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Abstract

Nowadays, innovativeness is an important factor in providing a com-
petitive advantage for businesses. In order to be successful, businesses
should consider consumers’ expectations and differences while devel-
oping innovative strategies. This study is carried out to determine Gen
Y consumers’ innovativeness perception towards coffee-themed cafés
and the effects of their innovativeness perception on satisfaction. The
questionnaires were applied to 427 participants by face-to-face sur-
vey method. The hypotheses were tested with the structural equation
model. According to the results, Gen Y consumers’ product (menu)
innovativeness perception and promotion innovativeness perception
had a statistically significant and positive effect on their satisfaction. It
is expected to contribute to the field both theoretically and practically.
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Y Jenerasyonu Tiiketicilerin Kahve Temal Kafelere
Yonelik Yenilikcilik Algis1 ve Memnuniyet

Uzerindeki Etkisi

Oz

Guntimizde yenilikgilik, isletmeler i¢in rekabet avantaji saglayan
onemli bir faktordiir. isletmeler basarili olabilmek i¢in yenilikgi stra-
tejiler gelistirirken tiiketicilerin beklentilerini ve farkliliklarin1 goz
onitinde bulundurmalidir. Bu ¢alisma, Y kusag tiiketicilerinin kahve
temali kafelere yonelik yenilik¢ilik algisin1 ve yenilik¢ilik algisinin
memnuniyet lizerindeki etkilerini belirlemek amaciyla yapilmistir.
Anketler 427 katilimciya yiiz yiize anket yontemi ile uygulanmistir.
Hipotezler yapisal esitlik modeli ile test edilmistir. Sonuglara gore, Y
kusag tiiketicilerinin {irlin (mentii) yenilikg¢iligi algis1 ve tutundurma
yenilik¢iligi algisi, memnuniyetleri iizerinde istatistiksel olarak an-
lamli ve pozitif bir etkiye sahiptir. Hem teorik hem de pratik olarak
alana katki saglamasi beklenmektedir.

Anahtar kelimeler: Yenilikgilik algisi, tilketici memnuniyeti, Y kusagi

Introduction

Developments that increase consumers’ quality of life through
changes in products or production processes; provide them with social,
economic and cultural benefits; create continuous changes in consum-
ers’ lives are expressed as innovations. The most important factors in
promoting innovations are the disappearance of borders in the world,
increasing consumer expectations and rapid changes. Firms can benefit
from external sources, innovation systems, universities, strategic part-
nerships, suppliers, competitors and customers while developing innova-
tions (Torlak and Altunisik, 2018: 221). Innovation development studies
initially focused on production volume and production technology. In the
following years, innovations have been produced considering the prod-
ucts, the sales process, the social effects of marketing and the consumers
(Altunigik et al., 2017: 348).
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Consumers’ experiences, the opinions and prejudices of people
around them, and the information they have about the company that
sells the product and its competitors determine consumers’ expectations.
Businesses can change the benefits of the product and affect consumers’
expectations (Altunisik et al., 2017: 140). Rapid changes in consumers’
preferences and expectations significantly affect the restaurant industry.
Accordingly, the sources of changes required for successful business ac-
tivities are the innovations offered by businesses. Those who are not in-
novators may lose their market positions and their quality and value may
decrease (Gagic, 2016: 57-58).

Several studies have been conducted on innovativeness in the res-
taurant industry. However, there is not any efficient study related to in-
novativeness in coffee-themed cafés in the literature though there are
many popular local, national and international coffee-themed cafés. The
studies conducted in this context examine the effects of innovativeness
on different variables such as brand preferences, brand loyalty, brand
reliability, attracting customers, increasing profitability and satisfaction.
Besides, these studies do not refer to specific consumer groups. Since it
is important to understand the consumption patterns and market behav-
iors of generation Y consumers (Rugimbana, 2007; Martin and Turley,
2004), the purpose of this study is to determine generation Y consumers’
innovativeness perception towards coffee-themed cafés and the effect of
this perception on their satisfaction. In this context, coffee-themed cafés
are examined in terms of four dimensions of innovativeness, product
innovativeness, service innovativeness, experience innovativeness and
promotion innovativeness, and consumers’ innovativeness perception
and its effect on consumers’ satisfaction are evaluated.

Conceptual Framework and Literature Review
Innovation, Adoption and Diffusion of Innovations

According to the strategic management literature, developments in
new products, new market segments, new production, distribution and
advertising systems are classified as innovations (Baris, 2000: 46). In-
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novation according to the Oslo guide published by the Organization for
Economic Cooperation (OECD) and the European Union in 2005 is ‘the
implementation of a new or significantly improved product (good or ser-
vice) or process, a new marketing method, or a new organizational meth-
od in business practices, workplace organization or external relations.

The diffusion of innovation refers to how innovation is transmitted
and spread in the society over time (Evans et al., 1996: 70). Consumer
adoption of an innovation is effective in the success of that innovation.
Some factors affect consumers’ adoption of innovations. Product features
are effective in accepting and spreading innovations. The more compat-
ible a product is with consumers’ behavior and cognitive characteristics,
the quicker the adoption of innovation. In addition, products that offer
superior qualities, benefits and different qualities to the consumer are
easier to accept. The tasting of new products by consumers is effective in
the adoption and spread of those products. Companies that open stands
in markets to make consumers try new products can be given as an exam-
ple of marketing activities. Time, low cost, low price, compliance with
value judgments, and demographic features are other factors affecting
the spread of new products. In addition to these, marketing activities,
distribution and promotion activities affect the speed of the spread of
innovations (Odabasi and Baris, 2017: 284-288).

Dimensions of Innovativeness

The dimensions of the concept of innovativeness were defined by dif-
ferent studies (Jin et al., 2015; Gagic, 2016; Kim, 2016). In this study, in-
novativeness perception has been examined with the dimensions defined
in Kim (2016)’s research. According to Kim (2016), the concept of inno-
vativeness has four dimensions: product (menu) innovativeness, service
innovativeness, experience innovativeness and promotion innovativeness.

Product innovativeness is defined as the innovation and uniqueness
of a product for the consumer (Ali et al., 1995). This concept is used to
evaluate how new features differ from old ones and, if different, whether
innovations are perceived as valuable, useful and meaningful by con-
sumers (Rubera et al., 2011: 460-461).

Tiiketici ve Tiiketim Arastirmalart Dergisi / Journal of Consumer and Consumption Research



Serap CABUK | Sena TEKELI 5

Service innovativeness is defined as a performance improvement
concept that is perceived as a new benefit of attributes that significantly
affect the behavior of consumers and competitors (Berry et al., 2006:
56). Service innovativeness can explain how a firm delivers intangible
services. In addition, it provides an advantage to the consumer through
new service performance or delivery processes (Reid and Sandler, 1992)

Experience innovativeness is defined as the innovation of an ex-
perience environment offered by businesses to create personalized and
lifestyle-based experiences for consumers (Prahalad and Ramaswamy,
2003).

Promotion innovativeness is an important tool that businesses use to
influence target consumers (Grewal et al., 2011: 43). The ability of an en-
terprise to develop promotional innovations is important in terms of the
possibility of attracting customer attention and increasing store buying
behavior (Lin, 2015: 33-34). Lin et al. (2013) argued that although the
promotion techniques and products used are not new, promotion innova-
tion, like a new advertisement used by a company for a new product mix,
gives consumers a new perspective on the business.

In the study conducted by Kim (2016), 16 main issues obtained as
a result of the content analysis regarding the consumers’ innovativeness
perception towards restaurants were grouped according to these four
innovation categories. Service innovativeness covers differentiation in
service, use of technology, eligibility conditions and modern service
issues. Experience innovativeness includes atmosphere/ culture, com-
munication with consumers and employees, and methods used to please
consumers. The innovations in the menu are related to the quality of
products, presentation, food trends, uniqueness and customization. Pro-
motion innovations are realized as a result of communication through
agreements, advertisements, target markets, loyalty programs and social
media and internet addresses (Kim, 2016: 68-69).

Jin et al. (2015) found that perceived food quality innovativeness,
perceived environmental quality innovativeness and price justice are ef-
fective on the perceived image of restaurant innovation. The research
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also found that the perceived image of restaurant innovation affects both
brand reliability and brand preference; showing that brand reliability has
an impact on both brand preference and customer loyalty.

Aiming to analyze the restaurants’ innovativeness level based on the
perspective that innovation provides a long-term competitive advantage,
Gagic (2016) evaluated the innovativeness level based on innovations in
products and services, marketing, processes and social responsibility be-
haviors. With the study, it has been concluded that a significant number of
restaurants attach importance to innovations in these four areas in order to
attract customers and increase their profitability. On the other hand, none of
the restaurants have the maximum number of innovations; on the contrary,
the majority of observed restaurants have a low level of innovativeness.

Satisfaction

It is not easy to recognize and meet consumer needs, expectations
and habits. Therefore, firms must provide their customers with valua-
ble and unique conditions to meet their needs. Goods or services that
are a source of satisfaction provide sufficient value to their customers
(Khadka and Mabharjan, 2017: 1). Satisfaction is defined as how goods
and services provided by a company surpasses or encounters customer
expectation (Elegba and Adah, 2015: 4). It includes not only the feelings
about the purchasing process but also the atmosphere before and after
the purchase (Biesok and Wyrdd-Wrobel, 2011: 23). Satisfaction or dis-
satisfaction is not just related to how well a good or service performs but
also it includes consumers’ attitudes and emotions formed as a result of
certain experiences (Evans et al., 2006). The greater the customer satis-
faction is, the higher the customer retention is. Thus, businesses should
observe and improve the level of satisfaction. In this regard, they should
aim not only to satisfy customers but also to delight them. Top business-
es satisfy customers by exceeding their expectations (Kotler, 2017: 90-
92). Customer satisfaction generally reflects how happy customers are
with the goods or services and how these meet customers’ expectations
(Kopilevych, 2019).
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According to Gustafsson et al. (2005), customer satisfaction is actually
how customers evaluate the ongoing performance of a business. Customer
satisfaction is very important as it creates a sense of belonging among
customers, emotional bonding and brand loyalty. Therefore, companies
need to know the factors affecting satisfaction and the reasons for this
(Hanif et al., 2010: 49). Hanif et al. (2010) found that price fairness and
customer service contribute significantly to explaining customer satisfac-
tion, but comparatively, price fairness affects customer satisfaction more
than customer service. Li (2013) found that image, price, reliability, tangi-
ble things, empathy, sensitivity, assurance and perceived value positively
affect customer satisfaction and the customer loyalty that depends on it.

The Concept of Generation, Generation Y and Its Features

Studies on generations in different scientific fields such as politi-
cal science, economics, demography, sociology and clinical psycholo-
gy have been carried out for more than fifty years (Alwin and McCam-
mon, 2007: 219). These studies show that there are differences between
generations in terms of attitudes and behaviors (Twenge and Campbell,
2008: 314). Because they were born in similar years, individuals in the
same generation display similar attitudes and behaviors towards similar
events. In addition, while people born in the same years see each other
as members of the same generation, they consider individuals born in
different years as members of a different generation. Thus, individuals
from the same generation can be distinguished from individuals of other
generations. Not only shared years but also social and historical events
affect generations’ characteristics (Sullivan et al., 2009: 290).

Today’s generations are as follows in chronological order; baby
boom generation (born between 1946-1964), Generation X (born be-
tween 1965-1980), Generation Y (born between 1981-1999) (Twenge
et al., 2010: 1130; Castellano, 2014: 40) and Z generation (born in 2000
and after) (McCrindle, 2006: 10; Twenge et al., 2010: 1130).

The names ‘Internet Generation’, ‘Echo-Boomers’, ‘Millenial’ and
‘Nexters’ are used to show that the generation Y consists of individuals
born between 1981-1999 (Twenge et al., 2010: 1130; Castellano, 2014:
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40) is different from previous generations (Broadbidge et al., 2007: 523-
544). Since generation Y is the first generation born in the years when
the internet and technology developed, it has the most communication
with individuals from different cultures and ethnic origins compared to
other generations. Therefore, it can be said that generation Y has more
cultural richness. They have been under the influence of media and ad-
vertisements from the first moment they came to the world (Toruntay,
2011: 77). For them, technological innovations are more than an endless
source of information and entertainment and provide a new ecosystem
for their social life (Odun, 2015: 42).

Generation Y is a large customer segment that must be addressed by
marketers. This generation has a keen interest in technology, innovation
and experience that shape individual behaviors and beliefs. Brand in-
novation has a significant positive effect on millennial consumers’ trust
in the brand, and brand trust has a significant positive effect on brand
loyalty (Goziikara and Colakoglu, 2016: 603). According to Sullivan and
Heitmeyer (2008), millennials are willing to buy quality brands at high
prices. The quality of products/services and price affect their frequency
of visits to coffee-themed cafés (Hashim et al., 2017). Generation Y con-
sumers visit such places not only for the quality of coffee but also for
social pleasure and status consumption (Kim and Jang, 2014).

According to Wolburg and Pokrywczyniski (2001), millennial con-
sumers do not like the aggressive sales strategies of businesses as they are
more exposed to consumption and brands from an early age. Generation
Y consumers know how to easily access the information they want from
a large number of information sources. Thus, providing free Wi-Fi at cof-
fee-themed cafés is a good way to attract generation Y consumers (Jaw
et al., 2010). They give importance to social interaction (Morris, 2011).
Since then, they prefer dining out at a new restaurant rather than buying
anew pair of shoes (Bliss, 2014). The atmosphere at coffee-themed cafes
increases both their spending time there and impulse purchasing (Sathish
and Venkatesakumar, 2011). They tend to buy emotionally and social
factors have a high influence on their purchasing decisions. According to
generation Y consumers, the main role of a brand is an image, social pro-
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file and quality. Therefore, they prefer attractive and innovative products
and adopt innovations early (Perment, 2013: 192). In addition, millen-
nial consumers choose and consume products that help them define who
they are, what is important to them, and what they value in life, as well as
express some aspects of their personality or image (Noble et al., 2009).

Consumers’ Innovativeness Perception and Consumer
Satisfaction

According to Alam and Perry (2002), innovativeness is the degree
that the consumers perceive intangible actions, offerings and reactions as
novel. Roehrich (2004) explains it as an organization’s ability to create
fast product solutions in a specific time. Kunz et al. (2011) define inno-
vativeness as consumers’ perception related to an organization’s ability
to develop creative, novel and effective thoughts and solutions in the
market. According to Truong et al. (2020), innovativeness is related to in-
novative service practices affecting consumers’ perception of intangible
values in the organization. In this study, innovativeness perceptiveness
is addressed as all practices of restaurants that demonstrate the willing-
ness and the ability to develop “new” and “significantly different” ide-
as, services and promotions for consumers, as defined by Kim (2016) in
his research. In this context, coffee-themed cafés frequently visited by
consumers are examined in terms of four dimensions of innovativeness
- product (menu) innovativeness, service innovativeness, experience in-
novativeness and promotion innovativeness (Kim, 2016). Consumer sat-
isfaction, as defined by Kim (2016), is considered as the consumers’ eval-
uation of a restaurant in terms of meeting their needs and expectations.

According to Hirschman (1980), innovativeness in marketing is the
desire to search for the new and different. Innovativeness relies on con-
sumers’ knowledge, abilities and experiences (Molina-Morales et al.,
2011). The factors affecting the adoption and spread of innovation de-
pend on the satisfaction of consumers with the innovation in question
(Uyar and Kilicaslan, 2015: 164). Consumers’ tendency to adopt new
goods, services and ideas offered to the market has an important role in
consumers’ preferences, decisions, loyalties and communication theories
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(Hirschman, 1980: 283). The innovative behavioral responses of consum-
ers to products or services are not the same (Goldsmith and Foxall, 2003:
323). Generation Y consumers are very interested in technology, innova-
tion and experience that shape individual behaviors and beliefs (Goziikara
and Colakoglu, 2016: 603). Generation Y consumers prefer attractive and
innovative products and adopt innovations early (Perment, 2013: 192).

Consumer satisfaction is a crucial driver of developing financial suc-
cess and loyal consumers (Ravishankar and Christopher, 2020). Innova-
tion increases consumer satisfaction by enhancing existing products and
services (Ouedraogo and Koffi, 2018). In a quick-service restaurant, in-
novative practices affect customer experiences and satisfaction (Manhas
et al., 2022: 83). Service innovativeness in organizations create value
and satisfaction (Nyadzayo et al., 2022: 1). Consumer satisfaction with
a product does not only depend on the product’s properties. Factors such
as the consumer personality, the store image, the enterprise professional-
ism, the salespeople’s attitude, and the transaction speed are also effec-
tive on consumer satisfaction (Altunisik et al., 2017: 141). Consumers’
innovativeness perception, satisfaction and satisfaction specific to their
area of interest affect their purchasing behavior (Biilbiil and Ozoglu,
2014: 46). Main hypothesis and sub-hypotheses based on this conceptual
information are as follows:

H_: Generation Y consumers’ innovativeness perception affects
their satisfaction.

H,: Generation Y consumers’ product (menu) innovativeness per-
ception affects their satisfaction.

H,: Generation Y consumers’ service innovativeness perception af-
fects their satisfaction.

H;: Generation Y consumers’ experience innovativeness perception
affects their satisfaction.

H,: Generation Y consumers’ promotion innovativeness perception
affects their satisfaction.
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Methodology
Sampling

The study population consists of generation Y (Gen Y) consumers
who visit coffee-themed cafés in Turkey. It was not possible to reach the
whole population. Thus, data were collected from 427 individuals by
convenience sampling method. Through a face-to-face survey, the data
were collected in February 2022. The research was applied in the dis-
tricts of Mersin and Adana. There are some practical reasons for choos-
ing Mersin and Adana for the survey. The first one is that they are both
metropolitan cities. The second reason is the economy. Per capita income
is US$7,402 in Mersin and US$6,270 in Adana while it is US$8,598 for
all Turkey (Turkish Statistical Institute, 2021). There are many local, na-
tional and international coffee-themed cafés (i.e., Nuces Coffee & Nuts,
Rocs Coftee, Kahve Diinyasi, Goniil Kahvesi, Starbucks, Soulmate and
Caribou) in Mersin and Adana. It is the third reason for selecting these
two cities. The last reason is that researchers live in these cities, and this
makes the data available.

While 65.6% of the participants lived in the central districts of Ada-
na, 34.4% of them were from the central districts of Mersin. The sam-
ple included 235 (55%) female and 192 (45%) male participants. More
than half of the participant’s (74%) income level was above 3.500TL.
More than half of the participants (52.5%) had bachelor’s degrees. Most
frequently preferred coffee-themed cafés were Starbucks, Goniil Kahv-
esi and Kahve Diinyasi. 39.6% of the participants visited coffee-themed
cafés 1-3 times per month while 23.4% of them visited such places 4-6
times per month. 37% of the sample went to such cafés more than 6
times per month.

Data Collection Tool

The questionnaire consists of three parts. In the first part of the
questionnaire, there was a 17-item “Perception of Innovativeness” scale
developed by Kim (2016). It was provided to determine generation Y
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consumers’ innovativeness perception towards coffee-themed cafés. The
“Innovativeness Perception” scale consists of four dimensions: product
innovativeness (5 items), service innovativeness (4 items), experience
innovativeness (4 items), and promotion innovativeness (4 items).

In the second part of the questionnaires, the “Satisfaction” scale de-
veloped by Oliver (1999) was provided to determine generation Y con-
sumers’ satisfaction related to coffee-themed cafés. This scale included
3 items. A 5-point Likert scale was used in both scales (1: Strongly disa-
gree, 2: Disagree, 3: Undecided, 4: Agree, 5: Strongly agree).

In the third part of the questionnaire, demographic questions includ-
ing gender, birth year, income level and educational status are included
in order to determine the demographic characteristics of the participants.
There are questions to determine the coffee-themed cafés consumers fre-
quently visit and how often they go to these places.

Data analysis and Results

Data analysis included three stages. First, it was determined whether
the data met the normal distribution assumption. Then, factor structures
regarding generation Y consumers’ innovativeness perception and satis-
faction were found through exploratory factor analysis and confirmato-
ry factor analysis. Lastly, hypotheses were tested by structural equation
modeling. Data analysis related to descriptive statistics and exploratory
factor analysis were done through SPPS while confirmatory factor anal-
ysis and structural equation modeling were done through AMOS.

Variables, scale expressions and descriptive statistics

Table 1 shows the mean value, standard deviation, kurtosis and
skewness values of each scale expression used in the study. Skewness
and kurtosis values were examined to determine whether the data met
the normal distribution assumption. Skewness and kurtosis values for
all variables were found to be between -2 and +2 and thus, the normal
distribution assumption was provided (George and Mallery, 2010)
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Table 1. Variables, scale expressions and descriptive statistics

13

n=427
Variables and scale expressions M* SD Skewness  Kurtosis
Product (menu) innovativeness perception (MIP)
MIP 1. This café offers new flavors. 3.36 1.195 -0.315 -0.778
MIP 2. This café offers new combinations of coffee. 3.43 1.181 -0.559 -0.502
MIP 3. This café offers innovative presentation of coffee. 3.05  1.206 -0.209 -0.853
MIP 4. This café consistently introduces new menu items. 3.14  1.162 -0.155 -0.792
MIP 5. This café offers an innovative customized menu. 2.97 1.233 -0.029 -1.037
Service innovativeness perception (SIP)
SIP I. The procedure for ordering menu items at this café is 317 1.463 0.887 0236
mnovative.
SIP 2 This café has integrated innovative technologies into 330 1171 0334 0,664
services.
SIP 3. This café offers innovative apps or online ordering 278 1,340 0.096 -1.186
tools.
SIP 4. This café delivers cutting-edge services. 313 1.170 -0.102 -0.749
Experience innovativeness perception (EIP)
EIP 1. This café provides innovative physical designs. 327  1.155 -0.192 -0.731
EIP 2. This café is well-known for innovative events. 3.06 1.217 -0.129 -0.880
EIP 3. Thg emplroyees interact with customers in innovative 3.07 1263 0.175 -0.950
ways at this café.
EIP 4. The way the elzrpphloyees help solve customers 391 1122 0277 0.544
problems at this café is innovative.
Promotion innovativeness perception (PIP)
PIP 1. This café has an innovative rewards (membership) 3.08 1.236 -0.203 -0.900
program.
PIP 2. This café offers innovative deals. 3.23 1.267 -0.283 -0.935
PIP 3. This café offers innovative marketing programs. 3.19  1.262 -0.199 -1.012
PIP 4. This café provides innovative communication 322 1.259 -0.265 -0.929
platforms (e.g. online communities) allowing customers to
make suggestions.
Satisfaction (SA)
SA 1. I am satisfied with the overall experience at this café. 3.90 1.004 -1.130 1.182
SA 2. The overall experience of this café meets my
expectation. 391 1.002 -0.993 0.749
SA 3. Overall, I am satisfied with my drinking coffee
experience. 3.84 1.051 -0.812 0.209

* A 5-point Likert scale was used in the study.
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Exploratory factor analysis and confirmatory factor analysis to
determine generation Y consumers’ innovativeness perception and
satisfaction

In this study, since the original scales developed in another cultur-
al setting, firstly exploratory factor analysis was applied to the scales to
determine factor structures regarding generation Y consumers’ innova-
tiveness perception and satisfaction. Kaiser-Meyer-Olkin (KMO) test was
evaluated to test the suitability of the variable set for the factor analysis and
Bartlett sphericity test was checked to evaluate the suitability of the model.
The KMO value is 0.920 (Table 2). Bartlett Sphericity test (y= = 3523. 874;
df =91, p <0.001) is statistically significant. Thus, it can be said that the
data set adequacy for exploratory factor analysis was ensured (Tabachnick
and Fidell, 2001). In this study, the lower limit of item factor loads was
0.50 (Hair et al., 2010) depending on the number of the study sample.

As a result of the analysis, one expression from the product (menu)
innovativeness (MIP 1), two expressions from the service innovative-
ness (SIP 2, SIP 4), three expressions from the experience innovativeness
(EIP 1, EIP 2, EIP 3) were loaded into two factors and thus, they were
excluded from the scales. One expression from the service innovative-
ness (SIP 1) was loaded into the product (menu) innovativeness and one
expression from the service innovativeness (SIP 4) was loaded into the
promotion innovativeness. One expression from the experience innova-
tiveness (EIP 4) was loaded into the promotion innovativeness. Accord-
ing to the results of the exploratory factor analysis, three factors with an
eigenvalue of at least 1 and explaining 68.295% of the variation in the
items were determined. The first factor was named promotion innova-
tiveness and the second was named as product (menu) innovativeness.
The third factor was named as satisfaction (Table 2).

Accordingly, hypothesis H, and H, stated in the section ‘Conceptual
Framework and Literature Review’” were removed from the study. The
other left two hypothesis were renamed as H, and H. These two hy-
potheses are stated as follows:
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H ,: Generation Y consumers’ product (menu) innovativeness per-
ception affects their satisfaction.

Hy: Generation Y consumers’ promotion innovativeness perception
affects their satisfaction.

Table 2: Exploratory factor analysis

Components
Items 1 2 3
PIP 1. 0.797
PIP 2. 0.791
PIP 3. 0.753
PIP 4. 0.704
SIP 4. 0.638
EIP 4. 0.552
MIP 3. 0.791
MIP 4. 0.767
MIP 5. 0.714
MIP 2. 0.688
SIP 1. 0.671
SA 1. 0.874
SA 2. 0.874
SA3. 0.795
Eigenvalue 1.280
Total variance explained 68.295%
Keiser-Meyer-Olkin (KMO) 0.920
Barlett’s Test of Sphericity 3523.874
df 91
Sig. (value) .000

Confirmatory factor analysis was applied to examine the construct
validity of the three-factor structure obtained through the explanatory
factor analysis. Goodness of fit values were evaluated to test the accepta-
bility of the model as a whole. The goodness of fit value ranges differs
depending on the sample size and the number of observed variables in
the model (Yaslioglu, 2017: 82). Goodness-of-fit values used as refer-
ences were chosen considering the sample size of the study (n=427) and
the number of observed variables (n=15). Table 3 shows the reference
values and measurement model results. It was found that all goodness of
fit criteria were good and within acceptable limits. Therefore, it can be
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stated that all items in the measurement model are compatible with the
model.

Table 3: Confirmatory factor analysis goodness-of-fit values
(innovativeness perception)

Goodness-of-fit Reference values
. Measurement model

values (Yashoglu, 2017) results

n>250 12<m<30
Ki-Kare (x?) Anlamli p degeri x?= 221.550

p=.000

x2/df x2/df<5 3.035
GFI >0.90 0.930
CFI >0.92 0.957
NFI >0.90 0.938
TLI >0.90 0.947
RMSEA <0.07 0.069

Factor loading values were also examined to test the suitability of
the measurement model. The correlation coefficients (standard regres-
sion weights) between the factors and the items vary between 0.541 and
0.924 (Table 4). Factor-item correlation coefficients above 0.40 reflect
that each relationship is significant (Yaslioglu, 2017: 78). These find-
ings show that scale expressions are successful in measuring related con-
structs.

In this study, construct validity was also evaluated through conver-
gent validity and discriminant validity. For convergent validity, Average
Variance Extracted (AVE) and Composite Reliability (CR) were evalu-
ated. It is expected that all CR values for the scale are greater than the
AVE values and the AVE value is greater than 0.5 (Yaslioglu, 2017: 82).
As seen in Table 4, it can be said that convergent validity is provided
since AVE and CR values meet both criteria. For discriminant validity,
Maximum Squared Variance (MSV) and Average Shared Squared Vari-
ance (ASV) were evaluated. It is expected that MSV is lower than AVE;
ASV is lower than MSV and the square root of AVE is greater than the
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inter-factor correlation (Yaslioglu, 2017: 83). As seen in Table 4, for each
scale MSV is lower than AVE and ASV is lower than MSV. Besides, for
each scale the square root of AVE is greater than the inter-factor correla-
tion (Table 5). Thus, it can be said that discriminant validity is provided.

Table 4: Results and reliability of the measurement model

(n=427)

Scales Items Estimate* CR AVE MSV ASV a
Promotion PIP 1. 0.790 0.874 0.540 0.491 0.429 0.869
Innovativeness PIP 2. 0.786
Perception PIP 3. 0.813

PIP 4. 0.772

SIP 4. 0.541

EIP 4. 0.673
Product (Menu) MIP 3. 0.795 0.856 0.546 0.491 0.428 0.851
Innovativeness MIP 4. 0.806
Perception MIP 5. 0.719

MIP 2. 0.768

SIP 1. 0.585

SA 1. 0.905 0.776
Satisfaction SA 2. 0.924 0.911 0.368 0.367 0.909

SA 3. 0.811

* All standard factor-loading values are significant at the 0.001 level.

After the construct validity of the measurement model was evaluat-
ed, the reliability of the scales was tested through the Cronbach’s Alpha
reliability coefficient. As seen in table 4, since the Cronbach’s alpha val-
ues of each scale are above 0.70, the study scales have high reliability
(Giirbiiz and Sahin, 2018: 157-158).
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Table 5: Correlations between factors and discriminant validity

Corelation Between

Structures (AVE)'™
1) 2 Q)
Promotion Innovativeness Perception (1 1 0.734
Product (Menu) Innovativeness Perception  (2) 0.701 1 0.738
Satisfaction 3) 0.607 0.605 1 0.880

Hypotheses Testing

Structural equation modeling was used to test the research hypothe-
ses. Depending on the goodness-of-fit values of the model (x*/df=3.035;
GFI=.930; CFI=.957; NFI=.938; TLI=.947; RMSEA=.069), it can be
said that the goodness-of-fit values of the model were good and within
acceptable limits (Yaslioglu, 2017: 82-83).

According to the results of the structural equation modeling anal-
ysis (Table 6), production (menu) innovativeness perception (MIP)
(B=0.352, t=5.10, p<0.001) and promotion innovativeness perception
(PIP) (b=0.361, t=5.28, p<0.001) have a statistically significant and pos-
itive effect on satisfaction (SA). That is, due to the direct effect of MIP
on SA, when MIP goes up 1 standard deviation, SA goes up by 0.352.
Similarly, depending on the direct effect of PIP on SA, when PIP goes
up | standard deviation, SA goes up by 0.361. Therefore, H, , , Hy were
supported.

Table 6: Structural equation model — Parameter estimates

(n=427)

§ SE t Result
H, MIP-> SA 0.352 0.065 5.10" supported
Hy, PIP-> SA 0.361 0.064 5.28" supported
R2,,= 0.918; R%, = 0.953

= standardized path coefficients; p<0.001"*
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Discussion

Direct relations between innovativeness perception and satisfaction
were scrutinized. First, Gen Y consumers’ innovativeness perception was
determined regarding coffee-themed cafés. Then, whether Gen Y con-
sumers’ innovativeness perception affects their satisfaction was found.
The results of the study are discussed in terms of three different issues;
socio-demographic characteristics of the sample, scales and hypotheses.

The sample of the study included 427 Gen Y consumers from Mersin
and Adana, 235 of which were women and 192 of which were men.
More than half of the participants’ income level was above 3.500TL
and more than half of them had bachelor degree. Participants frequently
preferred to visit Starbucks, Goniil Kahvesi and Kahve Diinyasi. Such
coffee-themed cafés were visited by participants 1-3 times (39.6%), 4-6
times (23.4%) and more than 6 times (37%) per month.

Factor structures of the scales- Innovativeness Perception and Satis-
faction- were determined through exploratory factor analysis. Construct
validity of them was provided through confirmatory factor analysis. The
original innovativeness perception scale evaluated consumers’ innova-
tiveness in terms of product (menu), service, experience and promotion.
But in the present study, six items were excluded since they were loaded
into two factors at the same time and the left ones were divided into
two. Thus, Gen Y consumers’ innovativeness perception was assessed
in terms of product (menu) and promotion. This finding differs from the
original innovativeness structure suggested by Kim (2016). It can be said
that consumers associate the goods with the services offered to them, see
them as a single product, and match the experience they have in the cof-
fee-themed café with the promotions offered by that café. This supports
Gagic’s (2016) way of classifying products and services innovativeness
under one category. But in that study, there are four different categories
of innovativeness: products and services, marketing, processes and so-
cial responsibility. In this respect, the finding related to the categories of
the innovativeness differs from Gagic (2016). It is also different from
Jin et al.’s (2015) since they have three categories of the innovativeness.
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These categories are perceived food quality innovativeness, perceived
environmental innovativeness and price justice.

By means of the analyses, three dimensions- product (menu) inno-
vativeness perception, promotion innovativeness perception and satis-
faction- were achieved. According to the results of these analyses, scales
are reliable and valid. Thus, it can be said that the study scales measured
what structures they intended to measure.

The effects of Gen Y consumers’ innovativeness perception regarding
coftee-themed cafés on their satisfaction were examined with the structural
equation modeling analysis. According to the results, both product (menu)
innovativeness perception and promotion innovativeness perception have
a statistically significant and positive effect on satisfaction. These findings
support the previous study conducted by Ouedraogo and Koffi (2018) in
the aspect that enhancing existing products increases satisfaction in the
restaurant industry. But they differ from Nyadzayo et al.’s (2022) find-
ing that service innovativeness influences satisfaction. The finding- pro-
motion innovativeness affects satisfaction- is different from both of the
studies. Since the previous studies had participants from different ages
and appealed to the general population, it can be said that the factors in-
fluencing generation Y consumers’ satisfaction are different from those
affecting other consumers. The other reason for the difference between
the current study and the previous ones might be that the service sector is
not the same. While the previous studies were conducted in the restaurant
sector, the current one was conducted in the coffee-themed cafés.

Theoretical and Practical Implications

It is expected to contribute to the field both theoretically and practi-
cally since there is not sufficient number of studies in this context.

Firstly, the theoretical significance of the present study lies in the
context the research was conducted. The majority of similar studies on
the innovativeness perception of consumers (Jin et al., 2015; Gagic,
2016; Kim, 2016) were conducted in the context of official full-service
restaurants. But the present study focuses on consumers’ innovativeness
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perception and its effects on satisfaction regarding coffee-themed cafés.
Therefore, it is expected that the novelties in coffee shops and satisfac-
tion with the innovations will contribute to the related literature. Sec-
ondly, the sample of this study is Gen Y consumers. Their perception
and behaviors were determined by means of the study. Lastly, while the
original innovativeness perception scale examines consumers’ innova-
tiveness perception in terms of product (menu), service, experience and
promotion, this study scrutinizes it in terms of product (menu) and pro-
motion. Thus, the study contributes to the related literature.

Highly satisfied consumers buy the same product again, tend to be
loyal to that product longer, and have low price flexibility. In addition,
these consumers share their positive attitudes about that product, brand
or business (Altunisik et al., 2017: 141). Bringing innovations to produc-
tion process and sales is one of the ways to satisfy customers (Daragahi,
2017: 130). As a result of this study, it can be said that it is important for
businesses and marketing management to determine the satisfaction of
consumers with innovations in the service sector. Coffee-themed cafés,
restaurants and such places in the service sector should develop innova-
tive strategies regarding consumers’ needs, attitudes and perceptions in
order to satisfy them and lead them to visit the same places. Businesses
can easily understand consumers’ favorite coffee flavors and carry out
personalized promotion. Besides, they can expand the types of coffee
flavor. They can also improve consumers’ repurchase rate by developing
appropriate membership strategy and establishing a good consumer com-
munity. Thus, they can maximize their profits and have loyal consumers.

Limitations and Further Research

The main limitation of the study is that consumers’ perception of
innovation is evaluated in terms of four dimensions of the concept as
product innovativeness, service innovativeness, experience innovative-
ness and promotion innovativeness as stated in the study of Kim (2016).
Process innovation, organizational innovation and marketing innova-
tion specified in the Oslo guide published in 2005 in addition to product
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innovation are not examined in this study. Future studies can focus on
innovativeness in cafés or restaurants in terms of these different innova-
tiveness perspectives. In this study, only Gen Y consumers’ innovative-
ness perception and satisfaction were investigated. Future studies can
compare innovativeness perception among different generations. Anoth-
er limitation of the study is that the participants are obliged to go to the
coffee-themed cafés at least once. Satisfaction occurs as a result of hav-
ing the expectations after purchasing a good or service (Altunigik et al.,
2017: 140). Thus, other variables such as attitude, intention etc. can be
included in the research model in further studies.

Arastirma ve Yayin Etigi Beyani

Bu arastirma, bilimsel arastirma ve yayin etigi kurallarmma uygun
gerceklestirilmistir.

Yazarlarin Makaleye Katki Oranlan

iki yazar da esit katki saglamistr.

Destek Beyam

Bu arastirma herhangi bir kurum veya kurulus tarafindan desteklen-
memistir.

Cikar Beyani

Bu arastirma herhangi ¢ikar catismasina konu degildir.
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Genisletilmis Ozet

Y Jenerasyonu Tiiketicilerin Kahve Temah Kafelere
Yonelik Yenilik¢ilik Algis1 ve Memnuniyet Uzerindeki
Etkisi

Giris

Basaril1 ticari faaliyetler i¢in gerekli olan degisikliklerin kaynagi isletme-
lerin sundugu yeniliklerdir. Yenilik¢i olmayan isletmeler pazar konumlarini
kaybedebilir, kalite ve degerleri diisebilir (Gagic, 2016: 57-58). Restoran en-
diistrisinde yenilikgilik iizerine birgok ¢alisma yapilmistir. Ancak yerel, ulusal
ve uluslararasi bir¢ok popiiler kahve temali kafe olmasina ragmen literatiirde
kahve temal1 kafelerde yenilikgilikle ilgili yeterli ¢calisma bulunmamaktadir. Bu
kapsamda yapilan arastirmalar, yenilik¢iligin marka tercihleri, marka sadakati,
marka giivenilirligi, misteri ¢ekme, karlilig1 artirma ve memnuniyet gibi farkli
degiskenler {izerindeki etkilerini incelemektedir. Ayrica, bu ¢aligmalar belirli
tiikketici gruplariin davraniglarinda odaklanmamaktadir. Bu ¢aligmanin amaci,
Y kusag tiiketicilerinin kahve temali kafelere yonelik yenilikgilik algilarimi ve
bu alginin memnuniyetlerine etkisini belirlemektir.

Kavramsal Cerceve ve Literatiir Arastirmasi

Yeniligin yayilmasi, yeniligin zaman iginde toplumda nasil iletildigini ve
yayildigimi ifade etmektedir (Evans vd., 1996: 70). Yeniligin yayilmasim etkile-
yen faktorler su sekildedir: iiriin 6zellikleri, yeni {irtinler, iiriiniin sagladig: fay-
da, iiriin kalitesi, zaman, diisiikk maliyet, diisiik fiyat, deger yargilariyla uyum,
demografik ozellikler, pazarlama, dagitim ve tutundurma faaliyetleri (Odabasi
and Barig, 2017: 284-288). Yenilikg¢ilik kavraminin boyutlar farkli caligmalarla
tanimlanmistir (Jin vd., 2015; Gagic, 2016; Kim, 2016). Bu ¢alismada yenilik-
cilik algis1, Kim’in (2016) arastirmasinda tanimlanan boyutlari ile incelenmistir.
Kim’e (2016) gore yenilikgilik kavraminin dort boyutu vardir: {irlin (menii) yeni-
lik¢iligi, hizmet yenilikgiligi, deneyim yenilik¢iligi ve tutundurma yenilikgiligi.

Tiiketicilerin iirlin veya hizmetlere yenilik¢i davranigsal tepkileri ayni de-
gildir (Goldsmith ve Foxall, 2003: 323). Y kusag tiiketicileri ¢ekici ve yenilikgi
iirtinleri tercih etmekte ve yenilikleri erken benimsemektedir (Perment, 2013:
192). Kahve temali kafelerde tlicretsiz Wi-Fi saglamak, Y kusagi tiiketicileri ¢ek-
mek igin iyi bir yoldur (Jaw ve digerleri, 2010). Uriin/hizmetlerin kalitesi ve fi-
yati, kahve temali kafelere ziyaret sikliklarini etkilemektedir (Hashim ve diger-
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leri, 2017). Y kusag tiiketiciler bu tiir yerleri yalnizca kahve kalitesi i¢in degil,
ayn1 zamanda sosyal zevk ve statii tiikketimi i¢in de ziyaret etmektedirler (Kim
& Jang, 2014). Kahve temal1 kafelerdeki atmosfer hem orada gegirilen zamani
hem de satin alma diirtiisiinii artirmaktadir (Sathish & Venkatesakumar, 2011).

Yenilik, mevcut {iriin ve hizmetleri iyilestirerek tiiketici memnuniyetini
artirmaktadir (Ouedraogo ve Koffi, 2018). Hizl1 servis yapan bir restoranda
yenilik¢i uygulamalar, miisteri deneyimlerini ve memnuniyetini etkilemektedir
(Manhas vd., 2022: 83). Bu kavramsal bilgilere dayali olarak olusturulan ana
hipotez su sekildedir: Hy,,. Y kusag tiiketicilerinin yenilik¢ilik algis1 memnu-
niyetlerini etkilemektedir. Yapilan agiklayici faktor analizi sonucunda hizmet
yenilikg¢iligi ve deneyim yenilik¢iligi boyutlarina iliskin iki alt hipotez ¢ikaril-
mustir. Uriin (menii) ve tutundurma yenilikgiligine iliskin iki alt hipotez yazil-
mustir. Bu alt hipotezler su sekildedir: H,_Y Kusag tiiketicilerinin {iriin (menti)
yenilik¢ilik algis1 memnuniyetlerini etkilemektedir. Hg_ Y kusag tiiketicileri-
nin tutundurma yenilikg¢ilik algist memnuniyetlerini etkilemektedir.

Metodoloji

427 katilimcinin yer aldig1 6rneklem kolayda 6rnekleme yontemi ile olustu-
rulmustur. Arastirma Mersin ve Adana ilgelerinde uygulanmistir. Katilimeilarin
%65,6’s1 Adana’nin merkez il¢elerinde yasarken, %34,4’(i Mersin’in merkez
ilcelerindendir. Orneklem 235 (%55) kadin ve 192 (%45) erkek katilimcidan
olusmaktadir. Yiiz yiize anket yoluyla veriler Subat 2022’de toplanmistir. An-
ket li¢ boliimden olugsmaktadir. Anketin ilk boliimiinde Kim (2016) tarafindan
gelistirilen 4 boyuttan olugan 17 maddelik “Yenilikg¢ilik Algis1” dlgegi yer al-
maktadir. ikinci boliimde, Y kusag: tiiketicilerinin kahve temal1 kafelere iliskin
memnuniyetlerini belirlemek icin Oliver (1999) tarafindan gelistirilen “Mem-
nuniyet” dlgegi vardir. Her ikisinde 5°1i likert dlgegi kullamlmistir. Ugiincii
boliimiinde demografik sorular yer almaktadir. Veri analizi {i¢ agamadan olus-
maktadir. Oncelikle verilerin normal dagilim varsayimini karsilayip karsilama-
dig1 tespit edilmistir. Daha sonra agiklayici faktor analizi ve dogrulayici faktor
analizi ile Y kusagi tiiketicilerinin yenilikg¢ilik algis1 ve memnuniyetine iliskin
faktor yapilart bulunmustur. Son olarak, hipotezler yapisal esitlik modellemesi
ile test edilmistir.

Bulgular

Tim degiskenler i¢in carpiklik ve basiklik degerleri -2 ile +2 arasinda bu-
lunmustur ve bdylece normal dagilim varsayimi saglanmistir (George ve Mal-
lery, 2010).
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Veri setinin agiklayici faktdr analizine uygunlugunu test etmek i¢in Ka-
iser-Meyer-Olkin (KMO) testi, modelin uygunlugunu degerlendirmek icin
Bartlett kiiresellik testi yapilmistir. KMO degeri 0,920°dir. Bartlett Kiiresellik
testi (= =3523.874; df =91, p < 0.001) istatistiksel olarak anlamlidir. Boylece
aciklayict faktor analizi i¢in veri setinin yeterliliginin saglandigi sdylenebilir
(Tabachnick ve Fidell, 2001). Ozdegeri en az 1 olan ve maddelerdeki varyansin
%68,295’ini agiklayan {i¢ faktor- {irlin (menil) yenilikg¢iligi, tutundurma yeni-
lik¢iligi, memnuniyet- belirlenmistir.

Aciklayict faktor analizi ile elde edilen {i¢ faktorli yapinin yapr gecerlili-
gini incelemek i¢in dogrulayici faktdr analizi uygulanmistir. Modelin bir biitiin
olarak kabul edilebilirligini test etmek i¢in uyum iyiligi degerleri degerlendi-
rilmistir. Modelin uyum iyiligi degerleri (x*/df=3.035; GFI= .930; CFI= .957;
NFI=.938; TLI=.947; RMSEA=.069) iyi ve kabul edilebilir sinirlar igerisinde-
dir (Yashoglu, 2017: 82-83). Olgek ifadeleri ilgili yapilar1 6lgmede basarilidir.

Arastirma hipotezlerini test etmek i¢in yapisal esitlik modellemesi kulla-
nilmigtir. Sonuglara gore, iirliin (menii) yenilik¢ilik algisiin ($=0.352, t=5.10,
p<0.001) ve tutundurma yenilik¢ilik algisinin (B=0.361, t=5.28, p<0.001)
memnuniyet (SA) tizerinde istatistiksel olarak anlamli ve pozitif bir etkisi var-
dir. Bu nedenle H, ve Hy desteklenmistir.

Tartisma, Sonuc ve Oneriler

Orijinal yenilik¢ilik algis1 6l¢egi, tiikketicilerin yenilikgiligini tirlin (menti),
hizmet, deneyim ve tutundurma agisindan degerlendirmektedir. Ancak bu ca-
lismada aciklayici faktor analizi ile yenilikgilik algisinin {irlin (menii) ve tutun-
durma olmak iizere iki boyutlu oldugu belirlenmistir. Bu bulgu, Kim (2016)
tarafindan Onerilen orijinal yenilik¢ilik algist yapisindan farklilik gostermek-
tedir. Tiiketicilerin mallar1 kendilerine sunulan hizmetlerle iliskilendirdigi, tek
bir iirlin olarak gordiigii ve kahve temali kafede yasadiklari deneyimi o kafenin
sundugu tutundurma faaliyetleriyle eslestirdigi soylenebilir. Bu bulgu, Gagic’in
(2016) iirtin ve hizmet yenilikg¢iligini tek bir kategori altinda siniflandirmasini
desteklemektedir. Ancak Gagic’in (2016) calismasinda dort farkli yenilikeilik
kategorisi olmasindan dolay1 da farklilagmaktadir. Jin vd. nin (2015) ¢aligma-
sinda ii¢ yenilikg¢ilik kategorisi olmasi nedeniyle farklidir.

Uriin (menii) ve tutundurma yenilikgiligi algist memnuniyet iizerinde is-
tatistiksel olarak anlamli ve pozitif etkiye sahiptir. Bu bulgu, Ouedraogo ve
Koffi’nin (2018) caligmasini mevcut {iriinlerin gelistirilmesinin memnuniyeti
artirmasi agisindan desteklemektedir. Ancak Nyadzayo vd.’nin (2022) hizmet
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yenilik¢iliginin memnuniyeti etkiledigi bulgusundan farklidir. Her iki ¢alisma-
dan farkli olan bulgu ise tutundurma yenilik¢iliginin memnuniyeti etkilemesi-
dir. Calisma kahve temal1 kafelerde Y kusag tiiketicilerin yenilik¢ilik algisini
incelediginden bulgularin 6ncekilerden farkli oldugu soylenebilir.

Tiiketicilerin hizmet sektoriindeki yeniliklere iliskin memnuniyet diizey-
lerinin belirlenmesi isletmeler ve pazarlama ydnetimi agisindan onemlidir.
Hizmet sektoriinde yer alan kahve temali kafe, restoran ve benzeri mekanlar,
tiiketicilerin ihtiyag, tutum ve algilarina yonelik yenilikei stratejiler gelistirerek
ve onlart memnun ederek ayni mekanlari tekrar ziyaret etmelerini saglamalidir.

Bu ¢alismanin Y Kusag tiiketicilerin yenilikgilik algisini iirtin (menii) ve
tutundurma agisindan kahve temali kafeler baglaminda incelemesi ilgili litera-
tiire katki saglamaktadir. Yenilikgilik algis1 Kim (2016) tarafindan olusturulan
boyutlar temelinde incelenmistir. Gelecek ¢alismalar yenilikgilik algisini farkli
arastirmacilarin gelistirdigi boyutlar acisindan irdeleyebilir. Gelecek caligma-
larda farkli kusaklar arasinda yenilik¢ilik algis1 karsilagtirabilir. Ayrica, gelecek
caligmalarda tutum, niyet vb. diger degiskenler arastirma modeline dahil edi-
lebilir.
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