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Abstract

This study aims to analyze the influence of psychographic lifestyle consisting of Activity, Interest, and Opinion on
purchasing decisions at Indomaret Point Coffee in Lhokseumawe City. The study used a quantitative approach with
primary data collected through a Likert-scale questionnaire. The research sample consisted of 108 Indomaret Point
Coffee customers selected using purposive sampling. The data were analyzed using multiple linear regression with
the help of SPSS. The results showed that Activity had a positive and significant effect on purchasing decisions (f =
0.400; p=0.000), Interest had a positive and significant effect (f =0.318; p=0.000), and Opinion also had a positive
and significant effect (3 = 0.161; p = 0.039). Simultaneously, Activity, Interest, and Opinion had a significant effect
on purchasing decisions with an F value of 34.749 and p = 0.000. The Adjusted R? value of 0.486 indicates that the
three dimensions of psychographic lifestyle are able to explain 48.6% of the variation in purchasing decisions. These
findings indicate that consumer activity, interest in products and lifestyles, and opinions formed through experience
and social environment are important factors in driving purchasing decisions at Indomaret Point Coffee.
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INTRODUCTION

Changes in consumer consumption patterns in recent years have shown that purchasing decisions are not solely
driven by functional needs and price, but are also influenced by lifestyle, preferences, experiences, and the social
values inherent in a product. Consumers are increasingly considering how a product fits into their daily activities,
personal interests, and the image they wish to project. This makes understanding consumer lifestyles crucial for
companies in developing more appropriate segmentation and marketing strategies. Indomaret is one of the growing
modern retail chains in Indonesia and continues to innovate to meet changing consumer needs. One such innovation
is Indomaret Point Coffee, a coffee shop concept integrated with Indomaret stores. Point Coffee offers convenient,
relatively affordable, and easily accessible coffee drinks. Beyond product functionality, the store's ambiance, menu
variety, and modern image can enhance the consumer experience.

In Lhokseumawe City, Point Coffee has become an alternative for people seeking convenient coffee products
during their daily activities. However, based on initial research observations, consumer purchasing decisions are not
yet fully stable. Some consumers visit Point Coffee primarily for practical needs, such as buying coffee while on the
go or shopping at Indomaret, while others see it as part of their lifestyle. These differences in patterns highlight the
importance of understanding consumer psychographic characteristics Psychographic segmentation can be explained
using the Activity, Interest, and Opinion (AIO) approach. Activity relates to the activities or actions undertaken by
consumers, Interest describes consumer interest in a particular object, product, or trend, while Opinion relates to
consumer views, beliefs, and assessments. These three dimensions can provide a more in-depth understanding of
why consumers choose a product than simply using demographic characteristics.

In the Activity aspect, consumers who make coffee consumption part of their routine, hobby, or social activity
are likely to have a higher purchasing propensity. In the Interest aspect, interest in menu variety, flavor, store
atmosphere, coffee trends, and brand image can encourage consumers to try or make a purchase. Meanwhile, Opinion
can be formed through personal experience, recommendations from others, social media, and social perception of
the product.
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Previous research supports the importance of psychographic dimensions in explaining purchasing decisions.
Sartika and Abdillah (2020) demonstrated that psychographic segmentation can impact purchasing decisions.
Sumeke et al. (2022) also emphasized the importance of demographic and psychographic segmentation in
understanding customers. Edyansyah et al. (2022) found that Activity, Interest, and Opinion had a positive and
significant influence on purchasing decisions in a cafe business in Southwest Aceh. These findings demonstrate that
the AIO approach is relevant for understanding consumer behavior for lifestyle-based products.

However, research on the influence of psychographic lifestyle on purchasing decisions at coffee shops integrated
with modern retail outlets, particularly Indomaret Point Coffee in Lhokseumawe City, is still limited. Therefore, this
study was conducted to empirically test the influence of Activity, Interest, and Opinion on purchasing decisions. This
research is expected to contribute to the development of consumer behavior studies and provide practical input for
Point Coffee managers in developing marketing strategies based on customer psychographic characteristics.

LITERATURE REVIEW
Buying decision

Purchasing decisions are the process consumers undertake to determine a product or service they believe will
meet their needs and desires. This process can include need recognition, information search, evaluation of
alternatives, and the final decision to purchase. In the context of modern retail, purchasing decisions can be
influenced by product characteristics, price, brand, distribution channel, purchase timing, experience, and consumer
psychographic factors (Kotler & Armstrong, 2018; Kholidah & Arifiyanto, 2020).

This study measures purchasing decisions through three indicators, namely need recognition, information search,
and alternative evaluation, as used in the study by Khairunnisa et al. (2023).

Psychographic Lifestyle

Lifestyle describes a person's lifestyle patterns as reflected in their activities, interests, and opinions. The AIO
approach is used to identify how consumers spend their time, what interests them, and how they form their views
about products and the social environment. This approach allows marketers to understand consumers more deeply,
as purchasing decisions are often linked to identity and lifestyle.

Activity

Activity refers to the concrete actions consumers take in their daily lives. In the context of Point Coffee, activity
can include participating in community activities, making visiting the store a hobby, or using coffee products as part
of daily activities. This study measures activity through three indicators: community gatherings, hobbies, and roles
and activities (Khairunnisa et al., 2023).

Interest

Interest describes a person's level of interest in a particular object, activity, product, or trend. Consumers with a
strong interest in coffee, contemporary food and beverage trends, store atmosphere, and modern lifestyles tend to
pay more attention to products that align with their interests. This study used indicators such as trend following, food
spending, and a high-performing lifestyle (Khairunnisa et al., 2023).

Opinion

Opinions are subjective views, beliefs, and judgments of consumers that can be formed from personal
experiences and social influences. Positive opinions about product quality, store image, and Point Coffee's suitability
to a consumer's lifestyle can strengthen purchasing intentions. This study measures opinion through lifestyle
indicators, pride, and the product or place's ability to convey image (Khairunnisa et al., 2023).

Hypothesis Development

Activity can influence purchasing decisions because consumer activity determines how time and daily activities
are directed towards specific products. Consumers who frequently engage in activities outside the home, join
community groups, or make coffee consumption part of their routine will have more opportunities to make purchases.
Edyansyah et al. (2022) found that activity has a positive and significant effect on purchasing decisions. Therefore,
HI: Activity has a positive and significant effect on purchasing decisions.

Interest reflects consumer interest in the product and experience offered. When consumers are highly interested
in coffee trends, menu variety, flavor, store atmosphere, or modern lifestyle, they are more likely to choose that
product. Aprillia and Mustofa (2022) showed that lifestyle and product appeal are related to purchasing decisions in
coffee shops. Therefore, H2: Interest has a positive and significant effect on purchasing decisions.

Opinions can influence purchasing decisions because consumers not only assess product benefits but also
consider personal views, recommendations, and social image. Positive opinions can reduce doubts and increase
consumer confidence in purchasing. Edyansyah et al. (2022) and research related to consumer behavior demonstrate
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the importance of opinions in purchasing decisions. Therefore, H3: Opinions have a positive and significant influence
on purchasing decisions. Activity, Interest, and Opinion are complementary dimensions in describing consumer
psychographic lifestyles. Consumers who are active, have a high level of interest, and have a positive opinion of a
product are predicted to be more likely to make a purchase. Therefore, H4: Activity, Interest, and Opinion
simultaneously have a significant influence on purchasing decisions.

METHOD

This study uses a quantitative approach to test the causal relationship between Activity (X1), Interest (X2),
Opinion (X3), and Purchase Decision (Y). The study was conducted on Indomaret Point Coffee customers in
Lhokseumawe City, with the research location in the Kuta Blang area, Banda Sakti District. The study began in
October 2024.

The study population was consumers who visited Indomaret Point Coffee in Lhokseumawe City, either to
purchase products or utilize the store's facilities. The sampling technique used was purposive sampling, with
respondents being Indomaret Point Coffee customers in Lhokseumawe City. Based on the guidelines of Hair et al.
(2021), the sample size was determined by multiplying the number of indicators by a multiplier. The study used 12
indicators and a multiplier of 9, resulting in 108 respondents.

The research data is primary data obtained directly from respondents through a questionnaire. The instrument
uses a five-level Likert scale: 1 = strongly disagree, 2 = disagree, 3 = neutral, 4 = agree, and 5 = strongly agree. The
Activity, Interest, and Opinion variables are each measured with three indicators, while the Purchase Decision is
measured with three indicators.

Instrument quality testing was conducted through validity and reliability tests. Classical assumption tests include
normality, heteroscedasticity, and multicollinearity. The main analysis used multiple linear regression with the help
of SPSS. The regression equation used is Y = a + b1X1 + b2X2 + b3X3 + e. Hypothesis testing was conducted
through a t-test at a significance level of 5%, an F-test for simultaneous effects, and a coefficient of determination
(Adjusted R?) to determine the model's ability to explain variations in purchasing decisions.

RESULTS AND DISCUSSION
Respondent Characteristics

The study involved 108 Indomaret Point Coffee customers. Based on gender, 72 respondents were female
(66.7%), while 36 were male (33.3%). Based on marital status, 93 respondents (86.1%) were single and 15
respondents (13.9%) were married. Based on age, the largest group was in the 21-25 year range, amounting to 75
people (69.4%). In terms of income, the majority of respondents had an income of Rp1,000,000—Rp2,500,000 per
month, amounting to 60 people (55.6%). This composition shows that Point Coffee consumers in the study were
dominated by the early adult age group and unmarried consumers.
Instrument Test and Classical Assumptions

Variables Cronbach's Alpha Information
Activity 0.779 Reliable
Interest 0.748 Reliable
Opinion 0.659 Reliable
Buying decision 0.739 Reliable

All variables had Cronbach's Alpha values above 0.60, indicating that the instrument was reliable. The
Kolmogorov-Smirnov normality test yielded a significance value of 0.164, greater than 0.05, indicating that the
residuals were normally distributed. The multicollinearity test showed VIF values of 1.469 for Activity, 1.367 for
Interest, and 1.235 for Opinion; all below 10, indicating no multicollinearity problem. The heteroscedasticity test
also showed no patterns indicating heteroscedasticity.

Multiple Linear Regression

Variables B Beta t Sig.
Constant 1,319 — 1,278 0.204
Activity 0.393 0.400 4,757 0,000
Interest 0.301 0.318 3,922 0,000
Opinion 0.173 0.161 2,094 0.039
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Based on the regression results, the equation obtained is Y = 1.319 + 0.393X1 + 0.301X2 + 0.173X3. Positive
coefficients on all variables indicate that an increase in Activity, Interest, and Opinion is followed by an increase in
purchasing decisions, assuming other variables remain constant.

Hypothesis Testing
Hypothesis t/F Sig. Decision
I];”‘ Activity — Purchase 4,757 0,000 Accepted
ecision
H2: I nterest — Purchase 3,922 0,000 Accepted
Decision
33: .O.p inion — Purchase 2,094 0.039 Accepted
ecision
H4: Activity, Interest,
Opinion — Purchase 34,749 0,000 Accepted
Decision

Partial test results indicate that activity has a positive and significant effect on purchasing decisions. A t-value of
4.757 and a significance level of 0.000 indicate that the higher the consumer's involvement in activities related to
Point Coftee, the higher their likelihood of purchasing. This finding aligns with Edyansyah et al. (2022) who found
a positive influence of the activity dimension on purchasing decisions.

Interest has a positive and significant effect on purchasing decisions, with a t-value of 3.922 and a significance
level of 0.000. These results indicate that consumer interest in the menu, taste, coffee trends, store atmosphere, and
lifestyle can influence purchasing decisions. Consumers who perceive a product as aligned with their interests tend
to have more positive evaluations and are more prepared to make a purchase.

Opinion has a positive and significant effect on purchasing decisions, with a t-value of 2.094 and a significance
level of 0.039. This finding indicates that consumer perceptions of Point Coffee, both from personal experience and
social influence, play a role in purchasing decisions. Positive opinions about the product and store image can increase
consumer confidence in purchasing.

Simultaneously, Activity, Interest, and Opinion significantly influence purchasing decisions. The F-value of
34.749 with a significance level of 0.000 indicates that the three AIO dimensions together can explain changes in
purchasing decisions. This finding reinforces the concept that consumer behavior is not influenced by a single
psychographic dimension, but rather by a combination of activity, interest, and opinion.

Coefficient of Determination
R R Square Adjusted R Square Std. Error
0.708 0.501 0.486 1,267

The Adjusted R? value of 0.486 indicates that Activity, Interest, and Opinion can explain 48.6% of the variation
in purchasing decisions, while 51.4% is explained by other factors outside the research model. This value indicates
that the psychographic variable AIO has significant explanatory power in the context of Point Coffee customers'
purchasing decisions.

Managerial Implications

The research findings provide several implications for Indomaret Point Coffee management in Lhokseumawe
City. First, marketing strategies should encourage consumer activity through loyalty programs, interactive
promotions, giveaways, community groups, or activities that increase customer engagement. Second, consumer
interest can be strengthened through innovations in beverage variants, packaging, seasonal menus, and the creation
of a store atmosphere relevant to young consumer trends. Third, positive opinions need to be built through consistent
product and service quality, managing customer reviews, and utilizing social media and testimonials. These three
strategies should be implemented in an integrated manner because AIO has been shown to simultaneously influence
purchasing decisions.

CONCLUSION

This study concludes that Activity, Interest, and Opinion each have a positive and significant influence on
purchasing decisions at Indomaret Point Coffee in Lhokseumawe City. Activity has a beta coefficient of 0.400 with
a significance of 0.000; Interest has a beta of 0.318 with a significance of 0.000; and Opinion has a beta of 0.161
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with a significance of 0.039. Simultaneously, these three dimensions have a significant influence on purchasing
decisions with an F of 34.749 and a significance of 0.000. The Adjusted R? value of 0.486 indicates that 48.6% of
the variation in purchasing decisions can be explained by Activity, Interest, and Opinion.

Indomaret Point Coffee management is advised to develop strategies that can increase consumer activity,
strengthen interest through product innovation and store experiences, and build positive customer perceptions
through service quality, social media, and customer interactions. Future research could incorporate other variables
such as price, product quality, promotions, brand image, social factors, and digital marketing to more
comprehensively explain variations in purchasing decisions.

REFERENCES

Agustina, L. (2017). Pengaruh suasana toko dan keanekaragaman produk terhadap keputusan pembelian pada
konsumen Toserba Maya di Kec. Randublatung Kab. Blora. JTPN, 127-136.

Alsabiyah, T., & Hidayat, K. (2019). Pengaruh gaya hidup terhadap keputusan pembelian pada mahasiswa
Universitas Brawijaya yang menggunakan sepatu sneakers merek Converse. Open Journal Systems, 70—80.

Aprillia, D. R., & Mustofa, R. H. (2022). The influence of lifestyle and product attractiveness on purchasing decisions
at coffee shop in Blora Regency. Proceedings of the International Conference on Economics and Business Studies
(ICOEBS 2022), 15-24. https://doi.org/10.2991/aebmr.k.220602.003

Anwar, S. (2020). Gaya hidup dan perilaku kaum urban pekerja kelas menengah Jakarta di era global. Pekobis: Jurnal
Pendidikan, Ekonomi, dan Bisnis, 5(1), 5-24.

Au, K., Yeung, K., & Kwan, C. (2017). Relationships between consumer decision-making styles and lifestyle
characteristics: Young fashion consumers in China.

Ayu Dinda Manalu, N., & Muchsin. (2024). Dampak brand image, harga dan kualitas produk terhadap keputusan
pembelian skincare Skintific. Jurnal Visioner & Strategis, 13(2).

Baihaqi, P., Kuraesin, E., Azmia, N., Muniroh, L., & Munawweroh, L. (2023). The influence of lifestyle and
reference groups on the decision to purchase a Xiaomi smartphone. Journal of International Trade.

Bastari, & Silalahi, J. A. (2019). Pengaruh minat, opini dan aktivitas konsumen terhadap keputusan pada PT. Cahaya
Tirta Rasa Medan. Creative Agung, 156—159.

Edyansyah, T., Ahyar, J., [lham, R. N., et al. (2022). The effect of psychographic lifestyle on purchase decisions at
hanging cafes in Southwest Aceh District. Jurnal Ilmiah MEA, 6(1), 1017-1029.

Erdawati, E. (2020). Pengaruh gaya hidup, iklan dan harga terhadap keputusan pembelian online melalui Shopee.
Jurnal Apresiasi Ekonomi, 8(3), 365-371. https://doi.org/10.31846/jae.v8i3.331

Fahmi, A. R. (2023). Pengaruh social media marketing, brand image dan lifestyle terhadap purchase decision pada
produk Starbucks. Jurnal Simki Economic, 6(2), 508-519.

Ghozali, 1. (2017). Teori, konsep dan aplikasi dengan IBM SPSS 24. Badan Penerbit Universitas Diponegoro.

Gunawan, D. (2022). Keputusan pembelian konsumen marketplace Shopee berbasis social media marketing. PT
Inovasi Pratama Internasional.

Hair, J. F., Black, W. C., Babin, B. J., & Anderson, R. E. (2021). Multivariate data analysis. Pearson.

Hidayatullah, G. F., & Zahara, Z. (2020). Peran gaya hidup terhadap keputusan pembelian di Cafe Orange Puncak
Padanjase. Jurnal Ilmu Manajemen, 71-78.

Ittaqullah, N., Madjid, R., & Suleman, N. R. (2020). The effects of mobile marketing, discount, and lifestyle on
consumers’ impulse buying behavior in online marketplace. International Journal of Scientific & Technology
Research, 9(3), 1569-1577.

Khairunnisa, R., Luh, M., & Wisnu, S. (2023). The effect of consumer characteristics and lifestyle toward purchase
decision. Journal of Consumer Sciences, 8(3), 395—413. https://doi.org/10.29244/jcs.8.3.395-413

Kholidah, N., & Arifiyanto, M. (2020). Faktor-faktor pengambilan keputusan pembelian. Penerbit NEM.

Kontan.co.id. (2024). Daya beli kelas menengah bawah terkikis.

Kotler, P., & Armstrong, G. (2018). Principles of marketing. Pearson.

Octafehili, D. N., Dewi, K. S., & Yulianto, M. R. (2024). The influence of brand image, price discounts, and bonus
packs on impulse buying behavior among Indomaret Point Coffee consumers Mojokerto City. 14(1), 307-331.
https://doi.org/10.21927/jesi.3124.3483

Sartika, F., & Abdillah, L. (2020). Indentifikasi segmentasi demografi, psikografis dan dampaknya pada keputusan
pembelian. International Journal Administration, Business and Organization (IJABO), 1(1), 49-55.

Published by Radja Publika

OPEN ACCESS 2130



THE INFLUENCE OF PSYCHOGRAPHIC LIFESTYLE ON PURCHASING DECISIONS AT INDOMARET POINT
COFFEE IN LHOKSEUMAWE CITY

Dea Auzira Putri et al

Sumeke, A., Lapian, S. L. H. V. J., & Loindong, S. S. R. (2022). Analisis segmentasi demografi dan psikografi pada
Toko Raps. Jurnal EMBA, 10(1), 202-207.

Sugiyono. (2022). Metode penelitian kuantitatif, kualitatif, dan R&D. Alfabeta.

Published by Radja Publika

oreniaccess 2131



