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Coffee beverage consumption has become more important in the recent years and has touched 

the lifestyles of the old and young people. The research of coffee consumption, especially in 

relation to the lifestyles of the people, therefore needs to be intensified. The purpose of this 

study was to compare the contribution of regulation and lifestyle in determining coffee drink 

consumption among old and young consumers. The theory adopted was the SOR (stimulus-

organism-response) theory and the AISAS (attention-interest-search-action-share) model 

approach. Data were collected online in April-May 2020, and obtained 413 valid respondent 

data, which consist of 207 old respondents and 206 young respondents. The results showed 

that the lifestyle variable had positive effects on attitude and search behavior of both young 

and old generations. The lifestyle variable also had significant effects on coffee consumption 

for both generations. The regulation variable had positive effects on attitude and action of 

young coffee consumers, but it had no effect on attitude, search and action of old consumers. 

The research suggests that, to increase coffee consumption, better regulation approach should 

consider the age of the consumer. Especially, more attention should be paid for the regulation 

on coffee marketing for older generation. 
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1. INTRODUCTION

World coffee consumption has been reported increasing in 

the last few years. International Coffee Organization [1], 

reported the growth of world coffee consumption with the rate 

of about 1.1% per year. However, in spite of the positive 

increase in coffee consumption, the gap of per capita 

consumption between developed and developing countries is 

still relatively high. In 2020 coffee consumption per capita in 

developed countries was relatively high, including Norway 

10.3 kg/year, Switzerland 7.4 kg/year, European Union 5.9 

kg/year, USA 4.9 kg/year, Brazil 5.0 kg/year, while 

consumption of coffee drinks in many developing countries 

was relatively low, namely, Indonesia only 1.4 kg/year, 

Vietnam 1.7 kg/year, the Philippines 1.8 kg/year, Thailand 1.3 

kg/year [1].  

In Indonesia, amid the euphoria of cafe development, coffee 

consumption growth per capita in fact is relatively not very 

high in the last five years; i.e. + 2% per year in average. 

According to local Central Bureau of Statistics, the growth of 

coffee consumption per capita in consecutive years are as 

follows: 2016 was 1.55 kg, 2017 was 1.67 kg, 2018 was 1.73 

kg, 2019 was 1.70 kg and 2020 was 1.70 kg [2-6]. Given this 

large gap between developed countries and developing 

countries, especially for Indonesia, it is possible to increase 

coffee consumption per capita in the near future. 

There are many factors determining the level of coffee 

consumption. Samoggia and Riedel [7] grouped several 

determinants of coffee consumption, including (1) personal 

preferences, (2) economic attributes, (3) product attributes, (4) 

context of consumption, and (5) socio-demographics. 

Moreover they also noted that scientific knowledge of the 

motives and characteristics of coffee consumption is actually 

incomplete due to research that often focused on a limited 

number of issues. Therefore more researches regarding the 

motive and characteristics of coffee consumption are certainly 

still needed.  

Sumarwan [8] further explained that consumer consumption 

decisions are largely determined by; (1) marketing strategies 

by producers and the government, (2) differences in individual 

characteristics, and (3) environmental factors. This statement 

confirms that the government has an important role in 

determining consumer consumption decisions.  

Several theories and approaches have been considered by 

researchers to analyze coffee drinking behavior. This study 

tries to adopt the theory of SOR (Stimulus, Organism, 

Response) [9, 10]. The theory that was initially proposed by 

Mehrabian and Russell describes how people react to stimuli 

in the environment [11]. The theory of S-O-R (Stimulus 

Organism Response) was proposed because of the influence of 

psychology in communication science. The S-O-R framework 

theory arose because psychology and communication 

basically have the same object of study, namely the human 

soul; which includes attitudes, opinions, behavior, cognition, 

affection and conation. The basic assumption of S-O-R theory 

is that the causes of behavior change depend on the quality of 

the stimuli that communicate with the organism.  

The theory suggested that the stimulus will affect the 

organism and the organism will affect the response [11]. Chen 

et al. [12] said that based on the SOR model, consumer 
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behaviors are affected by stimulus, which comes from 

consumer physical, psychological and external environment. 

Affected by stimulus, consumers may produce some 

motivation or attitude, which causes consumer buying 

decision-making.  

The later research revealed that the stimulus not only 

directly affects the organism but it can also directly affect the 

response [13-16]. The model indicates that the created 

environment (S-Stimulus) can influence the customer's mood 

(O-Organism), which generates a behavioral response (R-

Response). The SOR model has been widely used to explain 

consumer loyalty, purchase intention, buying behavior, 

engagement, co-creation and so on [17]. 

Over the last few years, many researches have paid attention 

to consumer behaviors related to electronic transactions. The 

SOR model, even though can be adopted to analyze the online 

business processes, basically are based on traditional 

marketing framework AIDMA (Attention, Interest, Demand, 

Memory, Action) [12]. The responses that have been measured 

using the SOR framework in the last few years are such as 

online purchase intention [18, 19], impulsive buying [20], 

online repurchase intention [19], purchase completion 

intention [21], environmental word of mouth intention for 

organic foods [22].  

Due to the importance of the response of electronic 

transactions, it is important to consider other framework that 

is based on electronic system to the SOR model. The AISAS 

model emerged along with the development of internet 

technology in marketing communication. This model 

explained the situation when in need of high-involvement 

goods, customers will do a deeper search than when need of 

low-involvement stuff. Based on this phenomenon, Dentsu 

analized the situation and proposed a marketing 

communication model, which was then named the AISAS 

model [23]. 

Chen et al. [12] proposed two keys of the later system, they 

are to search information easily and more importantly are to 

accelerate the spreading speed of desirable buying experiences 

(sharing). Those last responses are included in AISAS 

(Awareness, Interest, Search, Action and Share) approach. 

Moreover in order to check the direct and total influences of 

the stimulus on organism and consumer response, the SOR 

then further developed by adopting the AISAS framework.  

The purpose of this study is to measure and to compare the 

significance and contribution of regulation factor together with 

lifestyle factor, in determining the level of coffee drink 

consumption across generation. The research is important to 

explore the appropriate government intervention regarding 

coffee consumption, especially for young and older generation. 

Furthermore, based on the findings of the research, the 

implications of the appropriate coffee beverage marketing 

regulation could be compiled. 

2. LITERATURE REVIEW

2.1 Consumption of coffee beverages 

2.1.1 Coffee drinking measure 

Influences of various factors on coffee drinking behavior 

have been measured in previous studies. Coffee consumption 

are defined as: the habit of drinking coffee [24], intention 

(interest) to drink coffee [25-30], interest in re-

consuming/buying coffee (revisit/repurchase intention) [31-

33], frequency of drinking coffee [34], coffee drinking culture 

[34], coffee drinking satisfaction [27, 30, 35], coffee drinking 

loyalty [36], and the quality of the drinking experience coffee 

(experiential quality) [37]. 

Aguirre [34] found that the important factors determining 

the consumption of coffee drinks, are: gender, family as a 

source of information, health, amount spent, aroma, anti-

migraine effect, family traditions, taste, and energy effects. He 

then proposed in his research, coffee drink consumption 

behavior was measured by the frequency of drinking coffee in 

one day, namely, by the category of 1-2 cups a day, 3-4 cups a 

day, 5-6 cups a day, and over 6 cups a day. His research 

showed that the average Costa Rican 23% drank 1-2 cups, 41% 

drank 3-4 cups and 36% drank 5-6 cups, and none of them 

drank more than 6 cups. His research confirms that gender, 

health, and cultural factors are significant predictors of coffee 

consumption levels in Costa Rica.  

2.1.2 Regulation 

Sumarwan [8] explained the influence of government 

policies and strategies on consumer consumption decisions. In 

domestic consumer consumption, policies and programs to 

increase domestic coffee consumption are very important, 

especially for coffee producing countries [38]. Kanniah [39] 

explained several benefits of programs to increase domestic 

consumption, rather than encouraging exports, including: (1) 

increasing domestic overall demand, (2) reducing logistics 

transportation risks, (3) avoiding the risk of fluctuating 

exchange rates, (4) more profits are obtained because the 

industrial chain to consumption is shorter, (5) avoids 

competition with sources from other countries. Kanniah [39] 

further described several countries that have succeeded in 

encouraging domestic consumption, including Brazil, 

Columbia and Guatemala, through several campaigns and 

promotion programs 

Domestically, in Indonesia, the Government has pushed 

various policies to increase the coffee trade. However, Andoko 

et al. [40] illustrated that at the site level, there are differences 

in perceptions captured by business people, including 

understanding that the central government is not serious in 

handling various issues regarding coffee productivity and 

various issues regarding the sustainability of coffee production. 

This fact shows that producers and consumers in the field may 

feel differently from what policy makers intended. In the 

context of consumer behavior, measurement of consumer 

perceptions is necessary to know the reality that consumers 

feel. 

Based on the review above, some hypotheses regarding 

regulation variable could be developed, they are: 

H1: Regulation has a positive effect on Attitude 

H2: Regulation has a positive effect on Search 

H3: Regulation has a positive effect on Action 

2.1.3 Lifestyle 

Lifestyle is one of the important factors influencing a 

person’s consumer behavior. There are many researches 

examining the influences of lifestyle factors to food/beverage 

consumer behavior [41-44]. Basha et al. [41] and Najib et al. 

[45] showed that lifestyle is one of one's motives for

consuming organic products. An environmentally friendly

lifestyle significantly influences the intention to buy organic

products.

Some researchers [24, 26] have studied lifestyle as one 

variable of coffee consumption. The research results are 
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generally in line with the results of other researches regarding 

food consumption, that lifestyle variables have a significant 

effect on coffee drinking behavior. Chairy [26] showed that a 

lifestyle with spirituality affects a person's intention to drink 

coffee. Lifestyle here is related to how a person lives, namely 

his activities, interests, likes, attitudes, consumption, 

expectations and feelings. 

The relationships between consumption behavior and 

purchasing decision making behavior for canned coffee have 

been observed by some researchers [46]. They revealed that 

(a) different lifestyles have a significant effect on the amount 

of consumption and purchasing decision making; (b) different 

consumption motives have a significant effect on the amount 

of consumption and the level of preference for usage behavior 

and purchasing decision making. Zahra and Anoraga [47] also 

show that there is a positive relationship between lifestyle and 

consumptive behavior patterns of students towards goods that 

are less needed. 

Based on the analysis above, the influence of lifestyle to the 

consumer behavior can be predicted. Some hypotheses about 

lifestyle as an independent variable could then be developed, 

they are: 

H4: Lifestyle has a positive effect on Attitude 

H5: Lifestyle has a positive effect on Search 

H6: Lifestyle has a positive effect on Action 

 

2.2 Generation and coffee consumption 

 

There are some definitions of generations that have been 

proposed, namely Baby Boomers, Generation Xers, 

Generation Y/Millenial, and Post Millenials [48, 49]. For the 

purpose of this research, the definition is described as follows: 

Silent (Born 1928-1945), Boomers (Born 1946-1964), 

Generation X (Born 1965-1980), Millenials (Born 1981-1994) 

and Generation Z (Born 1995-2010). 

Some researchers stated that there could be relationships 

between generation (age) and certain food/drink consumptions 

[24, 50, 51]. Hewlett and Wadsworth [24] stated that coffee 

and tea drinking patterns are largely determined by 

demographic factors, health and lifestyle considerations. Their 

research revealed that there could be association between age 

and coffee consumption behavior.  

Howe and Strauss [52] stated that Millennials are often 

defined by their preoccupation with instant information 

transfer. Furthermore, food plays an important role in the 

social interactions of Millennial consumers where they can 

spend their money on recreation which includes eating as 

opposed to other experiences. This is supported by Harris et al 

[53], which showed that millennials spend a lot of their money 

on fast food compared to other commodities. Solomon [54] 

showed the relationship between millennial socialization, 

entertainment and consumption patterns, related to their 

interest in fun; and their high spending ability built on the idea 

that Millennials live for the moment and believe in enjoying 

themselves. 

Segokgo [55] in a study of millennials found that the level 

of knowledge affects the food consumption decisions of 

millennials. Millennials with low levels of nutritional 

knowledge are more likely to be influenced by fast food 

advertisements. Chairy [26] shows that spirituality and 

lifestyle positively and significantly affect the intention to 

consume organic coffee among millennials. 

Falkner [51] also showed that there is association between 

age and coffee consumption. Based on his own research, he 

concluded that differences exist between the coffee 

preferences across all generations, especially when it comes to 

the current trends (e.g., premiumization, convenience, and 

sustainability).  

The previous findings showed that the association between 

coffee consumption and consumer age clearly existed. 

However the form of association could be different in certain 

respondents and commodity. Moreover the behavior of old 

consumers could be different from the one of young consumer. 

The research that focused on behavior across generations, 

therefore could reveal some insight and practical 

recommendation. 

 

2.3 AISAS model 

 

Recent developments in the internet technology and product 

marketing provide an even stronger impetus to explore 

suitable models. The AISAS model is considered to be more 

relevant to the latest development since consumer behavior 

now has been more influenced by internet compared to the 

previous era. Sugiyama and Andree [23] explain that this 

change in behavior patterns is driven by the rapid development 

of internet technology so as to create a digital or online era. 

The communication strategy is directed at creating scenarios 

that direct consumers to voluntarily seek information about 

products, buy products, and then spread positive word-of-

mouth to other consumers.  

Some researchers have been carried out adopting AISAS 

model. Abdurrahim et al. [56] confirmed that the AISAS 

model can be used to analyze the effect of tourism destination 

in social media to the customers. Iskandar et al. [57] measured 

and proved the effects of AISAS variables to the Sharia 

Banking Literacy. Utama et al. [58] adopted the AISAS 

principle to measure effects of some parameters to coffee 

consumption behavior. Moreover, in the context digital 

consumers, research conducted by Najib and Fahma [59] 

demonstrated that attitude positively influenced consumer’s 

action.  

Furthermore, as described by Sugiyama and Andree [23], it 

can be seen that the Attention and Interest (AI) variables are 

actually a single psychological process. In this research they 

are classified as Attitude. This is different from the Search, 

Action and Share (SAS) variables, which are more of a 

behavioral process as a result of the AI process.  

Based on the review above, some hypotheses regarding the 

interactions among Attitude, Search, Action and Share could 

be proposed as follows: 

H7: Attitude has a positive effect on Search 

H8: Attitude has a positive effect on Action 

H9: Search has a positive effect on Action 

H10: Action has a positive effect on Share 

 

2.4 Research model 

 

In this study, the principles of SOR (Stimulus, Organism, 

and Response) were adopted. The variables of Regulation and 

Lifestyles were included as stimuli, Attitude was included in 

the organism, and response were consisted of Search, Action 

and Share. It was expected that Regulation factor would 

directly affect Attitude, Search and Action of the coffee 

consumers. It was also expected that Lifestyle would directly 

affect Attitude, Search and Action of the coffee consumers. In 

this last principle, factors of Awareness and Interest were 

combined into a single factor of Attitude. The last parameter 
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of the model was Share. 

The research design was described in Figure 1 as follows: 

 

 
 

Figure 1. Coffee consumption research model 

 

 

3. RESEARCH METHOD 

 

3.1 Location and time of research 

 

Data collection was conducted through an online survey in 

April-May 2020. The research was carried out in the territory 

of Indonesia, especially on the island of Java, which is the 

most populous area in Indonesia. Questionnaires were 

distributed online to the respondents in person and through 

social media that could be accessed by the public, including 

Facebook, Instagram, WhatsApp, and Telegram. 

 

3.2 Sampling method 

 

The respondents were chosen based on convenience 

sampling method, which is part of the non-probability 

sampling. Every consumer who meets the population criteria 

does not have the same opportunity to be selected as a sample 

because the sample selection is based on the researcher's 

decision [60]. Convenience sampling is a data collection 

technique based on certain research criteria. Convenience 

sampling is also used because the exact population size is 

unknown [61]. The criteria for respondents in this study are 

consumers who were used to drinking coffee at least once a 

week. Samples collected in this study were 420. However, 

after cleaning process, there are 413 samples that can be 

continued to the analysis process. The data was then stratified 

into two groups, namely old generation group (BX generation) 

which consists of 207 people, and young generation group (YZ 

generation) which consists of 206 people. 

 

3.3 Variables and indicators 

 

There are six latent variables used in this study, namely, 

Regulation (REG), Lifestyle (LS), Attitude (AT), Search (SE), 

Action (AC) and Share (SH). Regulation and Lifestyle 

variables are exogenous variables, while the variables of 

Attitude, Interest, Search, Action and Share are endogenous 

variables. The description of the variables and indicators can 

be seen in Table 1. 

 

3.4 Data processing 

 

Data were processed using Structural Equation Modeling 

(SEM) framework and LISREL 8.80 applications. SEM 

analysis involves both the test of a measurement theory and 

the structural theory that links constructs together in a logically 

meaningful way. Moreover, SEM is used because it can be 

used to measure and analyze the relationships of observed and 

latent variables [62]. Whereas LISREL is adopted because this 

application can be used for standard and multilevel structural 

equation modeling. These methods are available for the 

complete and incomplete complex survey data on categorical 

and continuous variables [63]. 

 

Table 1. Variables and indicators of the model 

 
Num Variable Operational Definition Code Indicator Reference 

1 
Government 

Regulation 

Various Government 

policies/programs related to coffee 

consumption 

REG1 Appreciation for Gov. policies. 

[64] 
REG2 Follow Gov. recommendation 

REG3 Education to the community 

REG4 Various Government programs 

2 Lifestyle 

Expression of how a person lives, 

and activates his self-concept, which 

is determined by past experiences, 

internal characteristics, and current 

conditions. 

LS1 Always try to consume 

[26, 63, 65] 

LS2 Invite others to drink 

LS3 Try to have supplies 

LS4 Keep trying to drink 

LS5 Always follow developments 

3 Attitude 

Evaluation, emotional feeling, and 

tendency to act from someone 

who likes or dislikes an object. 

AT1 Preference level 

[66] 

AT2 Satisfaction level 

AT3 Feelings for coffee 

AT4 Love for taste 

AT5 Feel loyal 

4. 
Search 

 

Efforts from consumers to find 

more information from the 

internet about coffee 

 

SE1 Searching more information 

[23, 56] 
SE2 Searching through social media 

SE3 Make use of search engines 

SE4 Searching by asking other people 

5. Action 

Purchase / consumption activities 

carried out by coffee consumers. 

 

AC2 Consumption due to promotion 

[23, 56] AC3 Drink coffee because of the taste 

AC6 Action Because the purchase is easy 

6. Share 

The activity of sharing coffee 

drinking experiences on social 

media / internet. 

SH1 Share because it meets expectations 

[23, 56] 
SH2 Share because hope friends will find 

SH3 Share because it does not match expect 

SH4 Share via personal social media 
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4. RESULTS AND DISCUSSION 

 

4.1 Results 

 

Based on the respondent profile data (Table 2), from a total 

of 413 respondents, 299 people (72%) were men, while 114 

others (28%) were women. In addition, it is important to 

convey the age composition of respondents consisting of 

young respondents, namely, the Generation Z (born between 

1995-2010), as many as 104 people (25%), and the Millennial 

Generation Y (born between 1980-1994), as many as 102 

people (25%). While the older/mature generation consists of 

the Baby Boomers generation born between 1946-1964, as 

many as 27 people (6%), and the Generation X born between 

1965-1979, as many as 180 people (44% of the respondents). 

With a composition of 50-50 between the younger generation 

and the mature generation, it can be said that this research 

reaches proportionally in all generations. It is also important 

to mention that all respondents are coffee drinkers, as shown 

in Table 2. 

The Goodness of Fit (GOF) test of the model (Table 3) 

shows that in general the models are good and acceptable in 

describing the interactions between variables in the model. 

Furthermore, the calculation of the reliability of the models, as 

can be seen in Table 4, result in Construct Reliability of 0.97 

and Variance Extracted of 0.57 for BX generation model; and 

Construct Reliability of 0.96 and Variance Extracted of 0.50 

for YZ generations. According to Hair et al. [62], the minimum 

standard of CR is 0.7 and VE is 0.5. Although for the 

exploratory test the minimum standard of 0.6 and VE of at 

least 0.4 is still acceptable [67]. 

Table 5 shows the outputs of the LISREL8.8 application, 

which shows the t-value of each variable in the model and its 

interaction with other variables. Based on the t-count test, it 

was found that of the 20 proposed hypotheses, twelve 

hypotheses could be accepted and eight hypotheses were 

rejected.  

 

Table 2. Profile of respondents 

 
No Dimension Class Sum % 

1. Gender Men 299 72 

  Women 114 28 

2. Generation Baby boomers 27 6 

  Gen. X 180 44 

  Gen. Y - Millennial 102 25 

  Gen. Z 104 25 

3. Education High School 74 18 

  Diploma 29 7 

  Bachelor 205 50 

  Post Graduate 105 25 

4. Job Private Employee 78 19 

  Entrepreneur 32 8 

  Civil Servant 187 45 

  Student 72 17 

  Other 44 11 

5. Drink Frequency Uncertain 75 18 

  1 - 3 times a week 72 17 

  Once a day 102 25 

  Twice a day 105 25 

  Three times a day 27 7 

  > 3 times a day 32 8 

 

Of the BX generation cluster, five hypotheses are accepted, 

they are H4 (Lifestyle has a positive effect on Attitude), H5 

(Lifestyle has a positive effect on Search), H6 (Lifestyle has a 

positive effect on Action), H9 (Search has a positive effect on 

Action), H10 (Action has a positive effect on Share). Five 

other hypotheses of the BX generation cluster were rejected, 

they are H1 (Regulation has a positive effect on Attitude), H2 

(Regulation has a positive effect on Search), H3 (Regulation 

has a positive effect on Action), H7 (Attitude has a positive 

effect on Search) H8 (Attitude has a positive effect on Action).  

 

Table 3. Analysis of the suitability (goodness of fit test) of the overall models 
 

GOF Cut off Value 
BX Generation YZ Generation 

Result Note Result Note 

Chi-square (χ2) It should be a small value 487.10  353.88  

Df  239  241  

( χ2 )/df ≤ 3; 2:1 [68], 3:1 [69] 2.04 Good fit 1.47 Good fit 

RMR RMR ≤ 0.05 [68], or 0.08 [62] 0.065 Good fit 0.058 Good fit 

RMSEA  0.08 0.071 Good fit 0.047 Good fit 

GFI  0.90 0.84 Marginal Fit 0.88 Marginal Fit 

AGFI  0.90 0.78 Marginal Fit 0.84 Marginal Fit 

CFI ≥ 0.90 0.98 Good fit 0.99 Good fit 

NFI ≥ 0.90 0.96 Good fit 0.96 Good fit 

NNFI ≥ 0.90 0.98 Good fit 0.98 Good fit 

RFI ≥ 0.90 0.95 Good fit 0.95 Good fit 

IFI ≥ 0.90 0.98 Good fit 0.99 Good fit 

 

Table 4. Calculation of model reliability 
 

Latent 

Variable 

BX Generation YZ Generation 

Reliability 
Description 

Reliability 
Description 

CR≥0.7 VE ≥ 0.5 CR≥0.7 VE ≥ 0.5 

Regulation 0.79 0.49 Reliable 0.80 0.50 Reliable 

Lifestyle 0.86 0.54 Reliable 0.83 0.50 Reliable 

Attitude 0.86 0.55 Reliable 0.85 0.53 Reliable 

Search 0.93 0.78 Reliable 0.82 0.54 Reliable 

Action 0.67 0.41 Reliable 0.68 0.42 Reliable 

Share 0.86 0.60 Reliable 0.77 0.46 Reliable 

Overall 0.97 0.57 Reliable 0.96 0.50 Reliable 
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Table 5. Hypothesis testing results 

 
Hypotheses Path t-value Direct Effect Total Effect t-Valuation 

BX Generation     

H1 REG→AT 1.87 0.13 0.13 Rejected 

H2 REG→SE 1.43 0.12 0.15 Rejected 

H3 REG→AC -1.23 -0.08 0.02 Rejected 

H4 LS→AT 8.99 0.79 0.79 Accepted 

H5 LS→SE 2.74 0.43 0.60 Accepted 

H6 LS→AC 3.29 0.44 0.86 Accepted 

H7 AT→SE 1.34 0.21 0.21 Rejected 

H8 AT→AC 1.03 0.13 0.13 Rejected 

H9 SE→AC 6.76 0.54 0.54 Accepted 

H10 AC→SH 9.07 0.89 0.89 Accepted 

YZ Generation     

H1 REG→AT 2.80 0.21 0.21 Accepted 

H2 REG→SE -0.24 -0.02 0.05 Rejected 

H3 REG→AC 2.83 0.23 0.27 Accepted 

H4 LS→AT 7.54 0.67 0.67 Accepted 

H5 LS→SE 4.86 0.57 0.78 Accepted 

H6 LS→AC -0.61 -0.09 0.60 Rejected 

H7 AT→SE 2.80 0.32 0.32 Accepted 

H8 AT→AC 0.10 0.01 0.01 Rejected 

H9 SE→AC 4.93 0.87 0.87 Accepted 

H10 AC→SH 7.36 0.94 0.94 Accepted 

 

Moreover Table 5 shows that for YZ generation, of ten 

hypotheses, seven hypotheses are accepted. They are H1 

(Regulation has a positive effect on Attitude), H3 (Regulation 

has a positive effect on Action), H4 (Lifestyle has a positive 

effect on Attitude), H5 (Lifestyle has a positive effect on 

Search), H7 (Attitude has a positive effect on Search), H9 

(Search has a positive effect on Action) and H10 (Action has 

a positive effect on Share). Three hypotheses are rejected. 

They are H2 (Regulation has a positive effect on Search), H6 

(Lifestyle has a positive effect on Action), H8 (Attitude has a 

positive effect on Action). 

 

4.2 Discussion 

 

The above results show that for BX generation, Regulation 

variable does not significantly influence Attitude, Search and 

Action. The direct effect of Regulation to Attitude, Search and 

Action is only 0.13, 0.12 and -0.02 respectively. Moreover the 

total effect of Regulation to Action is only 0.02. It means that 

for BX generation, there is no adequate government regulation 

and program that has encouraged them to consume more 

coffee. This generation possibly feels that if there are 

regulations and programs regarding coffee consumption, the 

regulations and programs are not for them or not enough to 

encourage them to consume the coffee. For this generation, 

coffee consumption is more influenced by their lifestyles 

rather than by regulation. 

Moreover, the results confirm several previous studies that 

there is a relationship between lifestyles and consumer 

behavior. For BX generation, Lifestyle significantly and 

strongly influences Attitude, Search and Action behavior of 

the consumer, with the total effect of 0.86. Lifestyle also has a 

strong direct effect to the attitude as shown by the effect of 

0.76. Lifestyle also influences directly to the action as shown 

by the effect of 0.44. Lifestyle influences all aspects of 

consumption behavior, including Attitude, Search and Action. 

For BX generation, there is no significant effect of Attitude 

on Search and Action, however the load of the effect of 

Attitude on Search is high enough, i.e. 0.21. Whereas the effect 

of Attitude to Action is only 0.16. It means that Attitude 

generally influences Search. Moreover, Search significantly 

influences Action, and Action influences Share. 

For YZ generation, the effect of regulation is different from 

the effect of regulation for BX generation. For YZ generation, 

Regulation significantly influences the Attitude with the direct 

effect of 0.21. Likewise Regulation also significantly 

influences Action with the direct effect of 0.24 and total effect 

of 0.27. This fact implies that YZ generation might feel that 

they are benefited by the government regulation. Or it is 

possible that the young generation is relatively more 

responsive to the government regulation. 

Moreover, the influence of Lifestyles to consumer behavior 

is also significant as showed by t test and loading effects as 

follows. Lifestyle has significant effect on Attitude and Search 

with the direct effect of Lifestyle to Attitude and Search is 0.67 

and 0.57. The direct effect of Lifestyle to Action is not 

significant with the loading factor of only -0.09. However the 

total effect of Lifestyle to Action is relatively high with the 

loading factor of 0.60. 

These results indicate that, in general for YZ generation, 

Regulation and Lifestyle have positive and significant effects 

on consumer behavior. Even though H2 is rejected, (meaning 

the Regulation does not have positive effect on Search), 

however the total effect of Regulation is relatively still high. 

Likewise, Lifestyle has a positive effect on coffee 

consumption behavior with the effect values of Regulation are 

of 0.67 (H4) and 0.57 (H5). Even though H8 is rejected, i.e., 

Lifestyle does not have positive on action, however the total 

effect of Lifestyle on consumer behavior is still relatively very 

high. 

The difference between BX generation and YZ generation 

lies in Regulation variable, where in the BX generation, 

Regulation variable has no effect on coffee consumption 

behavior. The total effect of Regulation variable to Action 

behavior is very small, i.e. 0.02. Meanwhile in the YZ 

generation, Regulation variable has a significant effect on 

consumer behavior. The total effect of Regulation to Action 

behavior is relatively high, i.e. 0.27.  
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This finding shows that the Regulation as a stimulus has 

resulted in difference response on the consumers. In other 

words, the older generation may feel that government 

regulations do not pay much attention to their consumption 

preferences. So whatever the regulations are, even though the 

government concerns to the young generation, it does not 

affect the old consumption patterns. 

Meanwhile, in the younger generation, government 

regulations are considered sufficient to pay attention to their 

interests and preferences. It could be that the emergence of 

many new cafes, those are loved by young people, is 

considered as a part of the government's attention to the 

younger generation of coffee lovers. In addition, it is also 

possible that the psychology of the young generation which 

usually more responsive to any stimulus, makes them to also 

be more responsive to any regulation by government. 

Based on the analysis above, it can be seen that there is a 

similar response between the BX generation and the YZ 

generation due to the influence of Lifestyle variables. The total 

effect of Lifestyle variables on the consumption behavior of 

BX generation is significant and positive, with a loading factor 

of 0.86. Likewise, the total effect of Lifestyle variable on the 

consumption behavior of YZ generation is positive and 

significant, with the value of 0.60. However, when further 

compared, it is seen that the BX generation has a relatively 

greater influence of Lifestyle than the YZ generation does. 

This fact proved that the influence of Lifestyle factors to the 

older generation behavior is relatively greater than to that of 

the younger generation behavior.  

Further observations on the significance test of the Attitude, 

Search, Action and Share variables show that in general the 

test results are in line with the proposed hypotheses, namely 

Attitude affects Search and Action, Search affects Action, and 

Action affects Share. However, there is a slight difference in 

the component of the effect of Attitude on Search and Action 

responses, between BX and YZ generations. In the BX 

generation, Attitude is relatively not significant in influencing 

Search and Action. Whereas in the YZ generation, Attitude is 

relatively not significant in influencing Action, but it 

significantly influences Search. Moreover, in both BX and YZ 

generations, Search has a significant effect on Action and 

Action has a significant effect on Share. Furthermore, when 

compared, it appears that the effect of Search on the Action 

variable is 0.54 in the BX generation, while the effect of 

Search on the action in the YZ generation is 0.87. Likewise, 

the effect of Action on the Share of the BX generation is 0.89, 

while the effect of the Action on the YZ generation is 0.94. 

This result confirms the difference in the responses of the 

two-generation clusters. The effect of Search on Action, and 

the effect of Action on Share, are relatively higher in the YZ 

generation than in the BX generation. This finding is in line 

with the fact presented by Dimock [49] that generation Z 

dominates online searches for information in the last few years, 

and by Zhu et al. [19] that generation Y accesses internet very 

frequently and seek for information actively. Moreover, it can 

be resumed that the tendency of young people using 

information technology tools in consuming coffee is higher 

than the older generation. 

 

4.3 Managerial and theoretical implication 

 

Based on the analysis above, it is obvious that regulation 

variable has different responses according to the age of the 

respondents. For young generation coffee consumption 

resulted in significant consumption behavior. However for the 

old generation, there is no significant effect of coffee 

consumption. This means that the YZ generation feels that the 

current regulations that encourage coffee consumption are 

quite favorable to them. On the other hand, the BX generation 

could have known better about what has been done by the 

government and feels that the government pays little attention 

to policies and programs that encourage people to increase 

their coffee consumption. Therefore, several policies and 

programs need to be formulated to encourage coffee 

consumption.  

Learning from countries and regions that have succeeded in 

increasing coffee consumption, such as Brasil, Columbia, 

Guatemala [39], and because the environment issue is now 

become concerns of many consumers [70], and in accordance 

with the research regarding coffee policies in Indonesia [40], 

the Indonesian Government can develop policies and 

programs according to the local context, including: (1) 

Ensuring the coffee to be produced by the industry and 

consume by people is of high quality, (2) Organizing various 

expos and events about coffee, which focus on, among others: 

developing coffee culture through education, consuming local 

coffee is an important part of a pleasant modern life, 

promoting local coffee as a world-class sustainable product, 

(3) Celebrating the coffee harvest season and offering coffee 

tour packages to visit production centers and the coffee 

industry. 

This research contributes to the existing literature in the 

following ways. First, the research provides empirical and 

updated findings for SOR model in combination with AISAS 

framework in the case of coffee consumption in Indonesia. 

Second, the study highlights the role of regulation and lifestyle 

in coffee consumption, which confirms that lifestyle strongly 

determines the coffee consumption, whereas regulation has 

different response depending on the consumer generation. In 

the older generation, coffee consumption is more triggered by 

their lifestyle rather than by external stimuli. In the younger 

generation, coffee consumption is influenced not only by 

lifestyle factors but also influenced by external stimuli. Third, 

the research confirms that regarding coffee consumption the 

younger generation is more responsive to external stimuli than 

the older generation. Or in other words, the older generation 

tends to be less responsive to external stimuli, which in this 

case is a regulatory stimulus. 

 

 

5. CONCLUSION AND RECOMMENDATION 

 

Some conclusions of this research are: First, the effects of 

Regulation to the coffee consumer behavior across generations 

are different. For the BX generation, the Regulation variable 

does not have a positive and significant effect on the behavior 

of coffee drink consumption; while for the YZ generation, the 

Regulation variable has a positive and significant effect on the 

behavior of coffee drink consumption. Second, Lifestyle has a 

positive and significant influence on coffee consumption 

behavior for both BX and YZ generations. However, the 

Lifestyle variable in the BX generation has a greater influence 

on the behavior of coffee drink consumption than in the YZ 

generation. Moreover in the older generation, coffee 

consumption is more triggered by their lifestyle rather than by 

external stimuli. Third, the combination of the SOR model and 

the AISAS framework has proven to be able to describe very 

well the concept of coffee consumption behavior from 
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different generations in the recent era. Fourth, both the older 

and younger generations have a real tendency to seek 

information using internet (Search) and share their experiences 

in consuming (Sharing) to other people. However, the younger 

generation appears to be more intensive in seeking information 

and more extensive in sharing experiences than the older 

generation does. 

This study has limitations, namely it is still too general in 

mapping the influences of regulation on coffee consumption 

and therefore requires a more detailed analysis. Some 

recommendations therefore could be considered, among 

others: First, further research needs to be carried out to identify 

the main factors causing the insignificant regulatory factor for 

coffee consumption in the BX generation. Second, more 

research to measure consumption across generation need to be 

carried out with more stimuli as variables. Third, efforts to 

increase coffee consumption can be taken according to the 

local context, among others, through improving the quality of 

coffee, various promotions and campaigns.  
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