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Abstract: This study analyzes the effect of Customer Value, User Preference, and Perceived 
Product Quality on Purchase Decision of processed coffee products. This research uses 
quantitative methods with primary data obtained through distributing questionnaires to coffee 
consumers in the Central Java region. The data were analyzed using descriptive and statistical 
analysis, including validity, reliability, and multiple regression tests. The results showed that 
Customer Value, User Preference, and Perceived Product Quality have a significant and 
positive influence on the Purchase Decision of processed coffee products. This study 
recommends coffee companies to pay attention to these factors in their marketing and product 
development strategies to increase customer satisfaction and sales. 
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INTRODUCTION 

Introduction 
 Research related to Customer Value and User Preference has been widely conducted in 
various sectors, such as fast consumption products, technology, and health services, and is now 
also being applied to beverage-based products, especially processed coffee (Fernandez et al., 
2024; Laos-Espinoza et al., 2024; Perrea et al., 2023; Rahn & Yeretzian, 2019). Over time, 
processed coffee research has evolved from the study of basic product attributes to a more in-
depth approach, emphasizing consumer experience and product quality (Calderón-Fajardo et 
al., 2024). The quality of the product will drive the purchase decision of a product (Qiu et al., 
2024). High quality and superior processed coffee products will attract more attention from 
consumers. Consumers who are satisfied with the value provided will be more likely to make 
repeat purchases (Qiu et al., 2024). This repurchase indicates the value perceived by the 
customer. Customers who feel the benefits of the product tend to form strong preferences 
(Reina-Usuga et al., 2024). The strength of user preference for a product indicates that good 
quality will encourage loyalty, then it becomes an important asset for coffee business owners 
(Fernandez et al., 2024). 
 Consistent coffee purchases will encourage sustainable consumer engagement, which 
will support Indonesia's coffee industry to grow. The development of the Indonesian coffee 
industry is not only known for its quality, but also for its unique coffee types that do not exist 
in other countries (Lestari, 2023). As with coffee in other regions, around 85.15% of coffee is 
produced by the island of Java from the total national coffee production (Febrianti et al., 2024). 
). National coffee production in Indonesia in 2023 reached 9.7 million bags (Kompas, 2024). 
In addition, domestic coffee consumption also increased by 4.79 million bags in 2023/2024, 
driven by economic recovery and lifestyle trends that increasingly integrate coffee into daily 
life (Good Stats, 2024). 
 In daily life, people now not only consume instant coffee that is practical, but now prefer 
the experience of enjoying coffee, which makes it an important factor in purchasing decisions 
(Laos-Espinoza et al., 2024). The prioritized coffee purchase is no longer just about 
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convenience, but the quality of the taste is more authentic. The authentic taste and variety of 
coffee flavors today make people interested in trying other types of coffee, such as specialty 
coffee that offers a different experience (Rahn & Yeretzian, 2019). Unlike the consumption of 
instant coffee, consumers are now starting to choose coffee that has a strong character in taste 
and presents its own experience when enjoying it. Experience in enjoying coffee is now a 
priority for coffee lovers, coffee with high quality is increasingly becoming the main focus in 
the industry (Fernandez et al., 2024). The instant coffee industry is struggling to compete with 
consumers' desire to prioritize the coffee process (Giovanni & Nadapdap, 2021). More complex 
and in-depth coffee processes offer a unique experience that regular instant coffee cannot 
provide. Drinking coffee has changed from a routine to an experience that consumers value 
more because it involves quality, taste and authenticity of the process (Lestari, 2023). 
 Based on the above background, this study has several research questions, namely: (1) 
Does customer value have a significant effect on purchasing decisions for processed coffee 
products? (2) Does user preference influence purchasing decisions for processed coffee 
products? and (3) Is perceived product quality an important factor in making purchasing 
decisions for processed coffee products? Thus, the purpose of this study is to analyze in depth 
the effect of Customer Value, User Preference, and Perceived Product Quality on Purchase 
Decision on Processed Coffee Products. 
 

LITERATURE REVIEW 
Consumer purchasing behavior is shaped by customer values, user preferences, and 

perceived product quality. These factors reflect how benefits are evaluated, preferences are 
aligned, and product quality is assessed prior to purchase. The following section explores the 
relationship of these factors to purchase decisions through relevant theories and studies. 
 
Theory of Consumer Behavior 

The Engel, Blackwell, and Miniard Consumer Behavior Model (EBM) is a framework 
that explains the stages that consumers go through when making purchase decisions. The model 
highlights how internal factors, such as motivation, beliefs, and attitudes, interact with external 
influences, such as marketing strategies and social factors (Engel et al., 1995). The process 
begins with problem recognition, which is when consumers realize a need or problem that must 
be addressed, which then encourages them to search for information from various sources such 
as personal experience, advertisements, or friends' recommendations. After that, consumers 
enter the alternative evaluation stage, where they compare different products or brands based 
on criteria such as price, features, and quality. The results of this evaluation will determine the 
purchase decision, which is when consumers choose a particular product or service. After the 
purchase, consumers will conduct a post-purchase evaluation, where they evaluate their 
satisfaction or dissatisfaction, which can later influence their future decisions. 

This model, also known as the consumer decision model, extends to the divestment 
stage, which is when the consumer finally releases or discards the product after its use is 
complete. According to Darley et al. (2010), this process consists of seven stages: need 
recognition, information search (both internal and external), alternative evaluation, purchase, 
post-purchase evaluation, and divestment. This model not only describes how consumers make 
decisions, but also how environmental, social, and psychological factors play a role in the 
process. The divestment stage, although often considered the final stage, is important for 
understanding how products are recycled, resold, or discarded, thus closing the cycle of the 
consumer journey. 
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Purchase Decision 
The purchase decision is the final stage of the consumer decision-making process. At 

this stage, consumers choose a product or service that they think will meet their needs (Fattah 
AL-AZZAM & Al-mizeed, 2021). Many factors influence this decision, such as consumers' 
perceived value, personal preferences and perceptions of product quality. According to 
research, consumers are more likely to buy if they feel the product has high value and quality 
(Komalasari et al., 2021). After buying, consumers will usually evaluate their experience using 
the product. This evaluation is important because it can influence their decision to repurchase 
in the future. 
 
Customer Value 

Customer value can be defined as the benefits felt by consumers from a product or 
service compared to the costs incurred to get it (Zeithaml et al., 2020). The cost here includes 
all the effort customers make to obtain the product or service, which is compared to the benefits 
they feel when or after using it. This customer value consists of two main dimensions: 
functional and emotional. Functional value focuses on the practical benefits provided by the 
product, while emotional value has more to do with the feelings and experiences consumers 
have when using it. Recent research shows that higher customer value can influence consumer 
behavior, especially in increasing their level of satisfaction and loyalty (Kwon et al., 2020; 
Zeithaml et al., 2020). 

 
User Preference 

Consumer preferences are the tendency of individuals to choose certain products or 
brands based on their tastes, experiences, and perceptions. These preferences are influenced by 
various factors, including personal experience, social influence, and marketing communications 
(Hou et al., 2020). Research shows that consumer preferences have a significant impact on 
purchasing decisions, as consumers tend to choose products that match their preferences. 
Understanding consumer preferences is essential for marketers to customize their offerings and 
increase customer engagement. 
 
Perceived Product Quality 

Perceived product quality refers to consumer assessments of the overall superiority or 
advantages of a product (Hanifati, 2021). This assessment is influenced by various aspects, such 
as brand reputation, product features, and consumer experience in using the product. When 
consumers' perceived quality is high, this tends to increase their satisfaction and loyalty, as 
consumers a r e more likely to make repeat purchases of products that are perceived as quality 
(Aaker, 2021). Recent research also confirms that perceived product quality is a key factor that 
determines customer value and has a significant influence on purchasing decisions (Hanifati, 
2021). 
 
Hypothesis Development 
Effect of Customer Value on Purchase Decision 

Customer value plays an important role in shaping purchase decisions, because it 
reflects the benefits that consumers feel compared to the costs they incur (Zeithaml, 1988). This 
value includes aspects such as functional value, emotional value, and social value, which 
together influence consumer preferences and decision making (Sheth et al., 1991). When 
consumers feel that a product or service provides high value, they are more likely to make 
positive purchasing decisions. Research conducted by (Nasution et al., 2023) provides strong 
evidence supporting this relationship, showing that customer value has a significant influence 
on consumer purchasing decisions. Their findings confirm the importance of customer value as 
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a key factor in determining how individuals evaluate products or services and ultimately decide 
to buy. This reinforces the view that businesses that focus on improving customer value can 
effectively increase the likelihood that consumers will make favorable purchasing decisions. 
 

H1: Customer Value influences Purchase Decision positively and significantly 
 
Effect of User Preference to Purchase Decision 

User preferences reflect the extent to which consumers give priority to certain features, 
attributes or brands based on their needs, wants and experiences. These preferences play an 
important role in influencing purchase decisions, as consumers tend to choose products or 
services that match their preferences (Schiffman & Kanuk, 2010 User preferences significantly 
influence purchase decisions by aligning product recommendations with individual needs and 
priorities, such as shown by research (Bang et al., 2020). By incorporating user-selected criteria, 
such as purchase priorities and sentiment analysis of product reviews, personalized 
recommendations help consumers make efficient and informed decisions while increasing 
satisfaction. 

 
H2: User Preference positively and significantly influences Purchase Decision 

 
Effect of Product Quality to Purchase Decision 

Product quality is a major factor influencing consumer purchasing decisions, because it 
reflects the ability of a product to meet or even exceed customer expectations (Arif & Khairi 
Siregar, 2021). Products with high quality tend to provide more satisfaction to customers 
through consistent performance, long durability, and superior features. 

 
H3: Product Quality positively and significantly influences Purchase Decision 

 
Picture 1 Empirical Model 

 
RESEARCH METHODOLOGY 

This study uses primary data collected directly by researchers through distributing 
questionnaires (Saunders et al., 1970). Respondents were selected using a non-probability 
sampling method, meaning that the selection was not randomized. In particular, purposive 
sampling technique was used, which is the determination of research samples based on certain 
criteria to ensure that the data truly represents the population (Ferdinand, 2014). 

In this study, primary data was obtained by a combination of distributing questionnaires 
directly to coffee consumers in the Central Java region and through google form. Data 
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processing involved descriptive and statistical analysis. Descriptive analysis was used to outline 
the general characteristics of the respondents, while statistical analysis is conducted to answer 
the research questions. This included analyzing and testing the empirical model through 
multiple regression, using SPSS 25.0 software. 
 

The validity test is calculated using product moment which can be seen from the 
Pearson correlation, if rcount> rtable then the item number is invalid. Conversely, if rcount < 
rtable then the item is valid. The validity test was carried out using the Statistical Package for 
the Social Science (SPSS). After obtaining rcount, it is compared with rtable with a 
confidence level of 95% or = 0.05. The results of the variable validity test are below: 

 
Table 1 Validity Test 

 

 
Source: Primary Data 

 
The reliability test is needed to measure the consistency of the questionnaire 

measurement results on repeated use. The method used in this research is Cronbach's Alpha. 
Cronbach's alpha is a measure of reliability that has a value between zero (0) and one. If the 
Alpha Cronbach result is greater than the 60% significance level or 0.6, the variable is reliable. 
However, if the Alpha Cronbach result is smaller than the 60% significance level or 0.6, the 
variable is said to be unreliable. 

 
Table 1 Reliability Test 

 
Source: Primary Data 
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This study uses multiple linear regression to find out the effect of the three independent 
variables (X1, X2, and X3) on the dependent variable (Y). The results of multiple linear 
regression analysis of the variables Customer Value (X1), User Preference (X2) and Perceived 
Product Quality (X3) on Purchase Decision (Y). 

 
Table 2 Partial Significance Test (t test) 

Model 

Unstandardized 
Coefficients 

Standardized 
Coefficients t Sig. 

B Std. Error Beta 
1 (Constant) 0,699 0,206 

 
3,399 0,001 

Customer Value 0,227 0,053 0,221 4,250 0,000 
User Preference 0,363 0,053 0,376 6,824 0,000 
Perceived Product 
Quality 

0,291 0,053 0,300 5,494 0,000 

a. Dependent Variable: Purchase Decision 
Source: Primary Data 

 
 The results of the t count for the Customer Value (X1) variable on Purchase Decision 
(Y) calculated significance of 0.000, where according to Sugiyono (2021) the t significance test 
with the following results <0.05 means that the independent variable has a partially significant 
effect. With this result, it is stated that Customer Value has a significant positive effect on 
Purchase Decision. This is the same as other variables that show significance below 0.05. Then 
it is stated that User preference has a significant positive effect on Purchase Decision, and 
Perceived Product Quality has a significant positive effect on Purchase Decision. 
  

Table 3 Simultaneous Significance Test (F Test) 
 

ANOVAa 

Model 
Sum of 
Squares df 

Mean 
Square F Sig. 

1 Regression 156,876 3 52,292 148,059 .000b 
Residual 94,653 268 0,353     
Total 251,529 271       

a. Dependent Variable: Purchase Decision 
b. Predictors: (Constant), Perceived Product Quality, Customer Value, User Preference 

 
Source: Primary Data 

 
 Based on the data in table 4, it can be concluded that the F test is worth 148.059 with a 
significance of 0.000 or <0.05, so that Customer Value (X1), User Preference (X2), and 
Perceived Product Quality (X3) have a simultaneous positive influence on the Purchase 
Decision (Y) variable. 
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Table 4 Coefficient of Determination Test (R2) 
 

Source: Primary Data 
Based on the data calculations in table 5, it can be seen that the R value is 0.790 or 79%, 

where this coefficient shows the relationship between Customer Value, User Preference, and 
Perceived Product Quality to Purchase Decision. If the calculated R result is close to 1, then the 
relationship is better. The coefficient test results above show that Customer Value, User 
Preference, and Perceived Product Quality can explain the Purchase Decision variable by 79%, 
while the other 21% is influenced by other variables not in this study. 

 
CONCLUSION 

This study shows that consumer behavior in buying coffee is influenced by several 
factors, such as product quality, price, recommendations from others, value perceived by 
consumers, service quality, and consumer experience. Therefore, coffee companies should pay 
attention to these factors in their marketing and product development strategies to improve 
consumer satisfaction and increase sales. 

In addition, this study also shows that consumers have different preferences in choosing 
coffee, so coffee companies should pay attention to consumers' needs and preferences in their 
product development and marketing strategies. By doing so, coffee companies can improve 
consumer satisfaction and increase their sales. 
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