by
85%, while student is by 67%. Only 15% working espondents choose “no” and
follows by student with 33%. The value in perceah de interpreted through the

chart below.

90% 8504

80% +—1 76%
20% 41— B4 ]
60% 1+
50% +—
40% 1 33%
30% 1+
20%
10% +—
0% T
Yes No

OWorking
W Student
O Total

Figure 4.6: Imported coffee brand knowledge percerdge chart



Authenticity of brand through logo analysis

Authentic
Yes No Total
Occupation Working 27 0 27
Student 26 1 27
Total 53 1 54

Table 4.7: Authenticity of brand Cross tabulation

a7

According to data above, most correspondents atitae authenticity of

brand can be recognizes through its logo. All wogkistrata pick “yes” in this

guestion, and only one correspondent from stud&ataspick “no”. This can be

translating into percentage which 100% from workstrgita correspondents and 96%

from student correspondents. Almost overall 98%ado this opinion, and only 2%

that do not agree. For reference, please lookeathirt in the next page. Conclusion

that can be made from the data obtain is audieadtidk that logo and authenticity

are a close relation, which only by looking at lardmgo, authenticity of brand can be

recognize.

100%

80%-

60% 1

40%

20%1

0% -

Yes

No

O Working B Student O Total

Figure 4.8: Authenticity of brand chart
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Through this finding, we also acquired that Malapsihave been affected by
branding issues and most of the correspondent& that authenticity only can be

exploits by logo or brand mark, not by unique stgna or specialty of product or

services.
T |
%
No %

o %
o
7] O Total
e 0,
o %o B Student

Yes % I Working

58P0
I I

0% 20% 40% 60% 80%

Percentage

Figure 4.9: Pride of using branded product chart

Pride feeling in using branded product analysis

Pride using brand
Yes No Total
Occupation| Working 16 11 27
Student 20 7 27
Total 36 18 54

Table 4.10: Pride when using branded product Crostabulation

Brand has brought the new perspective in localespciln this analysis,
researcher found that most of the correspondenthale the “pride feeling” when
using branded product. Referring to bar chart aa phevious page, 59% or 16

working correspondent replies “yes” to this questand 74% or 20 students also
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agree in this matter. Only 18 or 33% corresponddidsnot feel any pride when
using any branded product, and completed this armsalyith total 54 valid
correspondents. This can be summarized, most ofdhrespondence do feel pride

when using branded product, does not matter wiegtdocupation or earning status.

Preference of hang out in branded coffee shop analig

Hang out
Yes No Total
Occupation Working 9 18 27
Student 13 14 27
Total 22 32 54

Table 4.11: Preference to hang out in branded coféeshop or local Cross tabulation

According to data, most of correspondents prefdraiog out in local coffee
shop than branded coffee shop. 67% or 18 workingespondent saying “no” to
hang out in branded coffee shop, while 14 or 52%statlent correspondent also
prefer to hang out in local coffee shop. But therage correspondent do choose
branded coffee shop as their place to hang out saiblize by 41% or 22 of
correspondent pick “yes” with percentage of analtof 32 or 59% correspondent
prefer local coffee shop as a place to hang ous feaning that local coffee shop
still preferable and frequently choose by most leé focal audience, where as
branded coffee shop is might just a place to wasie in a while. It shows that even
though they feel pride when using imported prodhat,they still prefer to hang out
in local coffee shop. According to the rate of espondent’s preference, researcher
summarized that brand sometimes does not effepgngpnal selections.
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Plate 4.12: Preferences of hang out in branded ce# shop bar chart

Reason to hang out in coffee shop/kopitiam analysis

Reason
Business
Dine in Socialize | meeting | Total
Occupation| Working 8 17 2 27
Student 13 14 0 27
Total 21 31 2 54

Table 4.13: Reason to hang out in coffee shop or fitiam Cross tabulation

Another interesting finding in the data survey idem the reason of
correspondence to hang out in coffee shop or kopitiMost of the correspondents
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by 57% choose to socialize as their main reasdmatwy out in coffee shop, while
total of 39% or 21 of correspondent choose to dim@as a reason. Another two
correspondents pick “business meeting” as theipgae or only 7%, and 17 of the
working correspondent or 63% of them are choosiagcialize”. Student also

included, by 48% pick socializing as their mainmidbo hang out in coffee shop or
kopitiam. To summarize, coffee shop has change thection not only as to dine in,
but also as place to socialize and sometime busimeseting. This finding will be

discussed in detail in the next chapter.

70%-

O Dine in
B Socialize
O Business meetin

Working Student Total

Plate 4.14: Reason to hang out in local coffee shop kopitiam chart

Brand application necessity analysis

Necessarily
Yes No Total
Occupation| Working 20 6 26
Student 24 3 27
Total 44 9 53

Table 4.15: Necessarily of brand application Crostabulation

In this question, sampling group was asked abowndrapplication
necessarily to satisfy consumer needs and demé&hasall, 20 correspondents in
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working sampling group do think that brand applmais necessary, while six out of
26 do not agree on this opinion. For students sagpgiroup, 24 of them also agree
to this opinion, only three is not. Total valid datre 53; one missing data is acquired
from working group. This analysis shows that 83%sampling is agrees on brand
application is necessary to satisfy consumer naedsiemands and proves that there
is fundamental of brand awareness among Malaysidie@ace.

Total 2 %
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Student 02 % B No
OdYes
%
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| | |
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Plate 4.16: Brand application necessarily by percaage chart

Corporate colour selection analysis

Corporate colour

Earth tone | Bright colour| Total
Occupation Working 13 14 27
Student 11 16 27
Total 24 30 54

Table 4.17: Corporate colour for local coffee shopr kopitiam Cross tabulation
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Plate 4.18: Corporate colour preference by percentge chart

Refer to Table 4.17; analysis on corporate col@lection is based on earth
colour usage in local kopitiam or coffee shop. Bggesting bright colour as another
option, most of the correspondent do pick brighbeoas their main interest to use
as corporate colour, by 52% or 14 from working groand 16 or 59% from student
correspondents. Total of 30 correspondence setagtttlrolours as corporate colour
and 44% of them or 24 of other correspondence gedarth tone colour. By
percentage, 56% of correspondent choose brighticaleer earth tone colour. This
can be summarize that corporate colour selectionbeachoose not only earth tone
scheme, but also bright colour scheme. Perhaps wfosbrrespondents prefer
something different, catchy and fresh for the anckeview.

Imitation issue on similar colour and logo usage aysis

Imitate/copycat
Yes No Total
Occupation Working 19 8 27
Student 22 5 27
Total 41 13 54

Table 4.19: Imitation issue Cross tabulation
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Table 4.19 shows correspondent feedback on imitaggues. This issue has
been brought up by Kong, H.C. (2010) in his arteohel finding that researcher able
to extract from data is most of the correspondagtse on this opinion. As 41 out of
54 correspondent agrees on this matter, while 1Besh do not think that same
usage of colour and nearly similar brand mark caates imitation group. This
mean that 76% of correspondent does agree orstius,iwhich 19 or 70% of
working correspondent and 22 or 81% student pigs™as their feedback. Only
30% of working group and 19% of student samplirmugrdo not agree on this
matter. Conclusion for this question is most ofkbpitiam or coffee shop imitation
group can be detected by consumer, by lookingageusf nearly similar colour and
brand mark. Thus, Malaysian does aware of this alittnecompetition and copycat

method that applies on local urban coffee shog®pitiams.

90%
80%
70%
609%
50% - E Working
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30% - O Total
20% -
10% -
0% -
Yes No
Plate 4.20: Imitation issue bar chart
Logo identifying analysis
Easy to identify
Yes No Total
Occupation| Working 15 12 27
Student 16 11 27
Total 31 23 54

Table 4.21: Logo identifying Cross tabulation
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Table 4.21 shows 15 or 56% correspondents from wgrgroup sampling pick
“yes” in this question, while 44% or 12 other aret ragree to this opinion.
Meanwhile, 16 or 59% of students group also agrédewanother 11 of them
disagree. Total of 57% of correspondents agreelalyat of local kopitiam is easy to
identify and memorize, while 43% or 23 other copmslent is disagree. This
analysis referring to logo identifying process ofydocal kopitiam is still easy to

identify, but had not reach to the targeted group tb respond of local audience
above.

No %

O Total
W Student
@ Working

Yes

I I I I I
0% 10% 20% 30% 40% 50% 60%

Plate 4.22: Logo identifying in bar chart

Warm feeling created by using earth tone colour anlgsis

Feeling
Agree | Disagree | Total
Occupation| Working 16 11 27
Student 14 13 27
Total 30 24 54

Table 4.23: Correspondent on feeling created Crogabulation

The current data are about question number 1Bearstirvey, which is about
usage of earth tone colour element in their bramadknand interior to create warm

feeling or homey feeling among patrons. This iaperimental question, which as
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Table 4.23 show that 56% or 30 correspondence sgredhis statement, while

another 44% or 24 correspondent disagrees. Byasttatof working correspondents
or 59% are agrees and 52% of student percentat correspondents also pick the
same preference. Total of valid data are 54, arsdcdn be summarize that most of
the local audience does agree to the usage of tar¢hcolour can uplift the warm

homey feeling in coffee shop or kopitiam.
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Plate 4.24: Warm feeling created by earth tone colo bar chart

Multiethnic coffee culture analysis

Multiethnic
Yes No Total
Occupation Working 21 6 27
Student 19 8 27
Total 40 14 54

Table 4.25: Correspondent on multiethnic coffee ctlire Cross tabulation

Multiethnic coffee culture term has been suggesitdiy(2010) in his working paper
and since he is only referring to Singapore kopit@ulture, researcher has to test is
this opinion is valid to use in Malaysia coffeetone term. Find out to be that most
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of the local correspondence does think that Maagsifee culture is a multiethnic
culture. With total 40 out of 54 correspondentsliespthat local coffee culture is
multiethnic, and divide by 21 correspondents isnfnworking group and 19 is from
student sampling group. As percentage show 78%ooking group sampling agrees
on the multiethnic term, follows by 70% of studemd feel the same thing.
Altogether 74% of correspondents agree, while 26%isagreeing with this opinion.
From this obtain data; Malaysia and Singapore #igtahare the similar culture, due

to history of emergence of these two countries.
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Plate 4.25: Bar chart on multiethnic coffee culture

Branding affect cause by social change analysis

Social change
Yes No Total
Occupation Working 21 6 27
Student 22 5 27
Total 43 11 54

Table 4.26: Branding affect Cross tabulation

In this question, researcher asked about brandfagtan local coffee shops
or kopitiam is caused by social change. Due tatile 4.26, 43 correspondents or
80% agree that social change does cause the bgaaifiétt on coffee shop or
kopitiam while only 20% or 11 correspondents disagi78% or 21 correspondents
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from working group sampling and 81% or 22 corresjgorts from student group
sampling choose “yes”, which show most of the @omdent agree on this opinion.
Just a small value of data is disagree which reptdsy 22% from working group
and 19% from student group. Validity of data is &dd from this researcher can
summarizes that it is agreeable by most of theespondent about social change
does have affected on branding in local coffee sirdpitiam.
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Plate 4.27: Branding affect bar chart

Popular lifestyle of coffee culture analysis

Popular
Yes No Total
Occupation Working 23 4 27
Student 27 0 27
Total 50 4 54

Table 4.28: Correspondent on popular lifestyle of affee culture Cross tabulation

In the table before, two sampling group were asisalit opinion of coffee culture as
popular lifestyle. Total 50 correspondents fromhbsampling group choose “yes”,
and only four or 7% of correspondents from workigigpup disagree with this
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statement. With percentage rate 93%, most of qooresent seems agree on this
suggestion. Working group percentage is 85% say@sg and student group is 100%
fully agrees on this popular term. Seeing the #ginom student sampling group, all
the correspondents do agree that coffee cultuaecigrent trend or popular lifestyle.

Chart below shows the percentage of correspondegésding on this question.
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Plate 4.29: Popular lifestyle of coffee culture ch&

Coffee culture in selling space and environment agsis

Selling space
Yes No Total
Occupation Working 21 6 27
Student 25 2 27
Total 46 8 54

Table 4.30: Selling space and environment Cross tatation

The last question in this survey is about sellipgce and environment as
another crucial point in coffee culture. By lookiag the obtain data, 78% or 21
working correspondence agree in this opinion whésout of 27 students also

choosing “yes” as an answer or 93%. Total of adreeaorrespondence in this
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question is 46 out of 54. With 85% of correspondeciioose “yes”, researcher
summarize that most of the local audience famdfathis coffee culture. As another
finding, coffee culture is about getting engagedhwtonsumer by creating and
providing environment and space that they requinddch might be unable to find in

home or office. By using term “creating third plcthis is the most successful
branding formula that hits local and western coféedture. The chart below will

show the percentage for this question.
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Plate 4.31: Selling space and environment chart
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CHAPTER 5

FINDINGS AND DISCUSSION

In this chapter, we will discuss findings and ddiat obtained from previous
survey, data collection from journals, books andutoentation, with guidance
through research questions. In previous chaptehave analyzed the data acquired,
which has brought up new findings in this reseaanod will be discussed in this

chapter. The discussion will be guided from presioesearch questions as follow.

Main objective of study

To document a study on the development, patternirdghaence of coffee culture in
Malaysia.

The development of local coffee culture were stai®m coffee cultivation in
Malaya, and demand from immigrants who crave fooféee shop, this development
keep on going with Chinese migrations coming intaldya after 1800, and opened
kopitiams as demand hiking up. The major develognseaccurred after Malaysia’s
economic changed in the 80s and social hierarchingsease due to changes
happened. But most important that after westene styffee shops has arrived bring
in the brand name such as The Coffee Bean and €ahdnd Starbucks Coffee,
local coffee culture changed, re-brand and applgilhghe branding method in their
corporate design. This influenced that has beerieappo many coffee shops and
kopitiams in Malaysia, due to social demand thaves for better services and
environment. All the patterns of coffee culturertgd to change drastically with
westernize influenced but still maintained the Malan style of coffee shops or
kopitiams. This pattern changed, and the major gbarwe can observe is local

audience have accepted local coffee culture apal@oor trendy lifestyle.

Designing strategy that will enhances the promotibklalaysian coffee culture.



62

Malaysian coffee culture is always end up beingnamation group or do not own
their authenticity either in their logo or corp@atolour. Based on the survey result,
the researcher had found out that most of the aadipreferred bright colours more
than earth tone colours. This is a major aspedt dbaigner or organizations can
view and applied in their corporate design of kiapis or coffee shops. With the
principle of marketing which are products, placece and promotion applied, and
still maintained the Malaysian identity. Coffeetcmé would be more interesting and
enhanced the diversity of local coffee culture.th@mmore, an interested catching
eye logo is needed, to show authenticity of producservices, that most of the
correspondents do agree in this matter.

Research questions

When was the beginning of Malaysian coffee culture?

The beginning of Malaysian coffee can be summarigtadted around 1890s. The
history of coffee plant started when the Britishiveal to Malaysia; together they
brought in the coffee cherry and plant it all owalaysia, from Sungai Ujong to
Klang area. Earliest prove of coffee shrub in Msaiayis by The Malay Mail dated
on July 25, 1932 that states about coffee weretgdiaim Sungai Ujong around year
1882. Meanwhile, Butcher (1979) and Bird (1980)éhavdifferent view from their
writings. Bird (1980) wrote that she saw coffeeutisrand planters all around Sungai
Ujong, based on her expedition to Malaya in 1878tcBer (1979) also supported
Bird (1980) statement by suggesting most of théeeoplanters have opened their
coffee estates in Malaysia at the end of 1870se®gtes opening and high demand
on labour for mining and coolies work scope, coffd®p started opened due to
immigrant demands. Referring to the earliest docuat®n regarding on coffee
shop establishment in Holland Street, Kuala Lumgated February 18, 1895,
researcher has found out that the current coffep &h that letter has been opened
nine months ago (according to the letter). Throaljlata ever since the coffee plant
harvested and with opening of coffee shop in Hall&treet around 1894 by request
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of immigrants that need place to dine in, Malaysiffee culture has started at this

point onwards.

Is branding applicable in the local coffee culture?

By referring to the survey questions about brandind logo, researcher has find out
that social demand on branding application in locaffee culture, but still
maintained the local value of coffee culture. Tablgl in the previous chapter as
reference, apparently most of the audience stdfgus to hang out in local coffee
shop rather than branded coffee shop. But theyhdt tthat brand application is
necessary to satisfy consumer needs and demandgkingoat these facts, local
audience want the local coffee lifestyle with tliariing elements applies. They also
agree on the opinion of authenticity of brand carrdcognize through its logo, and
most of local audience also feel pride when usiranded products. All these are
elements of branding, and this however suggeshaglocal audience does prefer to

see branding application in local coffee culture.

How does branding affect the local culture, sogiahd economic?

Regarding to the questions of survey, we can tefdiable 4.10 in previous chapter
suggesting, that most of the local audience dogsil pride feeling when using a
branded product. This is one of the branding aftectlocal culture, socially and
economic. With pride feeling on owning or usingrmad product, societies will
needs more branded product to fulfil their needprafe feeling or brand addictive.
When more branded product required, then econorhange will occurs, by
increasing of income and most of the audience aresp will upgrading themselves
from middle class society to high class or so@aditatus. This phase will occurs to
local society and changes of culture will slowlyppan. As example, Malaysian
coffee culture started with humble beginning of Bneaditional coffee shop just as
a place to offered food and needs of coolies téatime. From the small beginning,
together with country development after 1957 andsyaevelopment in 1980s, local
coffee culture started changed, due to money poaver economic growth of
Malaysia. Not to forget with influenced from westecafé that entered Malaysia

market in the end of 1990s, local coffee cultutaltp experienced massive change
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due to branding elements and culture. This prooéssilture development is based
on the economic and social change of society, dn& iongoing process of

development.

What is the main impact of branding that hits locatfee scene?

The main impact of branding that hits local coffseene is corporate design
application which is more towards branding and neding of local coffee shops
and kopitiams. With application of branding elensertbat been inspired from
westernize coffee shop, and awareness and demandgeiater services as social
change occurs, the local coffee scene has chamged donventional to chic, and
provided great environment to customers. RefertingPlate 4.31, 85% of the
correspondent does agree on the survey questiochwhiabout coffee culture in
selling space and environment to audience. Thialse the impact of branding,
which is coffee culture has offered environment apdce. Another impact is coffee
culture has becoming as a lifestyle or currentdyesince branding elements are
applied to most of the coffee shops and kopitiarhss evidence is based on findings
in survey, which referred to Plate 4.29 that 92%afespondents choose to agree to
the statement above. Another finding is about anadigoreference reason to hang out
in kopitiams or coffee shops. 57% of correspondeht®se socializing as their main
purpose to hang out, while 39% of them just comdit@ in. Another 4% choose
kopitiams or coffee shops as location for businesegting. The datum shows that
most of the local audience chooses to socializeoffee shop. Through this finding,
researcher summarize that branding impact haseinf® social change, which
socialize has being a main and crucial event ofespcWith all the activities and
event that most happened in local coffee shop amdwd coffee shop, main purpose
of coffee shop has changed, from selling space eendronment to a place of
socializing. All the current change has occurs antbrace public acceptance of

coffee culture as a current trend of urban lifestyl

Is branding culture builds a barrier between soes?
In this research question, based on observationdata collection, most of the

correspondents prefer to hang out in local unknowffee shop rather than hang out
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in branded coffee shop. By looking at data, audiemstill choose to go to
conventional coffee shops even though they alsms#dranding and agrees on
applying branding elements to fulfil customer neeasl demands. So, branding
culture does not build a barrier between societdtbpough preference of public in
branding is undeniable. Of course, with brandinfiluence our society and local
culture, it would be impossible to avoid barrietvioeen societies, but fortunately
most of the local audience still prefer to hang iouhon-famous coffee shop, which
shows that perception of local society about bragdé to enhance experience and
develop trust in brand name of organization. Agssgted from Alvarez and Gilsdorf
(2007), success of a brand is when it can awakstogier's mind in sentiment and
expectation. Referring to suggestion above, loadience does think that brand will
carries a reputation and quality, but it does rmotgomajor impact of changing on
their lifestyle at this point of time. However ntight be different in some other time
based on social change of society. For the timeghehis changing has not occurs
yet in local society in urban area, even thoughwitass transformation of local

coffee culture from simple beginning towards a entitrend and popular lifestyle.

Findings

Throughout the research and data collection, reeeaable to extracts all the
important findings. All the findings that acquiregofn survey questions, and

researcher has compiled 16 findings that will lsed$sed in this chapter.

From the data gathered, researcher able to sunmen#iet most of the
average age group that spends time at the urb&eecsifiops are among 21-29 years
old that earns the monthly income more than RM @ j6& month. By looking at the
income rates of average correspondents, reseastimemarize that most of the
correspondents that visit kopitiams, coffee shombwaestern café is income-secured
and belong in the middle class society. As a téstoffee and brand fundamental
among local correspondents, researcher did asktalocal coffee brand and
imported coffee brand, and most of the correspatsdéid have the knowledge of

local coffee brand and imported coffee brand byngj\some example of brand name
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such as Kopi Radix, Kopi Hang Tuah for local coffe@nd and llly for imported
coffee brand.

Through the next findings, local audience has beisked about does brand
authenticity can be recognized by brand mark oo.ddost of the correspondents
agree on the statement above, and researcher edghmt Malaysian have been
effected by branding issues and most of the cooredgnts think that authenticity
only can be exploits by logo or brand mark, notuygque signature or specialty of

product or services.

A new perception from local audience has occursrnwbemes to brand
usage. Referring to the survey data, it is prove lbbcal audience did acquired the
“pride feeling” when using imported product in thissearch survey. Even though
local audience choose the “pride feeling” when theing imported product, they
still prefers to visit local, unknown coffee shofdher than branded coffee shops.
This is also major finding which is proven that stimes branding does not

affecting on personal selection or decision-making.

Socializing purpose has become major intentionubip audience coming to
a coffee shops or kopitiams. In this finding, reskar finds most of the
correspondents choose socialize as their main parpothe survey. This shows that
kopitiams, local coffee shops and western caféanasher important role either than
serving foods and drinks, which is changing intoneeting point where socialize

activity occurs for local audience.

As brand have affects most of local audience iestifle and sociocultural
which we are able to identify in the “pride feelirggction, most of the Malaysian do
think that brand application is necessary to satisstomer needs and demands. This
also highlights there is existing fundamental ofrat awareness among local

audience.
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Most of the colour that commonly use in kopitianmsl docal coffee shops is
from earth tone colour such as brown schematicurolet, correspondences choose
they prefer bright colour rather than earth tonatural basic colour as corporate
colour. Audience preference of selecting bright oool shows demands for
differentiates corporate colour application fordb&opitiams and coffee shops. As
Kong HC (2010) noted before, there is lack of awéatto create originality of
corporate colour and interior design which localfe® shops or kopitiams always

tend to use the dark brown and dark maroon shades.

Imitation issues that also being uplift by Kong KZD10), and most of the
audience do agree that by using the similar cokma brand mark can create
imitation group of local coffee shops or kopitiankhis also shows that local
audience able to detect imitation group by lookanghe similar usage of brand name
and brand mark.

Correspondents did suggesting that it is stillyets identify and
memorize of kopitiams or local coffee shops braratknAlthough, the result of this
finding is only by 4% differences between agreed disagrees category. This
responds shows that even though it is easy to o®ghe brand mark, yet it is not
accomplish successfully due to large numbers afespondents (total by 43%) still

disagree with this statement.

Discussion about earth tone colour usage is sighlights in this next
finding. This finding is base on statement of eatdhe colour usage in local
kopitiams and coffee shops, which applies intortbeand mark and interior design
to create warm feeling and blend easily with comnsunEven though many
correspondents choose preference to use brighticakcorporate colour, they still
prefer the earth tone usage colour on interiorl@atd mark, maybe to maintain the

authentic feel and romanticism side of local kapits and coffee shops.
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Multiethnic term is use by Lai (2010) in his worgipaper, and findings
through the surveys prove that local audience agees with this term. Even though
it is use to describe Singapore coffee culturewgeshare the same identical culture
due to history of emergence between this two casitong time ago. It defines the
current local coffee culture is a multiethnic co#tuplus with branding as a main
design element when local social change occursatfecting to the coffee culture

and put it to the trendy, popular lifestyle in tkis.

For the next finding, researcher suggests if brajdifect on local kopitiams
and coffee shops were caused by social change. dlostrespondents agree on this
opinion and researcher able to summarize that acelido think that social change
has major impact in local sociocultural and so@or@mic. This finding strengthens
by the next finding which is the analysis of cutreoffee culture as a popular
lifestyle.

Audience did agree on opinion that suggesting atitceal coffee culture is
a popular lifestyle or current trend. This is dodew factors which is branding and
re-branding of local coffee shops or kopitiams, ehhprovide new environment and
cosy, warm feeling, and extra services such as goffnection. All these factors
have being a major reason local audience comeaunalige at local urban coffee
shops. This finding also shows that local coffelkuca is not only as an image

builder of sociocultural, but also has their ownsp@a and commercial value.

The last finding that are able to extract is apitit coffee culture in selling
space and environment to the audience. Most atdhespondents did agree with
opinion above which is coffee culture is not onpat selling beverages or foods,
but it is about selling space and environment ttsamer. Term of “creating the
third place” that started by Starbucks Coffee Camyphas been applied mostly on
local kopitiams and coffee shops. Local competities to engage with customer by
enhancing customer experience through cosy intaridrpresentation, services and

provides a great place to socialize.
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CHAPTER 6

CONCLUSION AND RECOMMENDATION

Current Malaysian coffee culture is a popular aeltuhat started with
openings of The Coffee Bean and Tea Leaf and StksbGoffee Company in the
end of the 1990s. With major impact of brandingeetfffrom westernized café and
Starbucks Coffee Company that entered Malaysia'skehan the year of 1998;
coffee culture has become a popular trend andyige$or major population in urban
area. Local kopitiams and coffee shops startegpdyadbranding and rebranding their
appearance and try to provide which inspires froestern coffee culture. The brand
elements are being applied due to local needs amdandds for providing great
environment and space. Although, the imitation grdwas emerge with using the

same kind of colour scheme and logo, due to lacksé#arch in this area.

Brand also has uplift the personal customer expeeeand most of the
audience feel that brand is synonym with qualitg @novide services that can be
trusted. With this mindset, social change has @&;cand resulting a functional
changing for local coffee shop which is coffee siwpot only for dining, but also
act as a place to socializing. As function of locatfee shop has being popularized
and commercialized by branding affect, this howekias uplift and standardize
Malaysian coffee culture as a multiethnic cultubattis a popular and current

lifestyle.

To summarize, Malaysian coffee culture is ethnigediion and cultural
mixture of Malaysian and Western lifestyle. Thisltare however will change
constantly along with economic development andetgothange due to reason of
status upgrades, and social needs and demands.tlwegh it is called a coffee
culture, it is not about coffee drinking, it is albgocial culture of Malaysia.
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Recommendation

Researcher would like to suggest few recommendstior future research,

resulting from the research and findings that aeguifrom this study. The

recommendations are as follows;

Researcher suggesting that a systematic surveyisboryn Malaysian local
kopitiams will be held in future due to lack of oesce and journals in this
scope of area. This is crucial as we must compitkidentify the history of

local sociocultural.

Another suggestion is to held a demographic stddgopitiams frequenter in
Malaysia. Since there is many kopitiams opens inayta, current and
updated data collection is crucial to accomplishected data as many as

possible and able to use it in future research.

Lastly is design analysis on branding and re-bragnddf local kopitiams.

Finding indicates that most of the local kopitiaar® more towards using
earth tone colour in most of their corporate col@nd create imitation group
since there is lack of research and developmethisrarea. With this analysis
be held, it will give more ideas and varieties ekign that can create sole

identity of company and brand name.
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COFFEZ GROWING IN MATAYA.

e: Malay ' Meil, Monday, July 25

Some fifty years ago, the late Thomas Heslop Hill was
g;:nted large blicks of lsnd in Perak, Selangor and Sungei
Ujong, rent free, for the cultivation ceffee. A number of
other Europesns were afterwards granted land at a quit rent
of- twenty-five cents an acre; but up till 1893 it was believed
thet Liberizn coffee, although it thrived at = lowdr slevs-
tion than Arabica, would only prosper on hill sides or on
sloping lands, writes Cyril Baxendale in British Malaya.

.. 0n Oct. 9, 1893, (my diary informs me) the late W.7,
Bailey visited a holding planted on flat land near Klangiby
the Dzato Dagang, and told me, on the morrow, that the erop in
sight was so marvellous that he:proposed to apply for land
in thst distriect. Next vear he started planting coffee on
thi %awlamds of what is now known as Highlsnds and Lowlands
Estate.

fe wzs quiekly followed by others; and so much land was
applied for in Klang, that the Government required premiums

in gddition to the quit rent snd, at the same time, made
promises to cut outlet drains whichwere never, efficiently,
fulfilled. Drainage difficuities checked the boom; and a
plague of caterpillars introduced by the Bee Hawk molth, the
low price, and the persuasion of Mr. H.N. Ridley to try rubber
instead, did the rest.

A CATCH CECF.

So far as Furopean-owned estates were concerned, attempts
to grow it as a catcherop with rubber soon ended. The dense
shade of the rubber trees and the delicate attentions of the
Bee Hawk moth.wékte too much for the coffee.

In 1901, on Jugra fstate (Kuala Langat), we tried it as
5 catcherop through coconuts with some success. The Faringa
ant has a particular fancy for Bee Hawk eggs. The peak year
was 1928, when we sold the equivalent of 120 tons "in cherry"
to Chinese buyers, for £8,557 (say) £70 a ton. %h% gr%sent
price is under £20, and the reason for this is not Ta 0 seck.
It is due to what they call in the FeflSo tputeh Dumping'.

A few years ago the produccion of corfee in the F.M.S. ;
mostly growg on na%ive noldings was barely equal to a quarter
of tne demand for local consumption and was classed as a
wiew Product'; and at least ocne application was granted to
British planters (possibly to more than one syn?1cate) Wlth_a
reduced quit rent, so long &as no other cultivation was institu-
ted without authority.

DUMPED COFFEE.

Official encourqgement has prived short-lived.. Coffee is
now being dumped into the F.M.S. frem the Dutch Indies; and,
as it sens at about 30 per cent. above ?he prlce‘of locgl%gere
grown Liberian, producers cen make nothlng_out :i ;itzzd Fid
is no inducement offered to the F.MeSe naﬁlzzstooPa§ an Txport

s erdes 1f they over~proguces they ha nrew
cultivation. : rs who accepted the land on "New
puty. Ties British.produosts TR oTece1 aistinctly "Bad.l
Sroduct" terms csnnot carry on an

Appendix 1:The Malay Mail article dated July 25, 1932 titled Wffee Growing in

Malaya (page one)
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In the days when British Malayan ports were "free" the

payment of an Expert Duty on coffee, while foreign imports
\were admitted free, was regarded as an inevitable relic of

Cobden's time, peculiar to England, her Crown Colonies and
Protectorates, although abhorrent tc her Dominions. Nowadays,

en we hear so much about Imperial Preference znd protection
' Empire producers, it is diffieult to understand why British
ment should be subject to an Import Duty, while coffee, which
could €asily be preduced tc the limit of consumptlon, locally,
is admitted .free.

[y

Is the FsM.S. Governmen! under some such overwhelming
obilgation t6 the Dutch, that the welfare of the industries
of people under British protection must be sacrificed to
satisfy it; or does the High Commissioner consider that rubber

is the only product worthy of the attention of the agrlcultural
community 2 !

An Import Duty of 50 per cent, would bring in some much-
needed revenue; while if the importation was limited to the
amount sufficient to balsnce the present loecal supply and ¢
demand 1t would privide some encouragement to the F.M.S. grow-
er. At present the Chinese buying coffee Y"cherry" pay the
equivalent of twopence a pound. The preparation adds barely
a halfpenny to this cost. TIf the.retail price was only six-
pence & pounnd there would be a reasonable profit tothe grower. .

Appendix 1:The Malay Mail article dated July 25, 1932 titled @ffee Growing in
Malaya (page two)
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Appendix 2:Petition regarding the establishment of a coffee @p in Holland Street
dated on February 23, 1895 (page one)
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Appendix 2:Petition regarding the establishment of a coffee sip in Holland Street
dated on February 23, 1895 (page two)
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Appendix 2:Petition regarding the establishment of a coffee sip in Holland Street
dated on February 23, 1895 (page three)



80

{

p@

TrRADE COMMISSION 121

APPENDIX

APPENDIX 29

COFFEESHOP TRADE

MEMORANDUM SUBMITTED BY MR, H. C. SHRUBSOLE, MANAGER FOR MALAYA,
NORTH BORNEO AND SARAWAK OF THE NESTLE AND ANGLO-SWISS
CONDENSED MILK COMPANY

I

In the Memorandum on the proposal for duties
on ’Tinned Milk imported into the Straits
Settlements submitted to the Trade Commission
by the firms opposing the proposal by the
Nestle and Anglo-Swiss Condensed Milk
Company® it is stated under the heading
“Coffeeshops’ : —

“We dispute entirely Nestle’s arguments
that the increased prices per cup of coffee
would be only 1/12th cent, because of the
preferential duty of Empire milk. As we
have stated in a preceding paragraph the
increased cost to consumers will at present
price level ultimately be $2.32 per case or
35 per cent and it is safe to assume that
coffeeshops would be compelled to raise
prices by 14 cent per cup, which is a
definite burden upon the poorest of our
population.”’

In a preceding paragraph, to which reference
is made in the above paragraph, we find :—

“Our opinion is that one certain con-
sequence of the proposed preferential duty
and the virtual monopoly it would give to
Nestle, would be an increased cost to the
working classes of something like $2.32 per
case or say 35 per cent. This figure we
arrive at as follows:

Nestle’s Alpine (the cheapest Empire
Milk) $8.40 plus $o.42 duty is $8.82.

Good average Dutch Milk $6.50.”

II
The statement that Nestle’s ““Alpine’” is the
cheapest FEmpire Milk is not correct. The
cheapest Empire Milks, ““Acorn’ excepted,
are :—

“Diploma’ ... .16 cts. per tin.
“Gold Coin”’ Sa IO
“Pagoda”’ R e
“Pineapple”’ e IO 0 o

Schedule C attached to Nestle’s Memo-
randumf (supplied to the opposing firms) shews
the above Empire Milks at .16 cts. per tin and
““‘Alpine”’ at .18 cts per tin,

III

At present price levels we submit the follow-
ing tables of price comparisons between the
cheapest Hmpire Milks and “Good Average
Dutch Milk”, taking into consideration the four

* Appendix 31.
t Appendix 27.

Empire brands referred to in paragraph II at
$7.25 per case, which price is confirmed by the
importers :
Note.
1 case of Sweetened Condensed Milk con-
tains 48 x 14-0z. tins.
r tin of Sweetened Condensed Milk is
sufficient for not less than 12 cups of
coffee with milk.

Per case

in dollars.
(a) Cheapest Empire Milk w7025
Duty at 1 cent per 1b. 42
7.67
“Good Average Dutch Milk”’ 0.50

Difference  1.17

Extra cost to coffeeshops per case = $r.17

» ” i3 ,,  tin = $0.02437

» » " ,, cup = $o0.00203
Per case
in dollars.

(b) Cheapest Empire Milk bl R

(if admitted free of duty)

sood Average Dutch Milk”  6.50

Difference .75

Extra cost to coffeeshops per case = $o.75
» » » ,, tin = $o.01562
” 2 ” ,, cup = $o.00130

It will be seen that the increased cost to
coffeeshops by using the cheapest Empire Milk
will not be $2.32 per case, but only in the case
of —

Dollars Cents Cents
per case. per tin.  per cup.
(a) I.I7 2.437 .203
or (b) 0.75 1.562 .I30
v

We will now proceed to shew what cash
return a coffeeshop obtains by using one case
of Sweetened Condensed Milk in coffee.

The cost to the consumer of—

(a) coffee with milk = 4 cts. per cup.
(b) coffee without milk =2 s e
therefore the extra charge for milk in coffee is

2 cents per cup.

PAS o\

Appendix 3:Coffee shop Trade Memorandum submitted by Mr. H.C Shrubsole,
Manager for Malaya, North Borneo and Sarawak of theNestle and Anglo-Swiss

Condendse Milk Company, dated on July 4, 1933 (pagme)
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One case of Sweetened Condensed Milk will the smaller coffeeshops will have either to
provide for 576 cups of coffee with milk which, close down or to raise the price of one cup
at 2 cents per cup for the milk alone, gives a— by 14 cent, which means either more un-
Per case employment respectively an increased price

in dollars. of 12% per cent to the consumer.”’
(¢) return to the coffeeshop .o IL.52 The inference to be drawn from this para-
Cos_t»of “Good Average Dutch ) graph is that the number of coffeeshops during

Milk” o 0:50 1932 has increased.

The following figures representing the
licensed coffeeshops and eating houses appear
in the Municipal Health Department Annual
Reports. Coffee with and without milk is also
sold in most “‘Eating Houses”’

(iross Profit  5.02

(d) return to the coffeeshop . 11.52
Cost of chexpest Kmpire Mxlk

plus duty at 1 cent per lb. 7067
- . Coffee- Eating
Gross Profit  3.85 Yiegr. shops. Houses. Total.
i 1020 v 304 22 621
(e) return to the coffeeshop I1.52 ‘gz .. do1 244 645
Cost of cheapest Empire Mllk 8 5 £s
if admitted duty free . 7.25 10 o 1 A 7L
L= 1929 AT 428 899
Gross Profit  4.27 1930 see 431 585 1036
] . 1031 oo 432 733 1185
lSummary of Gross Profits on the milk 1032 .. 306 706 1102
alone— .
Doilars Conis Pareuntuze Compared with 1931 the year 1932 shews
per case. per tin. on cost. that :7_‘
() cio 1045 s Coffeeshops decreased by o I26
(d) " 85 i 50 Ié Fating Houses increased by ... 43
e .2 8. i ;
(@) G a2 5880 Net decrease in number of
v combined establishments ... 83
The opposing firms go on to say : — VI

“YWhen taking the coffeeshop business
into consideration it should not be forgotten
that quite a large number of them were
established with the savings of unemployed.
The coffeeshop business afforded with the (a) Coffeeshops, with the following.
help of cheap milk and low prices for raw
coffee and sugar a way for unemployed to
provide a livelihood for themselves and
their families. We presume that when 10
per cent of the price is taken off their profit
through preferential duties, a large part of establishment
We estimate the monthly profits of the average coffeeshop consuming 12 cases of

Sweetened Condensed Milk to be as follows:—

RECEIPTS. PAVMENTS.

We would like to supplement the infomation
given to the Commission in our original Memo-
randum Paragraph VIII—

We estimate that 12,000 cases of Sweetened
Condensed Milk are sold to 1,000 coffeeshops
and eating houses in Singapore each month.
‘This gives a monthly average of 12 cases per

40% 6912 cups of tea or Coffee : 12 cases ‘DOfl average Dutch
with milk at .04 cts. per cup = $276.48 Milk at 36 50" G 2 78.00
Coffee e = 15.00
Tea . = 15.00
Sugar 5.00
$113.00
Gross profit ... = $163.48
$276.48 $276.48
60% 10368 cups of tea or coffee Coffee = $ 19.00
without milk at .02 cts. Tea = 19.00
per cup = $207.36 Sugar = 10.00
$ 48.00
Gross profit ... = $150.36
100% $207.36 $207.36

Appendix 3:Coffee shop Trade Memorandum submitted by Mr. H.C Shrubsole,
Manager for Malaya, North Borneo and Sarawak of theNestle and Anglo-Swiss

Condendse Milk Company, dated on July 4, 1933 (pad@/0)
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PROFIT AND
Gross profit on tea or coffee with

milk o = $163.48
Gross profit on tea or coffee with-
out milk woi = $159:36
$322.84
Notes.

1. It is estimated that approxmately 50 cups
are obtained from one kati of coffee (or
tea) at 25 cents per kati. T'ea costs more
than coffee but makes more cups to the
kati.

2. Profits made on the many other articles
sold in coffeeshops and eating houses
have not been taken into consideration.

For the purpose of the above calculation we

have assumed that all coffeeshops are using only
“Good Average Dutch Milk” at $6.50 per case,
the milk referred to by the opposing firms.

Dutch Milk is by no means the only Sweetened

Condensed Milk used by coffeeshops.  Brands

LOSS ACCOUNT.

Rent $60.00
4 Fokis 60.00
4 keep 30.00
Light and Water 20.00
Cup and Saucer breakages 15.00
Charcoal 5.00
Sundries 25.00
$215.00

Nett profit ... 107.84

$322.84

of milk from England, Australia, Switzerland
and Italy are used freely and at prices ranging
from §10.10 to $7.25 per case. Our opinion is
that a fair average price of milk to coffeeshops
would be between $7.00 and $7.25.

VII

This Memorandum is.not intended as a reply
to the Memorandum submitted to the Trade
Commission by the opposing Firms, but as in-
formation on the coffeeshop trade which we
offered to give to the Commission in our
evidence before them.

Singapore, 4th July, 1933.

Appendix 3:Coffee shop Trade Memorandum submitted by Mr. H.C Shrubsole,
Manager for Malaya, North Borneo and Sarawak of theNestle and Anglo-Swiss
Condendse Milk Company, dated on July 4, 1933 (paghree)
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Appendix 4:Departmental Paper, Requisition by Chow Em Peng & Gap Chik Huat of
opening a coffee shop in Pekan Melayu, Alor SetakKedah dated on March 17, 1939
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UNIVERSITI
+& TEKNOLOGI

@ MARA

QUESTIONNAIRRES / KAJI SELIDIK

Dear Respondent,

I, Siti Nurbaya binti Abdul Rahman, a final year student of Master in Art & Design (Art History &
Cultural Management) of UNIVERSITI TEKNOLOGI MARA S HAH ALAM am conducting a
research, “Malaysian Coffee Culture: a Research dbocial Aspect, Branding and Design.”

Below are the questionnaires to be answered by respdent. All information gathered from this
study is confidential and will be used strictly foracademic purposes only.

Thank you
October 2010

Kepada Responden,

Saya, Siti Nurbaya binti Abdul Rahman, pelajar talakhir Sarjana Seni Lukis dan Seni Reka (Sejarah
Seni dan Pengkhususan Budaya) di UNIVERSITI TEKN&ILAARA SHAH ALAM sedang membuat
kajian tentang'Malaysian Coffee Culture: a Research of SocialédpBranding and Design

Di bawah adalah senarai kaji selidik yang perlujaivab oleh responden. Segala maklumat yang diberi
adalah sulit dan hanya digunakan untuk tujuan akaittesahaja.

Sekian, Terima Kasih.
Oktober 2010

Appendix 5:Survey questions for data collection
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1. Your age group is?
a) 18-20 c) 30-39
b) 21-29 d) 40-49
2. Please select your occupation.
a) Working b) Student

3. If you are working, please select your nature grofession.
a) Professionals b) Non-professionals

4. If you are a student, please select your status.
a) Higher institution b) Secondary school

5. What is your average income per month?
a) Below RM1500 c) RM 2600-RM 3500
b) RM 1500-RM2500 d) RM 3600-RM 4000

6. Do you recognize any local coffee brand?

Yes No

If you do, please write down the name of product.

7. Do you recognize branded coffee brand (importedroduct)?

Yes No

If you do, please write down the name of produ.

8. In your opinion, does the authenticity of brandcan be recognized easily
through its logo?

Yes No

9. Do you feel pride when you are using imported mduct than any local
product?

Yes No
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10. Do you prefer to hang out in branded coffee slps rather than local,
unknown coffee shops?

Yes No

11. Why do you come to kopitiams or coffee shops?

Dine in Socialize
Business meeting

12. Do you think that brand application is necessarto satisfy consumer needs
and demands?

Yes No

13. Do you prefer using earth tone as corporate aalir for local kopitiam/coffee
shop or some other bright colour?

Earth tone Brigiotour

14. If same colours and nearly similar brand mark a used among local coffee
shops and their competitors, does it create a copgtcor imitation groups?

Yes No

15. Is it easy to identify and memorize the logo @ny local kopitiams?

Yes No

16. “Local kopitiam or coffee shop using earth color element like brown, white
and black in their brand mark and interior design, in order to blend in easily
with local audience and to create warm feeling betaen patrons.” Do you agree
or disagree with this statement?

Agree Disagree
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17. Do you think that local coffee culture is mulgthnic?

Yes No

If not, please state why?

18. Do you think that social change caused the brding affect on coffee shop or
kopitiam?

Yes No

19. Do you think that coffee culture is a popularifestyle or current trend these
days?

Yes No

20. From random opinion, coffee culture is not aboufood and beverage
industry, but it is about selling space and enviroment to consumer. Do you
agree on this opinion?

Yes No

Thank you



