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ABSTRACT 

At the present time, there is intense competition in the coffee industry. To overcome the high competition and maintain 
consumer loyalty, marketers must consider the unique characteristics of young consumers. This study aims to examine 
the impact of differences in consumer attitudes based on demographic differences, authenticity, and perceived value on 
consumer trust in coffee from Indonesia. This study specifically to investigate young Indonesian consumers who come 
from universities. The sample of respondents in this study was 134, and the analysis was conducted using an ANOVA 
t-test and multiple regression. According to the study's findings, perceived value significantly affects trust, but 
authenticity has no impact on it. In addition, our study showed no difference in consumer attitudes based on coffee 
consumption patterns. These findings have important implications for marketers in developing effective strategies in the 
highly competitive coffee industry. 
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1. INTRODUCTION 

The rapidly changing environment requires 
marketers to continuously develop and execute effective 
marketing campaigns. Brands also involve consumers in 
the product innovation process [1]. Currently, there is a 
change in consumer behavior patterns, presenting new 
challenges for marketers amidst very high competition 
[2]. Consumers are faced with an influx of new brands 
and intense advertising every day, making it difficult for 
brands to stand out. As a result, marketers use various 
approaches to build brand recognition in the minds of 
consumers [3], [4]. 

Even companies with strong brand recognition face 
challenges from innovative new brands, as marketers 
must constantly acquire new customers. Generation Y 
and Z consumers exhibit different behaviors than 
previous generations, with a high concern for social and 
environmental issues (Fabiola & Mayangsari, 2020; 
Grigoreva et al., 2021; Marka & Noor, 2023; Secretaria 
et al., 2023; Šramková & Sirotiaková, 2021). It is 
important to know how authenticity is communicated in 
action [10]. Marketers today are incorporating stories 
into their campaigns, with the challenge of appearing 
honest and authentic in society. This is due to changes in 
the natural, social, and technological environments, 
which require brands to adapt to evolving consumer 
needs. As such, building consumer trust and delivering 
value is critical for brands. 

The post-pandemic conditions and the economic 
crisis pose various challenges for consumers. In this 
business environment, marketers must convince 
consumers that their brands are trustworthy, genuine, and 
offer more value than their competitors. However, due to 
the current uncertain conditions, marketers may find it 
difficult to focus on the competition. Effective 
segmentation is linked to authenticity and customer 
loyalty levels [11]. For this reason, authenticity is an 
important factor for marketers to strengthen their brand 
position in the market [12]–[14]. In addition to 
identifying target segments, positioning the brand 
correctly in the minds of consumers is also important for 
the sustainability of the company.  

Portal et al., (2019) explained that nowadays 
attributes owned by humans are attached to brands, so 
consumers experience increased recognition of attributes 
attached to brands, such as authenticity. There has been a 
lot of research on brand authenticity [16], [17], but there 
are limited studies that try to examine differences in 
attitudes based on demographic variables, and the 
relationship between authenticity, perceived value, and 
trust. The objectives of this study are, first, to investigate 
the relationship between amateur coffee consumers' 
attitudes toward authenticity, perceived value, and trust. 
Secondly to investigate the influence of authenticity and 
perceived value variables on trust.  

There is evidence to support the notion that 
younger consumers are more environmentally conscious 
[18]. Green marketing is a strategy that coffee companies 
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use to differentiate themselves from the competition and 
draw in younger, environmentally conscious customers 
[19], [20]. Many studies in the context of the coffee 
industry have examined coffee purchase intentions or 
cafe visit intentions, but there are limited studies that try 
to analyze the role of trust in local coffee [21]–[25]. 
Especially for coffee producers in developing countries. 
Although Indonesia produces coffee, there is still a lack 
of consumer confidence in the product. Therefore, this 
study aims to investigate the factors of attitude, value, 
and authenticity that influence the trustworthiness of 
local coffee among young consumers. This research is 
also to explore the determining demographic factors that 
influence attitudes towards local coffee. 

This research focuses on young amateur coffee 
consumers, as coffee is a leading commodity from 
Indonesia with various types of coffee beans identified 
by region of origin. The number of coffee shops offering 
premium coffee is experiencing substantial growth [26], 
but the use of commercially produced instant coffee 
remains high. Indonesian consumers tend to prefer 
instant coffee. This study examines demographic 
differences and consumer attitudes based on authenticity, 
trust and perceived value, including differences based on 
gender, income level and consumption patterns. 
Understanding consumer characteristics is essential for 
marketers to develop effective marketing strategies, 
particularly in the context of the coffee industry. 

 

2. RESEARCH MODEL AND 

HYPOTHESES 

2.1 Authenticity 

 

Brand authenticity has become an important topic 
in marketing research in the last decade due to changes 
in consumer behavior caused by the availability of 
information access [27]. Since intrinsic motivation drives 
authenticity, attribution theory can explain it [28]. Brand 
authenticity refers to the ability of a brand to fulfill the 
promises it has communicated with consumers. It is 
linked to consumer emotions and it is important to 
examine the social status of consumers in relation to 
brand authenticity [29].  

Marketers' honesty in fulfilling these promises also 
affects the brand's relationship with consumers, which in 
turn affects consumer intentions [30]. Today, consumers 
can easily talk about brands over the internet, so a single 
issue that is not handled well can have a huge impact on 
the brand. Different characteristics of the younger 
generation may affect their attitudes, so this study 
evaluates differences based on gender, income, and 
consumption in terms of authenticity. 

Hypothesis 1: Consumer attitudes towards authenticity 
differ by gender, income, and consumption patterns. 
 

2.2 Perceived Value 

 

Value is a concern in the marketing world because 
marketers face challenges in delivering value to 
customers [31]. Loyal customers are usually caused by 
the value perceived by them. Consumers show a positive 
attitude towards brands that they remember from the past 
[32]. Today, intense competition makes many brands 
compete to offer different values. Offering value means 
offering benefits to consumers. Therefore, brands must 
be able to position the brand appropriately in the eyes of 
target consumers to convey value well.  

Consumer perceived value is how a person feels 
about the benefit, performance and results of a product 
that helps them achieve their goals [33]. This value can 
include social, emotional well-being, performance, 
quality, and value for money dimensions [34]. Customer 
perceived value is a valuable concept for understanding 
customer experiences and their mental frameworks, 
which in turn can drive sustainable behavior [35]. 

Hypothesis 2: Consumer attitudes towards perceived 
value differ based on gender, income, and consumption 
patterns. 
 

2.3 Trust 

 
Trust is closely related to brand loyalty. Brand 

image is related to satisfaction and brand trust [36]. 
When consumers trust, they will be loyal. With authentic 
marketing communication, trust in the brand will 
increase. Consumers need to be moved by using honest 
stories, and the value offered to them. Brand trust is also 
influenced by brand authenticity [37]. Trust has a crucial 
role for consumers when purchasing food, since it 
influences their perception of related aspects such 
production technology [38]. Advertising can be used to 
build consumer trust [39] 
 
Hypothesis 3: Consumer attitudes towards trust differ 
based on gender, income, and consumption patterns. 
 
Hypothesis 4: Authenticity has a positive and significant 
effect on trust. 
 
Hypothesis 5: Perceived value has a positive and 
significant effect on trust 
 
Hypothesis 6: Authenticity and perceived value 
simultaneously influence trust 
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Figure 1 Research Model 

 

 

3. RESEARCH METHODS 

The population is students in the city of Yogyakarta 
with certain criteria. The sample in this study were 
undergraduate students at PGRI Yogyakarta University 
with a respondent age range of 17-26 years. Respondents 
are amateur coffee consumers who enjoy coffee at coffee 
shops and at home. The sampling method used was 
purposive sampling. Data collection using questionnaires 
through direct surveys. The scale of measuring answers 
in the questionnaire follows the Likert scale, consisting 
of (1) score 5 for answers strongly agree; (2) score 4 
agree to answer; (3) score 3 moderately agree to answer; 
(4) score 2 to answer disagree; (5) score 1 for answers 

PV 

Authen
ticity 

Trust 

Gender 

Income 

Consumption 
pattern 

H1 

H2 

H4 

H3 

H5 

Table 1. Demographic Variables 

Demographic Variables Description Total Percent 
Gender Man 36 26,9% 
 Woman 98 73,1% 
 Total 134 100% 
Income IDR500.000-1.000.000 90 67,2% 
 IDR1.000.000-1.500.000 25 18,7% 
 IDR2.000.000-2.500.000 9 6,7% 
 IDR2.500.000-3.000.000 2 1,5% 
 IDR > 3.000.000 8 6,0% 
Coffee Consumption Home 88 65,7% 
 Coffee Shop 46 34,3% 

 

 

 

Table 2. Validity Test and Reliability Test 

Item 1 2 3 Cronbach’s Alpha 
I think Indonesian coffee is the first and only one 
(Authenticity 1) 

 ,577  ,606 

I feel guilty if I buy coffee from other countries 
(Authenticity 2) 

 ,704  

I avoid buying coffee from other countries as much as 
possible (Authenticity 3)  

 ,708  

I think Indonesians should always buy Indonesian 
coffee (Authenticity 4) 

 ,714  

I think coffee from other countries is well-made and 
careful (Perceived Value 1) 

,590   ,619 

I think coffee from other countries shows their high 
level of technology (Perceived Value 2) 

,817   

I think the packaging design of coffee from other 
countries is very attractive (Perceived Value 3)  

,739   

I think coffee from other countries is very reliable 
(Trust 1) 

,730   ,553 

I think coffee from other countries is worth the price 
and quality (Trust 2) 

  ,947 

I agree that imports are allowed for coffees that are not 
available in Indonesia. (Trust 3) 

,404   

 

 

 

H6 
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strongly disagree. The statement on the questionnaire 
have been modified from those used in other studies 
[40]–[42]. 

Data obtained from the questionnaire were analyzed 
using one-way ANOVA analysis to test differences in 
attitudes and multiple linear regression to test the 
influence between variables. Both methods aimed to 
answer the research questions. The test used SPSS 22 
software. 

4. RESULT 

4.1 Overview of data collected  

The questionnaire was distributed directly so that 
respondents could directly fill in using Google Form and 
obtained a total of 134 respondents. A total of 134 
respondents can be used in this study. Male respondents 
totaled 36 and female respondents totaled 98. The 
number of respondents who consume coffee at home is 
88 people, and in coffee shops is 46 people. The majority 
of respondents had an income of Rp500,000-
Rp1,000,000.00. Data on respondents' consumption 
patterns can be seen in detail in table 1. Testing 
instrument research to assess validity and reliability. The 
number of samples used for validity testing was 134 
respondent samples. The test tool used in the validity test 
is factor analysis. The result is that the question items are 
declared valid. For reliability testing using the Cronbach 
Alpha method with the results of the Cronbach Alpha 
value declared good if the results are above 0.6. Validity 
and reliability test can be seen in table 2.  

4.2 Hypothesis testing  

One-way ANOVA and multiple linear regression 
analyses were used to test the hypotheses of differences 
in demographic variables and the influence of 
authenticity and perceived value on trust. In hypotheses 
1 to 3, it was found that gender, income, and coffee 
consumption patterns did not affect consumer attitudes. 
The conclusion is that hypotheses 1, 2 and 3 are not 

supported. The following is a table 3 showing hypothesis 
testing 1-3.  

The results of testing hypotheses 4 and 5 (table 4) 
show that using a significance value of 0.05, the 
statistically significant variable that partially affects the 
dependent variable is the perceived value variable, while 
the authenticity variable has no effect on the dependent 
variable, namely trust. Hypothesis 4 is not supported, 
and hypothesis 5 is supported. Meanwhile, the F test has 
a significance value of 0.000 or P <0.05 which indicates 
that there is a significant effect of the two independent 
variables simultaneously on trust so that hypothesis 6 is 
supported. 

 

5. DISCUSSION 

This study aims to answer the question of whether 
there are differences in consumer attitudes towards three 
variables, namely authenticity, perceived value, and 
trust. The test results show that there is no significant 
difference in consumer attitudes towards these three 
variables. This indicates that the behavioral 

Table 3. Hypothesis 1-3 Test 

Description Variables F Sig Result 
Attitude and gender  Authenticity ,080 ,778 H1 rejected 

Perceived Value ,662 ,417 
Trust ,826 ,365 

Attitude and income  Authenticity ,465 ,761 H2 rejected 
Perceived Value 1,633 ,170 
Trust ,342 ,849 

Attitude and consumption  Authenticity 1,677 ,198 H3 rejected 
Perceived Value ,414 ,521 
Trust ,790 ,376 

 

Table 4. Hypothesis 4-6 Test 

Variables b t Sig Result 
Authenticity  ,011 ,181 ,857 H4 rejected 

Perceived value  ,478 5,683 ,000 H5 supported 

Authenticity and Perceived Value  Adjusted R2=,190 F= 16,172 ,000 H6 supported 
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characteristics of the younger generation, in this case 
amateur coffee drinkers, who became respondents in this 
study are the same even though the test was conducted 
by taking into account differences in gender, income 
level, and consumption patterns. Thus, marketers can 
consider appropriate marketing strategies to reach the 
younger generation group. 

In addition, the test results also show that both 
independent variables, authenticity and perceived value, 
affect trust simultaneously. Authenticity is seen as 
important by consumers, but this authenticity must be 
accompanied by value perceived by consumers. If a 
brand looks authentic, but does not provide added value 
to consumers, then it will be useless. Therefore, 
marketers need to create added value for consumers as 
this is proven to be related to trust. In the current context, 
authenticity is necessary, but there needs to be added 
value for consumers to trust. 

 

6. CONCLUSION 

This study provides insight for marketers that the 
characteristics of the younger generation towards brands 
are not different, and proves that trust is related to 
authenticity and consumer perceived value. This study 
has several shortcomings related to the reliability of the 
research instrument as seen from the low reliability of 
the question items, and the model that does not 
adequately explain the dependent variable as evidenced 
by the low R Square value. Future research needs to 
increase the sample of respondents, add variables that are 
thought to affect the trust variable, and improve the 
question items in the study so that the instrument used is 
able to measure more accurately. 
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