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This study aims to determine the factors that are considered in consuming
bakery products and changes in different generation's behavior. This research
uses a descriptive qualitative approach. Data collection techniques using
observation, interviews, and documentation. Check the validity of the data
using source triangulation. The results showed that shopping behavior and
methods were different for each generation. Each generation has its
characteristics or characteristics in determining purchasing decisions. These
characteristics are influenced by their lifestyle and mindset along with the
times. Generation Y and Z have far differences from previous generations, not
a problem with age differences but more on the way they perceive the world,
mindset, self-concept, attitudes, and behavior. This is influenced by the
presence of technology when this generation begins to enter adolescence and
adulthood. Information technology has become an essential part of their lives
and difficult to release in their lives. The results showed that the factors
considered in consuming are price, brand image, choice of product variants,
convenience, and service factors.
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1 Introduction

The development of the era which is increasingly rapid as it is today has brought enormous changes to the development
of the business world. Everything moves quickly, along with the rapid development of technology. This shows a rapid
change and certainly must be responded to by all generations, including the current generation, namely the Z
generation. A generation that is unique and very familiar with digital technology (Chicca & Shellenbarger, 2018). In
practical fact, that the target market segment is based on generations, their life experiences, which leads to having
attitudes and beliefs in determining the products consumed. This is consistent with research conducted by Khan et al.
(2020) that a marketer must understand marketing strategy, to target the right market segment, by offering the right
product. Likewise, the intended generation, each of which has characteristics in its marketing.

Each generation has characteristics and today how marketers understand them. The behavior of each generation
reflects different things, is dynamic, unique, and becomes a potential consumer following their needs and desires.
Purchase interest and decisions taken in consuming products show the advantages of each generation (Hoxha &
Zeqiraj, 2019). From this explanation, it is necessary to study further in this research, knowing and understanding that
each generation has different characteristics in spending money on certain products.

Furthermore, research conducted by Mahmoud et al. (2020) that there is a sensitivity in generation Z compared to
other generations to their motivation to consume a product and work motivation. The difference in their age, their
perspective on the phenomena that occur in an increasingly competitive global environment, especially in the current
rapid development of information technology. A multigenerational environment and responding to the disruption that
occurs, the adoption of changes, and appropriate steps are made for generations X, Y, and Z.

Robinson & Schanzel (2019), in their study, suggested the factors that influence individuals in their experiences of
travel. Creating an attractive image, the focus of the intended journey, destination, and consumer psychology contribute
to thinking in the framework of creating behavior models for generation Z and other generations. So, there is no stand-
alone generation, it is strongly influenced by cultural changes, challenges, and opportunities, world changes, the
response that occurs (Lanier, 2017). The behavior of each generation follows the pattern of changes that occur,
collisions and harmony will occur in the intra-generation which will result in decisions taken. Of course, this is, for
marketers a mature strategy is needed, to attract interest in product purchases and accelerate product sales.

Then, when looking at several food products, especially in bakery products, which is the study in this study,
Halagarda (2017), argues that they have found a market niche, overcome and develop products so that they always
innovate to create food product creations, which have high nutritional value, serve in diversity to customers and have
a competitive advantage. This research presents bakery products aimed at all generations, then analyzed from several
brands, which are characteristic of each generation, then formulates how the attitudes of each generation to behavior
change in consuming bakery products. This is the basis for further research and the selection of bakery products as
objects in this study. Other data, as disclosed in Table 1., indicate the top brand of donut products as the choice of
brand and the image it displays. Bakery brands, namely Dunkin Donuts and J.Co., are the choice of consumers in
consuming products. Denpasar as an investment destination city has a high population density, rapid changes in
lifestyle, has a practical and modern taste for consumption, and has quite high purchasing power characteristics.
Observations show that donut consumers are consumed by all generations, from generation X, Y, and Generation Z.
As a place to hang out and live a lifestyle, these two modern places are a choice, tens of outlets in Indonesia, and even
abroad. The data displayed, in the TBI "Top Brand Index" like a donut shop in 2016-2018, is explained as follows.

Table 1
Top Brand Index Donut outlet category in 2016-2018
Brands TBI 2016 Top TBI 2017 Top TBI 2018 Top
Dunkin Donuts 51.7% Top 46.7% Top 39.9%
J.Co. 40.6% 42.1% 46.7% Top

Sources: Top Brand Index

From Table 1, it can be seen that from 2016 to 2017 Dunkin Donuts became the number 1 donut shop brand with a
high percentage of the Top Brand Index, namely 51.7% in 2016 and 46.7% in 2017. However, in 2018 Dunkin Donuts
has decreased. The percentage of Top Brand Index became 39.9% defeated by its competitors, namely J.Co., even
though we all know that Dunkin Donuts is a pioneer donut shop in Indonesia which has been widely favored by the
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Indonesian people. Furthermore, the problem in this study is the behavior characteristics of each generation, what
factors determine the choice of bakery purchase, especially donuts.

Literature Review

In reviewing and discussing the problems in this research, it is necessary to review the concepts and theories that will
be used in this research. Such as the concept of product choice, behavior change, and different generations. Here is the
explanation.

Product Options

Consumers in making choices about products, there are various considerations before consuming these products.
Among them are consumer attitudes towards color, color attractiveness, normative colors, and color preferences which
are significantly related to product choice (Funk & Oly, 2006). It was further disclosed that gender shows a significant
impact on the color selection of a product. Another research, Yeh et al. (2019), that the preferences for variable product
attributes become choices, such as younger children who choose products perceptually. Older children will make
product choices based on cognitive. In marketing, a marketer determines a strategy to reach consumer attitudes and
make choices. Men and women have different functional utility, hedonic, social behavior. Gender issues in determining
the attitude of determining product choices, making purchases, and consumption of products, the utility of men and
women cannot be said to be always attached and consistent (Friedmann & Lowengart, 2018). So, in this study,
generational differences are also a consideration, perception, and mindset of each generation in responding to each
product offered.

Behavior Change

Behavioral change practices have occurred in this study. Each generation shows a phenomenon in consuming the
product. David et al. (2019) focused on understanding behavior and failed to apply a dynamic approach. The focus of
the analysis is on understanding the causes and changes in behavior, and the practice of interventions on these changes.
Bohns et al. (2018) revealed that a person's behavior is greatly influenced by the social environment and the influencer's
perspective. That the words in the media revealed by influencers greatly influence changes in netizen behavior, the
tendency to follow what influencers suggest.

Subawa et al. (2020), a study that examines changes in consumer behavior that are influenced by hedonic desires.
Changes in consumer consumption patterns lead to consumerism. Making purchases that are based on excessive desire.
This phenomenon has plagued generations Y and Z, who are easily isolated by the influence of social media, which is
part of a new form of imperialism, global cultural colonies, and online social interactions.

Variety of Generations

Changes in behavior that experience dynamics, according to current patterns, active generational social interactions
through existing media. Expression by Subawa et al. (2020) said that Generation Z's behavior in consuming a product
is very different from the previous generation. Generation Z is more sensitive to the use of technology, all activities
are supported by technology, use social media, is informative, and responds to new products, which is more aggressive
so it becomes consumptive. Chillakuri (2020), that differences in behavior between generations are reasonable. This
is an opportunity for business people to redesign their marketing strategy so that it can be implemented in various ways
and forms. Generation Z, has a pattern of beliefs, expectations, and attitudes in behavior, to make decisions in
purchasing products.

Gentilviso & Aikat (2019), reveal that Generation X and boomers, the post-millennial generation or Generation Z
have different interests in addressing information media. Generation Z does not like access to information through
print or audiovisual media traditionally, such as newspapers, magazines, television, and radio. This generation prefers
compelling information and entertainment interactions based on technology. This means that generation Z consumers
are very familiar with information technology. From several references, it can be defined that the 'baby boomer'
generation is a generation born between 1946 and 1960, with the characteristics of high idealism and it is difficult to
keep up with changes. Generation X is a generation born from 1960 to 1980, consumers who have the characteristics
of choosing comfort, avoiding risk, loyal to products, and a tendency to be consumerists.
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Furthermore, when talking about generation Y, it can be said that this generation was born from 1980 to 1995. The
characteristics of this generation are like to shop, discover new experiences, like to socialize through social media and
seek status, purchase decisions are taken more quickly, and have the sensitivity to technology. Generation Z, which
was born after 1995, has the phenomenon of being more creative, innovative, disloyal to brands, and high-tech users.
Often referred to as the digital generation.

2 Materials and Methods

This research was designed using a qualitative descriptive approach. The research was conducted at two bakery outlets
that focused on donut sellers in Denpasar City, namely Dunkin Donut and J.Co. Sources of data in this study are
primary data obtained from research informants, as many as 15 people. Informant's age ranged from 15 to 60 years,
which have different characteristics, different generations, and carried out proportionally and the level of saturation of
the data. The determination of informants was carried out by purposive sampling and accidental sampling techniques.
Data collection techniques using observation, interviews, and documentation. Checking the validity of the data using
source and time triangulation. Then, the data were coded, sorted, presented, and made conclusions using qualitative
descriptive analysis techniques.

3 Results and Discussions

Observing the problems raised in this study, by collecting interview data of 15 people, who have generational
characteristics, namely the baby boomer generation, X generation, Y generation, and Z generation to consume and
determine the choice of donut products, which were analyzed in two locations, namely Dunkin. Donut and J.Co. From
the results of interviews and observations, it can be explained that the factors that are considered by all generations in
consuming the product are as follows.

3.1 Price factor

Several informants, from the baby boomer generation, X generation, Y generation, and Z generation, answered that
the price factor was their consideration in consuming donut products. There is a similarity in answering this factor,
that the price is relatively cheap compared to other pastries. With a relatively cheap price, there are also many benefits,
in addition to an attractive interior, internet facilities, comfortable hangouts, and facilities for taking selfies and
uploading them on social media. Subawa (2016) in research, revealed that price is important in attracting consumers.
Especially if this is accompanied by benefits other than low prices, such as social class, lifestyle, psychological value,
and price. There is an exchange of capital, economically, socially, and symbolically cultural capital to gain a sense of
pride in oneself. Thus, in the observations and observations made to consumers at the research location, price is
considered a factor for consumers to visit. The price level set will affect the quantity of the product purchased. The
price offered is in return for what consumers get, the value and benefits that consumers feel. That each generation
determines its product choices according to taste, shape, color, and taste.

3.2 Brand Image Factors

In displaying product packaging and menus, there is a difference in views between generations. This was found in
several interviews with informants, from various generations. The baby boomer generation, generation X and
generation Y feel more satisfied with consuming donut products. The brand image of the two outlets gave a sense of
joy and pride when consuming these donut products. This means that the product has a good brand image. Unlike the
Z generation, some information says that the donut brand image is normal. They think that it is not important, not
something special. This is in line with Karen et al. (2019), who revealed that the efforts made in advertising to brands
through social media show that brand awareness and product quality are not related to consumers, especially the
generation who are very familiar with the technology.

Norazah (2018), discusses consumer purchase intentions based on a high product image. Communicating products
well, through green advertising will strengthen brand image and brand awareness for consumers. Likewise in this
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study, that all generations want a product that has a positive image for the brand, which is based on green environment
in its production activities.

3.3 Product Variant Choice Factors

Each generation determines product choices according to interests, preferences, both in terms of function, benefits,
and values in the product. The variety of donut products offered by each bakery should be considered by each
generation in determining their choice. Bakery outlets always add to the choice of variants, types, flavors, quality of
raw materials, and unique shapes, so that shopping at bakery outlets is stimulated. Types of products that do not sell
are modified or replaced with other product menus. Taste is also a consideration, especially the baby boomer generation
who don't like excessive sweetness. Likewise, generations Y and Z prefer colorful donut product variants, a sensation,
different from the others, and the ever-changing variety of products. Tulin et.al. (2018), product variations can be
displayed to the intended outlet. Consideration of prices, raw materials, and other production costs in creating a variety
of products designed and manufactured is very important. Finally, new variations in products can be launched to attract
buyers with various variants.

Nada & Xiang (2018), found that through accurate information in collecting field observations, which was carried
out by increasing product variation, it could provide excellent company performance. This means that the addition of
product and packaging variation attributes affects overall performance. Furthermore, Hui (2018) said that the product
variation factor provides satisfaction to customers. The need for product variation is a phenomenon of hedonic
behavior. There is a tendency to switch to another brand if there are no variations on the product. This means that in
the future product variation factors are very important so that consumers do not switch to other brands and become a
necessity for consumers who have hedonic behavior.

3.4 Interior Comfort Factor

This factor is a priority factor for Generation Z, as a place to relax, meet friends and colleagues, and hang out.
Meanwhile, for other generations, such as the baby boomer generation, it is commonplace, not the main thing.
Likewise, generations X and Y, choosing a place for donut outlets for meetings is a standard thing and has become
commonplace. Especially if the donut outlet is equipped with wi-fi facilities and other facilities, such as simple acoustic
music. Additional support for interior comfort factors is found in Dunkin Donuts and J.co donut outlets, in particular
additional Wi-Fi facilities that can be accessed for a long time so that consumers can enjoy these facilities and feel at
home to relax and enjoy them.

In a research conducted by Li & Chen (2020), the comfort created by adding and changing new interiors, in
traditional existing interiors, can accommodate increased customer satisfaction as a place to visit as well as a place of
recreation. So there are multiple benefits, fulfilling the desires of consumers in an era of rapid change and especially
for millennials. Furthermore, Susanne (2020) also states that interiors such as layout, furniture, noise, greenery, and
others, have a positive impact on the health elements of customers. And this becomes an important choice when
consumers feel healthy and comfortable in using the interior facilities of the outlet.

3.5 Service Factor

The quality of service provided by the two outlets, namely Dunkin-Donuts and J.co., is relatively pleasant. The
hospitality displayed by the waiter, by greeting, giving greetings, serving customer wishes, and according to
standardized operating procedures. All generations are very satisfied with the services provided by the two outlets. The
statements expressed by the informants gave positive things to the service. So, service is an important factor in running
this donut business.

Research conducted by Xinrui et al. (2020), said that excellent service quality provides a positive vibration and
creates customer satisfaction so that practical excellence and positive customer experience can be realized. Further
research is Rojan & Yasin (2020), which states that service quality has a positive influence on consumer preferences,
which is measured through convenience, credentials, external activities, and technical features that have implications
for the services offered. So, the excellent service factor to customers provides added value and benefits that can increase
product sales.
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4 Conclusion

Changes in consumer behavior occur in each generation in determining the choice of products they consume, especially
bakery products. There are similarities and differences between generations in responding to their consumption
patterns. In this era of disruption, change is so fast that it requires adapting to these changes. When consumers come
to a donut outlet, several factors are considered by each generation to consume donut products, such as 1) the price
factor; 2) brand image factor; 3) product variant choice factors; 4) the comfort factor of the interior, and 5) service
factor. These five factors are well managed, so that bakery companies can improve their sales performance. The
limitation of this study is that it only reviews the factors that consumers consider in consuming donut products in two
places, namely Dunkin Donuts and J.co., from all different generations. With these limitations, further research can be
assessed on other phenomena, apart from changes in behavior, different locations and products, product variants, and
product uniqueness. This research also provides practical benefits for entrepreneurs and practitioners to examine these
factors, as a strengthening factor in increasing the company's sales performance.
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