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Abstract
This study looked at how people felt about Café de Maiz, a kind of coffee that is made from corn and is sold in Bay, Laguna. The people who did this study used a method to get information from a group of people who were asked to answer some questions. They used a scale to measure what people thought.
The study found out that the people who liked Café de Maiz the most were women who were between 18 and 25 years old. These women had a budget of ₱5,000 to ₱10,000. The study showed that people really liked Café de Maiz and this was because of the way it was promoted and the price was right. People also liked that the coffee was good for them because it did not have acid and did not have caffeine. They liked the way it tasted too.
The study also found out that it did not matter who the people were or where they came from they all liked Café de Maiz the same.. The study did find out that even though people liked the coffee they did not always buy it. This was because it was not easy to find and it was not in places. The people who did this study found out that the main reason people did not buy Café de Maiz was because it was hard to find.
This information was used to make a plan to help Café de Maiz sell coffee and be a successful business. Café de Maix needs to be available in places so that people can buy it easily. The study showed that Café de Maiz is a product and people, like it but it needs to be sold in more places so that people can buy it. This will help Café de Maiz to be a business. The people who like Café de Maiz will be happy to buy it if it is easy to find.
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1. Introduction
People really like drinking coffee made from coffee beans. It is a part of what people do every day to wake up and get ready for work. However drinking much coffee from stores can be bad for our health. It can cause problems like blood pressure, anxiety, fast heart rate and stomach issues. Because of these health problems people are now looking for options that are healthier and made from natural ingredients. They want to find drinks that're like coffee but do not have caffeine and are not acidic.
In the Philippines some people have started making coffee from corn. This corn coffee is made from corn kernels and does not have any chemicals or caffeine. It is also easy on the stomach. Corn coffee is not just good for our health. It also helps the local farmers and supports the community.

This study is about a company called Café de Maiz. It was started by five researchers at the CARD-MRI Development Institute. The company is located in Bay, Laguna where many students and workers live. When they first started, they thought people would like their corn coffee. They did not have enough information about what people really thought.
Some people are skeptical about drinking coffee made from grains like corn. They wonder if it can taste like coffee. There is also a question about whether people're willing to pay more for a healthier option. This study looks at who the customers how to market the product and what people think about it. The goal is to create a plan to help the company succeed and be sustainable.

* The company makes two types of corn coffee: Original Corn fee and 3-in-1 corn fee.
* The study looks at the demographics of the customers and the marketing mix.
* The goal is to find a way to make the company successful in the term.
The study of Café de Maiz is important because it can help us understand how to make healthier options more appealing, to people. It can also help the farmers and community by supporting the company. By looking at the intersection of demographics, marketing and consumer perceptions, we can create a plan that will help the company succeed.
 

2. Methodology
2.1 Research Design
This study utilized a quantitative, descriptive research design paired with an evaluative survey methodology. The design was chosen to systematically measure, analyze, and map out existing market characteristics, consumer evaluations of the 4Ps marketing mix, and the presence of any statistical relationships or differences across demographic segments.
2.2 Participants and Sampling Technique
The participant pool consisted of active coffee consumers located within the geographical parameters of Bay, Laguna. A non-probability purposive and convenience sampling strategy was used to select respondents who met the criteria of being active coffee drinkers or individuals seeking non-acidic beverage alternatives.

2.3 Data Collection Instrument
A structured, closed-ended survey questionnaire was deployed to prevent neutral bias and force clear, actionable assessments. The tool was structured into four core components:
1. Demographic/Psychographic Profile - Capturing age, sex/gender, monthly income/allowance, consumption frequency, and historical coffee product preferences.
2. Market Acceptability (4Ps) - Evaluating Product Quality, Price Affordability, Place Accessibility, and Promotional Outreach using a 4-point Likert scale (4 = Strongly Agree, 3 = Agree, 2 = Disagree, 1 = Strongly Disagree).
3. Consumer Perception - Quantifying alignments regarding Health Benefits, Sensory Attributes, and Agricultural Sustainability (4-point scale matching Part II).
4. Market Challenges - Identifying friction variables using a customized problem-severity scale (4 = Serious Problem, 3 = Moderate Problem, 2 = Minor Problem, 1 = Not a Problem).
2.4 Data Analysis and Statistical Treatment
The gathered dataset was processed using statistical packages via the following mathematical tools:
· Frequency and Percentage Distribution - Used to summarize demographic and psychographic variations.
· Weighted Mean and Standard Deviation (SD) - Applied to locate central tendencies and dispersion metrics across the Likert items for market acceptability, consumer perception, and challenges.
· One-Way Analysis of Variance (ANOVA) - Used as the inferential treatment to test for significant differences in market acceptability scores when respondents were grouped by demographic profiles ().
· Pearson Product-Moment Correlation Coefficient () - Deployed to evaluate the strength and direction of the relationship between composite consumer perception scores and actual market acceptability metrics.





3. Results and Discussion
3.1 Demographic and Psychographic Profiling
The structural distribution of the sample across demographic and psychographic criteria is outlined below:
Table 1: Socio-Economic Profile of Respondents ()
	Profile Criteria
	Categorical Grouping
	Frequency ()
	Percentage ()

	Age
	Below 18 years old
	13
	5.53%

	
	18 – 25 years old
	121
	51.49%

	
	26 – 35 years old
	55
	23.40%

	
	36 – 45 years old
	30
	12.77%

	
	46 years old and above
	16
	6.81%

	Sex/Gender
	Female
	127
	54.04%

	
	Male
	93
	39.57%

	
	Prefer not to say
	15
	6.38%

	Monthly Budget / Allowance
	Below ₱5,000
	79
	33.62%

	
	₱5,000 – ₱10,000
	96
	40.85%

	
	₱10,001 – ₱20,000
	29
	12.34%

	
	₱20,001 – ₱30,000
	18
	7.66%

	
	Above ₱30,000
	13
	5.53%

	Consumption Frequency
	Daily (1 or more cups a day)
	147
	62.55%

	
	Weekly (a few times a week)
	53
	22.55%

	
	Monthly
	29
	12.34%

	
	Rarely / Never
	6
	2.55%

	Historical Baseline Preference
	Instant Coffee
	98
	41.70%

	
	Brewed Coffee (Traditional beans)
	81
	34.47%

	
	Alternative/Substitute Coffee
	56
	23.83%


The data reveals that the primary market for Café de Maiz consists of individuals aged 18–25 (), predominantly female (), operating within a localized allowance range of ₱5,000–₱10,000 monthly (). Psychographically, the respondents are heavy coffee consumers, with maintaining a daily consumption habit, and historically tied to commercial instant coffee options. This highlights a target consumer base of young adults who have a daily reliance on coffee but are constrained by cost considerations.

3.2 Evaluation of Market Acceptability (4Ps Marketing Mix)
To measure market readiness, the 4Ps parameters were tracked using descriptive mean distributions:

Table 2: Level of Market Acceptability of Café de Maiz
	4Ps Marketing Mix Indicators
	Mean ()
	SD
	Verbal Interpretation

	Product Quality
	
	
	

	1. The taste of Café de Maiz is appealing and satisfying.
	3.10
	0.86
	Agree (Acceptable)

	2. The aroma of the corn coffee is pleasant and inviting.
	3.08
	0.84
	Agree (Acceptable)

	3. The texture/mouthfeel of the drink is smooth and well-blended.
	3.08
	0.86
	Agree (Acceptable)

	Composite Mean (Product Quality)
	3.09
	0.85
	Agree (Acceptable)

	Price Affordability
	
	
	

	1. The price of Café de Maiz is affordable for my budget.
	3.12
	0.81
	Agree (Acceptable)

	2. The product offers good value for money considering its quality.
	3.10
	0.82
	Agree (Acceptable)

	Composite Mean (Price)
	3.11
	0.82
	Agree (Acceptable)

	Place Accessibility
	
	
	

	1. The Café de Maiz stall in Bay, Laguna is easily accessible to me.
	3.05
	0.86
	Agree (Acceptable)

	2. The atmosphere and cleanliness of the stall are comfortable/pleasant.
	3.11
	0.88
	Agree (Acceptable)

	Composite Mean (Place)
	3.08
	0.87
	Agree (Acceptable)

	Promotional Outreach
	
	
	

	1. The brand has an active and informative social media presence.
	3.10
	0.83
	Agree (Acceptable)

	2. The marketing materials (logos, posters) made me highly aware.
	3.14
	0.79
	Agree (Acceptable)

	Composite Mean (Promotion)
	3.12
	0.81
	Agree (Acceptable)

	OVERALL MARKET ACCEPTABILITY
	3.10
	0.84
	Agree (Highly Acceptable)



Café de Maiz achieved a strong overall market acceptability score (). Promotion () and Price () emerged as the strongest performing factors, validating the brand's visual identity and digital outreach. Product Quality () indicates that despite the lack of caffeine, the roasted flavor successfully satisfied consumer expectations and minimized initial sensory skepticism.



3.3 Consumer Perception Dynamics
Perceptions regarding health, sensory traits, and local sustainability are displayed below:

Table 3: Matrix of Consumer Perception Towards Corn Coffee
	Measured Perception Dimensions
	Mean ()
	SD
	Verbal Interpretation

	Health Benefits
	
	
	

	1. I prefer corn coffee because it is caffeine-free and won't disrupt sleep.
	3.06
	0.84
	Agree (Positive)

	2. I value corn coffee because it is non-acidic and gentle on the stomach.
	3.16
	0.83
	Agree (Positive)

	Sensory Attributes
	
	
	

	1. The unique flavor profile distinguishes it from regular coffee.
	3.09
	0.83
	Agree (Positive)

	2. The roasted corn flavor is a desirable alternative to traditional beans.
	3.16
	0.80
	Agree (Positive)

	Sustainability Factors
	
	
	

	1. Purchasing corn coffee makes me feel good about supporting farmers.
	3.09
	0.83
	Agree (Positive)

	2. I choose this product because it promotes local agriculture.
	3.08
	0.80
	Agree (Positive)

	OVERALL CONSUMER PERCEPTION
	3.11
	0.82
	Agree (Positive Perception)


The overall perception index registered at , demonstrating a highly receptive audience. The primary drivers of this positive perception were the product's non-acidic profile () and its position as a distinctive alternative beverage (). This indicates that consumers appreciate the functional and health benefits of corn coffee rather than seeing it merely as an imitation of traditional options.



3.4 Inferential Analysis of Demographic Influences (SOP 4 & 6)
To evaluate whether demographic groupings generated significant variances in product acceptability, a One-Way ANOVA was computed:

Table 4: One-Way ANOVA Matrix (Profile vs. Market Acceptability)
	Demographic Grouping Source
	F-Statistic
	p-value
	Decision ()
	Structural Interpretation

	1.1 Age Group
	1.2948
	0.2729
	Accept 
	Not Significant (No Difference)

	1.2 Sex / Gender
	0.5407
	0.5831
	Accept 
	Not Significant (No Difference)

	1.3 Monthly Income / Allowance
	0.2994
	0.8781
	Accept 
	Not Significant (No Difference)

	1.4 Coffee Consumption Frequency
	1.3168
	0.2696
	Accept 
	Not Significant (No Difference)

	1.5 Preferred Type of Coffee
	0.4431
	0.6426
	Accept 
	Not Significant (No Difference)



The inferential testing demonstrated that all calculated -values were higher than the significance value of . Consequently, the study accepts the Null Hypothesis (). This indicates that there is no statistically significant difference in market acceptability across demographic groups. Café de Maiz appeals broadly across age brackets, income tiers, and varying levels of coffee consumption frequency within the municipality.







3.5 Operational Challenges and Bottlenecks
The structural barriers preventing wider market adoption are detailed below:

Table 5: Perceived Barriers and Challenges
	Problem Variables
	Mean ()
	SD
	Verbal Interpretation
	Rank

	Product Availability: Hard to find or purchase outside the main stall.
	2.78
	0.95
	Moderate Problem
	1

	Taste Preference: Hard to switch due to ingrained habits for traditional coffee.
	2.74
	0.89
	Moderate Problem
	2

	Market Competition: Strong presence of large commercial brands.
	2.70
	0.88
	Moderate Problem
	3

	Consumer Awareness: General lack of public awareness regarding benefits.
	2.68
	0.91
	Moderate Problem
	4



All indicators were classified as Moderate Problems. The leading challenge identified was Product Availability (, Rank 1), showing that the single localized stall setup creates a logistical hurdle for regular access. The second barrier was Taste Preference (, Rank 2), reflecting the competitive pressure of entrenched commercial instant coffee habits.

3.6 Correlation of Perception and Market Acceptability (SOP 7)
To evaluate the relationship between consumer perception and market acceptability, a Pearson correlation was performed:
Table 6: Correlation Analysis (Perception vs. Market Acceptability)
	Correlated Variable Pairs
	Pearson Coefficient ()
	p-value
	Descriptive Meaning
	Decision on 

	Consumer Perception vs. Market Acceptability
	-0.1574
	0.0157
	Significant / Weak Negative
	Reject 


The correlation produced a -value of , which is less than the threshold, leading to the rejection of the Null Hypothesis (). This confirms a statistically significant relationship between consumer perception and market acceptability.
However, the correlation direction is weakly negative (). This indicates that while consumers hold highly positive views of the health benefits and sustainability practices of corn coffee, these perceptions do not directly drive daily purchasing actions. Instead, operational variables like convenience, store visibility, and immediate price trade-offs play a larger role in driving actual market transaction rates.

4. Conclusion
The empirical findings demonstrate that Café de Maiz has achieved a secure and highly viable market position in Bay, Laguna, characterized by broad, non-discriminatory acceptance across all consumer demographic segments. The brand's early strategy effectively balances creative digital promotion with accessible pricing, showing that an indigenous agricultural alternative can compete within a market space typically dominated by mainstream instant coffee giants.
However, a key finding of this study is the disconnect between perception and transactional behavior. While the health benefits and community-driven focus on supporting local corn farmers create a very positive brand image, they do not function as the primary drivers for daily purchases. Real-world consumer choice remains heavily dependent on practical convenience, price points, and localized accessibility. The moderate challenges surrounding limited product availability indicate that the current single-stall operational model acts as a growth bottleneck, preventing the venture from maximizing its high market acceptability.
5. Recommendations and Strategic Action Plan
Based on these findings, the following actions are proposed to enhance long-term business sustainability:
1. Expand Physical Distribution Architecture: To directly address the primary bottleneck of limited product availability, the management should transition from a single-stall model to a decentralized micro-distribution strategy. This includes launching low-overhead mobile kiosks, pop-up carts, and placement partnerships within school cafeterias and local convenience stores across neighboring barangays.
2. Optimize Price-Driven Loyalty Frameworks: Because market acceptability is driven more by economic convenience than abstract health benefits, the business should maintain its affordable entry pricing while introducing high-frequency customer cards, bundled promotions, and discounts to encourage daily repeat purchases among cost-sensitive students and workers.
3. Refine Promotional Message Alignment: Future marketing strategies should closely couple health narratives with direct sensory value. Advertising campaigns should emphasize a "smooth, non-acidic energy boost without the traditional coffee crash" to help consumers overcome taste barriers and ease the transition from bean-based instant products.
4. Leverage the Social Advocacy Angle: The brand should emphasize its relationship with local corn farmers directly on its packaging and digital materials. This converts a standard beverage purchase into a tangible contribution to local agricultural sustainability, reinforcing brand differentiation.
5. Avenues for Future Academic Research: Future entrepreneurship researchers should expand on this study by implementing longitudinal tracking of actual purchasing behavior across wider areas of Laguna. This would allow for a deeper evaluation of long-term brand loyalty, customer retention dynamics, and the broader scalability of value-added agricultural social enterprises.
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