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Abstract
Coffee consumption trends among Generation Z have shown a significant increase, along with the
proliferation of coffee cart businesses that offer practical products at affordable prices. However, amid
increasingly fierce competition, business actors face challenges in maintaining the purchasing
decisions of young consumers, especially among Gen Z. This study aims to analyze the effect of
product quality and service speed on purchasing decisions for Gen Z consumers in Medan City. The
approach used is quantitative with the Structural Equation Modeling-Partial Least Squares (SEM-
PLS) method. Data were obtained from 100 respondents, namely Gen Z who live in Medan City, and
were collected through questionnaires and analyzed using SmartPLS. The results of the outer model
evaluation show that all variable indicators are valid and reliable. The inner model evaluation also
shows an R? value of 0.446, which means that product quality and service speed simultaneously
explain 44.6% of the variability in purchasing decisions. The relationship between the independent
and dependent variables partially and simultaneously both have a significant effect. The Q2 value of
0.231 also indicates that the model has sufficient predictive relevance. The findings suggest that
coffee cart businesses need to prioritize improving product quality and service speed to drive
purchasing decisions among Generation Z Medan City.
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INTRODUCTION

The Coordinating Ministry for Food Affairs of the Republic of Indonesia (2025) explained
that Indonesia is the fourth largest coffee producer in the world, showing the strategic role of coffee
commodities in the national agricultural sector. This is also in line with data from the 2019-2023
export commodity analysis presented by the Indonesian Central Bureau of Statistics (2024) that
coffee commodities are agricultural products with the largest export value in 2023, with an average
contribution value of 35.24 percent of annual crop agricultural sector exports. Not only does it play a
role in international trade, but domestic coffee consumption also shows a significant increase, with
the average consumption of coffee beans/powder reaching around 1.39 grams and instant coffee
(sachet) around 0.21 grams (Badan Pusat Statistik, 2024). This development is triggered by a
fundamental shift in people's consumption patterns, especially among Generation Z where coffee is
no longer perceived solely as a caffeinated beverage, but has been integrated as an essential element
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in their contemporary lifestyle; coffee serves as a means of identity expression, a medium of social
interaction, as well as a component of daily rituals that emphasize aesthetic value and multisensory
experiences.

Figure 1. Prevalence of Coffee Consumption of Millennials and Generation Z

The older Gen tends to drink coffee every day while the
younger Gen tends to drink coffee more casually.

66% 55% 10%

Gen X tends to drinks Gen £ tends to drink Gen Z drink coffee 2-3x 3
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Source: Jakpat survey report

Anastasya (2023)Based on the Indonesia Consumer on Coffee 2023 report compiled by Jakpat,
data collection was conducted through a proportional random sampling method online on May 26,
2023. From the report, it was noted that as many as 55.78% of Gen Z consume coffee occasionally,
and around 10.55% consume coffee 2-3 times a day, indicating that the habit of drinking coffee has
become part of their lifestyle, although not dominant every day (Maria et al., 2025). This finding
shows the high intensity of coffee consumption in the young age segment. Gen Z, or Generation Z, is
those born between 1997 and 2012 and prioritize quick access (Lestari et al, 2024) (Zahira & Nasution,
2025) (Wahyudi & P, 2025). Along with this trend, various business models have emerged that are
oriented towards flexibility and accessibility for consumers. One of the emerging business models is
mobile coffee. The mobile coffee business is increasingly developing in the midst of modern lifestyles,
especially for the younger generation who want quick and practical access to coffee(Amadea et al.,
2025).

Changes in today's lifestyle that began to be dominated by Gen Z have encouraged
entrepreneurs to innovate to create businesses that are able to follow the lifestyle of Gen Z. One of
these business innovations is coffee carts. As the name implies, coffee carts are an innovative sales
strategy for selling coffee using a cart on the side of the road. The coffee cart trend was born from the
public's need for easier, faster, and more affordable access to quality coffee without having to come
to a traditional shop or cafe.

Medan, as one of the metropolitan cities in Indonesia, has very diverse social, economic, and
cultural dynamics. With a population dominated by Gen Z, which was born in 1997-2012 (Badan
Pusat Statistik Kota Medan, 2024). Medan is a potential market for the development of the food and
beverage industry, especially coffee. In the city of Medan itself, coffee carts operate around campuses
or front offices and have attracted the attention of many students and office workers, until they went
viral on social media and have grown very rapidly until now. Kopi Gerobakan is unique in its sales
strategy that can easily move and move, and make it easier for consumers to make purchases.

Along with the high consumption of coffee by Generation Z and the development of coftee
cart business models that offer practicality and high mobility. It is important to understand what
factors influence purchasing decisions in the Gen Z market segment. The purchase decision is an
important aspect because it determines the sustainability of the business in the midst of dynamic
market competition.
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Researchers suspect that there are two factors that influence the decision to purchase coffee
carts for Gen Z in Medan City, namely product quality and service speed. Product quality is the
perceived suitability of a product and the product meets the needs (Hidayat, 2021), while service
speed is the target service time that can be completed within the time specified by the service delivery
unit (Manguntara, 2023).

Various previous studies have shown that product quality has a positive influence on
purchasing decisions, namely in the results of research by Safrida et al (2020) showing that the higher
the quality of coffee products offered, the tendency of consumers to make purchases at coffee shops
will also increase. In line with this, there is also a positive relationship between service speed and
purchasing decisions, this is evidenced in research conducted by Irman (2024) showing the effect of
service speed on purchasing decisions. However, there are still few studies that specifically examine
the effect of product quality variables and service speed variables on the purchase decision of coffee
carts, especially in the Gen Z market segment in Medan City.

Therefore, this study aims to fill this gap by analyzing the effect of product quality and service
speed on purchasing decisions for coffee carts for Gen Z in Medan City. The findings of this study
are also expected to contribute to the cart coffee business in developing more effective and efficient
marketing strategies and strengthening competitiveness in a dynamic market, and can serve as a basis
for future research that wants to explore other factors that influence purchasing decisions in the
context of cart coffee.

LITERATURE REVIEW AND HYPOTHESES

Consumer Behavior
Syafrianita et al (2022) define consumer behavior as actions that are directly involved in
obtaining, consuming and spending products and services which also include the decision process
that precedes these actions. According to the Theory of Planned Behavior, human behavior is guided
by three types of considerations, namely (Bosnjak et al., 2020):
1. Behavioral Beliefs
A person's attitude in behaving either favorable or unfavorable and occurs when facing an
object, person institution or event.
2. Normative Beliefs
The level of influence such as norms, environment, or encouragement that comes from others
or outside when making an individual's decision.
3. Control Beliefs
The impetus that comes from consumers in making decisions, namely based on inner
intentions
In research on purchasing decisions for coffee carts by Gen Z in Medan City, perceived
product quality forms behavioral beliefs, where consumers assess the benefits and satisfaction
obtained from these products. Service speed is related to control beliefs, namely the extent to which
consumers find it easy and efficient to make purchases. Normative beliefs are also a reflection of the
distinctive characteristics of Gen Z who value practical experience and speed in transactions. This
trait makes Gen Z tend to adopt norms that support efficiency and convenience, thereby strengthening
the intention to make a purchase.

Purchase Decision

Purchasing decisions are identifying all possible options for solving problems and assessing
options systematically and objectively as well as goals that determine the advantages and
disadvantages of each (Gunarsih et al., 2021). Decision making can also be interpreted as the process
of choosing various alternative actions that may be chosen in the hope that it will result in the best
decision (Hastuti & Anasrulloh, 2020). In line with research from Rumagit et at (2023) consumer
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purchasing decisions are buying the most preferred brand, the indicators of purchasing decisions,
namely:
1. The decision to buy a product because of a need.
The decision to buy a product because of the acquisition of information.
Purchasing decisions due to product availability
Purchase decision due to promotion
Purchasing decisions due to ease of access
Purchasing decisions in everyone are basically the same, but the decision-making process is
based on the personality traits, age, income and life style of each consumer (Sari, 2021).

Nk

Product Quality
Product quality can be interpreted as a product’s ability to perform in accordance with its

intended benefits, such as long-term durability, functionality, and ease of use in daily activities
(Hafilah et al, 2019). A product is considered to have good quality if it is able to fulfill the expectations,
needs, and preferences of consumers. One essential factor that influences how quality is perceived
lies in the user’s experience during the consumption process, whether the product in question is a
physical good or a service (Katili et al., 2018). This experience-based assessment allows customers
to evaluate whether a product meets their standards. Supporting this notion, Dharmmesta and
Handoko (2022) emphasize that product quality is closely tied to technical excellence, which refers
to measurable and demonstrable attributes that give a product a competitive edge in the market. These
attributes allow a product to be objectively assessed based on performance and reliability, the
following are indicators of product quality, namely (Aditi & Hermansyur, 2018):

1. Ease of Use

2. Durability

3. Clarity of Function

4. Product Diversity

Service Speed

In addition to product quality, service speed also plays a crucial role in shaping customer
satisfaction and business performance. According to Silvestri et al (2020) in today’s fast-paced and
competitive business environment, the speed of service delivery can significantly influence consumer
purchasing decisions, impact a company’s reputation, and determine overall organizational
effectiveness. Service speed refers to how efficiently and promptly a business, organization, or
individual is able to interact with customers to deliver products or services in a timely manner
(Permata et al, 2024). This capability becomes even more essential as consumer expectations continue
to shift toward instant or real-time experiences.

Putri and Rino (2023) also argue that service speed represents the company's ability to fulfill
customer demands quickly, thus aligning with or exceeding customer expectations. When businesses
are able to respond swiftly, it builds trust and enhances consumer loyalty. T vhe indicators of service
speed are as follows (Azar & Efendi, 2020) :

1. Service time standard
Service completeness
Efficiency and effectiveness
Service consistency
Improvement

il

Generation Z

Generation Z (Gen Z), also commonly referred to as the iGeneration, Net Generation, or
Internet Generation, represents a demographic cohort that has grown up immersed in the digital era
(Nurlaila et al., 2024) From a young age, members of this generation have been exposed to and
engaged with various forms of digital technology, making them exceptionally adept at navigating the
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online world. Saebah et al (2022) highlight that Gen Z was raised during a time of rapid technological
advancement, especially in the areas of internet access and social media platforms. This constant
exposure has contributed to their deep familiarity with digital environments and virtual interactions.
As a result, they are sometimes labeled albeit stereotypically as "technology addicts," due to their
frequent and intense use of digital devices. According to Salmah et al (2025) Generation Z typically
includes individuals born between 1997 and 2007, a period that coincides with major milestones in
the evolution of digital technology.

Coffee Cart

Coffee carts are an innovation in the business world that combines coffee drinks with wheeled
vehicles. The existence of coffee carts makes it easier for people to meet their daily caffeine needs
without having to adjust their time and location to traditional cafes (Amadea et al., 2025) This
business innovation shows a separation between coffee lovers in the upper, middle, and lower classes.
The objective of the mobile coffee cart business is to reach a broader market by offering a variety of
coffee options, similar to traditional cafes (Guterres et al., 2025).

Figure 2. Photo of One of The Coffee Carts Products

vz

Source: Researcher’s camera capture

The Effect on Product Quality on The Purchase Decisions of Coffe Carts

Coftee carts entrepreneurs, despite operating on a small scale, are still required to maintain
consistency and product quality in order to compete amid the abundance of available options,
particularly among Gen Z consumers who are accustomed to alternative consumption choices.
Research conducted by Anggraeni & Soliha (2020) found that product quality has a positive and
significant impact on purchasing decisions. The better the product quality, the higher the purchasing
decision. Similarly, research conducted by Purnama & Nainggolan (2023) found that product quality
significantly influences consumer purchasing decisions at the “Coffe Sugar” coffee shop. Based on
the above explanation, the researcher formulated the following hypothesis:

H1: Product quality has a positive and significant effect on purchase decisions for coffee carts.
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The Effect of Service Speed on the Decision to Purchase Coffee from a Carts

Gen Z consumers are known for their dynamic and instant lifestyle. This means that mobile
coffee vendors are required to not only provide quality products, but also serve them quickly and
efficiently. A study conducted by Permata et al (2024) found that service speed significantly
influences purchasing decisions, meaning that the faster the service is provided, the greater the
likelihood of consumers making a purchase. In line with this research, Irman (2024) concluded that
there is a significant influence between service speed and purchasing decisions. Based on this
explanation, the researchers formulated the following hypothesis:

H2: Service speed has a significant effect on purchasing decisions for street coffee

The Effect of Product Quality and Service Speed on Purchasing Decisions

Although product quality and service speed have individually been proven to influence
purchasing decisions, there has been little research examining both simultaneously in the mobile
coffee business, especially among Gen Z consumers. Gen Z consumers have characteristics that
demand both quality and speed in transactions. The combination of high product quality and fast
service is believed to significantly increase purchasing appeal. This study aims to address this gap by
analyzing the combined influence of both variables on purchasing decisions. Based on the above
explanation, the researcher formulated the following hypothesis:

H3: Product quality and speed have a significant impact on purchasing decisions regarding Coffe
Carts.
Figure 3. Conceptual Framework

Quality
Product \ Purchase
: / Decisions
Service -
Speed

Source: Researcher

METHODS

This study adopts a quantitative research approach, which is characterized by the use of
numerical data and statistical tools to examine relationships between variables in a structured and
objective manner. Specifically, the method of analysis applied is Structural Equation Modeling using
the Partial Least Squares (SEM-PLS) technique. This method was chosen because it is well-suited
for analyzing complex causal relationships involving latent variables, even when the sample size is
relatively small and data distribution does not follow a normal pattern. SEM-PLS is particularly
advantageous in exploratory studies where model development is a key objective, and it allows
researchers to estimate both the measurement and structural models simultaneously with high
flexibility.

For data collection, the researchers utilized a structured questionnaire that was distributed to
respondents. The questionnaire was designed using a 5-point Likert scale, in which respondents were
asked to express their level of agreement with a series of statements. The Likert scale ranged from 5
(strongly agree) to 1 (strongly disagree), allowing for nuanced responses that reflect varying degrees
of perception, attitude, or behavior.

To determine the appropriate sampling technique, the researchers employed purposive
sampling, a non-probability sampling method where participants are selected based on specific, pre-
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established criteria that align with the research objectives. In this study, the sample consisted of
individuals who met the following conditions: (1) belonged to Generation Z, which includes those
born between the years 1997 and 2012; (2) currently reside in Medan City; and (3) have previously
made a purchase from a coffee cart vendor. These criteria were selected intentionally to ensure that
the respondents had relevant experience and contextual understanding necessary to provide
meaningful insights related to the research topic.

Due to the lack of official or specific data on the total population of coffee cart buyers in
Medan, the researchers could not apply a traditional probability sampling method based on population
parameters. As a result, to (Rezeki et al., 2025) determine the sample size, the study employed the
Cochran Formula, which is commonly used in survey research when the population size is unknown
or assumed to be infinite. Based on this formula, a total of 106 respondents were deemed adequate to
provide reliable and valid findings This number satisfies the minimum sample size recommendation
for SEM-PLS analysis, especially given the number of indicators and latent variables involved in the
study. Furthermore, based on demographic data, the respondents consisted of 39.6% males and
females 60.4%.

Figure 4. The gender composition

Male
39.6%

Female
60.4%

Source: Researcher

Finally, for the data analysis process, the software SmartPLS was used. SmartPLS is a
powerful statistical tool designed to perform SEM-PLS analysis efficiently. It facilitates the
estimation of path coefficients, evaluates model validity and reliability, and supports hypothesis
testing. Its user-friendly interface and ability to handle complex models with small to medium-sized
samples make it highly suitable for academic and applied research in various social science
disciplines, including marketing, psychology, and management.

Table 1. Questionnaire Statements
Variable Indicator Statement (Questionnaire Item)
Coffee cart products are easy to consume

Ease of Use without the need for additional ingredients.
Product Durability The cpffee c'art I bopght has a delicious taste
Qualit even if I don't drink it immediately.
LY The quality of the coffee cart remains intact
(Aditi & .
even when purchased in different weather
Hermansyur, ditions
2018) con .

The coffee cart products have clear
Clarity of Function  information about the type and flavor of the
coffee.
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I can choose the type of coffee according to my
taste from the coffee cart seller.

Service time standard I received my coffee promptly after ordering.
The service at coffe chart met my expectations
The service I received from the coffe cart was
always thorough and flawless.

Product Diversity

Service Completeness

Service Every order I made was prepared correctly and
Speed completely.
(Azar & Efficiency and The service process from ordering to receiving
Efendi, effectiveness the coffee was very efficient.
2020) Coffe cart’s service time was consistent every

Service Consistency time I ordered

I always received the same quality of service
from coffe cart
Improvement I noticed an improvement in service over time.
The decision to buy a
product because of a
need.

I buy coffee from a coffe cart because I feel
like I need it.

Coffee from a coffe cart is a solution when I
want a quick cup of coffee.

The decision to buy a
product because of the I buy coffee from a coffe cart after receiving

acquisition of information from friends or social media.
Purchase f !
Intention information.
. The information I received convinced me to
Rumagit et
at (2023) buy coffee from a coffe cart.
Purchasing decisions  [tend to buy coffee from a coffe cart because it's
due to product always available when I need it.
availability
.. I'm attracted to coffee from a coffe cart
Purchase decision due . .
. because of the attractive promotions they
to promotion
offer.
Purchasing decisions ~ The strategic location of the coffee from a
due to ease of access  street vendor influences my decision to buy.
RESULT AND DISCUSSION
Outer Model Evaluation

Evaluation of the outer model includes a convergent validity test, declared valid, this is
considered valid because it has a loading factor value of more than 0.6 ( Wiyono & Kirana, 2020) and
the Average Variance Extracted (AVE) value is declared valid because it is> 0.5 with a value of 0.524
for the product quality variable and 0.586 for the service speed variable and 0.544 for the purchase
decision variable (Hair et al., 2021). Next is the discriminant validity test by analyzes the cross-
loading value and the Fornell-Lacker value. If the value of the variable is greater than the other
variables, it meets the cross-loading criteria and the AVE square root value (Fornell-Lacker) if the
value on the diagonal line is greater than the value of the other constructs, it meets the criteria for the
AVE square root value (Duryadi, 2021) and based on the data analyzed, the test results are declared
valid. The final stage of evaluating the outer model carried out by researchers is the reliability test, at
this stage, an analysis will be carried out on the Cronbach's Alpha (CA) and Composite Reliability
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(CR) values, where the value is considered valid if it has a value of> 0.7 at the CA value as the lower
limit and <0.9 at the CR value as the upper limit (Hair et al., 2021).

Figure 5. Descriptive Outer Loading

*1P1
X1p2 0.628
C'.?d'.;\‘\_
X1P3
0820
4074
¥1P4 0651
e
X1P5 Product Quali
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Source: Results of data processing using SmartPLS

Tabel 2. Descriptive Outer Loading

Product Service Purchase

Quality Speed Decision
X1P1 0.628 0.563 0.353
X1P2 0.747 0.377 0.460
X1P3 0.820 0.472 0.546
X1P4 0.747 0.472 0.408
X1P5 0.661 0.446 0.378
X2P1 0.409 0.716 0.404
X2P2 0.460 0.837 0.454
X2P3 0.453 0.720 0.395
X2P4 0.503 0.787 0.496
X2P5 0.515 0.802 0.396
X2P6 0.536 0.805 0.474
X2P7 0.487 0.768 0.562
X2P8 0.490 0.672 0.468
YP1 0.435 0.420 0.731
YP2 0.337 0.451 0.728
YP3 0.370 0.308 0.667
YP4 0.545 0.558 0.847
YP5 0.480 0.494 0.807
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YP6 0.505 0.360 0.655
YP7 0.401 0.486 0.709
Source: Results of data processing using SmartPLS

Table 3. Descriptive Average Variance Extracted (AVE)
Average Variance Extracted (AVE)

Purcahe 0.544
Product 0.524
Quality

service speed 0.586

Source: Results of data processing using SmartPLS

Table 4. Descriptive Cross Loadings

Product Quality Service Speed Purchase Decision
X1P1 0.628 0.563 0.353
X1P2 0.747 0.377 0.46
X1P3 0.82 0.472 0.546
X1P4 0.747 0.472 0.408
XI1P5 0.661 0.446 0.378
X2P1 0.409 0.716 0.404
X2P8 0.49 0.672 0.468
X2P2 0.46 0.837 0.454
X2P3 0.453 0.72 0.395
X2P4 0.503 0.787 0.496
X2P5 0.515 0.802 0.396
X2P6 0.536 0.805 0.474
X2P7 0.487 0.768 0.562
YP1 0.435 0.42 0.731
YP76 0.401 0.486 0.709
YP2 0.337 0.451 0.728
YP3 0.37 0.308 0.667
YP4 0.545 0.558 0.847
YP5 0.48 0.494 0.807
YP76 0.505 0.36 0.655

Source: Results of data processing using SmartPLS

Table 5. Descriptive Forrael Larcker

Product Purchase Service
Quality Decision Speed
Product
Quality 0.724
R 0.602 0.738
Decision
Service Speed 0.632 0.605 0.765

Source: Results of data processing using SmartPLS

Table 6. Descriptive Realibilitas
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Cronbach’s Alpha  Composite Reliability

Product 0.772 0.845
Quality

Purchase 0.859 0.892
Decision

Service Speed 0.898 0.918

Source: Results of data processing using SmartPLS

The results of the outer model analysis that have been carried out produce a composite
conclusion that all variables in the hypothesis held in this study have met the requirements of each
test. The results that have met the requirements can be used in the next analysis, namely testing the
inner model (Puspitasari, 2021)

Inner Model Evaluation

The value of R Square or Coeffecient Diterminance is 0.446, this value indicates that the
purchasing decision variable is influenced by the product quality and service speed variables by
44.6%, which means that the other 55.4% is influenced by other variables not examined in this study
(Dr. Duryadi, 2021). The next test is the path coefficient test, namely by analyzing the T-statistical
value and P-value. The Path Coefficient test begins with an analysis of the original sample value to
see the relationship between product quality variables and service speed on purchasing decisions, the
results of analyzing the relationship between variables show a positive relationship where the
relationship between product quality variables to purchasing decisions has a value of 0.366 and
service speed variables to purchasing decisions has a value of 0.374. This value is stated to be positive
because the coefficient value is closer to +1 while the value closer to -1 has a negative relationship
(Hair et al., 2021).

Two-sided test critical values have different levels, including 1.65 (significance level = 10%),
1.96 (significance level = 5%), and 2.57 (significance level = 1%). In this study using a significance
level of 1% or 0.01, the significance level test compares the T-statistic value> 2.57 so that the
hypothesis can be accepted, besides that it also uses the P-value value <0.01 to state the hypothesis is
accepted (Hair et al., 2021). In the results of this study, it is stated that the first hypothesis and second
hypothesis are accepted because they meet the comparison requirements. The third hypothesis is
evaluated through the Coefficient of determinant (R2) value which is 44.6% and both partial tests
have significant results, so the third hypothesis is accepted, namely the simultaneous influence of the
independent variable on the independent variable (Puspitasari, 2021)

Table 7. Descriptive Tabel R Squere
R Square
Purchase Decision 0.446
Source: Results of data processing using SmartPLS

Table 8. Descriptive Path Coeffecient
Original T Statistics P Values
Sample (O) (JO/STDEV])

Product Quality -> 0.366 2.68 0.008
Purchase Decision
Service Speed -> 0.374 3.619 0

Purchase Decision
Source: Results of data processing using SmartPLS

Furthermore, predictive relevance is a structural model that proves exogenous variables can
influence endogenous variables, a Q* value greater than 0 indicates that the model has predictive
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relevance for an endogenous construct. Conversely, values of 0 and below indicate a lack of predictive
relevance (Hair et al., 2021). In this study, predictive relevance can be stated because it has a Q2 value
of 0.231.
Table 9. Descriptive Predictive Relevance
QZ
Purchase Decision 0.231
Source: Results of data processing using SmartPLS

CONCLUSION AND SUGGESTION

Based on the results of the analysis conducted using SEM-PLS, this study concludes that
product quality and service speed have a positive and significant influence on decisions, both partially
and simultaneously. The outer model test results show that all indicators in each variable have met
the validity and reliability criteria, both through factor loading value analysis. AVE, Fornell-Larcker,
as well as Composite Reliability and Cronbach’s Alpha values. In the inner model evaluation, the
coefficient of determination (R?) was found to be 0.446, indicating that product quality and service
speed can explain 44.6% of the variability in purchase decisions. Path coefficient testing showed that
product quality has a positive and significant effect on purchasing decisions with a T-statistic value
of 2.68 (p-value = 0.008). Similarly, service speed also has a positive and significant impact on
purchasing decisions with a T-statistic value of 3.619 (p-value = 0.000). This model also exhibits
adequate predictive relevance, with a Q? value of 0.231, indicating that it can predict endogenous
constructs sufficiently well. Based on these findings, the researcher recommends that coffee cart
entrepreneurs in Medan City improve product quality and service speed for Generation Z consumers
to encourage them to make purchase decisions. In future research, it is also hoped to investigate other
variables, given the large proportion of untested variables at 55.4%.
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