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Abstract: The transformational era has given rise to a new generation that is 

presumed to have different preferences than the previous generation. The 

proliferation of coffee shops has expanded consumer alternatives for purchasing 

decisions. This research aims to identify and segment Millennial and Zoomer 

consumers based on demographic, behavioral, and psychographic characteristics in 

the purchase of coffee beverages at coffee shops. The research employed a non-

probability sampling method, specifically judgmental sampling, with a sample size of 

180 coffee shop consumers in Madiun City.  The data were analyzed using descriptive 

statistics, independent sample t-tests, and K-means clustering. The research findings 

indicate that millennials and Zoomer consumers tend to be dominated by females, 

mostly visiting once a week for leisure and prioritizing taste quality. There are 

significant differences between Millennial and Zoomer consumers in terms of 

promotional media attributes, WiFi/power outlet availability, live music 

entertainment, ordering process, and payment options. Based on consumer 

segmentation analysis, three segments were identified: coffee enthusiasts, 

adventurous coffee connoisseurs, and consumers who prioritize coffee beverage 

quality. The managerial implications for coffee shops involve directing marketing 

strategies specifically towards the adventurous taste segment and emphasizing 

quality by prioritizing innovation and differentiation in serving high-quality coffee 

beverages. 
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PUBLIC INTEREST STATEMENT 

In the contemporary consumerist landscape, 

understanding the complex dynamics of 

consumer purchase decisions and preferences is 

of paramount importance. This research seeks 

to explore the behavior of Millennials and 

Zoomers by explaining their different choices 

and the factors that influence their purchase 

decisions.  

One of the main challenges faced in this 

research is the representativeness of the non-

probability sample drawn from consumers of 

several coffee shops. With this approach, the 

results of the study may not fully reflect 

variations among the overall consumer 

population. However, it is certain that the 

information gathered from a carefully selected 

group of respondents can provide a deep insight 

into consumer preferences towards the 

purchasing decisions of Millennial and Zoomer 

Generation consumers. 
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1. Introduction  

 

The increase in coffee production in East Java is in line with the growing demand for 

coffee. From 2018 to 2022, ground coffee emerged as the preferred choice among 

East Java residents, surpassing instant coffee and ready-to-drink beverages (Statistics 

Indonesia, 2023). This surge in demand for ground coffee has led to significant growth 

in coffee shops across the region. Apkrindo's survey in East Java showed an annual 

growth rate of 16 to 18% in the coffee-based café industry since 2019, reflecting the 

influence of modern urban lifestyles (Widarti, 2019). Over time, coffee shops have 

evolved beyond being places for coffee consumption. Coffee shops now serve as social 

centers for gathering, networking, working, and informal meetings (Putri & Deliana, 

2019). This lifestyle trend, identified in Abdusshomad's (2021) research, emphasizes 

activities such as socializing and sharing experiences through social media. Madiun 

City alone has more than 30 coffee shops, which provide many choices for the 

community. 

 

With many coffee shops, competition within the industry is evident through the 

various attributes offered to consumers. To remain competitive and thrive, coffee 

shop businesses must prioritize consumer wants and needs, and tailor their services 

accordingly. Understanding and catering to the preferences of a discerning customer 

base is critical for the continued success of coffee shops in this dynamic market 

environment. Previous research has revealed that several attributes can influence 

consumer decision-making and preferences at coffee shops. To ensure the 

sustainability of a coffee shop, investments can be made to improve various attributes 

of the marketing mix, namely, product, price, place, promotion, people, physical 

evidence, and process (Rahmah et al., 2018). This study also investigates whether the 

live music entertainment attribute also influences Millennial and Zoomer consumer 

preferences when consuming coffee drinks at coffee shops in Madiun City. 

 

New lifestyles in the purchasing decision-making process and consumer preferences 

affect the shift in consumer characteristics owing to the birth of new generational 

groups at any time. Generational theory proposed by Codrington and Grant-Marshall 

(2004) stated that generations of humans based on their year of birth have their own 

characteristics, namely (1) Baby Boomer Generation, born 1946 to 1964; (2) 

Generation X, born 1965 to 1980; (3) Generation Y (also called Millennials), born 1982 

to 1994, (4) Generation Z (often called Zoomers) born 1995 to 2010; (5) Generation 

Alpha, born 2011-2025. Therefore, this research focused on the Zoomer generation, 

which is the largest population group in the world and in Indonesia, and is expected 

to be an active consumer in the market for the next 30 years. They exhibit selective 

preferences for technological innovation, convenience, and safety. They tend to 

exhibit low price sensitivity, prioritize brand reputation, hedonic experiences, and 

impulse buying behavior (Santoso & Triwijayati, 2018). 

 

Millennials' consumers are more hedonistic in their use of technology driven by 

entertainment and pleasure (Calvo-Porral, 2019). Understanding these differences is 

crucial for formulating effective marketing strategies for Madiun coffee shop 

consumers. The number of consumptive millennial and Zoomer generation consumers 

today, this study aims to analyze the characteristics of coffee consumers to obtain 

differences in purchasing decisions and consumer preferences between the Millennial 

and Zoomer generations on coffee shop attributes. This research implies that it 

provides recommendations for marketing strategies to maintain coffee shops in 

Madiun. This study contributes to the understanding of consumer behavior within the 

Madiun coffee shop industry by focusing on the Millennial and Zoomer generations. 

Unlike previous research, which primarily examines broader generational trends, this 
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study delves into the specific characteristics and preferences of these two distinct 

consumer groups. By analyzing consumers’ purchasing decisions and preferences for 

coffee shop attributes, this study sheds light on the evolving dynamics of consumer 

behavior influenced by generational differences. The findings of this study provide 

valuable insights for formulating tailored marketing strategies that cater to the unique 

needs and preferences of Millennial and Zoomer consumers, thereby helping coffee 

shop businesses in Madiun thrive in a competitive market landscape. 

 

2. Literature Review 

 

2.1  Marketing Mix Attributes Affect Consumer Preferences 

 

Preference refers to an interest in something with a tendency to choose based on 

wants, needs, interests, and likes or dislikes. Preference decisions influence the 

decision-making process (Gusniawan et al., 2023). Consumer preferences for coffee 

shops are influenced by factors that form the basis for choosing something desired. 

Marketing mix attributes significantly affect the initial attractiveness perceived by 

consumers, making them a reliable indicator of consumer preferences. Coffee flavor 

attributes have a significant influence on consumer preferences and can be a driving 

factor in product selection, especially for the variety of coffee drinks offered (As'ad 

& Aji, 2020; Cabrian, 2021; Firmansyah et al., 2019; Himawan & Rahadi, 2020; Ufer 

et al., 2019). The image of a coffee shop, consisting of menu variations and product 

prices, provides choices and alternatives for consumers when choosing the 

appropriate choice. Price also plays a role in attracting consumers to select certain 

products. Ufer et al. (2019) also showed that a variety of coffee flavors significantly 

influence consumer preferences for optimizing marketing strategies. In addition, live 

music entertainment has a dominant influence on consumers’ decisions to visit cafes 

(Priyono, 2006).  

 

2.2  Relationship between Differences in Consumer Preferences and Purchasing 

Decisions 

 

Consumer preferences can be influenced by lifestyle and other factors that influence 

consumers. Previous research has revealed that consumer characteristics can be 

influenced by demographic, geographic, psychological, sociological, and behavioral 

factors (Rotschedl, 2023; Yousaf & Huaibin, 2013). Previous research on coffee 

consumers shows that consumers are generally individuals who consume coffee at 

least twice in the last three months and are at least 17 years old, especially among 

young people (Fadli et al., 2021; Hardiyanti & Puspa, 2021). Hardiyanti and Puspa 

(2021) found that coffee shop consumers are mostly young people who visit 2-3 times 

a week and spend IDR 15,000 to IDR 30,000 per visit, depending on the variety of 

coffee ordered. Coffee consumers visit coffee shops when they want to drink coffee, 

spend time, socialize, or need the facilities provided. Information about coffee shops 

is usually obtained from friends or acquaintances, and consumers evaluate 

alternatives based on product attributes and coffee shop facilities. Consumer behavior 

can be studied using variables related to the coffee shop purchase decision-making 

process, including problem recognition, information search, alternative evaluation, 

purchase decisions, and post-purchase behavior (Cabrian, 2021; Fadli et al., 2021). 

 

2.3  Market Segmentation 

 

Market segmentation is the practice of dividing a market into groups of buyers with 

different traits or behaviors, allowing for different product needs or marketing 

strategies (Kotler & Armstrong, 2018). Consumer preferences play a role in 
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understanding the differences among consumers based on certain criteria, such as the 

generation of effective market segmentation for implementing business strategies. 

Putri and Deliana (2019) investigated consumer preferences in small and large coffee 

shops and found that small coffee shop consumers prioritize desired products, 

whereas large coffee shop consumers focus on enjoying the atmosphere. Firmansyah 

et al. (2019) highlight gender differences in millennials, with men favoring innovation 

and women favoring convenience, varied menus, and unique options in cafés. Thakker 

and Pabalkar (2021) emphasized the millennial generation as a potential target for 

influencer marketing and suggested forming consumer segments to better understand 

consumer needs and improve influencer marketing in India. Research supports the 

influence of gender, generation, and specific consumer groups on marketing 

strategies. 

 

Segmentation analysis, which includes variables such as age, gender, education, 

occupation, income, and residence, can help to understand consumer behavior and 

characteristics. A previous study conducted segmentation analyses in different 

contexts to identify four segments of tomato consumers in Nepal based on search, 

experience, and trust variables, or used geographic, demographic, psychographic, and 

behavioral characteristics to segment coffee beverage consumers (Adhikari et al., 

2012). Such segmentation allows coffee shop owners to tailor their marketing 

strategies to specific consumer segments, ensuring their competitiveness in the 

market (Ferreira & Ferreira, 2018). Recognizing consumer preferences through 

segmentation analysis is fundamental in crafting effective marketing strategies and 

sustaining businesses in today's competitive market environment. 

 

3. Conceptual Framework 

 

A coffee shop is a business that not only offers coffee beverage products but also 

offers other attributes that are preferred by millennial and Zoomer-generation target 

consumer segments. Factors that can influence consumer preferences include the 

marketing mix attributes of the product, price, place, promotion, people, physical 

evidence, and process (Rahmah et al., 2018). Product components include variations 

in coffee drinks, taste images of coffee drinks, and variations in non-coffee menus. 

The price component consists of the attributes of a relatively cheap product price and 

a price that reflects the quality of the coffee drink. The location component consists 

of easy access to the location and the location close to the city center. Promotional 

components include the format, content, and media used for promotions. The people 

component includes the attributes of friendliness of the service, neat physical 

appearance of employees, and alertness of employees. The physical evidence 

components of a coffee shop consist of design and layout attributes, Wi-Fi facilities 

and sockets at each table, toilets and prayer room facilities, and live music. The 

process component consists of the attributes of an easy menu-ordering process, a fast 

order-creation process, and a very easy payment process.  

 

Market segmentation is the practice of dividing a market into groups of buyers with 

different traits or behaviors, which allows for different product needs or marketing 

strategies. Consumer characteristics include geographic, demographic, 

psychographic, and behavioral characteristics (Kotler and Armstrong, 2018). 

Consumer classification based on psychographics can be seen from consumer 

preferences with Activity, Interest, Opinion (AIO) assessments of lifestyle (Rahma & 

Satyaninggrat, 2023). 
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Kotler and Keller (2016) demonstrated that there are five stages of the purchasing 

process that consumers carry out before deciding to buy as well as post-purchase 

actions. Demographic characteristics, psychographics, and purchasing behavior of the 

Millennial and Zoomer generations give rise to differences in preferences for 

purchasing decisions about coffee drinks at coffee shops. The optimal segmentation 

of coffee shop consumers to target Millennial and Zoomer generations with different 

preferences is the segment of coffee enthusiasts, taste adventurers, and those who 

prioritize the quality of coffee drinks. 

Figure 1.  Conceptual frameworks of purchasing decisions and consumer preferences 

of millennials and zoomers at coffee shops 

 

4. Methods  

 

4.1  Research Design 

 

This study was conducted using a descriptive method approach, which is a type of 

survey research conducted through interviews with questionnaires. The reason for 

choosing a descriptive approach was to identify, determine, and explain the 

characteristics of the target population or the structure of the object under study.  

 

4.2 Sampling  

 

The sampling technique used in this study was nonprobability sampling, using the 

judgmental sampling method with certain criteria. The criteria in this study are the 

people of Madiun City who belong to the Zoomer generation with an age range of 17 

to 27 years and the Millennial generation with an age range of 28 to 41 years who at 

least twice in the last three months have visited and bought coffee drinks at coffee 

shops in Madiun City. In determining the number of samples required, according to 

the theory of Roscoe (1975), the number of samples must be at least ten times the 

number of variables in multivariate analysis. In this study, there were eight 

variables; therefore, the minimum sample size required was 80 respondents for each 

generation. However, to anticipate imperfect answers or errors, the minimum 

sample size was increased by 10%; therefore, the total minimum sample size was 

176.  
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4.3  Measurement 

 

The psychographic characteristics of consumers in their preference for visiting 

coffee shops are known through marketing mix variables, including product, price, 

place, promotion, people, physical evidence, and process present in the coffee shop, 

categorized as very unimportant (VUI), unimportant (UI), important (I), and Very 

important (VI).  

 

Given the changing trends in consumer behavior and the different characteristics of 

Millennial and Zoomer generations, we propose the following hypotheses: 

 

H0:  The coffee shop attribute preferences of Millennial and Zoomer consumers are 

identical, implying no significant differences between the two groups. 

 

H1:  The coffee shop attribute preferences of Millennial and Zoomer consumers are 

not identical, suggesting significant differences in preferences between the two 

demographic segments. 

 

These hypotheses stem from the need to understand and address the evolving 

dynamics of consumer preferences within the coffee shop industry, particularly 

among the Millennial and Zoomer generations, to inform effective marketing 

strategies and enhance business competitiveness. 

 

The consumer preference variables in purchasing coffee beverages or attributes at 

coffee shops in Madiun City were translated from a Likert scale using interval 

analysis adopted from Noviani and Sugiar (2020). Through quantitative analysis, 

respondents' answers were assigned weighted values or Likert scores, and the index 

value (%) was calculated by dividing the total score by the maximum score and 

multiplying it by 100. To score the index, a narrative scale was created to convey 

the importance of each area.  

 

Attributes with indices between 0% and 24.99% are classified as 'Very important. 

Those between 25% and 49.99% are considered "Unimportant.” An index between 

50% and 74.99% was considered "important.” Finally, attributes with indices between 

75% and 100% were labeled "Very important.” This narrative scale provides a 

qualitative framework for interpreting the levels of importance associated with 

different index ranges, thus facilitating a nuanced understanding of attribute 

ratings. The operational definitions of the variables in this study were measured 

based on consumer preferences in coffee shops, which were developed based on 

previous research. Table 1 displays the operational definition of the determinants 

of consumer preferences on consumer purchasing decisions. 
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Table 1. Operational definition of the determinants of consumer preferences on 

consumer purchasing decisions 

Variables Operational 

definitions 

Indicators 

Consumer 

preference 

factors (As’ad 

& Aji, 2020; 

Jones, 2016) 

 

 

 

 

 

 

 

 

 

 

 

 

Criteria in 

selecting café 

(Firmansyah et 

al., 2019) 

 

Factors influencing 

coffee shop consumer 

preferences 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Criteria that reflect 

social status mean 

whether visiting a café 

can show a certain 

image or prestige and 

innovative products 

are also criteria that 

millennials consider 

important 

Variety of coffee types (cpf1), 

quality and flavor of coffee 

(cpf2), Variety of other menus 

(cpf3), Price (cpf4), Ease of 

location access (cpf5), 

Promotion/discount (cpf6), 

Barista skills (cpf7), Good and 

friendly service (cpf8), Speed and 

accuracy of service (cpf9), 

Variety of process methods and 

brewing tools (cpf10), 

Arrangement of the place 

(cpf11), Comfort of the place 

cpf12), Means of supporting 

facilities (cpf13), influence of 

friends and relatives (cpf14), and 

previous experience (cpf15). 

 

Comfortable place (csc1), varied 

products (csc2), Innovative 

products (csc3), Unique menus 

(csc4), Complete facilities (csc5), 

good service (csc6), Friend’s 

recommendation (csc7), 

Reflecting social status (csc8), 

and Affordability (csc9). 

 

4.4 Data Collection 

 

Primary data were collected through an online survey of consumers of coffee drinks 

in coffee shops in Madiun City with 180 participants. The questionnaire contained 

questions related to consumer characteristics, decision-making processes, and 

indicators derived from independent variables based on the marketing mix of coffee 

shops. These variables include product, price, place, promotion, people, physical 

evidence, and processes, as described in Table 1. The dependent variables in this 

study were the preferences of Millennial and Zoomer consumers. The questionnaire 

responses were measured using an ordinal Likert scale ranging from 1 to 4, with the 

following interpretations: 1 = strongly disagree, 2 = disagree, 3 = agree, and 4 = 

strongly agree.  

 

4.5 Analysis 

 

Data analysis was performed using SPSS and Microsoft Excel. The validity test results 

indicated that the question attributes of all marketing mix factors had a significance 

α (corrected item-total correlation) greater than the critical value (0.1463) at a 

significance level of 95%, with n = 180 respondents in Table 2. The reliability test 

showed that the Cronbach's alpha value (0.793) was greater than the minimum 

reliability coefficient requirement (0.60), indicating that the data were reliable. 
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Table 2. Validity test using product moment Pearson 

Variables Corrected item-total correlation Conclusion 

X1.1 0.390 Valid 

X1.2 0.491 Valid 

X1.3 0.429 Valid 

X2.1 0.481 Valid 

X2.2 0.543 Valid 

X3.1 0.402 Valid 

X3.2 0.537 Valid 

X4.1 0.588 Valid 

X4.2 0.661 Valid 

X4.3 0.530 Valid 

X5.1 0.464 Valid 

X5.2 0.511 Valid 

X5.3 0.471 Valid 

X6.1 0.494 Valid 

X6.2 0.408 Valid 

X6.3 0.465 Valid 

X6.4 0.448 Valid 

X6.5 0.254 Valid 

X7.1 0.322 Valid 

X7.2 0.206 Valid 

X7.3 0.381 Valid 

 

In this study, the normality test was performed on ordinal scale data transformed 

into interval data using the successive interval method in Microsoft Excel to proceed 

with parametric testing, specifically the t-test. An independent sample t-test was 

used to determine if there were significant differences in consumer preferences for 

purchasing coffee beverages in coffee shops based on generational differences, 

under the assumptions of normal distribution and homogeneity.  

 

The normality test was conducted using the Kolmogorov-Smirnov statistical test, as 

the sample size was greater than 50. The output of the Kolmogorov-Smirnov 

normality test in SPSS indicated that the Asymp. Sig (2-tailed) value was 0.079, 

which was greater than the significance level of 0.05, leading to the conclusion that 

the data followed a normal distribution. Homogeneity tests were performed using 

Levene’s test in SPSS. The data for variables included coffee beverage variation 

(X1.1), coffee beverage taste (X1.2), non-coffee menu variation (X1.3), promotion 

format (X4.1), promotion media (X4.3), staff friendliness (X5.1), staff appearance 

(X5.2), live music entertainment (X6.5), ordering process (X7.1), and payment 

process (X7.3). The result shows < 0.05, indicating non-homogeneity. 

 

Decision-making can be based on 'equal variances not assumed' in the SPSS output 

tables. Demographic, behavioral, and psychographic analyses categorize Millennial 

and Zoomer consumers into three sustainable coffee shop consumer segments. The 

K-means clustering algorithm aided segmentation, whereas cross-tabulation 

facilitated the explanation of segment characteristics. This analysis provides 

management insights for coffee shops in Madiun City.   
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5.  Findings 

 

5.1  Respondent Characteristics 

 

5.1.1 Demographic Characteristics of Consumers 

 

The study included 180 respondents between the ages of 17 and 41 from the Zoomer 

and Millennial generations, who were considered to be in a position to make coffee-

purchasing decisions. The analysis included demographics, psychographics, and 

behaviors. Predominantly female (53.9%) and unmarried (65.6%); most had a 

bachelor's degree or high school diploma (36.7% each). The majority were employed 

in the private sector (49.4%). 

 

In Madiun City, coffee shop consumers, mainly working-age individuals, earn an 

average income between IDR 2,000,000.00 and IDR 5,000,000.00 (23.3%), and mainly 

reside in Madiun City or its surroundings (54.5%). Zoomers spend less than IDR 

50,000.00 per visit, while some millennials spend IDR 50,000.00 to IDR 100,000.00. 

Observations show that married millennials often buy coffee when visiting their 

families or relatives. Millennials consume coffee monthly, whereas Zoomers consume 

coffee weekly. 

 

5.1.2 Consumer Behavior Characteristics 

 

This study examines consumer behavior using Kotler and Keller's (2016) five-stage 

purchase decision process: problem recognition, information search, alternative 

evaluation, purchase decision, and post-purchase behavior. The primary motivation 

for Millennial and Zoomer consumers to visit coffee shops was socializing, with 37.2% 

citing this as their main reason. 

 

In Madiun City, consumers' purchasing decisions were significantly influenced by 

information from friends, which influenced 32.8% of the 180 respondents. Comfort is 

a key factor for coffee shops, with millennials prioritizing unique menus, owner 

relationships, concept uniqueness, and new beverage options, while Zoomers prefer 

coffee blends.  

 

In the evaluation phase, 30.6% of the respondents prioritized the relationship between 

coffee quality and price when choosing a coffee shop. Post-evaluation, consumers 

sought external opinions, with 77.8% being influenced by friends and other sources 

when deciding on coffee shops in Madiun City. In the post-purchase phase, product 

usage becomes an important feedback mechanism, as 75.6% of consumers express 

brand loyalty by returning to the coffee shop on another day. 

 

5.1.3 Psychographic Characteristics 

 

Differences in consumer characteristics based on psychographics or dominant 

preferences can be observed through interval analysis of the seven marketing mix 

attributes: product, price, place, promotion, people, physical evidence, and process. 

The independent t-test in this study has a significance level greater than 0.05, 

rejecting H0, indicating that there are differences in the preferences of millennial 

and Zoomer-generation consumers for the seven marketing mix variables and coffee 

shop attributes (Table 3). 
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Table 3. Results of differences in consumer preferences between millennials and 

Zoomers on the attributes of the coffee shops marketing mix in Madiun city 

using independent samples t-test 

Variables Indicators 
Sig.(2-

tailed) 
Conclusion 

Product (X1) X1.1 Variety of coffee menu 0.790 Insignificant 

X1.2 Taste 0.143 Insignificant 

X1.3 Variety of non-coffee 

menu 

0.106 Insignificant 

Price (X2) X2.1 Relatively affordable price 0.234 Insignificant 

X2.2 Price aligned with quality 0.405 Insignificant 

Place (X3) X3.1 Location accessibility 0.295 Insignificant 

X3.2 Proximity to the city 

center 

0.055 Insignificant 

Promotion 

(X4) 

X4.1 Promotion concept 0.313 Insignificant 

X4.2 Promotion content 0.174 Insignificant 

X4.3 Promotion media 0.005* Significant 

People (X5) X5.1 Staff friendliness 0.256 Insignificant 

X5.2 Staff appearance 0.124 Insignificant 

Physical 

Evidence (X6) 

X6.1 Design and layout 0.128 Insignificant 

X6.2 Wi-fi/power outlet 

facilities 

0.000** Significant 

X6.3 Toilet and prayer room 

facilities 

0.361 Insignificant 

X6.4 Environmental cleanliness 0.724 Insignificant 

X6.5 Live music entertainment 0.000** Significant 

Process (X7) X7.1 Ordering process 0.001* Significant 

X7.2 Order preparation/serving 

process 

0.566 Insignificant 

X7.3 Payment process 0.045* Significant 

*significant <0.05; **significant <0.001 

 

In Madiun, millennial and Zoomer consumers have different psychographic 

preferences when buying coffee. Marketing mix attributes, such as product, price, 

place, promotion, people, physical evidence, and process, play a critical role. 

Significant differences between the two generations were observed in media 

advertising, Wi-Fi/power outlets, live music entertainment, and ordering processes 

(Table 3). However, other variables such as the variety of coffee and non-coffee items 

on the menu, price versus quality, location accessibility, staff friendliness, and 

cleanliness did not show significant differences. Notably, proximity to the city center 

and live music entertainment positively influence millennials, whereas Zoomers 

prioritize the latter in their coffee purchasing decisions. 

 

5.2  Differences in Consumer Preferences between Millennial and Zoomer 

Generations in Coffee Beverage Purchasing Decisions at Coffee Shops in 

Madiun City 

 

The independent samples t-test revealed notable generational differences in coffee 

shop preferences between millennials and Zoomers in Madiun. Specifically, variables 

such as Wi-Fi/power outlets and live music entertainment showed significant 

differences. While Millennials prioritize social interactions over gadgets, the Zoomer 

generation values Wi-Fi for work-related tasks, and live music enhances their social 

media-sharing experiences. These insights highlight the importance of tailoring the 

attributes of the marketing mix to each generation's distinct preferences to increase 
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overall customer satisfaction. 

 

5.3  Consumer Segmentation of Coffee Beverages at Coffee Shops in Madiun City 

and Managerial Implications 

 

Segmentation analysis was conducted using a non-hierarchical clustering method (K-

Means Cluster). The segmentation analysis was based on characteristics using 

variables related to the decision-making process in purchasing coffee beverages and 

preferences, with the marketing mix variables among Millennial and Zoomer 

consumers at coffee shops, as shown (Table 4). 

 

Table 4. Number of segment members of coffee shop consumer 

Segment Number of Members 
Proportion of 

Millennial Zoomer 

1 41 31 10 

2 77   1 76 

3 62 58   4 

 

The research with 180 respondents identified three segments. Segment 2, the largest 

group with 77 respondents, consisted mainly of zoomers. Segment 3, with 62 

respondents, was dominated by millennials, whereas Segment 1 had 41 respondents, 

with an equal split between the two generations. The distance between the clusters, 

indicated by the centroid distance, was considered good when it was relatively high, 

indicating clear differences between segments (Table 5). 

 

Table 5. Distance between segments of coffee shops consumer 

Segments 1 2 3 

1  3.358 3.216 
2 3.358  3.681 
3 3.216 3.681  

 

Among the millennial and zoomer respondents, segment 2 emerged as the most 

prevalent among Madiun City coffee shop visitors. K-means clustering identified three 

optimal clusters: coffee enthusiasts (1) flavor adventurers, (2) quality-oriented coffee 

drinkers, and (3) demographically, the coffee enthusiast segment had a balanced 

generational distribution, while zoomers dominated the flavor adventurers, and 

millennials dominated the quality-oriented segment.  

 

Segment 1 (Coffee enthusiast): 

The coffee enthusiast segment (Segment 1) consisted mainly of unmarried millennial 

males from both Madiun district and city. With a high school education, most are 

private employees with an income between IDR 2,000,001.00 and IDR 5,000,000.00. 

These enthusiasts have a daily coffee shop visit frequency and spend less than IDR 

50,000.00 on average. Their high purchasing frequency suggests a potential increase 

in coffee sales in this segment.  

 

Segment 2 (Coffee Flavor adventurers): 

The coffee flavor adventurer consumer segment (Segment 2) consists mainly of 

unmarried Zoomer females from Madiun District and City with high school education. 

Predominantly, students’ average income ranged from IDR 500,001.00 to IDR 

1,000,000.00. They typically purchase coffee drinks on a weekly basis and spend an 

average of less than IDR 50,000.00 per visit. 
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Segment 3 (Quality-oriented): 

The quality-oriented consumer segment (Segment 3) consists mainly of married 

female millennials from Madiun District and City with a Bachelor's degrees. 

Predominantly employed in the private sector, their income ranges from IDR 

2,000,001.00 to IDR 5,000,000.00. On average, consumers buy coffee from coffee 

shops every month, spending between IDR 50,000.00, and IDR 100,000.00. Both the 

coffee enthusiasts and quality-oriented segments had a similar income range of IDR 

2,000,001.00 to IDR 5,000,000.00, while the coffee taste adventurer segment, 

consisting mainly of students, had an income range of IDR 500,001.00 to IDR 

1,000,000.00. This is in line with limited purchasing desires due to financial 

constraints. 

 

Segmenting coffee consumers in Madiun City, the coffee enthusiast, flavor adventurer 

and quality-focused segments show distinct characteristics in their purchasing 

decisions, driving preferences, and sales. The differences in the characteristics of 

these three segments can be explained as follows. 

 

Segment 1 (coffee enthusiasts): 

Coffee enthusiasts focus on caffeine intake when purchasing coffee. 

Recommendations from friends strongly influenced their choice of coffee shop. The 

value of money is a key consideration for this segment. While exploring similar 

businesses, these consumers consistently return to their preferred coffee shops on 

subsequent occasions, highlighting a distinct post-purchase behavior pattern. 

 

Segment 2 (coffee flavor adventurers): 

Flavor adventurers, a distinct coffee consumer segment, prioritize leisure and 

meetings in coffee shops. Their information-seeking is heavily dependent on 

recommendations, endorsements, and influencer reviews, demonstrating their media-

driven and easily influential nature. Social media plays a crucial role in attracting 

coffee shops. The diversity of the coffee and non-coffee menu options is a key 

consideration. Despite exploring a variety of businesses, these consumers tend to 

return to their favorite coffee shops, demonstrating a consistent pattern of post-

purchase behavior. 

 

Segment 3 (quality-oriented): 

Quality-conscious consumers prioritize coffee experiences influenced by 

recommendations and social media. Price in line with quality is key, with brand loyalty 

demonstrated through repeated visits to favorite coffee shops. 

 

Segment 1, the 'coffee enthusiasts,’ prioritizes caffeine intake and value 

recommendations from friends with an emphasis on value for money. Segment 2, the 

"flavor adventurers,” seek different coffee flavors for leisure and rely on social media 

for information. Segment 3, the "quality driven,” parallels the flavor adventurers, 

prioritizing leisure and social media influence in their purchasing decisions. 

 

K-means cluster analysis identified three psychographic segments in Madiun City's 

coffee shops: coffee enthusiasts, flavor adventurers, and quality-oriented coffee 

connoisseurs. Interval analysis of marketing mix attributes reveals dominant 

differences between segments (product, price, place, promotion, people, physical 

evidence, and process). See Table 6 for detailed psychographic characteristics (see 

quote in Table 6). 
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Table 6. Psychographic characteristics/segmentation preferences of coffee shop 

consumers in Madiun City (product, price, place, and promotion attributes) 

Marketing 

Mix 

Attributes of 

Coffee Shops 

Generations 
Score Total 

Max 

score 

Index 

(%) 

 

Category 

1 2 3 4     

Product 

Variety of 

coffee drink 

Coffee Enthusiast 

(n=41) 

 7 19 15 131 164 79.88 Very 

important 

Coffee Flavor 

Adventurers (n=77) 

 2 21 54 283 308 91.88 Very 

important 

Quality-Oriented 

(n=62) 

 5 13 44 225 248 90.73 Very 

important 

Coffee taste Coffee Enthusiast 

(n=41) 

  7 34 157 164 95.73 Very 

important 

Coffee Flavor 

Adventurers (n=77) 

 1 17 59 289 308 93.83 Very 

important 

Quality-Oriented 

(n=62) 

  8 54 240 248 96.77 Very 

important 

Variety of 

other 

beverages 

Coffee Enthusiast 

(n=41) 

 2 18 21 142 164 86.59 Very 

important 

Coffee Flavor 

Adventurers (n=77) 

 4 27 46 273 308 88.64 Very 

important 

Quality-Oriented 

(n=62) 

  13 49 235 248 94.76 Very 

important 

Price 

Low price of 

coffee drink 

Coffee Enthusiast 

(n=41) 

 6 26 9 126 164 76.83 Very 

important 

Coffee Flavor 

Adventurers (n=77) 

 5 25 47 273 308 88.64 Very 

important 

Quality-Oriented 

(n=62) 

 2 27 33 217 248 87.50 Very 

important 

A price that 

reflects the 

quality of 

the coffee 

drink 

Coffee Enthusiast 

(n=41) 

  15 26 149 164 90.85 Very 

important 

Coffee Flavor 

Adventurers (n=77) 

 2 13 62 291 308 94.48 Very 

important 

Quality-Oriented  

(n=62) 

  9 53 239 248 96.37 Very 

important 

Place 

Access to the 

coffee shop 

Coffee Enthusiast 

(n=41) 

3 6 16 6 87 164 53.05 Important 

Coffee Flavor 

Adventurers (n=77) 

3 3 22 49 271 308 87.99 Very 

important 

Quality-Oriented 

(n=62) 

 6 23 33 213 248 85.89 Very 

important 

Distance of 

the coffee 

shops to the 

consumer’s 

place 

Coffee Enthusiast 

(n=41) 

8 11 16 6 102 164 62.20 Important 

Coffee Flavor 

Adventurers (n=77) 

1 12 27 37 254 308 82.47 Very 

important 

Quality-Oriented 

(n=62) 

 20 21 21 187 248 75.40 Very 

important 

Promotion 

Format of 

promotion 

 

Coffee Enthusiast 

(n=41) 

 5 24 12 130 164 79.27 Very 

important 

Coffee Flavor 

Adventurers (n=77) 

 1 20 56 286 308 92.86 Very 

important 

Quality-Oriented 

(n=62) 

 3 16 43 226 248 91.13 Very 

important 
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Table 6. Psychographic characteristics/segmentation preferences of coffee shop 

consumers in Madiun City (product, price, place, and promotion attributes) 

(Continue) 
Marketing 

Mix 

Attributes of 

Coffee 

Shops 

Generations 

Score 

Total 
Max 

score 

Index 

(%) 

 

Category 
1 2 3 4 

Promotion 

Content of 

the 

promotion 

Coffee Enthusiast 

(n=41) 

4 10 16 11 116 164 70.73 Important 

Coffee Flavor 

Adventurers (n=77) 

 4 32 41 268 308 87.01 Very 

important 

Quality-Oriented 

(n=62) 

1 4 23 34 214 248 86.29 Very 

important 

Media of the 

promotion 

Coffee Enthusiast 

(n=41) 

 4 22 15 134 164 81.71 Very 

important 

Coffee Flavor 

Adventurers (n=77) 

1  21 55 284 308 92.21 Very 

important 

Quality-Oriented 

(n=62) 

8  16 38 208 248 83.87 Very 

important 

People 

Friendliness 

of employees 

Coffee Enthusiast 

n=41)   
5 36 

159 164 96.95 

Very 

important 

Coffee Flavor 

Adventurers (n=77)  
1 12 64 

294 308 95.45 

Very 

important 

Quality-Oriented 

(n=62)  1 7 54 239 248 96.37 

Very 

important 

Employee 

appearance 

Coffee Enthusiast 

(n=41)  
3 15 23 

143 164 87.20 

Very 

important 

Coffee Flavor 

Adventurers (n=77)  
3 22 52 

280 308 90.91 

Very 

important 

Quality-Oriented 

(n=62)  3 13 46 229 248 92.34 

Very 

important 

Employee 

promptness 

Coffee Enthusiast 

(n=41)  
 11 30 

153 164 93.29 

Very 

important 

Coffee Flavor 

Adventurers (n=77)  
 20 57 

288 308 93.51 

Very 

important 

Quality-Oriented 

(n=62)  1 13 48 233 248 93.95 

Very 

important 

Physical Evidence 

Design and 

layout 

Coffee Enthusiast 

(n=41)  
5 21 15 

133 164 81.10 

Very 

important 

Coffee Flavor 

Adventurers (n=77)  
3 17 57 

285 308 92.53 

Very 

important 

Quality-Oriented 

(n=62)  1 18 43 228 248 91.94 

Very 

important 

Access to Wi-

Fi and power 

outlets at 

each table 

Coffee Enthusiast 

(n=41)  
12 13 16 

127 164 77.44 

Very 

important 

Coffee Flavor 

Adventurers (n=77)  
1 19 56 

284 308 92.21 

Very 

important 

Quality-Oriented 

(n=62)  11 28 23 198 248 79.84 

Very 

important 

Toilet and 

Prayer Room 

Coffee Enthusiast 

(n=41)  
2 7 32 

153 164 93.29 

Very 

important 

Coffee Flavor 

Adventurers (n=77)  
 13 64 

295 308 95.78 

Very 

important 

Quality-Oriented 

(n=62)   7 55 241 248 97.18 

Very 

important 
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Table 6. Psychographic characteristics/segmentation preferences of coffee shop 

consumers in Madiun City (product, price, place, and promotion attributes) 

(Continue) 
Marketing Mix 

Attributes of 

Coffee Shops 

Generation 

Score 

Total 
Max 

score 

Index 

(%) 

 

Category 
1 2 3 4 

Physical Evidence 

Environmental 

cleanliness 

Coffee Enthusiast 

(n=41)  
1 9 31 

153 164 93.29 

Very 

important 

Coffee Flavor 

Adventurers (n=77)  
1 12 64 

294 308 95.45 

Very 

important 

Quality-Oriented 

(n=62)   9 53 239 248 96.37 

Very 

important 

live music Coffee Enthusiast 

(n=41) 
12 14 10 5 

90 164 54.88 Important 

Coffee Flavor 

Adventurers (n=77) 
3 25 31 18 

218 308 70.78 Important 

Quality-Oriented 

(n=62) 7 39 15 1 134 248 54.03 Important 

Process 

Ordering 

convenient 

Coffee Enthusiast 

(n=41)  
 17 24 

147 164 89.63 

Very 

important 

Coffee Flavor 

Adventurers (n=77)  
 13 64 

295 308 95.78 

Very 

important 

Quality-Oriented 

(n=62)   22 40 238 248 95.97 

Very 

important 

Processing 

speed 

Coffee Enthusiast 

(n=41)  
 9 32 

155 164 94.51 

Very 

important 

Coffee Flavor 

Adventurers (n=77)  
 14 63 

294 308 95.45 

Very 

important 

Quality-Oriented 

(n=62)   10 52 238 248 95.97 

Very 

important 

Payment 

Convenience 

Coffee Enthusiast 

(n=41)  
 9 32 

155 164 94.51 

Very 

important 

Coffee Flavor 

Adventurers (n=77)  
 6 71 

302 308 98.05 

Very 

important 

Quality-Oriented 

(n=62)   8 54 240 248 96.77 

Very 

important 

Note: 1= very unimportant; 2= unimportant; 3= important; 4= Very important 

 

In Madiun, consumers prioritize a unique taste when choosing a coffee shop. This study 

identifies three segments: coffee enthusiasts, flavor adventurers, and quality-

oriented consumers. These segments value reasonable prices for beverage quality, 

with flavor adventurers and quality-oriented consumers emphasizing loyalty to 

beverage quality. Proximity to the city center influences coffee enthusiasts (distance 

index below 74.99%), while ease of access is a shared value among the identified 

segments, in line with their psychographic characteristics. 

 

In the advertising sector, coffee aficionados, taste seekers, and quality-conscious 

consumers prefer coffee outlets that use advertising media and consider the 

format/concept and advertising content crucial to their decisions (Kandampully et 

al., 2015). In particular, flavor adventurers and quality-oriented consumers favor 

coffee shops with appealing formats and concepts. Employee friendliness is key to 

attracting these segments, with an emphasis on service, employee appearance, and 

the speed of customer service. 

 

In terms of physical evidence, coffee enthusiasts, flavor adventurers, and quality-

conscious consumers favor coffee shops with toilet and prayer facilities. 

Environmental cleanliness, design, layout, Wi-Fi, power outlets, and live music are 

key factors. In terms of process variables, coffee enthusiasts prioritize ordering and 

payment processes, while ‘flavor adventurers and quality-oriented consumers’ find 
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these influential. Recognizing and catering to these preferences can have a significant 

impact on coffee shop businesses by attracting and retaining customers from these 

valuable segments (Kandampully et al., 2015). 

 

6. Discussion  

 

6.1  The Influence of Consumer Segments Consisting of the Millennial and Zoomer 

Generations on Optimizing Marketing Strategies 

 

To sustain coffee businesses amidst evolving consumer lifestyles, understanding the 

preferences of Millennials and Zoomers is critical for coffee shop owners in Madiun 

City. Segmenting consumers by generation allows for tailored marketing strategies 

that align with internal attributes and optimize products, prices, promotions, 

locations, services, physical evidence, and processes (Kandampully et al., 2015). This 

study identified three key segments: coffee enthusiasts, flavor adventurers, and 

quality-oriented coffee drinkers, providing essential insights for targeted marketing 

strategies. 

 

To reach the coffee enthusiast segment effectively, indirect marketing and 

exceptional services should be prioritized for a positive customer experience. Utilize 

relevant marketing concepts, compelling content, attractive discounts, and diverse 

media channels to target both millennials and Zoomers (Sharma & Kanchwala, 2022). 

In addition, there is a clean, comfortable environment with well-maintained facilities, 

including toilets, prayer rooms, and reliable Wi-Fi. Consider providing ample free Wi-

Fi and power outlets at each table as well as live music on certain days. To attract 

the coffee enthusiast segment, coffee shops must prioritize high-quality beverages 

prepared by skilled baristas (Servín-Juárez et al., 2021). Regular training, 

performance reviews, and clear signage increase staff loyalty and satisfaction, and 

meeting consumer preferences for easy ordering and payment processes is crucial. 

 

The Zoomer-dominated Coffee Adventurer segment, which is predominantly female, 

includes students with a budget of less than IDR 50,000.00. To appeal to this group, 

coffee prices should be affordable, without compromising quality. The use of student 

discounts and collaboration with social media influencers can be effective (Vita et 

al., 2021). Emphasizing cleanliness and quality facilities and promoting live music 

events can enhance their experience, while multiple payment methods and friendly 

services contribute to an overall positive experience. 

 

The coffee quality consumer segment (Segment 3), predominantly millennial women 

with busy schedules, showed limited potential for increased coffee shop sales. Despite 

their average income (IDR 2,000,001.00 to IDR 5,000,000.00), fewer visits than 

Zoomers impact sales. They prefer quality to price and are looking for unique flavors. 

To attract this segment, coffee shops should innovate brewing techniques, create 

enticing menus, and use social media endorsements or paid promotions (Vita et al., 

2021). 

 

Offering discounts on large purchases or buy-one-get-one promotions for family visits 

will attract millennials’ interest. Adapt the coffee shop design to millennial 

characteristics and prioritize friendly services. Improving employee quality through 

SOPs is critical (Kusumaradya & Purwadi, 2021). Emphasizing environmental 

cleanliness, self-service options, and improved toilets. While live music is not a 

priority, clear signage and multiple digital payment methods are essential for 

accommodating technological advancements (Bumbac et al., 2020). 
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6.2  Managerial Implication 

 

Based on segmentation analysis data, coffee shop owners can gain valuable insights 

into the characteristics of coffee consumers in Madiun City. Implementing effective 

marketing and managerial strategies is recommended to ensure business sustainability 

amidst competition and evolving consumer behavior. 

 

When selecting target consumer segments, focusing on coffee adventurers and 

quality-conscious consumers is advised, as these segments have the largest number of 

members and better represent Millennial and Zoomer coffee consumers in Madiun 

City. Targeting these demographics has the potential to increase sales and sustain the 

coffee industry in the current market. 

 

6.3 Theoretical Contribution 

 

This study contributes to the marketing strategy literature by analyzing the 

relationship between differences in consumer preferences and purchasing decisions 

for Millennial and Zoomer consumers. Previous research has focused on respondents' 

socio-demographics, including age and income, in purchasing decisions (Rotschedl, 

2023; Yousaf & Huaibin, 2013; Hardiyanti & Puspa, 2021). This research adds 

significantly to our understanding of Millennial and Zoomer consumers in Madiun City 

coffee shops. The research distinguishes preferences between millennials and 

Zoomers, emphasizing attributes such as comfort, facilities, and coffee product 

variety for millennials and comfort, product variety, and price for Zoomers. 

Psychographic analysis based on a marketing mix perspective highlights key 

influences, such as product, price, place, promotion, people, physical evidence, and 

process. The three identified segments - coffee enthusiasts, flavor adventurers, and 

quality-oriented coffee drinkers–offer practical implications.  

 

6.4  Limitations 

 

The limitation of this research is that it does not specifically examine the target 

market through segmentation with several approaches, so the results of this research 

cannot be generalized. This is due to limitations in the variation of the consumer 

population which does not represent each generation. 

 

7.  Conclusion 

 

This study highlights the demographic characteristics and preferences of millennial 

and Zoomer consumers in Madiun City’s cafés. Most consumers are female, unmarried, 

have a bachelor's degree, and are employed in the private sector. Leisure and social 

activities play key roles in coffee purchasing decisions and are often influenced by 

social media content. Distinct preferences emerge between millennials and Zoomers, 

with millennials prioritizing comfort, facilities, and coffee product variety, whereas 

Zoomers focus on comfort, product variety, and price. The deciding factors include 

the coffee shop's signature menu, relationship with the owner, unique concepts, new 

menu items, and coffee blends. Value for money is a key consideration for a significant 

proportion of consumers who are heavily influenced by recommendations and show 

loyalty through repeat purchases. 

 

Examining psychographic characteristics from a marketing mix perspective reveals the 

importance of attributes, such as product, price, place, promotion, people, physical 

evidence, and process. The identification of three optimal consumer segments, coffee 

enthusiasts, flavor adventurers, and quality-oriented coffee drinkers, provides 
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actionable insights for businesses. The recommendation for product positioning with 

innovative coffee flavor differentiation addresses the nuanced preferences of flavor 

adventurers and quality-oriented segments. Overall, these findings offer valuable 

implications for marketing strategies tailored to the diverse needs and behaviors of 

millennial and Zoomer consumers in the local coffee shop industry. 

 

8.  Recommendation 

 

To improve the sustainability of coffee shops, owners should persistently study their 

target markets, identify consumer preferences, and refine their market positioning. 

Routine market research, monitoring of social media trends, and gaining insights from 

influencers can refine marketing strategies and shape consumer preferences. Future 

research should focus on understanding consumers’ WTP within different segments 

and develop marketing strategies for coffee shops tailored to each market segment.  

 

Citation information 

Cite this article as: Zambrota, D. Z., 

Muflikh, Y. N., & Burhani, A. A. I. 

(2024). Purchasing decisions and 

consumer preferences of millennials 

and zoomers at Coffee Shops. Journal 

of Consumer Sciences, 9(1), 102-121. 

https://doi.org/10.29244/jcs.9.1.102

-121 

 

References 

 

Abdusshomad, A. (2021). Gaya hidup 

nongkrong di kafe dan perilaku 

gosip sebagai kontrol sosial. Al-

Adabiya: Jurnal Kebudayaan Dan 

Keagamaan,16(1), 57–68.   

https://doi.org/10.37680/adabiya

.v16i1.593. 

Adhikari, R. P., Collins, R., & Sun, X. 

(2012). Segmenting consumers to 

inform agrifood value chain 

development in Nepal. 

International Food and 

Agribusiness Management Review, 

15(4), 93–114. Retrieved from 

https://espace.library.uq.edu.au/

view/UQ:293290 

As’ad, M. H., & Aji, M. J. M. (2020). 

Faktor yang mempengaruhi 

preferensi konsumen kedai kopi 

modern di Bondowoso. Jurnal 

Sosial Ekonomi Pertanian, 13(2), 

182–199. 

https://doi.org/10.19184/jsep.v13

i2.16441 

Bumbac, R., Bobe, M., Procopie, R., 

Pamfilie, R., Giușcă, S., & Enache, 

C. (2020). How Zoomers’ eating 

habits should be considered in 

shaping the food system for 2030—

A case study on the young 

generation from Romania. 

Sustainability, 12(18), 7390. 

https://doi.10/3390/su12187390 

Cabrian, S. (2021). Bagaimana kedai kopi 

ohayou meningkatkan proses 

keputusan pembelian konsumen di 

Kota Bandung. Jurnal Administrasi 

Bisnis, 17(1), 40-60. 

https://doi.org/10.26593/jab.v17i

1.4320.40-60 

Codrington, G., & Grant-Marshall, S. 

(2004). Mind The Gap. London 

(UK); Penguin Group. 

Fadli, Lubis, S. N., & Chalil, D. (2021). 

Analysis of the attitude, 

preference and satisfaction of 

coffee customers in the coffee 

shop, Takengon City. International 

Journal of Research and Review, 

8(1), 399-407. Retrived from 

https://www.ijrrjournal.com/IJRR

_Vol.8_Issue.1_Jan2021/IJRR043.p

df 

Ferreira, J., & Ferreira, C. (2018). 

Challenges and opportunities of 

new retail horizons in emerging 

markets: The case of a rising 

coffee culture in China. Business 

Horizons, 61(5), 783-796. 

https://doi.org/10.1016/j.bushor.

2018.06.001.  

Firmansyah, E. A., Nurjannah, F. A., 

Indika, D. R., & Gunardi, A. 

(2019). What matters in selecting 

a café? a case of Millennials. 

Jurnal Manajemen dan Pemasaran 



Zamborita et al. Journal of Consumer Sciences (2024), 9(1), 102-121 

DOI: https://doi.org/10.29244/jcs.9.1.102-121 

 

120 
 

Jasa, 12(1):65. 

https://doi.org/1025105/jmpj.v12

i1.3938 

Gusniawan R. I., Kumalasari, B., & 

Azizah, Y. (2023). Preferences, 

needs, and demand analysis of 

health facilities development. 

Journal of Consumer Sciences, 

8(3), 340-359. 

https://doi.org/10.29244/jcs.8.3.

340-359 

Hardiyanti, N. Y., & Puspa, R. (2021). 

Coffee culture di indonesia: pola 

konsumsi konsumen pengunjung 

kafe, kedai kopi dan warung kopi 

di Gresik. Medkom: Jurnal Media 

Dan Komunikasi, 02(01), 26–39. 

https://doi.org/10.20473/medkom

.v2i1.26380 

Jones, E. (2016). Consumer preferences 

for coffee: hot and wet, or quality 

and flavor?. Journal of Food 

Products Marketing, 22(3), 350-

380. 

https://doi.org/10.1080/10454446

.2014.949973 

Kandampully, J., Zhang, T. C., & 

Bilgihan, A. (2015). Customer 

loyalty: a review and future 

directions with a special focus on 

the hospitality industry. 

International Journal of 

Contemporary Hospitality 

Management, 27(3), 379-414. 

https://doi.org/10.1108/IJCHM-

03-2014-0151 

Kotler, P., & Armstrong, G. (2018). 

Principles of Marketing Global 

Edition 17th Edition. London: 

Pearson Education. 

Kotler, P., & Keller, K.L. (2016). 

Marketing Management, 15th 

Edition New Jersey: Pearson 

Pretice Hall, Inc. 

Kusumaradya, N., & Purwadi, D. (2021, 

July). Service quality and brand 

image influence on the purchase 

decision of coffee shop products in 

Yogyakarta. In IOP Conference 

Series: Earth and Environmental 

Science, 828(1), p. 012060. 

https://doi:10.1088/1755-

1315/828/1/012060 

Calvo-Porral, C., & Pesqueira-Sanchez, 

R. (2020). Generational 

differences in technology 

behaviour: comparing millennials 

and Generation X. Kybernetes, 

49(11), 2755-2772. 

https://doi.org/10.1108/k-09-

2019-0598 

Noviani, N., & Sugiar. (2020). Preferensi 

konsumen terhadap produk 

sayuran organik di Kota Medan. 

Prossiding Seminar Hasil 

Penelitian, 3(1), 701–705. Retrived 

from https://e-

prosiding.umnaw.ac.id/index.php/

penelitian/article/view/621 

Priyono, E. (2006). Analisis faktor-faktor 

yang mempengaruhi konsumen 

dalam memilih kafe di Kota 

Surakarta. Benefit, 10(1):49–65. 

https://doi.org/10.23917/benefit.

v10i1.1228 

Putri, N., & Deliana, Y. (2019). 

Perbedaan preferensi konsumen 

Generasi Z antara coffee shop 

besar dan coffee shop kecil di 

Kecamatan Coblong Kota Bandung. 

Pemikiran Masyarakat Ilmiah 

Berwawasan Agribisnis, 6(1), 77–

89. 

https://doi.org/10.25157/ma.v6i1

.2685 

Rahmah, K., & Satyaninggrat, L. M. W. 

(2023). The effect of consumer 

characteristics and lifestyle 

toward purchase decision. Journal 

of Consumer Sciences, 8(3), 395-

413. 

https://doi.org/10.29244/jcs.8.3.

395-413 

Rahmah, K., Sumarwan, U., & Najib, M. 

(2018). The effect of brand equity, 

marketing mix, and lifestyle to 

purchase decision at Maxx Coffee, 

Bogor. Journal of Consumer 

Sciences, 3(2), 01-15.  

https://doi.org/10.29244/jcs.3.2.

01-15. 

Rotschedl, J. (2023). Psychological 

Factors Influencing Consumers. In 

the 3rd Proceedings of the Open 

Scientific Conference, 44-10. 

https://doi.org/10.52950/3OSC.Ist

anbul.2023.5.010 



Zamborita et al. Journal of Consumer Sciences (2024), 9(1), 102-121 

DOI: https://doi.org/10.29244/jcs.9.1.102-121 

 

121 
 

Roscoe, J. T. (1975). Fundamental 

Research Statistics for the 

Behavioral Sciences. New York 

(US): Holt, Rinehart, and Winston. 

Retrieved from 

https://archive.org/details/funda

mentalresea0000rosc_g6d0/page/

184/mode/2up 

Santoso, G., & Triwijayati, A. (2018). 

(2018). Gaya pengambilan 

keputusan pembelian pakaian 

secara online pada Generasi Z 

Indonesia. Jurnal Ilmu Keluarga & 

Konsumen, 11(3), 231-242. 

https://doi.org/10.24156/jikk.201

8.11.3.231 

Servín-Juárez, R., Trejo-Pech, C. J., 

Pérez-Vásquez, A. Y., & Reyes-

Duarte, Á. (2021). Specialty coffee 

shops in Mexico: factors 

influencing the likelihood of 

purchasing high-quality coffee. 

Sustainability, 13(7), 3804. 

https://doi.org/10.22004/ag.econ

.304594 

Sharma, J., & Kanchwala, F. (2022). 

Consumer behaviour and response 

to advertisements and media 

channels: Generation XV/S 

Generation Z. Aweshkar Research 

Journal, 29(2), 47-59. Retrived 

from 

https://www.welingkar.org/sites/

default/files/pdf/we-research-

aweshkar-research-

journal/Aweshkar%20September%2

0issue_2022.pdf 

Statistics Indonesia. (2023). Rata-rata 

konsumsi perkapita seminggu 

menurut kelompok bahan 

minuman per Kabupaten/Kota 

2018-2022. Retrieved from 

https://www.bps.go.id on March 

19, 2023. 

Thakker, S., & Pabalkar, V. (2021). A 

study on the impact of influencer 

marketing on the buying behaviour 

of consumers across different 

generations. International Journal 

of Modern Agriculture, 10(2), 453 

- 464. Retrieved from 

https://www.modern-

journals.com/index.php/ijma/arti

cle/view/767  

Ufer, D., Lin, W., & Ortega, D. L. (2019). 

Personality traits and preferences 

for specialty coffee: results from a 

coffee shop field experiment. 

Food Research International, 125, 

1-9. 

https://doi.org/10.1016/j.foodres

.2019.108504. 

Vita, B., Deitiana, T., & Ruswidiono, W. 

(2021). The online marketing of 

Indonesian street food in Jakarta. 

Cogent Business & Management, 

8(1), 1996215-199. 

https://doi:10.1080/23311975.202

1.1996215 

Widarti, P. (October 1, 2019). 

Pertumbuhan kafe berbasis kopi 

jatim mencapai 18 persen 

setahun. bisnis.com. Retrieved 

from 

https://surabaya.bisnis.com/read

/20191001/531/1154444/pertumb

uhan-kafe-berbasis-kopi-jatim-

mencapai-18-persen-setahun 

Yousaf, S., & Huaibin, L. (2013). 

Profiling consumer behavior in the 

context of involvement level and 

demographic factors: Evidence of 

within-country differences from a 

developing economy. Journal of 

Global Marketing, 26(1), 1-17. 

https://doi.org/10.1080/08911762

.2013.779404 

Himawan, A. G., & Rahadi, R. A. (2020). 

Customer preferences on coffee 

shop consumptions: A conceptual 

model. Advanced International 

Journal of Business, 

Entrepreneurship and SMEs, 2(3), 

19-32. 

https://doi.org/10.35631/aijbes.2

3003 

https://surabaya.bisnis.com/read/20191001/531/1154444/pertumbuhan-kafe-berbasis-kopi-jatim-mencapai-18-persen-setahun
https://surabaya.bisnis.com/read/20191001/531/1154444/pertumbuhan-kafe-berbasis-kopi-jatim-mencapai-18-persen-setahun
https://surabaya.bisnis.com/read/20191001/531/1154444/pertumbuhan-kafe-berbasis-kopi-jatim-mencapai-18-persen-setahun
https://surabaya.bisnis.com/read/20191001/531/1154444/pertumbuhan-kafe-berbasis-kopi-jatim-mencapai-18-persen-setahun

