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COFFEE CONSUMPTION AND CONSUMER PURCHASING BEHAVIORS OF
GENERATION Z

Abstract

This study investigates the coffee consumption patterns and consumer behavior of
Generation Z. The findings reveal that social influence, brand loyalty, and environmental
awareness are the primary drivers of their consumption choices. Social media and influencers
play a pivotal role in shaping their decisions. Generation Z demonstrates a strong commitment to
sustainability, favoring environmentally responsible products, which significantly influence their
behavior. Brand loyalty is fostered through emotional connections and alignment with social
responsibility values. In contrast, health concerns and price sensitivity have minimal impact. The
study provides an in-depth analysis of how technological and social trends shape Generation Z’s
consumption behaviors.

Keywords: different generations, coffee consumption, consumer behavior, survey, analytical
analysis.

INTRODUCTION

Azerbaijan's rapidly expanding economy and increasing integration into globalization have
significantly influenced the country’s consumption patterns. Against this backdrop, the rising trend
of coffee consumption in Azerbaijan has become particularly noteworthy. In a nation traditionally
rooted in a tea culture, coffee is gaining popularity, especially among younger demographics. This
shift is most evident in Generation Z, necessitating an in-depth analysis of their consumption
behaviors and the factors influencing their preferences.

The primary aim of this research is to examine coffee consumption and consumer behaviors
across different generational cohorts in Azerbaijan (Baby Boomers, Generation X, Generation Y,
and Generation Z). The study seeks to understand their coffee-related preferences, the interplay
with social, economic, and environmental factors, and to provide foundational insights for
developing tailored marketing strategies for each generation. The research focuses on evaluating
the influence of health concerns, social influence, brand loyalty, price sensitivity, and
environmental consciousness on coffee consumption choices.

The study's theoretical and methodological framework is grounded in economic,
psychological, and sociological theories that explore consumer behaviors and generational
consumption dynamics. The methodological approach employs quantitative research methods,
including surveys, statistical analysis, factor analysis, hypothesis testing, and regression analysis.

The main limitation of this research is its focus solely on Generation Z. This is primarily due
to time constraints and the extended process of gathering comprehensive data on other generations.
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Furthermore, the scarcity of data on coffee consumption patterns among other generations in
Azerbaijan presents an additional limitation.
THEORETICAL FRAMEWORK

The generational theory, first proposed by Neil Howe and William Strauss, asserts that
individuals born during specific periods develop distinct behavioral patterns and values influenced
by shared experiences, socio-economic conditions, and historical events. According to this theory,
each generation differs in its unique values, worldview, and consumption habits [1]. Economic
crises, wars, technological advancements, and social changes play a significant role in shaping
generations.

Generations are typically classified according to the following periods:

Baby Boomer (1946-1964): Born during the post-World War 1l economic boom, this
generation grew up in a period of economic stability and is characterized by behaviors oriented
toward acquiring material wealth. They are often described as more conservative and frugal.

Generation X (1965-1980): This generation was shaped during a period of global economic
uncertainty and grew up during rapid technological advancements. They tend to value balanced
consumption, prioritize quality, and are inclined to embrace technology [2].

Generation Y (Millennials, 1981-1996): Characterized by globalization, the spread of the
internet, and the rise of social media, this generation places importance on individuality and
experiences. Millennials are likely to show brand-switching behavior and are more sensitive to the
social and environmental impacts of products [3].

Generation Z (1997-2012): Immersed in technology, Generation Z is characterized by rapid
information exchange and quick decision-making. They place a high emphasis on environmental
responsibility and social justice and have a stronger connection with brands through technology.

Generation Z is a generation deeply influenced by technology, and their coffee consumption
decisions are often shaped by trends on social media platforms. They tend to view coffee as part
of a fast-paced lifestyle, preferring "take-away" or "on-the-go™ formats [4].

For Generation Z, fast, visual, and tech-oriented campaigns are more effective. They make
decisions quickly and show interest in products promoted by influencers [5]. Therefore, marketing
strategies targeting Generation Z should be more dynamic and supported by technological tools.

Generation Z is often referred to as "digital natives" because they have grown up in an era
dominated by the internet and technology. The internet, smartphones, social media platforms, and
digital devices have become integral to their daily lives, profoundly shaping their worldview and
social behaviors. Compared to earlier generations, Generation Z is more deeply connected to
technology and accustomed to rapid information flow. They utilize technology extensively for
both professional and social purposes, heavily relying on digital tools in their daily activities [6].
ANALYSIS
Factors Influencing Coffee Consumption

In the modern era, coffee consumption has transcended being merely a beverage choice to
become a broader social and cultural phenomenon. Consumer product selection and usage
behaviors are influenced by a variety of factors. Among these, health concerns, social influence,
brand loyalty, environmental awareness, and price sensitivity hold particular significance. Each of
these factors impacts consumers' coffee preferences and consumption frequency in different ways.
For Generation Z, who have grown up in a technologically advanced and globalized environment,
these factors carry even greater importance.

Social Influence

Social influence is a critical determinant of consumer behavior, with the social environment
and peer groups exerting a direct impact on individual choices. For Generation Z, a cohort deeply
embedded in technology, the influence of social media and digital influencers is particularly
pronounced. Research highlights social influence as a key driver in product selection, particularly
among younger consumers [7]. In urban environments and regions undergoing rapid urbanization,
social activities such as meeting friends at cafes have evolved into cultural norms, positioning
them as significant contributors to the rising trend of coffee consumption.



Brand Loyalty

Brand loyalty denotes a consumer's consistent preference for a specific brand, demonstrated
by repeated purchases of its products. In the coffee industry, brand loyalty reflects consumers'
attachment to a brand and their product selection behavior. Coffee brands actively seek to establish
emotional connections with consumers to foster loyalty. When consumers have positive
experiences with a brand’s product and are satisfied with its quality, their allegiance to the brand
strengthens.
Environmental Sensitivity

Environmental sensitivity is becoming an increasingly significant factor in modern
consumers’ product choices. Generation Z demonstrates a high level of awareness regarding
environmental responsibility and sustainable consumption. This generation supports the
production of eco-friendly and sustainable products and shows loyalty to brands that promote these
values.
Price Sensitivity

Price sensitivity is an essential factor that reflects how much consumers consider price when
choosing a product. Among consumers, sensitivity to price varies depending on the quality and
brand of the product. Price sensitivity is also high among Generation Z; however, this sensitivity
is balanced by other factors such as product quality and environmental responsibility [8].
Hypotheses and Model of the Research

The research focuses on understanding the coffee consumption and consumer behaviors of
Generation Z, particularly the factors influencing their choices. The following hypotheses were
formulated to guide the study:

eH1: Social influence has positive impacts on the coffee consumption behavior of
Generation Z.

eH2: Brand loyalty has a positive and significant impact on Generation Z's coffee
consumption behavior.

e H3: Environmental consciousness significantly influences the coffee consumption
behavior of Generation Z.

e H4: Health concerns moderately influence Generation Z's coffee consumption behavior.

e H5: Price sensitivity influences the consumer behaviors of Generation Z.

Social influence

Brand loyalty Coffee consumption of
Generation Z

Environmental

consciousness

Health concern

Price sensitivity

Methodology and research findings

The purpose of the study is to analyze coffee consumption and consumer behavior among
Generation Z, and thus, the survey method was employed. Surveys are an effective tool for
collecting data from a wide range of respondents. Open-ended and closed-ended questions were
designed to understand behavioral patterns, individual preferences, and influencing factors related
to coffee consumption. This method enables the structuring and analysis of diverse data. Most of
the surveys were designed based on the Likert scale, which allows precise measurement of
respondents’ opinions and preferences [9].
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Application of the Likert Scale

A significant portion of the study utilized the Likert scale, which allows respondents to
express their opinions on various topics in degrees [10]. This scale facilitates the grouping and
comparison of answers related to coffee consumption. A 5-point scale was predominantly
employed in the surveys, ranging from “strongly disagree”, “disagree”, “neutral”, “agree” to
“strongly agree” (ibid). This method enabled a clearer evaluation of respondents’ views on various
factors influencing coffee consumption.
Data Collection

Surveys were conducted through online platforms, an approach deemed more effective due
to the widespread use of online communication tools among Generation Z. Respondents could
conveniently complete the surveys, ensuring responses from a broad audience. The surveys were
distributed via social media platforms, university students, and various online groups [11].
Analysis of Respondents' Demographic Characteristics

The table below presents data on the demographic characteristics of respondents, including
employment status, sectors of employment, coffee consumption habits, and monthly expenditures
on coffee. Each variable is accompanied by percentage distributions, providing a clearer
understanding of respondents’ overall characteristics and behaviors. This detailed breakdown helps
to analyze patterns and trends within the surveyed group effectively.

Table 1
Demographic Results of the Survey
Variable Category Count | Percentage (%)
Gender Male 229 73.4
Female 83 26.6
Total 312 100.0
Marital Status Single 246 78.8
Married 61 19.6
Widowed/Divorced 5 1.6
Total 312 100.0
Age Group 14-17 27 8.7
1822 104 33.3
23-26 128 41.0
27-31 53 17.0
Total 312 100.0
Monthly Income 0-500 AZN 57 18.3
501-1000 AZN 78 25.0
1001-1500 AZN 108 34.6
1501-2500 AZN 50 16.0
2501-3499 AZN 15 4.8
3500+ AZN 4 1.3
Total 312 100.0
Currently Employed? Yes 212 67.9
No 100 32.1
Total 312 100.0
Employment Sector Government 76 24.4
Private 68 21.8
Civil Service 28 9.0
Self-Employed 42 13.5
Unemployed 98 31.4
Total 312 100.0
Do you drink coffee? Yes 247 79.2
No 65 20.8




Total 312 100.0
Coffee Consumption Frequency Never 16 5.1
A few times/month 81 26.0
A few times/week 150 48.1
Once a day 46 14.7
Multiple times/day 19 6.1
Total 312 100.0
Monthly Coffee Spending 0-10 AZN 50 16.0
11-30 AZN 37 11.9
31-50 AZN 56 17.9
51-75 AZN 60 19.2
76—-100 AZN 62 19.9
101-130 AZN 31 9.9
131+ AZN 16 5.1
Total 312 100.0
KMO and Bartlett's Testi
Table 2
KMO and Bartlett’s test result
KMO and Bartlett's Test
Kaiser-Meyer-Olkin Measure of Sampling Adequacy. 910
Bartlett's Test of Sphericity Approx. Chi-Square 4873.041
df 378
Sig. .000

The Kaiser-Meyer-Olkin (KMO) measure is used to assess whether the given data is suitable
for factor analysis, with a result of 0.910 indicating a very high level of adequacy, signifying that
the sample is highly appropriate for factor analysis [12]. The Bartlett's Test of Sphericity results
indicate that the correlation matrix is not an identity matrix; in this case, ¥ (378, N = sample size)
= 4873.041, and p < 0.001, showing that the results are statistically significant, making factor
analysis feasible (Bartlett, 1954). These analyses are a critical step in determining the factor
structure, as a high KMO and significant Bartlett's test provide a strong foundation for conducting

factor analysis.

Total variance explained

Table 3

Initial Eigenvalues

Extraction Sums of

Rotation Sums of

ce

Squared Loadings Squared Loadings
Compo Total % of Cumula- Total % of Cumulati- | Total % of Cumulati
nent Varian- tive % Variance ve % Variance ve %

1 8.664 | 30.944 | 30.944

8.664 | 30.944 | 30.944

4.22 | 15.079 | 15.079
2

2 4.844 | 17.301 | 48.246

4.844 | 17.301 | 48.246

4.12 | 14.730 | 29.810
5

3 1.599 | 5.710 | 53.955

1.599 | 5.710 53.955

3.85| 13.760 | 43.570
3

4 1.318 | 4.705 | 58.661

1.318 | 4.705 58.661

3.05| 10918 | 54.488
7

5 1.159 | 4.138 | 62.799

1.159 | 4.138 62.799

232 8311 62.799
7




6 988 | 3.530 | 66.329
7 839 | 2.997 | 69.326
8 703 | 2.512 | 71.837
9 694 | 2.478 | 74.316
10 652 | 2.329 | 76.645
11 609 | 2.174 | 78.819
12 566 | 2.022 | 80.841
13 537 | 1.917 | 82.759

14 500 | 1.784 | 84.543
15 469 | 1.674 | 86.217
16 457 | 1.631 | 87.848
17 411 1.468 | 89.315
18 379 | 1.352 | 90.668
19 364 | 1.300 | 91.968
20 334 | 1.193 | 93.161

21 311 1.110 | 94.271
22 287 | 1.025 | 95.296
23 276 987 | 96.283
24 234 837 | 97.120
25 231 826 | 97.946
26 225 .805 | 98.751
27 .193 688 | 99.439
28 157 561 100.00
0

Extraction Method: Principal Component Analysis.

In this analysis, the Total Variance Explained Table is used to determine the eigenvalues of
the factors and the proportion of total variance each factor contributes to the model. In Principal
Component Analysis, the initial eigenvalues indicate how much of the total variance is explained
by each factor. Here, five primary components are considered significant as their eigenvalues
exceed 1. Together, these components explain a total of 62.8% of the variance. The first component
accounts for 30.94%, the second component for 17.30%, summing to 48.24%. The third, fourth,
and fifth components contribute 5.71%, 4.71%, and 4.13%, respectively, bringing the cumulative
variance explained to 62.8%.

Following rotation, the impact of individual components on the variance becomes more
evenly distributed, enabling a more balanced interpretation of the analysis. The results ensure that
the components are more effectively elucidated after the factor loadings are rotated. Consequently,
the variance explained by the first five components is better balanced.

In such analyses, Kaiser’s (1960) criterion of retaining components with eigenvalues greater
than 1 and the use of VVarimax rotation for factor loading analysis are considered standard practices
[12].

Table 4
The result of Factor Analysis
Components
1 2 3 4 5
Price sensitivity .788
Price sensitivity .785
Price sensitivity 182
Price sensitivity 763
Price sensitivity 731




Environmental consciousness 779

Environmental consciousness .762

Environmental consciousness 728

Environmental consciousness .704

Environmental consciousness .648

Environmental consciousness .620

Brand Loyalty 746

Brand Loyalty 737

Brand Loyalty 702

Brand Loyalty .639

Brand Loyalty 532

Brand Loyalty 526

Brand Loyalty 514

Brand Loyalty 473

Social influence 732

Social influence .681

Social influence .647

Social influence .592

Social influence 571

Social influence .536

Health concern -773

Health concern -.750

Health concern 537

Extraction Method: Principal Component Analysis.
Rotation Method: Varimax with Kaiser Normalization.

a. Rotation converged in 12 iterations.

The data presented in the table above reflects the results of a factor analysis conducted to
explore the consumer behaviors of Generation Z in Azerbaijan. Using Principal Component
Analysis (PCA), variables such as price sensitivity, environmental awareness, brand loyalty, social
influence, and health concerns were analyzed. The results, processed with Varimax rotation and
stabilized through Kaiser normalization, reveal the following:

« Price sensitivity loads strongly on the first component (.788, .785, .782, .763, .731),
emphasizing its importance.

« Environmental consciousness is primarily associated with the second component (.779,
762, .728, .704, .648, .620), indicating high sensitivity.

« Brand loyalty dominates the third component with significant loadings (.746, .737, .702,
.639, .532, .526, .514, .473), highlighting consumer attachment to specific brands.

« Social influence is robustly represented in the fourth component (.732, .681, .647, .592,
.571, .536), showcasing its impact on consumer decisions.

« Health concerns are reflected in the fifth component (-.773, -.750, .537), with negative
loadings indicating the influence of health worries on certain product choices.

As emphasized by Field (2018) and Tabachnick & Fidell (2013), these results are valuable
for identifying how various social and psychological factors influence consumer purchase
decisions, particularly within the context of Generation Z.

Cronbach's Alpha Analysis
Table 5
The result of Cronbach Alpha analysis

Reliability Statistics

Cronbach's Alpha Cronbach's Alpha Based on N of Items
Standardized Items




| .862 | .876 | 44 |

Cronbach's Alpha is widely used as a reliability indicator, and the value of 0.862 obtained
in this study demonstrates high reliability, as values above 0.80 indicate strong internal
consistency. The standardized item-based Cronbach's Alpha value of 0.876 further reflects a higher
average correlation among items, confirming that the results of this study, conducted with 44 items,
are consistent and stable. These findings are considered relevant and reliable, particularly for
survey and questionnaire methodologies commonly used in psychological and social sciences. A
Cronbach's Alpha value of 0.70 or higher is generally regarded as the acceptable reliability
threshold, and the results of this analysis affirm the data's high level of reliability.

Regression analysis and model

Table 6
Regression analysis and regression model
Coefficients”

Model Unstan- Standar t Sig 95.0% Correlations Collinearity
dardized dized Confidence Statistics
Coeffici- Coeffi- Interval for B
ents cients
B Std. Beta Lowe | Up- | Zero | Par- | Part Tole- | VIF

Err r per -or- tial rance
or Boun | Boun | der
d d

1] (Cons |.703 | 246 285 [ .00 [ .219 |1.187

-tant) 9 5

Health | 005 [ .048 | 004 [.095 [ .92 [-090 |.100 |.037 |.005 |.004 | .947 1.05

con- 4 6

cern

Social | 235 |[.044| 294 [530 [.00 [.148 |.322 |.464 | 290 | .223 | .576 1.73

influ- 6 10 8

ence

Brand | -110 .046 .149 2.36 | .01 | .018 201 507 | 134 .099 443 2.26

loyal- 7 9 0

ty

Envir | .338 | .047 434 7.14 | .00 | .245 431 581 | 378 .300 479 2.08

on- 6 |0 7

men-

tal

consci

ous-

ness

Price |.035 [.032] 063 [1.07 | 28 [-028 |.098 |- 062 |.045 | 519 1.92

sensiti 9 1 .065 6

vity

a. Dependent Variable: Consumer behavior od Generation Z

This regression analysis examines five independent variables influencing the consumer
behavior of Generation Z (dependent variable): health concerns, social influence, brand loyalty,
environmental awareness, and price sensitivity. The overall evaluation of the model indicates that
social influence (B = 0.235, p < 0.001) and environmental conciousness (B = 0.338, p < 0.001)
significantly impact consumer behavior. Both variables show positive and statistically significant
effects, highlighting the importance of social context and ecological considerations in Generation
Z's consumption choices. Additionally, brand loyalty (B = 0.110, p = 0.019) also has a significant
impact, demonstrating that this generation’s loyalty positively influences their consumer behavior.
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Conversely, health concerns (p = 0.924) and price sensitivity (p = 0.281) do not have a statistically
significant impact.

The regression equation for Generation Z's consumer behavior is:

Consumer Behavior of Generation Z = 0.703 + 0.005 * Health Concerns + 0.235 * Social
Influence + 0.110 * Brand Loyalty + 0.338 * Environmental consciousness + 0.035 * Price
Sensitivity

This equation illustrates how each independent variable contributes to shaping Generation
Z's consumer behavior, with Environmental Awareness (0.338) and Social Influence (0.235)
having the most substantial positive impact.

In this regression model, the interpretation of coefficients for each factor is as follows:

« Health Concerns (B = 0.005): The coefficient is very small (0.005), and the significance
level is high (p = 0.924), indicating that this factor does not statistically significantly impact
consumer behavior. This shows that Generation Z's health concerns have minimal influence on
their consumer behavior.

e Social Influence (B = 0.235): The coefficient is 0.235, and this factor has a significant
impact (p < 0.001). It indicates that for every unit increase in social influence, consumer behavior
increases by 0.235 units. This highlights Generation Z's sensitivity to social influence and its strong
role in their purchasing decisions.

e Brand Loyalty (B = 0.110): The coefficient is 0.110, and the significance level is p =
0.019, meaning brand loyalty also has a significant impact on consumer behavior. This suggests
that Generation Z's brand loyalty increases their consumer behavior by approximately 0.110 units,
showing that brand attachment is a valuable factor for this generation.

« Environmental conciousness (B = 0.338): The coefficient is 0.338, and the significance
level is p < 0.001. This is the most influential factor on consumer behavior. As Generation Z's
environmental awareness increases, their consumer behavior also significantly changes, with a
0.338 unit increase. This result underscores the high sensitivity of Generation Z to ecological
issues, which play a central role in their purchasing decisions.

« Price Sensitivity (B = 0.035): The coefficient is 0.035, and the significance level is p =
0.281, indicating that price sensitivity does not have a statistically significant impact on consumer
behavior. This shows that price sensitivity is less important in shaping Generation Z's consumer
behavior.

These interpretations reveal the varying influences of factors on Generation Z's consumer
behavior, particularly emphasizing the strong roles of social influence and environmental
awareness.

CONCLUSION

This study provides comprehensive insights into the consumer behavior of Generation Z in
Azerbaijan by analyzing five key factors: health concerns, social influence, brand loyalty,
environmental awareness, and price sensitivity. The results reveal significant differences in the
influence of these factors on Generation Z's purchasing decisions, offering valuable implications
for businesses and marketers targeting this demographic.

1. Social influence (B =0.235, p <0.001) is a major determinant of Generation Z's consumer
behavior. This finding highlights their high sensitivity to social contexts, including peer behavior,
trends, and endorsements. Generation Z frequently aligns their purchasing decisions with social
norms and values, often shaped by influencers and social media platforms. Businesses targeting
this generation must effectively leverage social media and peer-driven marketing strategies to
resonate with their audience.

2. Environmental consciousness (B = 0.338, p < 0.001) is the most influential factor,
emphasizing Generation Z's strong commitment to ecological values. This generation prioritizes
sustainable practices, environmentally friendly products, and brands that demonstrate a genuine
commitment to reducing environmental impact. This sensitivity underscores the need for
companies to adopt and communicate sustainable initiatives and transparent ecological policies to
build trust and loyalty among Generation Z consumers.



3. Brand loyalty (B = 0.110, p = 0.019) also plays a statistically significant role in shaping
consumer behavior. Emotional connections and alignment with a brand's values drive loyalty
among Generation Z. This generation values authenticity and social responsibility, suggesting that
brands emphasizing these attributes can establish and maintain lasting relationships with this
cohort.

4. Health concerns (B = 0.005, p = 0.924) and price sensitivity (B = 0.035, p = 0.281) do
not have statistically significant impacts on Generation Z's consumer behavior. This result
indicates that, while health-related factors and affordability may influence some decisions, they
are less critical compared to social and environmental factors. For marketers, this suggests that
emphasizing value propositions and aligning with core Generation Z priorities, rather than
focusing on pricing strategies or health narratives, may be more effective.

Based on the regression analysis results, the formulated hypotheses regarding the coffee
consumption behavior of Generation Z are as follows:

e H1: Social influence has positive impacts on the coffee consumption behavior of
Generation Z. This hypothesis is confirmed. Regression results indicate that social influence
significantly and positively affects Generation Z's coffee consumption behavior (B = 0.235, p <
0.001). This underscores the importance of peer behavior and social contexts in shaping their
purchasing decisions.

« H2: Brand loyalty has a positive and significant impact on Generation Z's coffee
consumption behavior. This hypothesis is confirmed. Brand loyalty demonstrates a significant
and positive relationship with Generation Z's coffee consumption behavior (B = 0.110, p = 0.019).
Emotional attachment to brands influences their preferences.

« H3: Environmental consciousness significantly influences the coffee consumption
behavior of Generation Z. This hypothesis is confirmed. Environmental awareness is the most
impactful factor in the regression model (B = 0.338, p < 0.001), highlighting the strong role of
ecological considerations in their consumer behavior.

e H4: Health concerns moderately influence Generation Z's coffee consumption
behavior. This hypothesis is partially rejected. Health concerns show a negligible and statistically
insignificant impact on coffee consumption behavior (B = 0.005, p = 0.924), indicating that they
are not a critical factor for Generation Z.

e H5: Price sensitivity influences the consumer behaviors of Generation Z. This
hypothesis is partially rejected. Although price sensitivity appears in the model, it does not show
a statistically significant influence (B = 0.035, p = 0.281), suggesting that it plays a minimal role
in their coffee consumption decisions.

While hypotheses H1, H2, and H3 are strongly supported by the regression analysis,
hypotheses H4 and H5 are not statistically significant. Thus, the results demonstrate that social
influence, brand loyalty, and environmental consciousness are the dominant factors affecting
Generation Z's coffee consumption behavior. On the other hand, health concerns and price
sensitivity appear to have limited influence on their decisions.
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mazucmpanum, Azepoatioxncanckuii I'ocyoapcmeennulii IKoHOMUYecKull Y Husepcumem

IMoTpediienune kode u NOTPpedOUTENBCKOE NOBEICHUE NOKOJICHUA Z
Pe3rome

B smom uccredosanuu uzyuaromcs mooenu nompebneHus Koge u nompedumenbcKoe
nosedenue noxonenus Z. Pe3ynibmamvl nOKazwlearom, 4mo COYUaIbHOe GIusHUe, L0STbHOCHb K
OpeHOy U IKONOSUUECKAS] 0CBEOOMACHHOCMb SBIAIOMCA OCHOBHBIMU OBUNCYWUMU CUTAMU UX
nompebumenvckozo vloopa. Coyuanbrvie cemu U GnusAMeNbHble TUYA USPAlom Kio4esyro poib 8
Gopmuposanuu ux pewenui. Ilokonenue Z OemoHcmpupyem meepoyio NPUBEPHCEHHOCHb
YCMOUYUBOMY PA38UMUI0, OMOA8as NPeOnoYmeHue IKON02UYECKU OMEEemMCmeeHHbIM NPOOYKMAM,
KOmopbvle CYWecmeeHHO GIUsIOmM HA ux nosedenue. JlosibHocmb K OpeHdy nodoepicusaemcs
noCpeocmeom  IMOYUOHANbHBIX — C8A3€ U  COOMBEMCMBUL — YEHHOCMAM  COYUATbHOU
omeemcmeennocmu. Hanpomue, npobremsl co 300posbeM U Uy8CMEUMENbHOCbL K YEHAM
0Ka3vl8alOm MUHUMANbHOE 6nusHue. Hccrnedosanue oOaem y2nyOlieHHbI aHANU3 MO0, KAK
MexHono2uYecKue U CoyuaibHvle mMeHOeHYuu Gopmupyom nompeoumenbckoe nogeoeHue
noxoznenus Z.

Knrwouesvle cnoea: paszmnvle noxoneuus, nompebieHue xoghe, nosedenue nompeoumenel,
ONpoc, AHATUMUYECKUL AHANU3.
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Z naslinin gahva istehlaki va istehlak¢l davranisi
Xulasa

Bu aragdirma Z naslinin qahva istehlaki modellorini Vo istehlak¢t davranislarint arasdirir.
Naticalar gostorir ki, sosial tasir, marka sadagoati vo atraf muhit haqqinda malumatiig onlarin
istehlakct secimlarinin asas harakatverici quvvasidir. Sosial media va tosir edonlar gararlarinin
formalasmasinda asas rol oynayirlar. Z nasli davamhiliga giiclii sadiqlik niimayis etdirir, onlarin
davraniglarina ahamiyyatli daracada tosir edan ekoloji cohatdan masuliyyatli mahsullara Ustlinlik
verir. Brend sadigliyi emosional alagalar va sosial masuliyyatli dayarlorlo uygunlasma yolu ilo
qorunur. Oksina, saglamhiq problemlari Vo qiymat hassasligt minimal tasir gostorir. Tadgigat
texnoloji va sosial tendensiyalarin Z naslinin istehlak¢t davranigint neca formalasdirdiginin darin
tohlilini toqdim edir.

Acar sozlar: mixtolif nasillar, qahva istehlaki, istehlak¢t davranisi, sorgu, analitik tahlil.
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