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Abstract

This study investigates the determinants of coffee purchase intention among working adults by applying and extending the Theory of Planned Behavior (TPB). Although TPB has been widely used to explain behavioural intention, its application in routine consumption settings such as coffee purchasing remains relatively underexplored, particularly regarding the role of personal characteristics. To address this gap, this study integrates personal factors (age, lifestyle, and economic status) into the TPB framework alongside attitude, subjective norms, and perceived behavioral control to provide a more comprehensive explanation of coffee purchase intention. A quantitative, cross-sectional design was adopted. Data were collected from 221 coffee consumers aged 18 years and above using a structured online questionnaire. Measurement items were adapted from established scales, and the data were analysed using SPSS through descriptive statistics, reliability analysis, Pearson correlation, and multiple regression techniques. The findings reveal that attitude, subjective norms, perceived behavioral control, and personal factors all significantly influence coffee purchase intention. The results indicate that coffee purchasing decisions are shaped not only by psychological and social determinants but also by consumers’ lifestyle orientations and economic capacity. Theoretically, this study extends TPB by empirically validating the relevance of personal factors in explaining purchase intention within a contemporary consumption context. Practically, the findings offer meaningful insights for coffee businesses seeking to design marketing strategies aligned with consumers’ behavioural drivers and lifestyle preferences.

Keywords: Theory of Planned Behavior, coffee purchase intention, personal factors, attitude, subjective norms, perceived behavioral control.

1. Introduction
Coffee has established itself as one of the world's most cherished beverages and the second best-selling product globally, with Malaysia experiencing particularly rapid growth in consumption as coffee shops become integral to daily life and modern urban culture (Ali et al., 2021; Buranananont et al., 2022; Salmiah et al., 2023). Among Malaysians, coffee purchasing has increased markedly across millennials, teenagers, and professionals, transforming coffee consumption into a symbol of status, experience, and lifestyle (Ronald et al., 2023; Putithanarak et al., 2022). This growth trajectory is reflected in market projections, with revenue expected to reach USD9 million by 2024 and expand at an annual rate of 8.43% through 2029, while per capita consumption is forecast to rise from approximately 110 cups in 2025 to over 140 cups by 2030, driven by urbanization, café culture expansion, and evolving preferences among Millennials and Generation Z (Statista Research Department, 2023; 17 Gram Beans, 2025). Despite this growing cultural and economic significance, research on consumer behavior within Malaysia's coffee industry remains limited, particularly regarding the integration of personal factors with established behavioral theories; while several studies have applied the Theory of Planned Behavior (TPB) to examine coffee consumption, most have focused on standard TPB components without adequately addressing how individual characteristics such as age, lifestyle, and economic status interact with psychological determinants to shape purchase intentions (Yahya et al., 2022; Samoggia & Riedel, 2019). This study addresses this gap by extending the TPB framework to include personal
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factors, offering a more comprehensive understanding of what motivates coffee consumption in Malaysia's evolving sociocultural landscape.

2. Literature Review
2.1 Purchase Intention

Purchase intention, defined as the likelihood that a consumer will purchase a specific product or service, is a critical metric for businesses to forecast sales and analyze behavior, representing a cognitive predisposition that may subsequently manifest as actual purchasing action (Abdul Rahim et al., 2019; Kwak et al., 2022). Shaped by a complex interplay of personal preferences, brand image, past experiences, price sensitivity, marketing efforts, and social influence, this intention is theoretically framed within the Theory of Planned Behavior (TPB) as being determined by attitudes, perceived behavioral control, and subjective norms (Ajzen, 1991; Agriqisthi et al., 2023). A high purchase intention signals a strong alignment between consumer demands and perceived product value, whereas low intention indicates barriers or unfavorable perceptions necessitating strategic intervention (Dionysis et al., 2021). Its significance in consumer research, particularly for understanding behavior in dynamic categories like coffee consumption, lies in its role as a proximal predictor of actual purchase, encompassing consumers' willingness, decisions, and plans (Buranananont et al., 2022; Gaji et al., 2022; Yahya et al., 2022). Although the complexity of purchase decisions involves analyzing product knowledge, comparing alternatives, and evaluating attitudes (Salmiah et al., 2023), and while intention does not always guarantee action, its robust theoretical grounding makes it an appropriate dependent variable for this study, consistent with established TPB research practices.

2.2 Personal Factor

In consumer behavior theory, personal factors which comprising inherent attributes such as demographic characteristics (e.g., age and income), lifestyle patterns, psychological elements (e.g., motivation and attitudes), and social influences collectively shape an individual’s identity and decision-making processes, significantly impacting purchasing intentions and consumption patterns (Qureshi et al., 2023; Aziz et al., 2022). Research has demonstrated that these factors drive consumption intentions through both utilitarian considerations and subjective norms (Samoggia et al., 2021), with lifestyle and personal preferences playing a particularly influential role in categories such as coffee intake, especially among younger consumers (Utama et al., 2021). Demographic variables like age and income not only determine consumers' purchasing capacity but also shape their preferences for specific coffee products (Norazami et al., 2025), while lifestyle and economic status guide consumption choices and discretionary spending on premium offerings (Yahya et al., 2022; Mohammed, 2024). Given that social, personal, and psychological factors collectively influence consumer decisions regarding coffee brands with age, lifestyle, and economic status emerging as especially impactful variables (Yahya et al., 2022) this study focuses specifically on these three personal factors. Age shapes cognitive capacities and social responsibilities, lifestyle encompasses the habitual behaviors and routines that influence well-being, and economic status determines access to resources and consumption opportunities, together providing a comprehensive framework for understanding how individual characteristics interact with psychological determinants to guide coffee purchasing decisions..

2.2.1 Age

Age, as a fundamental demographic variable quantifying an individual's life stage, profoundly shapes consumer behavior through generational cohort characteristics such as those of baby boomers, Generation X, millennials, and Generation Z, each exhibiting distinct consumption patterns informed by shared socio-cultural experiences (Fitria et al., 2024; Zamborita et al., 2024). Generation Z, as digital natives, display behaviors driven by FOMO (fear of missing out) and a pursuit of psychological fulfillment through social connectivity, while younger millennials gravitate toward high-quality "craft" coffee as a medium for individualization and self-expression, prompting coffee companies to emphasize flavor, freshness, and experiential enjoyment in targeting these groups (Fitria et al., 2024; Zamborita et al., 2024). Beyond generational identity, age influences consumer decision-making through its direct impact on physical and cognitive capacities, health considerations, and evolving social responsibilities, with research confirming that age and lifecycle stage significantly shape buying intention and position age as a critical personal attribute affecting purchasing behavior (Yahya et al., 2022). Furthermore, age-related experiences and convictions can mediate how consumers evaluate perceived risks and engage in ethical decision-making, demonstrating that age not only determines product preferences but also the cognitive processes underlying those choices (Hein, 2022). In the coffee consumption context, a nuanced understanding of these age-based differences enables marketers to tailor strategies to the distinct motivations, preferences, and behavioral patterns characteristic of each generational cohort, thereby enhancing the relevance and effectiveness of their offerings.Therefore, this leads to the first hypothesis (H1a) of this study:

H1a: There is a positive relationship between age and purchase intention.
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2.2.2 Lifestyle

Lifestyle, defined as the comprehensive pattern of how individuals live through their activities, habits, and daily routines, reflects their beliefs, values, and socioeconomic standing while manifesting in choices regarding eating habits, physical exercise, work, leisure, and social connections (Aziz et al., 2022). In the context of coffee consumption, lifestyle factors play a particularly significant role, as caffeine intake patterns vary systematically with sociodemographic characteristics such as age, education level, and marital status (Bawazeer et al., 2024), with research consistently demonstrating that these lifestyle factors exert the strongest influence on coffee consumption preferences, surpassing even health considerations and sensory appeal (Utama et al., 2021). This is evident in the transformation of coffee shops from mere beverage outlets into vibrant social spaces where people gather, network, and share experiences, particularly among younger generations (Az-Zahrah et al., 2025; Zamborita et al., 2024). For contemporary consumers, especially millennials and Generation Z, coffee consumption has evolved into a significant lifestyle indicator representing both individual preferences and broader cultural phenomena (Nurrahma & Sudarmiatin, 2025), with café visits serving as a lifestyle practice encompassing collaborative workspaces, social gathering venues, and environments for meeting personal needs - extending beyond mere consumption to express identity, allocate time and money, and pursue self-discovery (Aziz et al., 2022). This strong connection is reflected in consumer preferences for brands that align with their way of life, where product quality and availability further reinforce purchasing decisions (Hapsari et al., 2023; Yahya et al., 2022). Consequently, coffee has transcended its status as a mere beverage to become associated with positive experiences, high-quality living, and social standing (Czarniecka-Skubina et al., 2021), and although not a fundamental consumer need, it has become so integrated into many people's lifestyles that it is challenging to relinquish (Agriqisthi et al., 2023). This lifestyle-driven consumption pattern is reflected in Malaysia's projected coffee market growth, with revenue expected to increase from RM4.9 billion in 2025 to RM6.6 billion by 2030, driven by shifting lifestyle patterns including heightened consumption among younger demographics, increasing preference for specialty café experiences, and adoption of premium at-home brewing practices (17 Gram Beans, 2025; Maciejewski et al., 2020). Thus the following hypothesis (H1b) of the study was designed as below:

H1b: There is a positive relationship between lifestyle and purchase intention.

2.2.3 Economic Status

Economic status, reflecting an individual's financial and social standing through income, occupation, and education, fundamentally shapes consumption behavior by determining resource access and quality of life (Lone et al., 2023). Higher income expands consumer choices and enhances life satisfaction, while lower economic status can limit opportunities and perpetuate disadvantage (Livingston et al., 2022; Dimitri, 2024; Nutakor et al., 2023). In coffee consumption, economic status manifests through varied purchasing patterns - young Malaysians, even infrequent buyers, occasionally splurge on branded coffee, reflecting preferences tied to economic capability (Ali et al., 2021). Consumers often equate higher prices with superior quality, purchasing premium products as markers of economic standing (Putithanarak et al., 2022; Kim et al., 2023), and as coffee culture evolves, customers increasingly seek quality, atmosphere, and service. Conversely, those with limited income exhibit greater price sensitivity, treating coffee as an unaffordable luxury and prioritizing essential needs (Az-Zahrah et al., 2025; Agriqisthi et al., 2023). Economic disruptions like the COVID-19 pandemic further illustrate how constrained finances directly limit coffee purchasing despite strong social media engagement, underscoring that economic status fundamentally shapes consumption possibilities and priorities (Nugroho et al., 2024). Accordingly, H1c constitutes as the hypothesis of this study:

H1c: There is a positive relationship between economic status and purchase intention.

2.3 Attitude

Attitude, as a psychological construct within the Theory of Planned Behavior, represents an individual's degree of favor or disfavor toward a particular behavior, encompassing cognitive (beliefs), affective (emotions), and behavioral (action tendencies) components that develop through direct experience, social interactions, and cultural norms, ultimately serving as a powerful predictor of intentions and actions across various contexts (Ajzen, 1991; Veenarat et al., 2021; Pascual et al., 2020; Wibowo et al., 2022). In the context of coffee consumption, empirical evidence strongly supports the significant relationship between attitude and purchase intention, with studies examining specialty coffee among Brazilian consumers revealing that attitudes toward behavior significantly predict purchase intention, often outweighing the influence of social pressures (Correa et al., 2020). Consumer opinions about coffee products, whether favorable or unfavorable, directly shape purchasing decisions, as positive attitudes lead to stronger intentions to buy while negative attitudes result in avoidance behaviors (Khaliqi et al., 2021; Kim et al., 2023). Research has documented statistically significant effects of attitude on intentions to purchase
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both instant coffee and specialty coffee, confirming that consumers must hold positive evaluations before forming purchase intentions (Gaji et al., 2022; Correa et al., 2020). For coffee businesses, cultivating positive customer attitudes through satisfying experiences, quality products, and favorable relationships can enhance customer satisfaction and strengthen purchase intentions, demonstrating the practical importance of understanding and assessing attitudes in consumer behavior research (Pratama et al., 2023). Hence, a hypothesis was formed as H2 below:

H2: There is a positive relationship between Attitude and Purchase Intention

2.4 Subjective Norms

Subjective norms, as conceptualized within the Theory of Planned Behavior, refer to the perceived social pressures and expectations from significant others such as family, friends, and broader society that shape an individual's behavioral decisions, arising from normative beliefs about what referents think one should do and the motivation to comply with those expectations (Ajzen, 1991; Kim et al., 2023; Pascual et al., 2020; Samoggia et al., 2021). These perceived social forces significantly influence consumer behaviors, including coffee shop patronage and caffeine consumption, particularly through direct social invitations and peer influences, with young consumers and adolescents being especially susceptible as they often find it difficult to decline social gatherings at coffee shops (Pratama et al., 2023; Lee & Kim, 2020; Agriqisthi et al., 2023). Research confirms that subjective norms serve as significant predictors of behavioral intention, though typically exhibiting weaker effects compared to attitudes within the TPB framework (Veenarat et al., 2021; Correa et al., 2020). When consumers visit coffee shops, they actively seek validation from others regarding the worthiness of the establishment, and recommendations from influential others substantially impact their decisions (Pratama et al., 2023). Gaji et al. (2022) found that subjective norms directly affect purchase intention, highlighting that beyond its habitual nature, coffee drinking carries important social value across home, work, and social contexts. The influence of subjective norms may be amplified when consumption becomes publicly visible, suggesting that brand identification and conspicuous consumption can strengthen social pressures on purchase intentions (Correa et al., 2020), underscoring the particular importance of understanding subjective norms in collectivist societies where social expectations and group conformity heavily shape lifestyle-related consumption decisions. Hypothesis H3 therefore was formed as below:

H3: There is a positive relationship between Subjective Norms and Purchase Intention.

2.5 Perceived Behavioral Control

Perceived behavioral control (PBC), a key construct in the Theory of Planned Behavior, refers to an individual's perception of how easy or difficult it is to perform a specific behavior, shaped by beliefs about available resources, potential obstacles, and the perceived influence of these factors on action (Ajzen, 1991, 2020; Pascual et al., 2020). Informed by prior experience and secondhand information, PBC encompasses internal factors such as skills and confidence, as well as external constraints like time, money, and accessibility (Samoggia et al., 2021; Veenarat et al., 2021). In coffee consumption research, PBC alongside attitude and subjective norms significantly predicts purchase intention; individuals who believe they have the necessary time, financial means, and confidence tend to form stronger intentions to purchase (Correa et al., 2020; Agriqisthi et al., 2023; Veenarat et al., 2021). Conversely, when perceived control is low, even positive attitudes may not translate into actual behavior, often leading to avoidance (Kim et al., 2023). Practical considerations such as travel convenience to coffee shops, availability of disposable income, and confidence in decision-making all contribute to PBC (Pratama et al., 2023). Given its consistent and substantial association with purchase intention, PBC plays a crucial role in bridging favorable dispositions and actual behavioral execution in the coffee industry. Accordingly, H4 is advanced as the fourth hypothesis of this study.

H4: There is a positive relationship between Perceived Behavioral Control and Purchase Intention.
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Figure 1: The Research Framework


3. Research Methodology
This study employed a quantitative, cross-sectional research design to examine the factors influencing coffee purchase intention among Malaysian consumers, utilizing the Theory of Planned Behavior as the theoretical framework. The target population comprised working adults aged 18 years and above who are coffee consumers, selected due to their financial independence and purchasing autonomy. Using G*Power analysis, a minimum sample size of 146 was required; however, 221 valid responses were ultimately retained after data cleaning, exceeding the minimum requirement. Convenience sampling was employed as the sampling technique due to practical constraints of time and accessibility, allowing for efficient data collection from readily available participants. Data were collected through a structured online questionnaire distributed via Google Forms over four weeks, from November 19 to December 15, 2024. The instrument comprised three sections: Section A gathered demographic information, while Sections B and C measured purchase intention and the independent variables (attitude, subjective norms, perceived behavioral control, age, lifestyle, and economic status) using five-point Likert scales adapted from established sources including Brandauer (2024), Mohammed (2024), Agriqisthi et al. (2023), Hagger et al. (2022), Yahya et al. (2022), and Veenarat et al. (2021). Content validity was established through expert panel review comprising an academician, an industry professional, and a coffee consumer, while reliability was confirmed through Cronbach's alpha coefficients ranging from 0.781 to 0.942, all exceeding the acceptable threshold of 0.70. A pilot study with 54 respondents was conducted to refine the questionnaire, leading to improvements in clarity and age categorization. Ethical approval was obtained from the institutional review board on November 4, 2024, ensuring voluntary participation, informed consent, and confidentiality. Data analysis was performed using IBM SPSS Version 29, employing frequency analysis, descriptive statistics, normality testing, Pearson correlation analysis, and multiple regression analysis to test the hypothesized relationships.
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4. Results
The data were analyzed using descriptive statistics, correlation analysis, and multiple regression analysis to address the research objectives examining factors influencing coffee purchase intention among Malaysian consumers. Descriptive analysis was employed to summarize the survey responses and characterize the demographic profiles of the 221 respondents, providing an overview of sample characteristics including age distribution, gender composition, educational attainment, marital status, income levels, and coffee consumption frequency. Correlation analysis was conducted to test the hypothesized relationships between the independent variables - attitude, subjective norms, perceived behavioral control, age, lifestyle, and economic status and the dependent variable of purchase intention, determining both the strength and statistical significance of these associations. Subsequently, multiple regression analysis was utilized to evaluate the predictive power of the independent variables on purchase intention, assessing the unique contribution of each factor while controlling for the effects of other variables in the model, thereby providing insights into the relative importance of psychological and personal determinants in shaping consumers' coffee purchasing intentions.

4.1 Profile of Respondents
Table 1 summarizes the respondents’ demographic profiles. The demographic data reveals that the majority of respondents were aged 29-45 years (46.6%), female (67.0%), held a bachelor's degree (58.8%), were married (52.5%), and earned between MYR3,001-MYR6,000 (33.5%). Regarding coffee consumption, 46.2% consumed 1-2 cups daily, indicating moderate consumption as the most common trend.

Table 1: Respondent Demographics
[image: ]


4.2 Descriptive Statistics Results
Table 2 summarizes the descriptive analysis revealed that perceived behavioral control recorded the highest mean score (Mean=4.01, SD=0.78), indicating that respondents perceived substantial autonomy, accessibility, and confidence in their ability to purchase coffee according to their preferences. Purchase intention demonstrated a moderate positive level (Mean=3.49, SD=1.14), suggesting that consumers generally hold favorable dispositions toward purchasing coffee, though they may not exert excessive effort to do so. Among the Theory of Planned Behavior components, attitude (Mean=3.27, SD=1.06) and subjective norms (Mean=3.14, SD=1.03) exhibited moderate mean scores, reflecting that while consumers hold positive evaluations of coffee purchasing and acknowledge some social influence, these factors are not overwhelmingly
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strong. Regarding personal factors, age showed the highest mean (Mean=3.45, SD=1.04), indicating that respondents recognize age as a relevant factor in their coffee consumption decisions, particularly regarding spending capacity and brand evaluation. Conversely, lifestyle (Mean=2.78, SD=1.15) and economic status (Mean=2.30, SD=1.17) recorded lower mean scores, suggesting that respondents do not strongly associate their coffee consumption with lifestyle identity or status-seeking behavior, nor do they perceive their purchasing habits as highly sensitive to economic fluctuations.

Table 2: Respondent Demographics
[image: ]


4.3 Reliability Analysis
Reliability was assessed using Cronbach's Alpha coefficient to determine the internal consistency of the measurement scales. According to Bougie and Sekaran (2019), Cronbach's alpha values exceeding 0.70 are considered acceptable for social science research. The reliability analysis revealed that all constructs demonstrated high internal consistency, with Cronbach's alpha values ranging from 0.781 to 0.942. Purchase intention (α=0.942), attitude (α=0.937), subjective norms (α=0.914), and the personal factors of age (α=0.912), lifestyle (α=0.910), and economic status (α=0.915) all exhibited excellent reliability, while perceived behavioral control (α=0.781) remained within the good range, confirming the overall robustness of the measurement instruments. A pilot study conducted with 54 coffee consumers further enhanced the questionnaire's clarity and accuracy, leading to refinements in age categorization and question phrasing prior to full-scale data collection.

Table 3: Reliability Test Results
[image: ]

4.4 Relationship between variables
Pearson correlation analysis was conducted to examine relationships between independent variables and purchase intention. The correlation analysis revealed that all six hypothesized relationships were statistically supported, confirming that each independent variable significantly relates to coffee purchase intention. Among all factors, attitude demonstrated the strongest positive correlation with purchase intention (r = 0.817, p < 0.01), indicating that consumers who hold favorable evaluations and positive feelings toward coffee purchasing are substantially more likely to form strong intentions to buy. Subjective norms also showed a strong positive correlation (r = 0.660, p < 0.01), suggesting that social influences from family, friends, and significant others play an important role in shaping consumers' coffee purchasing decisions. Among the personal factors, economic status exhibited the strongest correlation (r = 0.504, p < 0.01), highlighting that financial capacity and disposable income significantly influence consumers' intention to purchase coffee. Age demonstrated a moderate positive correlation (r
= 0.395, p < 0.01), indicating that life stage and generational differences contribute to varying coffee consumption patterns. Perceived behavioral control showed a moderate positive correlation (r = 0.353, p < 0.01), reflecting that consumers' perceptions of their ability to access, afford, and control their coffee purchasing behavior positively influence their intentions. Lifestyle, while demonstrating the weakest correlation among the variables (r = 0.306, p < 0.01), still showed a significant
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positive relationship, confirming that daily routines, social activities, and personal interests shape coffee consumption intentions, albeit to a lesser degree than other factors.

Table 4: Pearson’s Correlation
[image: ]


4.5 Regression Analysis
Multiple regression analysis was conducted to examine the predictive power of the independent variables (attitude, subjective norms, perceived behavioral control, age, lifestyle, and economic status) on coffee purchase intention. The regression analysis produced a statistically significant model (F = 76.907, p < 0.001) that explained 67.4% of the variance in coffee purchase intention, indicating that the six predictors collectively exert a strong influence on consumers' purchasing decisions. Attitude emerged as the most powerful predictor (β = 0.719, p < 0.001), showing that consumers with favorable views toward coffee are far more likely to intend to purchase it. Perceived behavioral control also contributed significantly (β = 0.108, p = 0.013), suggesting that consumers who feel they have the time, money, and access needed to buy coffee are more inclined to do so. Interestingly, subjective norms and all three personal factors - age, lifestyle, and economic status did not show significant predictive power in the regression model, even though they were significantly correlated with purchase intention in the earlier analysis. This pattern suggests that these variables may influence purchase intention indirectly through attitude and perceived behavioral control, rather than directly. In other words, factors like age, lifestyle, and social pressure may shape how consumers develop their attitudes and sense of control, which in turn drive their actual purchase intentions.

Table 5: Multiple Regression Analysis Results
[image: ]
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5 Discussion and Conclusion
This study presents the key findings from an analysis of factors influencing coffee purchase intention within Malaysia’s expanding coffee culture, framed by the Theory of Planned Behavior (TPB). The study achieved its first objective by establishing that consumers demonstrate a moderate yet positive level of purchase intention (mean = 3.49), though the lower score for willingness to exert effort (mean = 3.09) underscores the critical role of convenience in purchasing decisions (Fahlevi et al., 2024). Addressing the second objective, statistical analysis revealed that all examined personal factors - age (r = .395, p < .01), lifestyle (r = .306, p < .01), and particularly economic status (r = .504, p < .01) demonstrate significant positive relationships with purchase intention. These findings align with prior research indicating that urban consumers in the 29–45 age range, those with socially active lifestyles, and individuals with greater financial capacity exhibit higher coffee purchase intentions (Yahya et al., 2022; Djamaludin & Silmie, 2021; Leo et al., 2018). Regarding the core TPB constructs, attitude emerged as the most influential predictor of purchase intention (r = .817, p < .01), consistent with Bhutto et al. (2022), followed by subjective norms (r = .660, p < .01) and perceived behavioral control (r = .353, p < .01), thereby confirming the significant relationships hypothesized in objectives three through five and supporting recent findings in comparable Asian markets (Khaliqi et al., 2021; Wu et al., 2025).

The study's integration of personal factors with traditional TPB components yields meaningful implications for consumers, businesses, and future research directions. For individual consumers, understanding how age, lifestyle, and economic status interact with psychological drivers enables more conscious consumption choices. From a business perspective, this multidimensional framework supports more effective customer segmentation and targeted marketing strategies by revealing how different demographic groups form purchase intentions. The research identifies several avenues for future investigation, including extending the focus from purchase intention to actual purchase behavior, examining moderating effects of personal factors within Malaysia's diverse socioeconomic landscape, and testing mediating effects through structural equation modeling (Kristiyani et al., 2025). Longitudinal designs and cross-regional comparisons across Peninsular Malaysia, Sabah, and Sarawak are recommended to capture evolving consumption patterns, particularly among emerging segments such as health-conscious consumers and sustainability-driven millennials (World Coffee Portal, 2024; Sinar Daily, 2025). As Malaysia's coffee culture continues to evolve in response to post-pandemic behavioral shifts, this research provides a valuable theoretical and practical foundation for understanding and responding to changing consumer preferences.
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Demographic Profile Frequency  Percentage (%)
Age
18-28 years old 64 200
20-45 years old. 103 466
46-50 years old 54 244
Gender
Male 73 330
Female 148 670
Education
Secondary School 1 50
Diploma 39 176
Bachelor's Degree 130 5838
Postgraduates 4 186
Marital Status
Single o4 25
Married 116 525
Others 1 50
Income Level
Below MYR3,000 66 209
MYR3,001 - MYR6,000 7 335
MYR6,001 - MYRO,099 43 195
Above MYR10.000 38 172
Frequency of Coffee Intake
1-2 cups a day 102 462
3 or more cups a day 21 95
Weekly 47 213
Rarely 51 231
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Variable Mean _Standard Deviation

Purchase Intention 3.49 114
Personal Factor - Age 3.45 1.04
Personal Factor - Lifestyle 2.78 115
Personal Factor - Economic 23 117
Attitude 3.27 1.06
Subjective Norms 3.14 1.03

Perceived Behavioral Control ~ 4.01 0.78
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Variables No Oftem _ Cronbach's Alpha Result

Purchase Intention 5 0.942 High Reliable
Personal Factor - Age 5 0912 High Reliable
Personal Factor - Lifestyle 5 0.910 High Reliable
Personal Factor - Economic 5 0915 High Reliable
Attitude 5 0.937 High Reliable
Subjective Norms 5 0914 High Reliable
Perceived Behavioral Control 5 0.781 High Reliable
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Hypothesis Hypothesis Path Coefficient Significant  Result
(1 Value

Hla Personal Factor (Age)-  395%F 0.000 Supported
Purchase Intention

Hib Personal Factor (Lifestyle)-  .306%* 0.000 Supported
Purchase Intention

Hle Personal Factor (Economy)-  .504%* 0.000 Supported
Purchase Intention

H2 Attitude - Purchase Infention ~_817%* 0.000 Supported

H3 Subjective Norms - Purchase .660%* 0.000 Supported
Intention

H4 Perceived Behavioural ~ 353*% 0.000 Supported

Control - Purchase Intention
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Model B Sig,

(Constant) 0.808

Attitude 0.719 0.000
0.108 0.013

Perceived Behavioral Control

Subjective Norms 0.069 0.298

Personal Factor (Age) -0.029 0.567

Personal Factor (Lifestyle) 0.046 0438

Personal Factor (Economy) 0.002 0974

F Value 76907

sig 0.00

Adjusted R? 0.674

R 0683

a. Predictors: (Constant), Personal Factor (Economy), Perceived Behavioral Control,
Personal Factor (Age), Attitude, Personal Factor (Lifestyle), Subjective Norms

b. Dependent Variable: Purchase Intention




