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Examing the relationship between customer experience and brand design in Hungarian breakfast places using qualitative tools 

The topic of this study is the examination of the relationship between design and customer experience involving three Hungarian breakfast restaurants. The study focuses on how customers perceive the image and interior design of each breakfast
restaurant; how they feel themselves in the restaurant; how these experiences play a role in the shopping experience; and how design as a value is reflected in customer motivation.Three different breakfast restaurants were involved in the research: Bite Bakery Café, Madal Cafe and Cserpes Tejivó. All these three breakfast restaurants are located in Budapest, have Hungarian owners and opened at a similar time. All of them are different in terms of product range and style.
The study was carried out using a contextual interview to gain a comprehensive understanding of consumer opinions, with a total of 45 respondents. During the interviews, the customers were asked in each breakfast restaurants (Cserpes Tejivó, Bite Bakery Café, Madal Cafe) about their opinions on the design elements and the interior layout, while also exploring their feelings about the brand. The contextual interview also focused on why they choose a particular brand from a wide range of breakfast restaurants and what importance they attach to the overall design elements.
In addition, business considerations were explored through interviews with owners or managers (n=4) in a semi-structured way. The results show the differences and similarities between owner and customer perceptions that may influence the  experience. As a result of the contextual interviews, it can be said that brand identification was helped by brand identity elements, which in many cases, reflected the business philosophy and the owners' goals.
The research also revealed that design is not the primary consideration when choosing a restaurant, but rather the overall image is important. Design as a value is implicit in customer’s motivation. Consequently, customers perceive the restaurant's atmosphere and the harmony of the design elements, but they only perceive this as a result of the specific enquiry.
The results of the semi-structured interviews with all three breakfast owners show that the success of customer satisfaction is clearly dedication and conscious, careful design.



