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Abstract 

Introduction: The COVID-19 pandemic has drastically altered the landscape of various industries, 

particularly the food and beverage sector. Coffee shops, which serve as social hubs, faced significant 

disruptions due to lockdowns and health regulations. This study examines the implications of the pandemic 

on coffee shops in Iran, focusing on the challenges faced and the strategies needed for recovery and 

resilience.  

Methodology: The research was conducted through a comprehensive review of online databases, 

including Scopus and Google Scholar, as well as various news websites such as SID and Iran Medex. 

Additionally, qualitative data were gathered through interviews with coffee shop managers from May 1, 

2020, to December 1, 2020. This mixed-method approach enabled a thorough understanding of the 

pandemic's impact on the industry.  

Findings: Analysis of discussions among Iranian coffee shop entrepreneurs revealed widespread fear and 

concern regarding the post-COVID landscape. Many businesses struggled to adapt to government 

regulations and the new health protocols designed to ensure customer safety. The results indicate that 

coffee shops that proactively addressed the challenges posed by the pandemic and sought to redesign their 

operational frameworks were better positioned to survive.  

Discussion: The findings suggest that businesses must learn from the experiences gained during the 

pandemic. Key strategies for resilience include re-evaluating supply chain networks, implementing 

innovative business models, and adhering to new health protocols. Those coffee shops that embrace 

change and invest in their operational strategies will likely emerge stronger in the post-pandemic economy. 

Conclusion: The COVID-19 pandemic has served as a wake-up call for coffee shop businesses in Iran. 

By recognizing the need for adaptation and resilience, these establishments can navigate the challenges of 

the post-COVID era. The goal for coffee shops moving forward should be to remain competitive in both 

domestic and international markets, ensuring their sustainability in a rapidly changing environment. 

 

Keywords: COVID-19 pandemic, Business challenges, Coffee shops, Crisis response, Operational 

strategies 

 

Introduction 

The emergence of SARS-CoV-2 in late 2019 marked the onset of an unprecedented global pandemic, 

fundamentally disrupting economies and business landscapes worldwide [1]. To combat the spread of the 
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virus, protocols such as social distancing and prolonged quarantines were implemented, leading to a 

significant economic recession[2]. The pandemic has been identified as one of the most significant 

environmental changes impacting modern economies, with profound implications for consumer behavior 

and business philosophies[1]. The immediate economic ramifications were stark; reduced consumer 

demand across numerous sectors, particularly tourism[3], airlines, and the food industry, triggered mass 

layoffs and a downward economic spiral, with many companies resorting to significant workforce 

reductions[3]. Notably, the food service industry, especially restaurants and cafes, faced unprecedented 

challenges, with many establishments struggling for survival[4]. In Iran, a similar trend emerged, with 

projections indicating that without governmental support, around 75% of cafes and restaurants could 

remain closed post-pandemic. As we transition into the post-COVID-19 era, it is imperative to analyze 

the effects of this crisis on coffee shops in Iran and to develop strategic planning recommendations to 

navigate these challenging times. Understanding the intricacies of consumer behavior during and after the 

pandemic can provide insights for coffee shops to adapt and thrive in a transformed market landscape. 

 

Coffee shops in Iran: 

In Iran, cafes have played a significant role in promoting traditional, artistic, and literary culture, 

effectively connecting the current generation to their historical roots. These establishments serve as venues 

for knowledge-sharing, news dissemination, and entertainment, including music, poetry recitation, and 

lectures. As a result, cafes have emerged as vital cultural centers where young people prefer to spend their 

leisure time. Coffee shops stand out due to their incorporation of Western behavioral patterns, greater 

freedom in attire, minimal restrictions on smoking, and the availability of unique beverages, including 

foreign coffees. These attributes make coffee shops particularly appealing to the youth [5]. In the food 

service sector, especially within coffee shops, attracting and retaining customers is paramount. 

Understanding the various factors that influence customer satisfaction is crucial, given the growing 

importance of diverse food and beverage consumption[6]. To remain competitive, coffee shops and 

restaurants must leverage their social potential to create a unique cultural experience. Implementing a 

creative, knowledge-based management strategy can enhance customer engagement and satisfaction, 

fostering a distinctive atmosphere for patrons[7]. 

 

Crisis management in coffee shops: 

Effective management in the food industry, including restaurants and coffee shops, should be both 

research-based and knowledge-driven. This approach involves selecting the most effective methods, 

analyzing market conditions, competing effectively, and making informed decisions to navigate 

challenging circumstances [8]. Crises in restaurants and coffee shops can arise from internal factors such 

as poor management, inadequate services, and subpar ingredients. Alternatively, external factors like 

significant economic, political, and health challenges can also contribute to these crises. For internal 

issues, corrective measures can be implemented by management. However, external factors often require 

government intervention to address and resolve the crises[9]. 

The literature on corporate crisis management has yielded valuable insights into how businesses respond 

during and after crises. During such periods, cafes and restaurants often experience decreased demand, 

leading to heightened competition among market players[10]. 
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Coffee shops in the covid-19 pandemic: 

The Covid-19 pandemic rapidly impacted the entire world, leading to mandatory social distancing and 

prolonged quarantine measures in all countries. These protocols created significant challenges for coffee 

shops and restaurants, as home confinement and strict travel restrictions severely affected industries such 

as hospitality, tourism, and food services[11]. In Iran, the enforcement of social distancing measures 

resulted in the suspension of restaurant and coffee shop operations from the onset of the pandemic. This 

was particularly detrimental, as dining out has long been a key aspect of social life and entertainment in 

the country[12]. According to online interviews with coffee shop managers and staff in Bandar Abbas, 

these establishments were closed for three to four months following the arrival of the virus in Iran, with 

only a few remaining partially operational. As a result, over half of the workforce in coffee shops lost their 

jobs, leading to widespread disappointment and confusion among staff and management. The economic 

shock from the pandemic was profound; lengthy quarantines resulted in unemployment, delayed rent 

payments, and halted income streams. This unexpected crisis left coffee shops vacant and resulted in 

devastating financial losses. Many operators reported a lack of governmental support, pushing them to the 

brink of bankruptcy[13]. Although there are no official statistics for the number of coffee shops, it is 

estimated that Tehran alone has over 3,000 establishments employing around 35,000 individuals[14]. The 

sector has suffered an estimated 25% decline in revenue due to the ongoing effects of the pandemic and a 

reduced demand for services[15]. 

 

Coffee shops in the post-crisis era: 

The Covid-19 pandemic has profoundly transformed the world, marking a pivotal shift in societal norms 

and economic structures. It stands as a significant health crisis with far-reaching and often irreversible 

economic repercussions. The pandemic has induced substantial changes in various industries, particularly 

in the food sector, influencing consumer behavior and the foundational philosophies of businesses. The 

immediate effects of the pandemic are evident, driven by intense pressure and global social distancing 

measures. Although the pandemic will eventually subside, its extensive economic, social, political, and 

cultural impacts are likely to persist[16] . 

As consumers become increasingly aware of the risks associated with the virus, they initially focus on 

mitigating these threats and reclaiming their lost freedoms. Over time, they adapt to new behaviors, 

gaining flexibility in their responses. This adaptive process can empower coffee shop managers to navigate 

crises more effectively. However, while individuals may envision various scenarios for recovery, 

predicting a return to pre-pandemic norms remains uncertain. The pandemic has fundamentally altered 

established beliefs, habits, and behaviors, leading to scrutiny of once-unchallenged metrics such as 

customer loyalty and market share[17]. The crisis has accelerated these changes, with face-to-face 

interactions increasingly replaced by online alternatives, prompting many businesses to shift toward digital 

transactions[18]. In Iran, the communication between customers and sellers, particularly in coffee shops, 

has also shifted due to enforced quarantine measures[19]. This has led to a surge in the use of platforms 

like Skype and WhatsApp, as well as increased online and mobile shopping. Coffee shops transitioned 

from bustling social venues to primarily take-out services, adapting to survive in a competitive landscape. 

With the closure of many establishments, delivery systems evolved, favoring paper over plastic packaging, 

and adding antiseptic pads to beverage orders to enhance safety. The quality of food and beverage delivery 

has improved post-pandemic, likely as a strategy to attract and retain customers. Additionally, the layout 

of coffee shops has changed, with fewer tables spaced further apart, and sanitation measures have been 
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implemented, including disinfection stations at entrances and staff wearing protective gear. Payments have 

also shifted to mobile transactions, minimizing direct contact[1]. 

 

Materials and methods: 

The research utilized various online databases, including Scopus, Google Scholar, and news websites, as 

well as specialized Iranian platforms such as SID and Iran Medex. Between May 1, 2020, and December 

1, 2020, relevant scientific articles were identified and extracted from these sources. In addition, online 

interviews were conducted with coffee shop managers and some staff to qualitatively investigate the 

challenges and occupational experiences stemming from the crisis, as face-to-face interactions were not 

feasible due to quarantine restrictions. A total of 21 coffee shops in Bandar Abbas participated in these 

online interviews during the specified timeframe. All gathered information was systematically categorized 

and summarized for analysis. 

 

Results: 

This research investigated the impact of COVID-19 on the coffee shop industry. Throughout the 

pandemic, anxiety and concern escalated across various sectors, including restaurants, food outlets, and 

coffee shops. The findings revealed that the primary fears among coffee shop managers and staff revolve 

around an uncertain future, shifts in customer behavior, and intensified competition within the food 

industry, particularly in the café sector. Additionally, the lack of adequate government support and the 

necessity for rapid technological adaptation to facilitate remote interactions were identified as significant 

challenges facing the managers. Moreover, the extensive changes brought about by the pandemic raised 

concerns regarding their implications for Iranian society and culture. Coffee shop managers and staff in 

Bandar Abbas expressed apprehension about how evolving customer preferences and market dynamics 

could reshape their operations and affect their sustainability. This highlights the urgent need for strategic 

planning and adaptive management practices within the industry to navigate these unprecedented 

challenges effectively. The research underscores the critical importance of resilience and innovation in 

responding to the ongoing impacts of the pandemic on the coffee shop business. 

 

Conclusion: 

A crisis can profoundly affect society, and the COVID-19 pandemic has significantly impacted the coffee 

shop industry both globally and in Iran. However, the ability to adapt to new policies, strategies, and 

practices is crucial for the survival and success of businesses during such challenging times. By embracing 

innovative approaches and leveraging technology, coffee shops can navigate the complexities of the 

current environment. This adaptability not only enhances operational efficiency but also fosters customer 

loyalty and trust. Ultimately, the resilience demonstrated by coffee shop owners and their willingness to 

evolve in response to the crisis can serve as a model for other sectors facing similar challenges[19].In 

conclusion, while the pandemic has presented substantial obstacles, it also offers an opportunity for coffee 

shops to rethink their business models and strengthen their foundations for future growth. By prioritizing 

flexibility and customer engagement, these establishments can emerge from the crisis stronger and better 

equipped to thrive in an ever-changing landscape. 

 

Recommendations: 

The COVID-19 pandemic has created significant challenges for businesses, including coffee shops. Man- 
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agers who analyze current conditions and adapt their supply chains are better equipped to handle crises. 

By revising operational strategies and relying on data-driven decision-making, they can avoid hasty 

choices and steer their businesses toward long-term success. The post-pandemic landscape is marked by 

irreversible changes, such as increased reliance on online communication. Businesses must adopt flexible 

production strategies to remain competitive. Leveraging information technology is crucial for success in 

this new environment. Recognizing the transformed realities of customer lifestyles and regulations is 

essential. Identifying leverage points within this complex system allows managers to make impactful 

adjustments. Even when services cannot be provided, keeping stakeholders informed fosters customer 

loyalty. By maintaining transparency and communication, coffee shops can build trust and set the stage 

for recovery and growth. 
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