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Employing a quantitative research design, with data from 231
respondents were collected using a self-administered questionnaire
through an online platform, face-to-face data collection, QR codes,
and printed copies and were analysed using SPSS through a
reliability test, descriptive analysis and correlation analysis. The
results show that all three determinants have a significant influence on
coffee consumption behaviour with perceived quality being the
strongest contributor. The model explained 24.7% of the variation
in coffee consumption behaviour. The findings indicate that
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Introduction

International Coffee Organization (ICO) (2023) reported that in the year 2023/2024, global
coffee consumption is predicted to increase by 2.2% to 177.0 million bags, with non-
producing countries contributing the most to this growth. Hence, the global coffee market is
predicted to have a surplus of 1.0 million bags of coffee. According to data by Statista (2024),
Brazil has the highest volume of exported coffee worldwide, followed by Vietnam and
Colombia. The country's numerous coffee-growing regions provide an assortment of coffee
types, each presenting a unique feature, blend styles and composition. For instance, among the
types of coffee produced and commercialised are Arabica, Robusta, and Liberica (Nik Omar et
al., 2022). Globally, coffee is the second best-selling product and is led by petroleum and oil
products (Statista, 2024).

In the past, Malaysians have always favoured tea over other beverages. However, there has
been a recent shift towards coffee consumption culture among local people. Herqutanto et al.
(2024) stated that coffee is one of the most frequently consumed beverages globally, especially
among working adults and university students. It was in the top three most popular beverages
worldwide (Lone et al., 2023). Recorded data from ICO shows that coffee consumption in
Malaysia has surged from 344,783 bags in 2020 to 597,064 in 2021, indicating a total
percentage of 58%, and an additional 252,281 bags of coffee beans from year 2020 to 2021,
weighing 60 kilograms per bag (Ismail et al., 2024). As a result, Malaysia ranks third in the
Asia Pacific market for coffee consumption (International Coffee Organisation, 2021, as cited
from Ismail et al., 2024).

In addition to that, a prediction on Malaysia’s coffee market and coffee consumption for 2025

has been made by Statista (n.d.). The prediction is categorised into two categories, which are
‘at-home’, such as purchases made at hypermarkets, supermarkets, or convenience stores, and
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‘out-of-home,’, which includes purchases from cafes and restaurants. It predicts that in 2025
Malaysia will be expecting to generate a total revenue of approximately US $1.05 billion, with
US $212.52 million coming from at-home consumption and US $839.62 million coming from
out-of-home consumption. In the context of quantities of coffee consumption, Malaysians are
anticipated to consume 13.69 million kg of coffee throughout 2025. This figure comprises
11.19 million kg of coffee consumed at home and 2.50 million kg consumed outside the house.

There has been a significant increase in demand for coffee consumption, which has become
part of the daily routine for some people (Samoggia & Rezzaghi., 2021). This increase is due
to the influence of modernisation and the adoption of Western culture into the Malaysian
lifestyle (Ismail et al., 2024). International coffee chains such as Starbucks, Coffee Bean & Tea
Leaf, Kopi Kenangan, and Tanamera have entered Malaysia’s market over the past years
(World Coftee Portal., 2024). Furthermore, Malaysia’s coffee industry has undergone notable
changes with the increasing number of local coffee brands, including both well-established
companies and small to medium-sized enterprises. Few of the well-known local brands with
multiple outlets nationwide include Zus Coffee, Gigi Coffee, and Bask Bear.

Even though numerous previous studies have explored the influence of price, perceived quality,
and advertisement on coffee consumption behaviour, limited empirical studies exist addressing
coffee consumption behaviour among university employees in Malaysia, notably in higher
education institutions. The majority of the studies have targeted general consumers, university
students, or customers of particular coffee companies. Academic and non-academic employees
contribute to a distinct consumer sector due to their purchasing behaviour, which is impacted
by income level, working routines, and occupational responsibilities. As a result, this research
extends the existing literature within the Malaysian higher education context by exploring the
determinants of coffee consumption behaviour among employees in UiTM Dungun. It can
provide a practical implication for local coffee businesses, marketers, and future researchers
by identifying the determinants that strongly influence employees’ coffee consumption
behaviour while developing effective marketing strategies to target these particular consumers.

Literature Review
History of Coffee and Coffee Consumption

Globally, coffee is one of the most consumed beverages since the last 20 years (Samoggia et
al., 2020). The amount of coffee consumption worldwide has been reported to have increased
in the last few years. It has been consumed for its best-known component known as caffeine,
that is also present in other beverages, foods, supplements, and sports drinks (Abalo., 2021).
The safe amount of daily caffeine intake for most adults is 400 milligrams, as reported by the
Food and Drugs Administration (FDA). Consumption of coffee or other types of beverages and
foods containing coffee can help in relieving fatigue and drowsiness (Rodak et al., 2021).
Furthermore, as coffee consumption trends have evolved, people have become more educated
and knowledgeable about coffee. The evolution of coffee has been referred to as “waves of
consumption” with each representing significant changes in consumer preference and industry
practices (ICO, 2023).

According to ICO (2023), the first waves focused on the production volume. In this phase,
instant coffee and vacuum-packed coffee were introduced and coffee itself was distinguished
by its dark and bitter taste. American coffee shop chains Starbucks and Caribou Coffee were at
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the forefront of the second wave. The emergence of these coffee shops introduced espresso-
based drinks such as lattes, cappuccinos, and “frappuccino” which emphasized flavoured
beverages and enhanced the coffee-drinking experience (Mohamad Zamri et al., 2023). In the
following waves, greater emphasis was placed on the quality, origin and craftsmanship of
coffee. The Specialty Coffee Association, established in 1982, promoted a new perspective on
coffee roasting by focusing on the entire journey of coffee — from farm to table rather than
just the overall experience. This point of view also underscored the importance of satisfied
practices and transparent sourcing. Later, the fourth wave took a more scientific direction,
riveting in precise brewing methods and the commercialization of premium-quality coffee. As
coffee continues to produce, efforts are shifted toward magnifying in quality through business
professionalism and excellence. Recent waves highlight the powerful connection between
consumers and producers, acquiring brand loyalty and deepening consumers' passion for
coffee.

Malaysia was traditionally a tea-drinking community. Tea would be a common beverage to be
served by the house owners to their guests, either hot or cold along with snacks as signs of
appreciation for their visit (Ramanathan & Ali., 2021). However, according to the World
Coffee Portal, coffee began gaining popularity in the late 19th century, specifically within the
Hainanese Chinese community with the opening of kopitiams (‘kopi’ stands for coffee in
Malay, while ‘tiam’ stands for shop in Hakka/Hokkien dialects) (Ramanathan & Ali., 2021;
Mohamad Zamri et al., 2023). Originally, coffee was served in small neighbourhood kopitiams,
offering affordable coffee accompanied by snacks. The traditional “kopi” was made using
roasted Liberica beans and sweetened with sugar and either condensed or evaporated milk. In
the roasting process, butter and sugar were added to the coffee, giving the beverage a richer
flavor and smoother taste.

Due to urbanization and the influence of Western culture in Malaysia, the coffee consumption
trend has increased each year, aligned with consumers' lifestyles and acceptance towards
coffee. This value rose from the existence of various coffee chains, started by the international
coffee chain Starbucks in 1977 (Ramanathan & Ali, 2021). Malaysia's coffee business
expanded despite reduced production and insufficient supply to fulfil demand.

Trend of Coffee Consumption in Malaysia

Today, Malaysia’s coffee business is thriving and increasingly competitive (Ramanathan &
Ali, 2021). Local and international coffee shops around Malaysia are developing and growing
as coffee is frequently consumed as a daily beverage, especially among young millennials.
Coffee culture in Malaysia has gradually transformed, embracing the cafe concept, with
individual outlets developing distinct brand identities and trademarks (Nor et al., 2024).
Consequently, local coffee shops have increasingly captured the interest of Malaysian coffee
enthusiasts, contributing to the sustainability and growth of the local coffee shops. However,
Mohamad Zamri et al. (2023) mentioned that previous studies on coffee consumption in
Malaysia show that coffee was limited to specific generations or a particular city. The total
coffee consumption data in Malaysia from 2015 to 2022 are illustrated in Figure 1. Based on
the data, coffee was most consumed in 2018 with around 850 bags of 60-kilogram bags of
coffee beans. The year 2024 recorded the lowest amount of coffee consumption in Malaysia,
which contradicts the number of coffee businesses that kept growing each day.
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Figure 1. Total Coffee Consumption In Malaysia fro_m 2015-2024 (Statista, 2024)

Referring to Figure 1, the data retrieved from Statista does not specify the geographic area of
collection, leading to the need for the presumption to contextualise the reported decrease in
overall coffee consumption in Malaysia for the year 2024. One plausible explanation for this
trend could be the mass boycotting of specific coffee chains, most notably Starbucks, which
has faced criticism and demands to boycott owing to its perceived links to the Israeli
Palestinian conflict. This controversy has prompted extensive public political debate,
particularly in predominantly Muslim countries such as Malaysia and Indonesia, where such
issues resonate deeply with societal values and public sentiment (Gasong & Sobari., 2024).
The Israeli Palestinian conflict is highly divisive, often leading to public campaigns that
boycott companies seen as favouring one side. These boycotts frequently gain support.

In Malaysia, where the majority of the population registers as Muslim, religious and ethical
issues often affect consumer behaviour, resulting in solidarity-driven moves such as boycotts.
The boycott of the global coffee chain Starbucks has contributed to a decline in overall coffee
consumption. Starbucks dominates a significant share of the premium coffee industry, and a
reduction in its consumption would inevitably affect total coffee consumption estimates
reported for the country (Yin, 2024). Moreover, the widespread visibility of boycott campaigns
on social media platforms can expand the impact, shape consumer options, and discourage
support for brands associated with the conflict. Therefore, this study focuses on exploring
coffee consumption behaviour and the key factors that influence it in the Malaysian context,
referring to Figure 2.

Coffee Consumption Behaviour

Coffee is increasingly perceived as a premium product. For many consumers, drinking coffee
is becoming synonymous with joy and positive experience, closely linked to lifestyle choices
and social identity. Czarniecka-Skubina et al., (2021) stated that consistent research indicates
consuming a cup of coffee often represents a personal indulgence and moment of pleasure.
Numerous prior studies have explored coffee consumption behaviour by examining the impact
of various influencing factors. According to coffee research by Utama et al. (2021), behaviour
is defined as the habit of drinking coffee (as cited in Hewlett & Wadsworth., 2012), coffee
drinking culture and frequency of drinking coffee (as cited in Aguirre., 2016).
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Factors Influencing Coffee Consumption Behaviour

Price

As the most consumed beverage today, coffee is easily assumed to have a high price tag, linked
to difficulty in obtaining high-quality coffee beans. Caffeine is generally consumed by most
people in the morning as part of their breakfast. Coffee can make individuals stay awake and
give their bodies a fresh feeling (Mutia et al., 2022). Affandi et al. (2022) shared that coffee
consumption in other countries was only enjoyed by people of high income and rank, but today,
coffee can be consumed regularly by ordinary people due to its known affordability.

There are a few challenges in deciding coffee pricing. The importance of constant pricing in
transporting quality and reliability to consumers may significantly influence their buying
decisions and brand loyalty (Maspul., 2024). Failure in that area may result in business losses,
leading to financial uncertainty, which will limit the company’s growth and misallocate
resources. A new coffee shop named Luckin Coffee, being the first trending coffee shop chain
in China due to its extensive marketing plan and affordable prices, had already served over 200
million customers in 2024 with 13,000 stores across China (Zhou., 2024). Due to the increasing
demand for caffeine-based products, Luckin Coffee was required to change and revise its
pricing method in order to stay competitive within the market. Regardless of these adjustments,
the company successfully managed to achieve its value goals, manifest a strong performance,
and market positioning.

Perceived Quality

Coffee beans are extracted from the fruit known as the coffee cherry, which undergoes a
processing and roasting process before being ready for consumption. There are four primary
types of coffee beans, which are Arabica, Robusta, Excelsa, and Liberica. Among all these
coffees, Arabica and Robusta are the most often used and popular varieties due to their unique
flavour profiles and wide availability in the global market. Both beans are measured through
their characteristics and aroma attribution (Fadhil et al., 2021), such as sweetness, body,
acidity, flavour and aftertaste (as cited in Carvalho et al., 2019) to preserve them. According to
Sunarharum et al., (2021), the quality of coffee can be influenced by several elements from
farming to processing and serving. Several small-scale farming sectors are experiencing
difficulties that lead to inconsistencies in sustaining the coffee quality and failing to meet fixed
levels. These variations in quality can affect the consumer's purchasing and consumption
behavior.

According to Langi et al. (2023), Robusta has an intense profile of taste and a stronger bitter
taste, while Arabica contains organic acids, which makes the beans distinctive. Consumers
who enjoy a strong and lasting coffee flavor preferably choose Robusta beans. These beans are
smaller than Arabica, which mature more quickly and are typically harvested using mechanical
utensils to accelerate the production process.

Advertisement
Advertisement is another method to expand and introduce a product or service to consumers.

Nowadays, the usage of gadgets such as smartphones is constantly observed by people. Other
electronic devices such as computers and tablets are also being used to access the internet being
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a primary medium to reach out to consumers (Utomo et al., 2023), resulting in high usage of
social media browsing by its users. As coffee has reached its peak era, it surely boasts numerous
demands from its consumers specially when their products are known worldwide. According
to Kim and Lee (2020), preparation for a strong brand loyalty has pushed the coffee market to
launch promotions. For example, Starbucks Coffee introduced a special reward for its members
only. They also often offer their customers a BOFO (Buy One, Get One) promotion to increase
their sales. As a result, the promotion comes up with a positively long-term relationship with
customers by strengthening brand loyalty. Since the coffee industry is highly competitive,
companies have to constantly look for a creative plan to enhance and maintain customer loyalty
(as cited in Kim & Lee., 2020).

On the other hand, Rahmadi et al. (2023) believe that digital marketing, known as electronic
marketing, does not influence consumers because the usage of Instagram requires continuous
advertising. As Instagram focuses mainly on photos, it necessitates a marketing expert to
effectively circulate information quickly. In other ways, digital marketing demands more
frequent interactions with an active audience. Generally, fewer people visited coffee shops
because they either heard about them from friends or had already been there. The best strategy
to keep loyal and delighted customers is somehow challenging for a business to survive in a
competitive market. Loyalty is commonly defined by a repeated customer who constantly
comes to the same place to satisfy their desire (as cited in Hasanuddin et al., 2020). Repeated
customers acknowledge the quality of coffee they consume, and when quality is prioritised to
keep up with the intensive advertising efforts (as cited in Purnama et al., 2022), consumers’
loyalty becomes easily measured.

Overall, the literature indicates that Malaysia's coffee industry continues to expand alongside
the growing popularity of coffee culture and café businesses. However, previous studies have
reported inconsistent findings regarding the factors influencing coffee consumption behaviour,
while national consumption data suggest a declining consumption trend despite the industry's
continued growth. In addition, most existing studies have focused on specific demographic
groups, locations, or individual factors, limiting a comprehensive understanding of coffee
consumption behaviour among Malaysian consumers. These inconsistencies highlight a clear
research gap and justify the need for this study to examine the influence of price, perceived
quality, and advertisement on coffee consumption behaviour, which forms the basis of the
proposed conceptual framework.
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Conceptual Framework

PRICE
(Ismail et al., 2024)

COFFEE CONSUMPTION
PERCEIVE QUALITY R BEHAVIOR
(1smail et al., 2024) - (Bui et al., 2021; Liu et al.,
2021; Sousa et al., 2024)

ADVERTISEMENT
(Fetterido et al., 2025)

Figure 2. Conceptual Framework
Methodology
Research Design

This research intends to determine the relationship between various determinants and coffee
consumption behaviour among employees in UiTM Dungun, as well as to identify the most
influential factors that affect this behaviour. The research adopts a quantitative approach,
focusing on employees as the main unit of analysis. A convenience sampling method was
employed, whereby questionnaires were distributed to UiTM Dungun employees who were
readily available and willing to participate in the study, while the required sample size of 226
respondents was determined using the Krejcie and Morgan sampling table.

The data collected will be analysed using the Statistical Package for the Social Sciences
(SPSS), applying both descriptive and correlational analyses to interpret the results.

Population

To acquire data to determine factors influencing coffee consumption behaviour among
employees, the UiTM Terengganu, Kampus Dungun, was considered suitable for this research.
According to the data obtained from the administrative department of UiTM Dungun (latest
dated 17th June 2025), there are a total of 559 employees working in the organisation. The
research focused on the employees, with 269 people being academics and 290 people non-
academics, to measure the determinants affecting coffee consumption behaviour

Instrument Development
The research instruments used a self-administered, closed-ended questionnaire that was
carefully designed to ensure clarity. The survey was written in simple sentences, adapted from

previous studies and academic papers, and was presented in two languages: English and Bahasa
Melayu. The questionnaire’s cover page included a brief introduction to the research topic, the
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research objective, and instructions for completing the survey. The questionnaires were adapted

from multiple journals that are related to the topic. The survey was divided into five main

sections: demographics, coffee consumption behaviour, price, perceived quality and
advertisement.

Pilot Test Survey

A pilot test survey was conducted to test the reliability and clarity of the questionnaire before
it was officially distributed. This pilot test involved 30 participants who shared similar
characteristics with the actual target group, which consists of Universiti Teknologi MARA
(UiTM) Kampus Puncak Alam (Selangor) and Universiti Teknologi MARA (UiTM) Kampus
Permatang Pauh (Pulau Pinang) employees. Feedback received were used to refine any unclear
or misleading questions, improve the overall phrasing, and confirm that the instrument had
accurately captured the intended data. Furthermore, a reliability analysis using Cronbach’s
Alpha was performed to evaluate the internal consistency of each section. The reliability took
place between 0.6 and 0.7 which is considered as adequate, while a value of 0.8 or more is
considered excellent (Rowe et al, 2020). Items or constructs with alpha values below 0.6 were
examined and adjusted to enhance the reliability of the questionnaire before proceeding to the

main data collection. The Cronbach's Alpha for all the variables for this research are shown in
Table 1:

Table 1: Reliability Test

Survey Items Number of Items Cronbach Number of
Alpha Respondents

Price 5 0.802 30

Perceived Quality 5 0.699 30

Advertisement 5 0.793 30

Coffee Consumption Behaviour 6 0.755 30

Although the Cronbach's Alpha value for the perceived quality construct was 0.699, which is
slightly below the commonly accepted threshold of 0.70, it was considered acceptable for this
exploratory study based on the recommended reliability range of 0.60 and above (Rowe et al.,
2020).

Findings
Descriptive Analysis
The descriptive analysis was conducted using mean and standard deviation values based on a

five-point Likert scale. The analysis includes respondents' demographic information, coffee
consumption behaviour, price, perceived quality, and advertisement.
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Demographic Information

A total of 231 employees participated in this study. Most respondents were female (74.0%),
while males accounted for 26.0%. The majority of respondents were aged between 39 and 48
years old (59.7%). In terms of marital status, 78.4% were married, 20.3% were single, and
1.3% belonged to other categories.

Regarding employment status, 61.5% of respondents were academic staff, while 38.5% were
non-academic staff. Among academic staff, the largest income group earned between RM7,001
and RM 11,000 (38.1%). For non-academic staff, most respondents earned between RM3,501
and RM5,500 (18.6%) or RM 1,500 and RM3,500 (18.2%). The Faculty of Hotel and Tourism
Management recorded the highest number of academic staff respondents (31.2%).

Table 2 Demographic Information

Characteristics Frequency Percentage (%)
Gender Female 171 74.0
Male 60 26.0
Age 18-28 14 6.1
29-38 49 21.2
39-48 138 59.7
49-58 28 12.1
58 and above 2 0.9
Marital Status Married 181 78.4
Single 47 20.3
Others 3 1.3
Employee Status Academic Staff 142 61.5
Non-Academic Staff 89 38.5
Income Level <RM3,000 6 2.6
(Academic Staff) RM3,001 - RM7,000 38 165
RM7,001 - RM11,000 88 38.1
RM11,001 - RM15,000 8 3.5
RM15,001 - RM19,000 0 0.0
>RM19,001 2 0.9
Faculty Contemporary Islamic9 39
Studies
Language Studies 16 6.9
and Law
Electrical and 8 35
Engineering
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Accounting 11 4.8
Business and Management 26 11.3
Hotel and Tourism72 31.2
Management
Income Level RM1,500 - RM3,500 42 18.2
(Non-Academic Staff) — pyi3 501 Rms,500 43 18.6
RM5,501 - RM7,500 4 1.7
RM7,501 - RM9,500 0 0.0
>RM9,501 0 0.0
Department Academic Affairs 15 6.5
Administration 8 3.5
Bursary Office 7 3.0
Cendekiawan Library 17 7.4
Facilities 2 0.9
Management
Rector Office 14 6.1
Research and 6 2.6
Industry Linkages
Student Affairs 10 43
UiTM Dungun Hotel 10 43

Descriptive Analysis for Dependent Variable: Coffee Consumption Behaviour (CCB)

Table 3 shows the descriptive statistics for coffee consumption behaviour. The highest mean
score was recorded for CCB2 (M = 4.03), indicating that respondents tend to drink coffee
depending on their mood or specific occasions. This was followed by CCB5 (M = 3.86),
suggesting that product awareness and packaging information influence coffee consumption.

The lowest mean score was observed for CCB3 (M = 2.62), indicating that respondents
generally do not consume more coffee when remaining inactive for long periods. The standard
deviation values ranged from 1.03 to 1.43, showing moderate variation in respondents' coffee
consumption behaviour.

Table 3 Mean Score for Dependent Variable: Coffee Consumption Behaviour

Survey Items N Mean Std. Deviation

CCBI1: I often drink coffee while working 231 3.3377 1.26089
on a computer or using my phone

CCB2: I drink coffee based on mood or 231 4.0346 1.02517
occasion

CCB3: I tend to drink more coffee whenI 231 2.6234 1.38350
sit or stay inactive for long periods

CCB4: 1 usually add extra ingredients 231 2.7056 1.42948
(such as sugar,syrups,honey) to my coffee
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CCBS: I usually read the label or packaging231 3.8571 1.08805
information before drinking or

buying coffee products

CCBG6: I enjoy almost any type of coffee as 231 3.1385 1.33444
long as it is coffee

Note: Likert scale (1: Strongly Disagree, 2: Disagree. 3: Neutral, 4: Agree, 5: Strongly Agree)

Descriptive Analysis for Independent Variable 1: Price (PR)

Price was the first independent variable examined in this study. The highest mean score was
recorded for PR1 (M = 3.78), indicating that respondents consider price an important factor
when purchasing coffee. On the other hand, PR3 had the lowest mean score (M = 3.35),
suggesting that respondents were neutral regarding whether buying local coffee brands helps
them save money. The standard deviation values ranged from 0.90 to 1.16, indicating a
moderate level of variation in respondents' perceptions of price.

Table 4 Mean Score for Independent Variable 1: Price

Survey Items

N Mean Std. Deviation
PR1: I perceive price is important when I 231 3.7792  1.16047
buy a cup of coffee
PR2: I perceive the price of local coffee 231 3.6494 90072
brands is reasonable for consumers
PR3: I can save money by buying local 231 3.3506  1.08467
coffee brands

PR4: I buy local coffee brands because they 231 34372 1.11285
are affordable

PRS: The local coffee brand is priced lower 231 3.6710  1.06525
than the international coffee brand
Note: Likert scale (1: Strongly Disagree, 2: Disagree. 3: Neutral, 4: Agree, 5: Strongly Agree)

Descriptive Analysis for Independent Variable 2: Perceived Quality (PQ)

For perceived quality, PQ1 recorded the highest mean score (M = 4.19), indicating that
respondents strongly agreed that quality is an important criterion when purchasing coffee. PQ5
recorded the lowest mean score (M = 3.47), suggesting that respondents were neutral about
whether local coffee brands are fresher and tastier than other brands. The standard deviation
values ranged from 0.81 to 0.97, indicating relatively consistent responses among respondents.

Table 5 Mean Score for Independent Variable 2: Perceived Quality

Survey Items N Mean  Std. Deviation
PQI: I perceive quality is an important 231 4.1905 .88862
criterion when I buy coffee

PQ2: I perceive it is important for me to buy 231 3.9264 96852
high-quality coffee
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PQ3: I perceive local coffee brands taste 231 3.8874 82112

good

PQ4: I perceive the local coffee brand has 231 3.9221 .80918
good quality

PQS5: I perceive local coffee brands are 231 3.4719 .88359

fresher and tastier than other coffee brands
Note: Linear scale (1: Strongly Disagree, 2: Disagree. 3: Neutral, 4: Agree, 5: Strongly Agree)

Descriptive Analysis for Independent Variable 3: Advertisement (ADV)

The descriptive analysis for advertisement shows that ADV1 obtained the highest mean score
(M = 4.18), indicating strong agreement that coffee products are widely known among
consumers. ADV4 also recorded a high mean score (M = 4.15), showing that respondents
perceive coffee as having unique characteristics compared to other beverages. The lowest mean
score was recorded for ADV3 (M =3.71), suggesting a moderate level of agreement that local
coffee brands frequently introduce new products based on customer preferences. The standard
deviation values ranged from 0.79 to 0.99, indicating consistent responses among respondents.

Table 6 Mean Score for Independent Variable 3: Advertisement

Survey Items N Mean  Std. Deviation

ADV1: I perceive that coffee products are 231 4.1775 .79050
already well-known among the wider community

ADV2: I perceive that local coffee brands often 231  3.8009 .98872
hold promotions to attract customers

ADV3: I perceive that local coffee brands often231  3.7100 .94998
launch new products according to customer
wishes
ADV4: I perceive that coffee has a uniqueness 231 4.1472  .82091
that is different from other beverage products
ADVS5: T perceive that local coffee brands set231  3.8398 .93034
prices according to the quality of the products
and services provided

Note: Linear scale (1: Strongly Disagree, 2: Disagree. 3: Neutral, 4: Agree, 5: Strongly Agree)

Correlation Analysis

Pearson correlation analysis was conducted to determine the relationship between the
independent variables (price, perceived quality, and advertisement) and the dependent variable
(coffee consumption behaviour). The results revealed that all three independent variables had
significant positive relationships with coffee consumption behaviour (p < 0.001). Perceived
quality showed the strongest relationship (r = 0.409), followed by price (r = 0.399) and
advertisement (r = 0.386).
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Table 7 Pearson Correlation Analysis between Variables

Perceived
Price Quality Advertisement
Coffee Pearson Correlation  0.399™ 0.409™ 0.386™"
Consumption  Sjg, (2-tailed) .000 .000 .000
Behaviour
231 231 231

**_Correlation is significant at the 0.01 level (2-tailed).
b. Listwise N=231

These findings indicate that improvements in perceived quality, price perception, and
advertisement are associated with higher coffee consumption behaviour among UiTM Dungun
employees. Overall, the relationships were moderate and statistically significant.

Multiple Regression Analysis

Multiple regression analysis was performed to examine the combined effect of price, perceived
quality, and advertisement on coffee consumption behaviour.

Model Summary
Table 8 Results of Multiple Regression
Model R R Square  Adjusted R Square Std. Error of the Estimate
1 497% 247 237 54174

Predictors: (Constant), Price, Perceived Quality, Advertisement
Dependent Variable: Coffee Consumption Behaviour

The model produced an R? value of 0.247, indicating that 24.7% of the variation in coffee
consumption behaviour can be explained by the three independent variables. The remaining
75.3% is influenced by factors not included in this study. This suggests that coffee consumption
behaviour is affected by additional variables beyond the scope of the current study. These may
include taste preferences, personal lifestyle, health consciousness, workplace culture, and
consumer habits, which could significantly influence coffee consumption behaviour among
employees.

Table 9 Results of Coefficients

Unstandardized Coefficient Standardized Coefficients
Model B Std. Error Beta t Sig.
1 1.134 257 4408 .000
(Constant)
Price 201 .053 246 3.793 .000
Perceived Quality 212 .075 209 2.831 .005
Advertisement 154 .069 .163 2.225 .027
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a. Dependent Variable: 0.237 Adjusted R Square: 0.237

The regression results showed that all three independent variables significantly influenced
coffee consumption behaviour. Based on the standardized beta coefficients, price (B = 0.246)
has the strongest influence on coffee consumption behaviour, followed by perceived quality (B
=0.209) and advertisement (B = 0.163).

These findings suggest that price is the strongest determinants influencing coffee consumption
behaviour among UiTM Dungun employees. This is consistent with Natasha and Subakti
(2021), who discovered that reasonable pricing has a major impact on consumer purchasing
decision. Similarly, Zhou (2024) discovered that one of coffee shop in Malaysia, Luckin Coffee
is able to establish a wide consumer based due to their competitive pricing. This is because
employees frequently consume coffee during working hours for various reasons. Workplace
culture, lifestyle differences, health awareness, existing coffee consumption habits, and
socioeconomic factors collectively influence coffee consumption behaviour among UiTM
Dungun employees by shaping their daily routines, preferences, and purchasing decisions,
which in turn affect how frequently and under what conditions coffee is consumed. Therefore,
as frequent consumers, they grow more sensitive to coffee pricing, especially given Malaysia's
rising cost of living. As a result, price becomes an important factor to consider when choosing
a coffee shop.

Conclusion and Recommendations

The results of the conducted study suggest that the three main factors influencing coffee
consumption behaviour are price, perceived quality and advertisement. However, among these,
price emerged as the strongest factor, showing that consumers place greater importance on
product affordability compared to perceived quality and promotions, especially when trying
new coffee brands. These analyses revealed that most respondents generally agreed on the
importance of price and quality when purchasing coffee, while advertisements are significant
in attracting consumers. The consistency in the results obtained also highlights the competitive
pricing and consistency of product quality in managing consumer choices. Somehow, when
talking about tasting coffee, consumers often ignore the price level and consume to taste and
compare it with other brands. This research has several limitations, which should be considered
when interpreting its implications. However, it is suggested that further researchers to include
the price, quality and advertisement as their determinants in their study.

This study has several limitations that could pave the way for future research on the subject.
The most notable limitation is the level of coffee drinkers in UiTM Dungun. As the research
involved conducting multiple data collection methods, indirect communication with the
respondents was also conducted to collect their perception on the subject. The results found
was that the majority of the respondents are light coffee drinkers. Furthermore, the study was
also conducted within a single institution (UiTM Dungun). Consequently, the research could
not be generalized into a broader population, such as other occupations, the general public, or
multiple geographic areas. Lastly, this research only covers three independent variables: price,
perceived quality, and advertisement. While these were found to be significant, other variables
such as taste preference, lifestyle, and health consciousness were not studied, but may be some
of the important determinants of coffee consumption behaviour.
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