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T Viethan the resesiches - Corciiing  comimunal ‘Spasalor
communication space in urban environment are not unfamiliar topics.
There have been many articles of authors such as H® Ba Tham' (26055
NguyenrAn Binh:w Tiéu.Khanh:Leong.(2008); Nguyén Minh-Hoa (2006;
2007).:Nguyén Van,Sru-(2011): However,.]

hosesabove-mentioned
articles:only.concentrated, on-thesstatus: of ,communal. space;in . Vietnam

in; the, context of urbanization;.but, there-has-net-been; any: paper.which

g‘etai_l,e_dly:{ explored.a ;particulaﬁkind ©of .environment.as.our article, does:,

SO DT

CondomlnlumcoffeeshopS.

In the process of our:résearch;aweitnbticed;that therbusiness model
of;condominium; coffee, shops in;Distriet 14, o ChizMinh-City,-possesses
a.unique, multi-functional, iprivacy-focused,. target-specialized,atmosphere
Customers come:nat only,ta;enjoy, fine.dishes; but.more importantly; they,

seek.private.communication, space,.where they.are,able, to-discuss

common interests. Nowadays,;.condominium;coffee, shops:have been
gradually expanding; andbecoming ;popular-among locals:as,well.as

foreigners. s, it true that-this is-a new life. style of a number. of Ho, Chi-Minh

City:dwellers?: will be-also airesearch.question.of authors: - ==~ 2.7
s iaTherresult of:our researchrshows thatin. the:future!. HEMC.as-well
as the cities in Vietnam must consider:thezimportant-of ‘planning=on

social city, good concern on intangible culture of city’s inhabitant.

N

tour|st attractlon W|th plenty of hlstorlcal monuments and shoppmg
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centers drawing many.travelers and expatriates every.year. The,population
is about, 7;,955;000 (2013) with. D|s i

O]

tv.,_1.-‘al,one, is abgult.;a‘l,%,,&fl Slspeople.

espem.all.y:e r@?&@%@t&- an@;pafgs.; 'I—hewszgmm.@rg@l freall \estate renting

Cnay

price, however, is,rather high; owing.to the advantageous location.”
According to the Department of Construction’s:statistiesi:there are
nearly, 500 condominiums uilt before. 1975, in.the total of 1,244 ones in
Ho.Chi. Minh City. They:share the,same:features.as. narow.spage, no
eleyators,-and :no,parkingqlots. These features disqualify.those

condominiums, s, living, environment;for Gitizens, ;Moreover, such.kind

of location is disadvantageous in comparison with street facades,
especially in restaurant, cafe, or entertainment business. Then why are

these condommlums ;constantly;: rented,,partlcularly te;open,goffee

sks qu example“ |n Ileu of rentlng the
] _dllapldated

a good opt/on

”,

¥ Take i example about.rentmg space for busmess ln dlstrlot 1 ln dlstrlct Mac Thi

Bum ith ared 14.75m x21.68m, the' rentmg pricéiis 12,000°$/monith’ (not lncludmg

rtaxegs, any-fees)i=»
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classic, retro style, you should visit Bankys. If you prefer tenderness and
feminineness, you will enjoy. If you are a fan of Cosplay, you need to try
“the other person” because they offer what you are interested in and
there are people who share the same interests with you. Beside the
common drinks easily found at other coffee shops like soda, yogurt, tea,
coffee of many kinds. Every condominium coffee shop has its own
specialty, ranging from pudding, Shisha, to liquors, or lunch-sets. Some
coffee shops even make good use of their space by promoting, selling
concert tickets, organizing cosplay festivals, running acoustic shows on
weekends, reading Tarot, leasing space in short term (during that
period, the coffee shop is still normally in operation) for people to hold

an auction, an exhibition, or to do marriage photoshoot.

Condominium coffee shops do not attract customers with well-known
brands like Starbucks, Coffee Bean, and recently Passio, Phuc Long.
The covered location of condominium coffee shops is rather unpropitious,
but it is what intrigues the customers, especially young people, who have
never lived in a condominium, or are living in modern, high-class

apartments.

Condominium coffee shops are not hyped, but it does not mean
that the owners are not interested in promotion. The communication network
of condominium coffee shops is quite diverse, such as newspaper,
mostly online newspaper; reliable social networks specialized in rating
and reviewing restaurants and cafes, typically Foody.vn, Lozi.vn. On these
websites, customers can find all kind of information about the restaurants
and cafes such as opening - closing time, prices, specific address,
navigation. Besides, these websites also provide detailed reviews
regarding every aspects of a restaurant, a cafe like space, service guality,

dish quality, prices, with actual photos, and comments which are very
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helpful.for other customers to plck out, thelr'most_swtable destination.. .
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Customers of. Condomlnlum coffee, shops

L oSimilarto the festures ofa condominiGif coffeé’'shopits custoriers
aré also Very diverss Through observation, alithers‘divide the custoiiers
Ifito- two fain”groups:‘6cals afid: forsigners: In'the riargin 6f the Faper
and the résearch goal révolving arotind the young; authiors: only observe:

B S N B LA

and not interigw the: foreigners!*:

About the local’ customers “Ho Chi ¥inh Clty has experlenoed the
largest number ‘of |mm1grants “ahd the immlgratlon shows o sngns of

slowmg down: As calculatlons, i 12 months’ before’ the l’nVestlgatlon

(1/4/2006), there weré 288 million' pecpls immigrating ints Ho'Chi Nirik
Cityr 12: monthisafter the investigatior (1/4/2007), ters wiie-35.6 million
immigrants; the -density” of thiscity” in’ the ‘total’ urban immigrants’ ot
Vietnariv increased froii' 37.3% (1994-1999) 6-44.3% (2007)7 (Thi Mirih
DBlre and'Nguyén Viét Thinh; n.d.) It is"cbvious thit the demographlos of

Ho-Chi Minh. City inhabitants are Very many-and variotis: v TR

The customers of condominium coffee shops are likewise. Beside
the original-citizens; thére are dlso’immigrants; sofrie 6f whorfi-have been
residing -and-working Hefe foralGrig time, some-are'temiporarily studyirig
or working-hiere. Regarding-the Guestion:“are'the customers only péople
living in"District 17" the results"indicated that the ciistorriérs mostly &orie
from other Districts, witfi‘a majority from’ neighbor Districts like™3, Bifih
Tharh, 4;*and 7. Other than'that, it is* possibly bécauss 'of the “hidden”
location and the- special decoration style th'at‘Un'ihteh'ti(’)nally‘m'a'k'e
condominium: coffee shops ‘seem to bé- “picky”* whieri: it-comes to’ age

and occupation 8f:custormers: : < i . £IEI Ly, 30

 iicky” fiking only particular things and difficult to please.
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i sesApartthan that, authors:notige that each decoration styleatracts
a.particular-age group;-fanging from 14.t0:40. There is also-a difference
in-age- of. customers; visiting-at-daytime and at: night-time.-At.days,:the
average age appears:to be lower.mostly, because students are:supposed
to-be .at school.-At nights,-however, the:customers are;usually-people

from, 20-to-around:40, especially employed people such as-white-collar

workers, artists, or journalists. ...z o S o anemnh L care s e n
.. -+ As for.foreigners, most of them:are-European. Very-few are Asian.
They:are mostly teurists from 40-t0.60;yearsold; and: usually go:in greups
Besides-that, there.are; also foreign-visitors.taken, here.by: Vietnamese

friends: Fareign customers-usually.-spend less fime at-the- coffee.shops

than the locals @0, 5;ruer 0 ont
It is easy to conclude that condominium’s space is capable 'of
attragting custemersTheyare quite.various in terms of nationality, hometown,
,resigemoe,-\age-,;ethnjggrpups, occupationzand-gender. In this research,
authars like. to-understand- why . they- prefer:condominium coffee shops
over mainstream coffee shops in.the city.center-like,;Trung Nguyén; -or
global brands.Jike Starbucks, Coffee:Bean:;..c » «. o e
According to Maslow's Hierarchy. of. Needs,” authors can see

that selection has-always been one’ of thermost noticeable features of

s :Maslow (1943): stated that people are-motivated:to,achieve certain needs and that
some. needs take precedence, over others..Qur most basic-need.is for physical survival,
+-and this will-be the:first thing that:motivates our, behavior..Once that level is, fulfilled
the next level,up is what motivates us, and so.on. This five stage model can be divided
into; deficiency needs and-growth needs. The first four levels-are often referred to as
deficiency needs (D-needs), and:the top level is known as growth or being. needs

(B-needs). R T LT T
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customers in all time. Nowadays, the feature is much more notable in
urbanites. Authors have a theory that the selection of condominium
coffee shops is also a rational selection based upon the optimization
the needs of oneself, one's friends or family; Based on that rational
selection, authors make another theory: the selection of customers
largely depend on prices and communication space, not much on

beverage quality of service professionalism.

Through examined research, authors see that customers’ choice
is made of the combination of many factors which are specifically social
capital and social networks that the customers are a part of; the impact
of coffee shop space satisfying and optimizing the needs of individuals
and social networks; the occupation of the owners, the life style of
Ho Chi Minh dwellers or another worlds, the consumption’s signs of new

urban lifestyle.

When approaching through neo-classical economics on optimizing
a human’s needs (Tay & Diener, 2011),° combined with psychological
social space approach by Condominas in the context of social capital
and the social networks joined by surveyed individuals, authors notice

that customers choose condominium coffee shops in order to maximize

® Psychologists now conceptualize motivation as a pluralistic behavior, whereby needs
can operate on many levels simultaneously. A person may be motivated by higher
growth needs at the same time as lower level deficiency needs. Contemporary
research by Tay & Diener (2011) has tested Maslow’s ihéorgl by énal{tzing the data
of 60,865 participants from 123 countries, representing eve‘ry major region of the
world. The survey was conducted from 2005 to 2010. The results of the study support
the view that universal human needs appear to exist regardless of cultural differences.
However, the ordering of the needs within the hierarchy was not correct. Maslow's
Hierarchy of Needs by Saul McLeod published 2007, updated 2016 http:/fwww.

simplypsychology.org /maslow.htm|




4 o d
aasanegAraniniadlesymnn 174 eifuh 2 93

the needs of themselves and the social networks they join. Consequently,
this kind of selection is not optimal in all aspects, but it affects success

probability of other actions.

On the other hand recent studies show that urban life is developing
toward humanity. For a long time, the modern, richness and convenience
are the objectives of urban development and urban life, but recently
it is realized that these things are no longer the ultimate and highest goal
of humankind. The developing countries are “rethinking“ of urban
development, especially in North America and Europe are returning to
silhouette its ancient city with small, less people, more green, life is open
and friendly. The following urbanization countries are also looking for a
different model of urban development philosophy: less richer but more
human kindness. So that, “humanities urban” is a municipaiity where
people live in an environment of equality, friendly, free, safe, harmonious
and warm. (Minh Hoa, 2006) Therefore, the public space, social space
becomes necessary, not only for communication but also reaches the
space filled with humanity. Condominium Coffee shops are seen as a

public communication space in the urban environment in Vietnam today.

In traditional business models (different from non-traditional
models like online retailers, or phone ordering) customers directly use
space, buy space via buying food and beverages. Customers have
different ways to use space in accordance with types of business
models. That is also true in case of condominium coffee shops. The way
customers use space is different from the way they do in other coffee
shops. Most of the time, they do not come alone, but with friends, lovers,
relatives, partners, or coileagues. Therefore, customers are influenced
by many other people. A customer states that: “l choose .coffee shops

based on the interests of my company. For example, if | go with my
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colleagues,. 1, will, choose. Trungi-INguyén, Highland -or-Coffee. Bean,
Starbucks; because, these: coffee :shops:set a-not-too-casual: yet-sufficiently
professional; | prefer condominium coffee shops: when-I:hang..out-with

my. close friends because,l need a friendly atmosphere to chit.chat, or
R O A R S B I R R N R T v I T R eI T R S T

TOLE DG o [N R it
o spustomersyisit condominium.coffee shops in.orderto chat, work,
take:photos; enjoy, the-atmosphere; iry new, unique food and beverages,
or remt-space.to, hold a marketplace.an auction, Most of.the endominium
coffee:shops:allow photographingsThey:try:tadecorate, their coffee.shops
in-an eye-catehingimpressive way::These. days..condominium.coffee
shops; is.one;of themost-searched keywords by yeung people who enjoy
photo.gcaéhy;,.vby;briges and.grooms;who like vintage style; photo: shoot
(these:kinds ofactivities are.usually.required extra fees):. Only-a,minority
of.customers come, alone-to.appreciate theratmospheresand, the. view
outside;in, solitude. Regardless.of activiies,-every customer,is aware:of

the shared space which;should. be respected by:keeping, it down.while

PR LB TR URRe D T

talking.s = rioey o tewein e
:c:;;;:fT.he«.spéc:euo.f condominium,icoffee shops-is both.personal and
communal:;Besides that;.each-model. of. condeminium coffee shops. has
a Facebookipage which.is :another. communication:space. . Then-who

would.interact in that space and how.do they.do.se?., . ...«

+ = S Bvery-Facebook: userrcanteasily-find the ‘Facebook ‘page: of a
pafticulanicondeminium coffee ishopt It is:a: public:page-for everybedy
to‘update news;likes, follows; or‘comments.: Because: of: the different
commuriication space;.the Facebook followersiand fans are‘also. different
from'ithe rcustomers.. The*most: basic:difference is:;that evéryone.can

interact in_this kind .of- space.«They.can bepeople:whor have inever
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actually berto'thig toffée Shops? o JUStknew thé ‘owners; or enjoy
drihking! Coffee, of adofe the decbration’style.~Secondly; thetresidence
S tHis Greup s much latgerssimply écause” the ability ‘of connecting
people-globallyof Faceboaki Everyone is able to aceéss the-fan'page
from anywhere, anytime. Thirdly, the subjects in tHig' §roup' is-variots;

so.theirsprofiles:like=age; ‘occupation,smarital status;:aremuch more

complexsasiii e

nE NG G WOrs Qo secue: tillosngs
2T MEstof the Busiomers Wisiting the coffés! shiops elaim’that they

KifowOf e GOffé6 Shops Via“Facebitok 6rdther: sGcial- networks? THey

activély'searched fortheinformation thémselves: Therélare many welssites
cliffefitly Brovidesinformatisniof sondominiufi coffee shops:-if you dorot
krioW the coffes:shops Facebook! you still car mahageto getinférmation
Vidrshares Jcomments, or photes of friends? orvia-food! review’ websites
like? Foodyiviy 671U S Toimdshden.com, Diadismanuongicon’ These
Websites aré quitepopular on‘Facebook, and they dre always upto-date
With! latest News’ ratings; réViews; commerits.and: photoé ghared By the
actual ciistoriers:-If the informatiort i§#valid, reliablg, and -appreciated;
it'will ‘be followed: Paople™Wha-want t6 visit-¢onddrinilii: ¢6ffee: $hops
ahd “Woilld like méretinformation’ tanalso comment diFgetly on‘thesé
Websites, They. then et reésponses from ‘othéfs Who ‘sharg"thesame
ifterests 6 Know welliaBout the’ guestions! In some cases; the &tffeé sHops
¢an postinferniation ‘cancerriing job-vacancies on these websites; so'the
miembers may find themseélves:a job opportunity’ The members may-take
the coffee shops as references when they intend to open a similar medel
or to improve their own cafes.

in other words, the space of condominium ooffeg':"s:ﬁ’cib’s'"“'dn
social. networks, especially on.Facebookis-a; web: of connections where

the-members ‘canzintefact with ‘one ianother,: with:the: owners-or-the
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