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ABSTRACT

This study examines consumer preferences
in purchasing coffee at coffee shops in
Mataram City. The research method
employed 1is a descriptive quantitative
approach with data collection conducted
through interviews, questionnaires, and
observations of 90 coffee shop customers in
three districts of Mataram City. Conjoint
analysis is used to identify consumer
preference attributes. The results of the
study, seen from the utility estimate, show
that the combination of consumers preferred
is friendly service (0.471), strategic coffee
shop location (0.168), less sugar sweetness
level (0.420), type of espresso coffee drink
(0.159), Arabica coffee bean variety
(0.094), and price above Rp 25,000 per cup
(0.113) has the most significant influence in
shaping consumer preferences. Service
quality is the main factor that determines
consumer satisfaction and loyalty. Strategic
locations are preferred by consumers
because the majority of respondents in this
study are private employees and students.
The results of Importance values show the
dominant attributes that influence consumer
purchases. Service attributes are the
attributes that obtained the highest
importance values (31.117%), followed by
location  attributes  (16.792%), price
(16.117%), coffee bean varieties (14.039%),
types of coffee drinks (13.168%), and
sweetness levels (8.767%). The findings of

this study will be useful for coffee shops in
Mataram City as a consideration in
developing marketing strategies based on
consumer preferences regarding various
coffee shop attributes.

Keywords: Analysis on joint, coffee
espresso, service friendly, location
strategies, consumer loyalty

INTRODUCTION

The agricultural sector plays a vital role in
the Indonesian economy, as reflected in its
contribution of 12.40 percent to Gross
Domestic Product (GDP) in 2022. The
plantation  subsector  has  significant
potential, contributing 3.76 percent to the
national GDP and 30.32 percent to the
agriculture, forestry, and fisheries sector. In
addition to providing raw materials for
industry, this subsector also absorbs labor
and generates foreign exchange (Badan
Pusat Statistik Indonesia, 2023).

Coffee is a leading commodity in the
plantation subsector and plays a strategic
role in the national economy. Besides being
a major export product that generates
foreign exchange, the domestic coffee
market continues to grow (Kementerian
Pertanian, 2023). Indonesia ranks second as
the largest coffee producer in Asia and
Oceania after Vietnam, with coffee
production reaching 720,000 tons in
2022/2023, a 2.4 percent increase from the

International Journal of Research and Review (ijrrjournal.com) 310
Volume 12; Issue: 11; November 2025


http://www.ijrrjournal.com/

Ayu Kusuma Dewi et al. Analysis of consumer preferences and influence on coffee shop consumer loyalty in

Mataram City
previous  year Coftee
Organization, 2023).

The coffee industry in West Nusa Tenggara
(NTB), particularly in Mataram City, is
growing rapidly, with the emergence of
numerous coffee shops offering local coffee.
The growth of coffee shops in Mataram and
its surrounding areas is driven by the high
public interest, particularly among the
younger generation, in enjoying coffee in a
modern and comfortable atmosphere (BPS
Kota Mataram, 2024). This phenomenon
opens up business opportunities and creates
fierce competition among businesses.
(Curran et al., 2025)

Facing this competition, coffee shop
businesses are required to deeply understand
consumer preferences in order to develop
effective marketing strategies and increase
customer loyalty (Khan et al., 2025).
Consumer preferences involve attributes
such as product quality, price, service,
amenities, cleanliness, sustainability, and
increased coffee shop turnover (Bobby,
2020).

Customer loyalty is crucial for the long-term
sustainability and growth of a coffee shop
business. The primary factors driving
loyalty are customer satisfaction, service
quality, brand image, and perceived product
value (Wang et al., 2024). Therefore, this
study aims to 1identify the dominant
attributes ~ that  influence = consumer
preference for coffee shops in Mataram
City. Furthermore, this study also examines
the factors influencing consumer loyalty in
purchasing coffee products at coffee shops.
The results are expected to provide strategic
input for business owners and policymakers
to optimize effective and sustainable coffee
shop management and strengthen the
competitiveness of the local coffee industry
in a competitive market.

(International

LITERATURE REVIEW

Previous research provides an important
contribution to this study by providing a
theoretical and empirical basis regarding

experience, consumer preferences,
consumer satisfaction, brand image, and
atmosphere of the place. The findings (S. T.
E. Wang et al, 2024) reinforce the
importance of atmospheric aspects and
cultural context in shaping consumer
preferences and loyalty relevant to the focus
of this study. (Sacoto Castillo & Jimber Del
Rio, 2023) and (Amellinda, 2023)
emphasize the role of service quality,
monetary value, and brand image in
influencing  purchase  intention  and
purchasing decisions that enrich the
variables that can be analyzed in this study.
By integrating the results of previous
research, this study can be more
comprehensive in examining the
relationship  between product quality,
service, price, type of coffee drink, and
consumer purchase frequency on consumer
loyalty, thus producing more appropriate
practical recommendations for coffee shop
managers.

Consumer  preferences according to
(Pindyck & Rubinfeld, 2018) consumer
preferences for various product choices are
influenced by factors such as social class,
lifestyle, motivation, price, location and
type of product (Nadja et al., 2023). These
preferences play an important role in
purchasing decisions that involve evaluating
products based on their utility level
(Schiffman et al., 2013). Quality products,
strategic locations, competitive prices and
satisfactory services are the main attributes
that influence consumer preferences and
purchasing decisions (Nugraha et al., 2021)
and based on research conducted (Kwame
Opoku et al., 2023).

Consumer loyalty arises as a consequence of
the satisfaction consumers obtain from
products and services. Satisfied consumers
tend to make repeat purchases and spread
positive recommendations through word of
mouth and social media (Hussain et al.,
2024). The purchasing decision-making
process through the stages of need
recognition to post-purchase evaluation is

factors that influence consumer behavior in greatly influenced by cultural, social,
coffee  shops including consumption
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personal, and psychological factors
(Solomon & Bamossy, 2016).

Conjoint analysis is used to identify product
attributes that consumers most prefer and to
make trade-offs between these attributes in
making purchasing decisions (Hair, 2019).
This method allows quantitative
measurements of the utility and relative
importance of each product attribute, which
is very useful in designing marketing
strategies, product development, and market
segmentation (Porretta et al., 2019). This
overall review emphasizes the importance
of a deep understanding of consumer
preferences and behavior to win the
competition in the market by offering
products, prices, locations, and services that
match consumer needs and expectations.

MATERIALS & METHODS

The research method used is quantitative
descriptive with data collection techniques
through surveys, interviews, questionnaires,
and direct observation at coffee shops in
Mataram City (Djaali, 2021). The research
location was determined by purposive
sampling in the districts of Mataram,
Selaparang, and Ampenan. The two largest
coffee shops in each district were selected

based on their popularity and number of
visits. Thirty respondents were selected
from each district, with 15 respondents from
each selected coffee shop. Respondents
were selected based on age criteria and a
minimum frequency of purchasing coffee
drinks twice. The research population
consisted of consumers who had purchased
coffee drinks at the coffee shop, with a
sample of 90 respondents using quota
sampling. The minimum age criterion was
17 years because at that age individuals are
considered capable of understanding the
intent and content of the research questions
well, so that the data obtained is valid and
reliable (Hurlocker et al., 2020).

Conjoint analysis was conducted using
SPSS 26 with an orthogonal design. A total
of eight stimuli were generated by SPSS
with six attributes (coffee bean wvariety,
coffee drink type, coffee drink sweetness
level, price, coffee shop location, and
customer service). An orthogonal design
was used to ensure a consistent number of
stimuli were evaluated (Hair, 2019). Table 1
presents the eight stimuli evaluated by
consumers using a 5-point Likert scale,
ranging from 1 for “very dislike” to 5 for
“very like.”

Table 1. Combination Stimuli of Coffee Product Attributes in Coffee Shops

Symbol | Coffee Types of Coffee | Sweetness Price Coffee Shop Customer
Bean Drinks Level of Location Service
Varieties Coffee Drinks
P1 Arabica Non Espresso Less Sugar <Rp 25,000/cup | Strategic Less
Friendly
P2 Robusta Non Espresso Normal >Rp 25,000/cup | Strategic Less
Friendly
P3 Robusta Espresso Less Sugar <Rp 25,000/cup | Less Strategic | Less
Friendly
P4 Arabica Non Espresso Normal <Rp 25,000/cup | Less Strategic | Friendly
P5 Robusta Espresso Normal <Rp 25,000/cup | Strategic Friendly
P6 Robusta Non Espresso Less Sugar >Rp 25,000/cup | Less Strategic | Friendly
P7 Arabica Espresso Normal >Rp 25,000/cup | Less Strategic | Less
Friendly
P8 Arabica Espresso Less Sugar >Rp 25,000/cup | Strategic Friendly
Source: Primary data analysis, 2025
RESULT male (40%). One reason women in Mataram

Consumer Characteristics

Table 2 shows the characteristics of coffee
shop consumers in Mataram City. Gender is
dominated by female consumers (60%) and

City like to visit coffee shops is closely
related to the youth hangout -culture,
especially the younger generation of women
who use coffee shops as a place to gather
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with their peers. Previous research has
shown that women are more likely to visit
coffee shops frequently and prioritize
atmosphere than men (Carmina & Austine,
2023). Fifty-six percent of consumers reside
in Mataram City, while 44% reside outside
Mataram City. The group with an income
between IDR 1,800,001 and IDR 3,000,000
is the largest segment, accounting for 43%.

This indicates the dominance of lower-
middle-class consumers who have sufficient
purchasing power to enjoy affordable coffee
products while still prioritizing quality
(Syafrudin, 2022). The results of the study
showed that the majority of coffee shop
consumers make purchases once or twice a
month, amounting to 59%.

Table 2. Characteristics of Coffee Shop Consumers in Mataram City in 2025

Characteristics Respondents, n (%)
Gender

Man 36 (40)
Woman 54 (60)
Age

17 — 21 Years 9 (10)
22 — 26 Years 58 (64)
27 — 31 Years 16 (18)
32 — 36 Years 2(2)
>37 Years 5(6)
Domicile

Mataram City 50 (56)
Outside Mataram City 40 (44)
Work

Students 23 (26)
Civil servant 11 (12)
Private employees 30 (33)
Entrepreneur/Self-Employed 12 (11)
Other 15 (17)
Income Level

<Rp 1,800,000 15(17)
Rp. 1,800,001 — Rp. 3,000,000 39 (43)
Rp. 3,000,001 — Rp. 4,800,000 20 (22)
Rp. 4,800,001 — Rp. 7,200,000 13 (14
>Rp 7,200,000 303
Purchase Frequency per Month

1 —2 times 53 (59)
3 — 4 times 17 (19)
5 times 20 (22)

Source: Primary Data Analysis, 2025.

Table 2 indicates that the majority of coffee
shop customers are in the 22-26 age group,
representing 64%. The data presented shows
that the majority of coffee shop customers
are private sector employees, representing
33%. Students dominate the second-highest
position, representing 26%, supported by
activities carried out in coffee shops, such as
completing school or college assignments.
This research supports Ferreira et al. (2021)
the finding that people with laptops or tablets
sit in coffee shops to use the free Wi-Fi,

work between appointments, or use the space
as an alternative office.

Consumer Preferences

Researchers analyzed consumer preferences
in choosing coffee shops in Mataram City
using conjoint analysis. The attributes used
were coffee bean variety, type of coffee
drink, sweetness level, price, location, and
service. Tables 3 and 4 present the
importance and utility values of coffee shop
preferences in  Mataram City. This
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assessment was obtained through conjoint after product attributes that can be
analysis using statistical software, SPSS, identified, thus providing clear guidance for
which allows quantitative estimation of the product development and marketing
contribution of each attribute in shaping  strategies that are oriented towards

consumer preferences. (Wardhana, 2021).
This utility value measures the most sought-

consumer needs (Sulistyani et al, 2024).

Table 3. Utility Estimate of Coffee Shop Attributes in Mataram City

Attribute Attribute Level | Utility Estimate | Std. Error
Coffee Bean Varieties Robusta -0.094 0.008
Arabica 0.094 0.008
Types of Coffee Drinks | Espresso 0.159 0.008
Non-Espresso -0.159 0.008
Sweetness Level Normal -0.420 0.008
Less Sugar 0.420 0.008
Price <Rp 25,000 -0.113 0.008
>Rp 25,000 0.113 0.008
Location Strategic 0.168 0.008
Less Strategic -0.168 0.008
Service Friendly 0.471 0.008
Less Friendly -0.471 0.008
Constant 3,085 0.008

Source: Processed Primary Data, 2025.

Table 3 shows the estimated utility value of
various coffee shop attributes in Mataram
City in 2025 as an indicator of consumer
preference. Positive values indicate a higher
preference for that attribute level, while
negative values reflect a lower preference.
A higher utility score indicates a more
attractive level for consumers. A negative
utility value does not necessarily indicate an
unattractive level, but rather less attractive
than a positive utility level in the same
attribute (Orme, 2020)). First, in the service
attribute, consumers prefer friendly service
with the highest utility score. Second, in the
location attribute, consumers desire a
strategic location. Third, the type of coffee
drink with the espresso attribute level is
preferred by consumers. Fourth, in the price
attribute, consumers are more interested in
prices > Rp 25,000. Fifth, coffee bean
varieties, consumers prefer Arabica. Sixth,
the level of sweetness less sugar is preferred
by consumers. The results of this study are
in line with Qotrunnada et al. (2025a) those
related to friendly service and strategic
locations.

Importance value is a relative measure used
in conjoint analysis to determine which

attributes are most important to consumer
preferences for a product or service.
Importance  value  distinguishes  the
importance of attributes, while utility value
describes the attractiveness of levels within
an attribute (Orme, 2020). Research shows
that price consistently emerges as the most
important attribute.

Importance Values Results (Level of
Importance)

Attribute Level of Importance
Service 31,117

Location 16,792

Price 16,117

Coffee Bean Varieties 14,039

Types of Coffee Drinks | 13,168

Sweetness Level 8,767

Source: Processed Primary Data, 2025.

This level of importance indicates the
relative weight of each attribute in
influencing consumer choice. Service
attribute is the most crucial attribute with
the highest level of importance of 31.117%
and friendly service received the most
dominant positive value of 0.471 followed
by location, price, coffee bean variety, type
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of coffee drink and sweetness level. This
indicates that service quality is the main
factor that determines consumer satisfaction
and loyalty. This finding confirms that
service quality is the most significant factor
in influencing consumer preferences and
purchasing decisions. Positive interactions
with staff further strengthen the brand
experience, as customer service appears to
be the main determinant of satisfaction
(Hwang et al., 2024). Coffee shops must
prioritize service aspects that prioritize
responsiveness, staff friendliness, and
barista skills in mixing coffee. According to
Altun et al. (2025), the aspect of customer
service is one of the main elements that
stands out, especially in several sub-aspects
such as staff responsiveness, barista skills,
readiness to help, speed of service, and
complaint handling.

The location attribute shows an importance
value of 16.792% and the second highest
utility value with the strategic location
attribute level getting a positive value of
0.168. This shows that consumers are
interested in coffee shops with strategic
locations, most of the respondents are
private workers and students who usually
buy coffee on the way to work or school or
even on the way home. This finding is in
line with research Qotrunnada et al.
(2025b), consumers prefer coffee shops with
strategic locations because it makes it easier
to meet friends, travel time, and allows the
use of Wifi for work or study activities from
the coffee shop.

Price was found to be an attribute
considered by consumers with an
importance value of 16.792%. Consumers
prefer prices above Rp 25,000 per cup with
a utility value of 0.113. When consumers
have had positive experiences and long-term
relationships, as well as strong trust in a
coffee shop, consumers often feel
comfortable making purchasing decisions
without needing to compare prices with
competitors (Ginting, 2023). Consumers
tend to consider high prices acceptable if
balanced with adequate product quality and
service (Altun et al., 2025). The results of

this study are inconsistent with research
Qotrunnada et al. (2025b), consumers prefer
prices in the range of Rp 10,000 to Rp
15,000 per cup.

The coffee bean wvariety attribute is an
attribute  that  influences  purchasing
decisions with an importance value of
14.039% and a utility value of 0.094 for
Arabica coffee bean varieties. The
purchasing decision for Arabica coffee in
Mataram City shows that consumers prefer
Arabica coffee, especially the quality of
taste and aroma which are the dominant
factors (Fernandez et al., 2024). Arabica
coffee has complex taste characteristics, a
distinctive aroma, and a more balanced
acidity level compared to other varieties.
The coffee beverage type attribute is
considered one of the attributes considered
by consumers, with an importance value of
13.168%. The espresso attribute level is
preferred by consumers, with a utility value
of 0.159. These results indicate that
consumers consider the type of coffee
beverage after considering the coffee bean
variety. This is in line with research.
Rasmikayati et al. (2020) Because today's
espresso isn't always hot, black, and bitter.
Espresso tends to be sweet, cold, and less
black, incorporating milk, creamer, ice,
caramel, and other ingredients, making it
more appealing to consumers.

Attribute had the lowest importance value at
8.767% and a utility value of 0.42.
Consumers preferred the less sugar attribute
level in coffee drinks compared to the
normal sweetness level. This finding
supports (Rodda et al., 2020) the notion that
sugar reduction is an important issue for
consumers, and one strategy 1is for
consumers to learn to control their sugar
intake in their coffee drinks.

Correlation testing was conducted to
determine the estimated and actual values of
coffee ~ shop attribute = combinations.
Pearson's R and Kendall's Tau values were
used to assess the validity of the conjoint
model. These values indicate a strong
agreement between the average product
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ratings and the predicted utilities from the
conjoint analysis model (Hair, 2019).

Table 5. Correlation Test Results

Value | Significance
Pearson's R 1,000 | 0.000
Kendall's tofu | 1,000 | 0.000

Source: Processed Primary Data, 2025.

Table 5 presents the results of the
correlation test using two statistical
methods, Pearson's and Kendall's Tau. Both
correlation values show a coefficient of
1.000 with a significance level of 0.000.
This finding provides a strong empirical
basis for assuming that the variables are
closely related in the research context and
can be used as a basis for further analysis or
the development of a relevant theoretical
model (Creswell & Creswell, 2018).
Overall, the results of this correlation test
align with research (Prasetyo et al., 2023)
confirming a very strong and significant
relationship between the tested variables.

DISCUSSION

To systematically understand and study
customer needs, it is essential to grasp the
concept of creating value for customers. In
this study, the design used is an orthogonal
design with six attributes and their levels:
varietas biji kopi (arabica, robusta), jenis
minuman kopi (espresso, non-espresso),
tingkat kemanisan minuman kopi (normal,
less-sugar), price (< Rp 25.000/cup, >Rp
25.000/cup), location coffee shop (strategic,

less strategic), and customer service
(friendly, less friendly). In product
development and marketing strategies,

producers must consider improving service,
location, price, variety bean coffee, types of
coffee, and sweetness level. This approach
is grounded in the assessment of consumer-
perceived importance levels.

Altun et al. (2025), the quality of consumer
service represents a fundamental
component, particularly evident in sub-
elements such as staff responsiveness,
barista expertise, readiness to assist, service

preference for coffee employees and
students, predominantly purchase coffee
during their commute to work or school or

on their return trip. These findings
corroborate those of

CONCLUSION

Consumer preferences of coffee shop
visitors in Mataram City are closely related
to the important values chosen by
consumers when making purchasing

decisions based on the order of importance.
It is known that coffee shop consumers in
Mataram City indicate a combination of
consumer preference attributes including
friendly service, strategic location, less
sugar sweetness level, espresso drink type,
Arabica coffee variety, and product prices
above Rp 25,000 per cup. This finding
emphasizes the importance of marketing
strategies that focus on improving service
quality and product adjustments according
to consumer preferences to strengthen
customer loyalty. Efforts to optimize service
and strategic location selection must also be
a priority for coffee shop managers in
developing the competitiveness of local
coffee businesses in Mataram City in a
sustainable manner. This finding is
important to form the basis for management
and marketing strategies that focus on
improving service quality and location
selection to increase competitiveness and
customer satisfaction. Qotrunnada et al.
(2025), observed that consumers prefer
strategically located coffee shops for
convience in socializing, reduced travel
time, and access to wi-fi for professional or
academic activities.

Price remains a critical consideration for
consumers who tend to accept higher costs
consumer have favorable experiences,
maintain long-term relationships and exhibit
strong trust in coffee shop, they often make
purchasing decisions without comparing
prices with competitors (Ginting, 2023).
This contrasts with the findings of
Qotrunnada et al. (2025), where in

efficiency, and complaint resolution. consumers preferred a pricw range of Rp
Location factors reveal a consumer 10.000 to RP 15.000 per cup.
International Journal of Research and Review (ijrrjournal.com) 316
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The variety of coffee beans constitutes a
significant factor for coffee shop patrons in
Mataram, as it impacts taste, aroma, and
sensory characteristics. This conclusion
with Prasetyo et al (2023), who identified
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