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Editorial

Dear Readers

Out of passion for coffee and tea, but above all out of passion for learning, we have prepared the
first issue of Coffee & Tea Marketing Journal (C&TM]). We would like this London based, English-
language journal, created by scientists and practitioners, to become an international platform for
the exchange of ideas, knowledge, information and experiences in the area of management, marke-
ting and behavioural economics amongst scientists, researchers, experts and entrepreneurs asso-
ciated with the coffee and tea market.

We want to ensure the high substantive quality of published texts through a system of double-blind
reviews performed by recognised specialists in given fields of science. The entire publishing pro-
cess will be supervised by the Scientific Board, to which outstanding scientists from renowned aca-
demic centres around the world will be invited.

In C&TM]J, we will publish the results of the latest research, case studies, reviews of existing the-
ories, book reviews and articles referring to important research areas related to the coffee and tea
market as well as other food products available on the consumer goods and services market.

The scope of the journal includes interdisciplinary topics falling within such scientific disciplines
and sub-disciplines as:

— Management and quality sciences (marketing and marketing management; marketing re-
search and consumer behavior; distribution and sales; innovation management in produc-
tion, trade and services; commodity science in quality and product management).

— Economics and finance (behavioral economics, behavior of market actors, consumer protec-
tion and education, consumer ecosystem and sustainability, research of industry markets es-
pecially in the area of coffee, tea and yerba mate).

— Psychology (economic psychology, psychology of consumer behavior).

— Socio-economic geography and spatial management.

— Environmental engineering (environmental engineering; environmental protection and
shaping).
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— Agriculture and horticulture (biotechnology and crops especially in the area of coffee, tea
and yerba mate).

— Food and nutrition technology (agricultural biotechnology, food commodity science espe-
cially in the area of coffee, tea and yerba mate).

— Biological sciences (biotechnology, ecology, environmental protection).

C&TM] deals with the following types of articles: Research article: reports of new research find-
ings or conceptual analyses that make a significant contribution to knowledge. Case studies: the
articles present experiences resulting from the application of existing methods or procedures and
relevant findings which could be valuable for readers. Review articles: the articles present the
systematic review or comparative study of already known knowledge. The reviews should explore
any new viewpoint and connections which could be valuable for readers.

Coffee & Tea Marketing Journal is to be published twice a year (June and December) in print and in
electronic form. The publisher of the journal is the Coffee & Tea Market Research Institute
(ww.ctmri.eu).

The Institute is an international non-profit organization established to conduct scientific research,
promote knowledge, and integrate scientific, research, and business environments related to the
food and beverage market, especially the coffee and tea market. The activity of the Institute is in-
ternational.

We hope that you will find the articles in the journal an interesting read, that they inspire new re-
search, and that the results will find use in practice. We wish you a good read, and also encourage
you to participate in the preparation of subsequent issues of Coffee & Tea Marketing Journal.

tukasz Wroblewski Sylwia Mokrysz Grzegorz Maciejewski

Deputy Editor in Chief Deputy Editor in Chief Editor in Chief
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Coffee and Tea at the Service
of the Consumers' Quality of Life

ABSTRACT
These considerations focus on the links between consumer behaviour in terms of coffee and tea pur-

chasing decisions and their quality of life. The point of reference is behavioural economics and conclu-
sions resulting from research in the field of neuroscience. The basis for the analysis is information from
secondary sources, including literature on the subject. The research methodology includes logical rea-
soning, observations, own experiences, and critical analysis. The quality of life is mainly related to con-
sumers' social relationships, interpersonal bonds, physical and mental health, as well as communication
with consumers. The spatial scope covers Poland with references to Europe and the world. Research
attention focuses on goods (coffee, tea) and the provision of services (cafés, tea houses). A separate
topic is the analysis of the marketing strategies of coffee and tea sellers operating on various markets
(B2C, B2B, HoReCa).

K ey w ord s: coffee and tea market, marketing on the coffee and tea market, consumers’ quality of life, con-
sumer behaviour, neuroscience and consumer decisions

JEL Classlfication: D11, E21, M31, 131
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Introduction

One of the most difficult concepts to define is
the quality of life. The term “quality” in its es-
sence poses a great challenge when measuring
its level and comparing it. Peter Drucker be-
lieved that it is difficult to assess the effective-
ness and efficiency of human action if there are
no measures that enable assessments to be
made. Therefore, the construction of various
measures of the quality of life can be regarded
positively (Nowakowska, 2023). Regardless of

the validity of such an approach, it is worth
pointing out other, more complex aspects of
quality of life in relation to consumers. First of
all, it is necessary to highlight the subjectivity
in the approach and in the assessments them-
selves. Happiness, satisfaction and fulfillment
are elements of the quality of life, but each of
them has an individual dimension. A sandwich
and a cup of coffee offered to a homeless per-
son is a different dimension of the quality of life
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than a vacation on a luxury yacht spent with a
loved one. The joy of drinking a cold glass of
beer has little to do with 60 years of marriage.
Quality of life can also be measured by its
length, including the length of healthy life. Cof-
fee and tea consumption undoubtedly influ-
ences this dimension of the quality of life. The
issue of interpersonal relations is another dif-
ferent thing. It can be argued that work and
interpersonal relationships
meaning of human life. Here, there is an ob-
stacle which is impossible to overcome, i.e.
measuring the quality of relationships. Perhaps
the development of brain research will make it
possible to assess emotional states, but the
path to this is very long and may even be a
dead end.. Being aware of the many limitations,
one can wonder about the determinants of the
quality of life from the perspective of consum-
ing coffee and tea. The human dimension of
consumer life is related to fulfillment, and it is
primarily associated with relationships with
other people.

determine the

Culture as a foundation

General knowledge of the world is enough to
understand the differences between, for exam-
ple, Asia, Africa, America and Europe. Coffee
and tea appeared in Europe as goods pre-
viously known in Asia, Africa and America. The
evolution of the species of homo sapiens is dif-
ficult to reconstruct. Paintings on cave walls
and excavated tools shed some light on the ma-
terial aspects of life in the times of foragers.
However, nothing is known about the relation-
ships and bonds which united the individual
groups. People's brains are “sociable” and
therefore relationships were, and still, are an
important element of the quality of life, in the

The aim of these considerations is an inter-
disciplinary look at the phenomenon of the role
of coffee and tea in shaping the consumers’
quality of life. Interdisciplinarity will be related
to culture as the foundation of every society
and to the interpenetration of disciplines in the
field of social sciences. Where relevant, aspects
of natural and technical sciences will be in-
cluded. Considerations will be conducted for
European societies, with reference to the global
background. They will focus mostly on the pe-
riod covering the end of the 20t century and
the beginning of the the turn of the and 21st
century. The subject will be consumers and the
object will be goods and services limited to
coffee and tea. The analysis methodology will
be based on logical reasoning, critical approach,
observations, and comparative techniques. The
considerations will be based on secondary in-
formation from literature on the subject, ob-
servations and own experiences.

intuitive sense of this term (Duch, Kosmos,
2022). In every community, the basis was
formed by a systematically created culture. It
can be defined as a complex whole that consists
of knowledge, art, beliefs, morals, laws, cus-
toms, as well as other abilities and habits ac-
quired by man as a member of society. It is dif-
ficult to clearly say how long the history of ho-
mo sapiens is. If we assume that it is 300,000
years, in the course of this period, evolution has
brought many changes on continents and in
societies (Galor, 2022).
terial achievements, the greatest progress was
recorded in the period from 1955 to 2023

When looking at ma-
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(Piketty, 2023). It is estimated that the level of
GDP during this period (about 70 years) is ap-
proximately as much as the GDP generated
from year zero to 1954, i.e. over a period of
almost 2,000 years. This allows us to under-
stand the changes which have occurred in the
prosperity of Europe and other countries since
the end of World War II. This, of course, affects
the quality of life of societies, especially weal-
thy ones. It is easy to imagine that life in a
group of foragers was completely different. If it
was the case that they needed from 2 to 4
hours a day to meet their nutritional needs,
then they could spend about 20 hours on sleep,
entertainment, play and art (Harari, 2018).
This means that the relationships, bonds and
entertainment created in groups were of fun-
damental importance to people. Therefore,
these elements of the quality of life, i.e. rela-
tionships, can be considered as belonging to the
basic needs of people. With this assumption,
cafés, tea houses, apartments and offices have
become places supporting what is most impor-
tant to people, i.e. building relationships. This is

Drinks of gods and men

Greek mythology, including feasts in Rome, was
a manifestation of people's tendency to have
fun (the term homo ludens is one of those de-
scribing human nature). The Greeks dreamed
of nectar and ambrosia and contented them-
selves with wine. It was similar in Rome, how-
ever, numerous groups of slaves, who drank
plain water, functioned differently in ancient
times. Diversity, an important feature of people
living in societies, is and will remain a platform
for disputes on how to build a better world.
Water is needed by both human and animal
bodies. However, economic and social diversity

also how we look at the functioning of families,
social groups and local communities. People
who are close to each other, while sitting at a
table and drinking coffee or tea, synchronise
the work of their brains more easily, and this
significantly strengthens the relationships be-
tween them and increases the joy of life and its
quality (Duhigg, 2024). The development of
homo sapiens’ awareness allows an increase in
self-confidence, and this is an important ele-
ment of building social relationships (Jarecki,
2023). Noticing changes in the culture of socie-
ties, it may be justified to analyse the beha-
viours which have contributed to strengthening
bonds between people. This will be an impor-
tant point of view in our considerations about
coffee and tea as goods which help improve the
quality of life by building interpersonal rela-
tionships. This point of view will be related to
other areas, such as the economy, market, con-
sumption and marketing. Particular importance
will also be attached to knowledge about the
functioning of the human brain and the role of
the mind in controlling instincts (Kaku, 2014).

determines the structure of beverage consump-
tion. The entire human body, including its
brain, is composed largely of water. In hot Afri-
ca, animals walk many kilometres to reach wa-
ter. Likewise, thirst and hunger are also basic
human needs. During the period of the pri-
mitive community, available water reservoirs
allowed groups of foragers to live. This also
often determined the location of cities which
were built on rivers or lakes. Although the issue
of thirst is emphasised here, people also need
water for other reasons. Human creativity, re-
lated to the human brain and the ability to coo-
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perate, has led to the creation of various, origi-
nal recipes that allowed for the satisfaction of
thirst (de Wall, 2015). On all continents, in in-
dividual communities, different types of drinks
have been produced. Zagtoba had a weakness
for mead, Georgians promote themselves as the
oldest wine producers, and Europe took care of
its safety by producing beer. During the Middle
Ages, it was mainly women who were respon-
sible for its production, located in homes. The
aforementioned issue of safety was also related
to the fact that the water available in the tanks
was not always safe to drink. The entire Euro-
pean culture, which has its roots in Christianity,
knows the miracle at Cana of Galilee. Enter-
tainment can have a very original character if it
is accompanied by wine or mead. In the Middle
Ages, the inhabitants of Europe lived in a light
mood from morning to evening thanks to the
consumption of beer.

The local character of the European conti-
nent changed into a global one as a result of the
expeditions initiated in 1492 by a group of ad-
venturers, led by Christopher Columbus, on the
ship Santa Maria. The discovery of the Ameri-
cas was the beginning of a boom in maritime
trade. New vegetables (potatoes, tomatoes)
and fruits appeared in Europe. The import of
coffee and tea also developed on an increa-
singly larger scale, although these goods ap-
peared in Poland later, in the 17th and 18th
centuries. Together with these goods, methods
of preparing and consuming these beverages

were brought to Europe (e.g. after the defeat of
the Turks near Vienna). With the development
of international trade and the establishment of
enterprises trading with Asian countries, par-
ticular types of coffee and tea arrived from var-
ious continents. Preparation methods de-
veloped in other cultures were also imported.
This initiated the processes which were devel-
oped in Europe for many centuries, especially
in the 19th and 20th centuries. First, foreign
goods appeared at royal courts, and over time
they were introduced into the homes of the
nobility. More wealthy countries, including ci-
ties (e.g. Venice), invested in shipping and ex-
panded trade with countries around the world.
The Netherlands and England are countries
that developed dynamically both from trade
and from colonising other countries. Thus, cof-
fee and tea became more and more common in
bourgeois homes. It was also associated with
the development of industry and the enrich-
ment of societies. However, the diffusion of
innovations was very slow. What we mean here
is the spread of coffee and tea drinking habits.
The accelerator was the development of a rec-
ipe for roasting and consuming grain coffee by
the Dutch. It was produced from chicory grain,
and later rye, wheat, barley and spelt, and was
therefore much cheaper and available in poorer
households. The Bohm brothers invested in the
production of grain coffee in Wtoctawek, also
inspiring local farms to grow chicory.

Complementarity as the driving force of development

When discussing the development of the coffee
and tea market, it is important to emphasise
the inspiration to develop other products com-
plementary to these goods. Europe, using Chi-

nese models, invested in the production of por-
celain dishes. New habits of drinking coffee and
tea in original cups, with interesting designs of
spoons, cake utensils and brewing kettles,

12 Coffee & Tea Market Research Institute



emerged. Coffee roasting equipment was built
from scratch. Previously, coffee was roasted at
home, which meant that its quality varied
greatly. Over time, cafés and restaurants serv-
ing freshly ground coffee were established in
cities. At café tables, interesting conversations
took place, business meetings were organised,
and young people confessed their love for each
other. Coffee and tea accelerated social and
cultural changes. City residents could enjoy
building relationships which are of fundamen-
tal importance to the species of homo sapiens.
Before World War II, Edward Wojnecki's
Poznan coffee roastery employed couriers who
delivered freshly ground coffee to the café sev-
eral times a day. The point of honour for every
establishment in Poznan at that time was serv-
ing freshly ground coffee to customers. There is
something special about this scent, which has a
unique effect on the human senses. Real estate
sellers know this and when they invite a cus-
tomer to an apartment which they are offering,
they make a cup of coffee there a few minutes
beforehand. Also in stores, the smell of coffee
and freshly baked cakes increases customer
satisfaction. Therefore, coffee and tea triggered
the creation of places for their consumption
(cafés, tea houses) and inspired business
people to construct devices that produced vari-
ous types of equipment and additives (sugar,
milk, cream). The appearance of sugar in Eu-
rope also became an impulse for the develop-
ment of the confectionery industry. New cus-
toms, or even rituals, were introduced. These
rituals influence the joy of life and its quality.
Coffee and tea, served at home after dinner,
strengthen family bonds and other rela-
tionships. The English ritual of drinking a cup

of tea at 5 pm is known all over the world. The
ritual of making tea and coffee is an important
element in building people's happiness. Of
course, evolutionary changes occur here too. In
the increasingly faster pace of life in European
societies, petrol stations suggest stopping for a
cup of coffee before work. This is a different
dimension of the quality of life. As an aside to
these considerations, we can mention an inter-
esting fact from the business sphere. The pre-
viously mentioned Edward Wojnecki was a
merchant with unique taste buds. He had an
extraordinary talent for the organoleptic as-
sessment of the quality of coffee. Before World
War I, while he was visiting a London market-
place, he met a new coffee supplier. The latter
appeared on the marketplace with a new type
of grain. The merchant from Poznan realised
that this coffee was in no way inferior to the
best “Santos” coffee. The manufacturer was on
the marketplace for the first time, so he did not
arouse much interest. In the light of knowledge
about the functioning of the brain, we know
that “the brain knows what it likes and likes
what it knows” (Duch, 2022). Business people
know that it is not easy to break into the mar-
ket. Meanwhile, Edward Wojnecki, being a
merchant, bought from this manufacturer eve-
rything he had, at a very favourable price. “Buy
cheap, sell high” - this is one of the merchant's
operating principles. By doing so, Edward Woj-
necki accelerated the development of his own
coffee roastery in pre-war Poznan, in Srédka.
The newly acquired type of coffee was sold at
the price of the most desirable, prestigious,
expensive Santos brand. The high margin al-
lowed for the increased dynamics of the com-
pany's development.

Coffee & Tea Marketing Journal, Vol. 1, No. 1 (2024)
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The Italian phenomenon

A young American, Howard Schultz, was sent to
Milan on a business trip by his employer
around 1985. He left the hotel in the morning
and, having some time to spare before an ap-
pointment with a client, stopped at a café. He
saw a queue of several people and was de-
pressed by pessimistic thoughts that he would
have to wait a long time for the bartender to
serve him. He was completely surprised when
he quickly received his coffee. He was also im-
pressed by the barista's organisation of work,
his eloquence and rapport with the customers.
The second, unique observation related to the
atmosphere of this place was the joy, bustle and
the conversations of the customers with each
another and with the barista. It was a huge
contrast to what Schultz knew in the US. There,
serious and thoughtful customers stared at
their newspapers while drinking coffee in si-
lence. The divine spark of business people is an
idea, an epiphany. It is a flash of thought that
things could be different that allows you to put
ideas into action. And so, the concept of build-
ing a chain of cafés in the US, following the
model in Italy was born. Thus, Howard Schultz
began to patiently and consistently create the
Starbucks brand, which is still present on the
global market to this day. The first employee
training took place in Italy, in Milan. Baristas
were taught open contact with customers, posi-
tive communication, how to build relationships
and bonds. People's most important needs are
social contacts. Hence, the concept of the Star-
bucks chain has found many imitators around
the world. Coffee and tea are a platform for
what is the essence of humanity - building rela-
tionships. Thus, two ordinary products, coffee
and tea, have become the foundation for people

in their social life. The most difficult thing for
every person is loneliness. However, no one is
lonely when sitting at a table in a café with a
cup of coffee or tea, because there are many
other consumers around.

As a side note to the story about the Star-
bucks brand, it is worth mentioning another
issue that is important for the quality of
people's lives. Howard's father was a soldier in
World War II. When he returned from Europe,
where he fought for the US, he was greeted
with flowers as a veteran. When he started
looking for a job, he could not find one because
he had no education. Not without difficulties he
managed to get a job as a traveling salesman,
on a contract basis, without social security.
While he was carrying goods from house to
house on a winter day, he suddenly slipped and
fell. He broke his leg in several places, and
without insurance he did not receive medical
help. Little Howard helped his mother support
the family, seeing his father's hopeless fate.
However, this experience contributed to build-
ing the Starbucks brand on two fundamental
values - providing every employee with access
to higher education and full-time employment
with social security (Raz, 2021). Perhaps this is
a particular thought, but Howard Schultz, the
founder of the Starbucks chain offering coffee
and tea, set out a path of development based on
values which are important to people, i.e. ob-
taining a university diploma and a guarantee of
social security. Cafés contribute to improving
the quality of life of consumers, their safety and
strengthening relationships.

The human brain is interested in feeling
happy and satisfied, and this is the result of
reward hormones secreted therein. Dopamine
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and serotonin are of particular importance.
Dopamine appears in the brain as a result of
many stimuli which are short-lived - alcohol,
drugs, or scrolling on a smartphone. Serotonin
is produced in the brain when people spend
time together, talking, laughing, playing board
games or walking. Conversations over coffee, at
home, at work, in the city, support the produc-

Coffee and tea market

The market is defined as all the relationships
between buyers and sellers. Trade balance is a
combination of three elements, i.e. supply, de-
mand and price. Referring this to coffee and
tea, we can distinguish producers, distributors
and logistics companies as the most important
elements of supply. On the one hand, these are
producers of coffee beans and tea leaves, and
on the other, entities that roast coffee, pack tea
and deliver such goods to various recipients -
wholesalers, retailers, cafés, restaurants, hotels
and many others. The globalisation of the
economy means that the share of large, interna-
tional brands (Jacobs, Tchibo) and discount
stores (Biedronka, Lidl) is increasing, and on
the other hand, there are smaller entities that
provide niche products and values expected by
consumers. In Poland, overall coffee consump-
tion is approximately 2 kg per person per year.
In Finland, it is 10 kg per person per year (the
highest in Europe). Therefore, the market in
Poland has growth potential, but a significant
increase in supply will not be easy due to many
different factors which are not considered here.
Tea consumption in Poland is approximately 1
kg per person per year. The highest (in Europe)
is in Ireland (2.18) and Great Britain (1.93).
Also in this case, it is difficult to count on the
possibility of a significant increase in supply.

tion of serotonin, which gives a sense of happi-
ness, satisfaction, and a higher quality of life in
the long term. Coffee and tea producers can
therefore provide pleasure to consumers by
offering values related to building relation-
ships, encouraging conversations and meetings
over a cup of coffee or tea.

Therefore, the strategies of coffee and tea sup-
pliers should be related to activities appropri-
ate for mature markets that face strong compe-
tition (grain coffee, beer, non-alcoholic wine,
suppliers of energy drinks). Producers and
suppliers can creatively use pricing strategies,
which is an element of the market (price) that
has a significant impact on consumer purchas-
ing decisions. Price bargains trigger the pro-
duction of dopamine, which means they are a
reward for the brain. This instrument is one of
the tools used by manufacturers and distribu-
tors.

However, an important factor for increasing
the effectiveness and efficiency of sellers' ac-
tivities is knowledge about consumer beha-
viour. It is this issue that the main part of these
considerations is focused on. Consumers are
only partially aware of how they make pur-
chasing decisions (Underhill, 2007). On the one
hand, the brain favours routine and schematic
behaviour, and on the other hand, it is inter-
ested in novelties and changes (Gazzaniga,
2020). For sellers, it becomes a challenge to
look for original actions which can solve this
particular paradox (Bucki, 2022). This creates a
wide scope for action by smaller entities that
can specialise in offering unique values to con-
sumers, thus improving their quality of life. For
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example, we can mention coffee beans from
Indonesia, growing on volcanic soil, which af-
fects the coffee taste. In various parts of the
world, coffee can be drunk with egg yolk, or
with a hot piece of charcoal, or with fruit. On
the island of Bali, coffee is served in upside-
down dishes, on plates, due to the rocking of
the boat in the sea. Consumers' brains respond
well to stories, which is why smaller coffee
roasters build the position of their brands by
creating stories about topics which are impor-

tant to consumers' brains (love, travel, adven-
tures with animals, dramatic stories). This
sphere of emotions is much more important
than the belief in the rationality of behaviour
(Damasio, 2022). The relationships which are
built between people while drinking coffee or
tea allow us to calm our minds, which has a
positive impact on people's behaviour, and in-
creases their quality of life as well as their ef-
fectiveness in making private and professional
decisions (Niebauer, 2021).

Behavioural determinants of consumer behaviour

As part of the marketing orientation of a com-
pany selling coffee and tea, it is important to
know consumer behaviour. In this approach,
the consumer's needs are at the centre of the
seller's interest. This justifies the reference to
knowledge about the factors that influence
consumer purchasing decisions. This is an ex-
tensive topic hence, we will focus further on
the issues arising from behavioural economics
research (Wasikowska, 2024). In this trend of
economics as a science, the weight of research
focuses on the emotional side of the consum-
er's decision-making process (Thaler, 2018).
When asked about it in a study, consumers de-
ny that advertising influences their decisions
(Mruk, 2012). However, when the question
changes to assessing the behaviour of others, it
turns out that advertising has a significant im-
pact on their behaviour. Therefore, it is effec-
tive to use the right advertising tools to boost
sales, including the position of coffee and tea
brands. The power of emotions, especially in
relation to coffee, is particularly visible during
the Christmas period. Consumers respond to
properly constructed promotional messages.
They are sensitive to stories. For the consum-

er's brain, the consistency of the story is much
more important than the logical analysis of
facts. Topics such as love, family or gatherings
can build attachment to the brand (Tkaczyk,
2011). The communication of the Mokate com-
pany's “Minutka” tea brand was aimed at
strengthening family relationships. In the sel-
ler's communication strategy, you can take into
account several elements which attract the
consumer's attention, namely:

— larger elements (billboards),

— brighter elements (illumination of prod-

ucts on the shelf),
— moving elements (optical illusions),
— unusual elements (ingenious packaging,
advertisements).

Elements that also attract attention are co-
lourful packaging as well as advertisements
with children, pets and people's faces. In the
commercial space, consumers make decisions
under the influence of many rules (Cialdini,
2011). These rules form the basis of merchan-
dising techniques - the principle of social proof
of rightness, contrast, inaccessibility, authority,
reciprocity, liking and affection. All ethical ac-
tivities create an atmosphere of enjoyment
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when shopping and consuming coffee and tea
at home, contributing to strengthening bonds
and improving the quality of life. Medicine
knows the placebo effect, i.e. the impact of a
positive message on patients' health. Interest-
ing coffee packaging, an original story about
the brand, promotion and tasting are tools
which can increase satisfaction with shopping
as well as coffee and tea consumption (Ariely,
2018).

Consumers are interested in adapting the
product to their individual preferences. The
traditional approach to the market, based on
segmentation, is giving way to personalisation.
Artificial intelligence and new technologies
make it easier to undertake such activities. In
cafés, employees ask customers for their name
and then write a personalised message on the
coffee cup - e.g. “for Agnieszka”. Consumers are
becoming more and more diverse. In addition
to people interested in high quality coffee or
tea and the associated high price, there are cus-
tomers who want to pay less because they have

Strategy - the heart of the enterprise

Building a company's market position requires
action planning and consistent implementation
to be effective. The way to achieve this is strat-
egy. It can be defined as all the methods and
tools used to achieve a certain goal. The start-
ing point will therefore be to define the pur-
pose of the activity. It may concern the level of
turnover, building the brand's position, enter-
ing new markets, or introducing a new product.
From a marketing perspective, the focus on
meeting customer needs is crucial. As we de-
velop, traditional market segments (age, gend-
er, education) are losing importance in favour
of behavioural factors. One of these criteria

a lower income. Therefore, coffee and tea sup-
pliers should structure their offer appro-
priately.  Customers like new things and
changes, and this supports the creative search
for original compositions - flavoured coffees,
teas with additives, the evolution of packaging.
Customers, especially in a world saturated with
many stimuli, are comfortable. Therefore, they
receive instant coffee, capsules for coffee ma-
chines and express tea. The market is like
magma - it remains liquid all the time, requir-
ing a flexible approach to the offer and mar-
keting activities. Generations of consumers are
also changing, and each of them has its own
expectations, favourite brands and habits.
Maintaining customer orientation requires the
company to constantly adapt its entire set of
activities to the ongoing changes. The environ-
ment is increasingly changeable, turbulent,
ambiguous and difficult to predict. In such
conditions, flexibility and speed of action are
necessary (Bartosik, 2018).

may be health. The number of consumers in-
terested in investing in their own health, in-
cluding the consumption of coffee and tea, is
growing. Consumers are looking for unique
products, diets and lifestyles that use various
types of tea to improve the quality of life and
extend its duration. It is important to establish
what goal is to be achieved at a given time. Ina
given period, you can focus on one task at a
time. Priority does not have a plural form, so it
is appropriate to create a list of goals that are
to be achieved one by one. No goal should be
achieved at the expense of another. Every cof-
fee and tea supplier faces the problem of set-
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ting a goal and developing a strategy. In this
matter, the responsibility rests with the leader.
The leader’s responsibility is to establish a
team and supervise its work in building a de-
velopment strategy. The diversity of the team
members is advisable, as it facilitates the im-
provement of submitted ideas.

Strategy is a matter of setting the direction
of action, long-term goals, developing values
important for the company, and building an
organisational Current operational
decisions are one dimension of the company's
operations, while strategic planning is the
second, more important aspect. An enterprise
should have no doubts about where it is navi-
gating. This is the leader's responsibility - their
most important task. It can be illustrated by
the sentence - “at the heart of the strategy,
there should be a heart that knows what to do
with the strategy”. No one can release the lead-
er from this task (Pietras et al, 2016).

The coffee and tea market is an interesting
example of building a strategy which follows
the recommended principles. One of them is
the principle of priority. The mind has a li-
mited ability to remember information, which
is why it uses patterns. Each person rememb-
ers, for example, their first date, but it is diffi-
cult to remember the third or fifth date. So, if
you were to ask a consumer in Poland what
brand of coffee beans they know, Jacobs would
most often come up. This is an example of
priority. However, priority can also be related
to categories. Thus, when asking consumers in
Poland about the brand of instant coffee, the
Nescafe brand is mentioned most often. On the
other hand, when consumers in Poland are
asked about the brand of cappuccino coffee,

culture.

they most often point to the Mokate brand. Oc-
cupying a high place in the consumer's memory
affects sales as well as the quality of life.

A brand is a synthesis of values, benefits and
promises which are important to consumers
(Maciejewski, Mokrysz, 2019). Therefore, ap-
propriate actions allow you to benefit from
priority, as illustrated by the aforementioned
examples. If you were to ask people from the
BB generation, who were young during the pe-
riod of socialism in Poland, about well-known
tea brands, most of them would mention Ulung
and Yunan, because these were the only tea
brands available during this period of short-
ages. The Human brain is susceptible to sche-
matic and stereotypical actions, which often
prevents us from noticing what is most impor-
tant for the strategic development of the com-
pany, because it is based on creativity (Rosling,
2018).

Another rule is that it is more effective to
stand out from the competition than to imitate
it. In relation to the coffee and tea market, stra-
tegic decisions also concern choices related to
three spheres, namely B2C, B2B and HoReCa. In
the B2C area, especially FMCG, i.e. fast-moving
consumer products, it is a matter of coopera-
tion with individual consumers - promoting
brands, communicating with households, orga-
nising events and being present in social media.
In the B2B sphere, it is about relationships with
other entities, wholesalers, retailers and corpo-
rations. Various changes are also taking place
in this area. The share of smaller stores in retail
turnover is decreasing, while the position of
discount stores is increasing. In this area, there
is a growing interest in building the position of
retailers' brands, and this poses competition to
coffee and tea suppliers. The HoReCa sector is
also characterised by high dynamics. Consum-
ers who like new things and changes increa-
singly use the services of hotels, where they
order coffee and tea. The increase in people's
income favours spending time in catering es-
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tablishments, where consumers also order hot
drinks. Finally, the catering sector is develop-

ing, and the brands present there are offered to
consumers.

Ways to communicate with consumers

While observing nature, you can notice that
plants communicate with bees by means of
their colorful petals, colorful pollen grains, and
the smell that comes from flower calyxes. The
purpose of the plants is to encourage bees to sit
on the flowers, take some of the pollen grains
and transfer them to another flower in order to
pollinate them and produce seeds. Additionally,
the bee receives a free gift in the form of a drop
of nectar at the bottom of the flower cup. This
is a beautiful metaphor showing the essence of
marketing activities, i.e. communicating the
coffee and tea supplier’s offer to consumers.
The company's task is not only to prepare the
product, but also to communicate the offer.
This can be treated as an element of the strat-
egy — these will be individual decisions made
by suppliers. However, it is important to be
guided by the effectiveness and efficiency of
activities. This is becoming more and more
complex due to the size of the media and the
diversity of consumers. The “BB” generation,
i.e. consumers born after and during the war (a
declining segment), respond to messages
broadcast on TV and published in the printed
press. Generation “Z”, the youngest one, some-
times also referred to as “C” (Connected), regis-
ters the messages contained in social media,
which are also increasingly diverse. This allows
sellers to build their brand's position and
communication reach using a “buzz” strategy
based on sharing information (the so-called
word-of-mouth communication). We have al-
ready mentioned that appealing to emotions
can be more effective than using rational argu-

ments. Appropriate media for communication
should be selected depending on the intended
purpose, including the choice of consumers.
Efficiency requires choosing the media (TV,
newspapers, Facebook, Instagram) which pro-
vide the best return on investment (Wiktor,
2013). In this case, only the company has in-
formation about communication costs and
sales effects. It is therefore reasonable to expe-
riment with different forms and content in or-
der to decide what gives the best results. It is
worth considering cooperation with marketing
agencies, because they have the necessary
competences and experience. Management
boards sometimes fall into the trap of their own
ego, believing that their choices are the best.
This can be illustrated by a parallel to litigation.
Using only its own ideas, the management
board is unable to compete with a law firm
which has the necessary substantive and for-
mal knowledge. The same applies to coopera-
tion with marketing agencies which are compe-
tent in building relationships with customers.
The world of the early 21st century provides
an increasing number of different stimuli that
are increasingly difficult to register.
conditions, it is worth considering reaching
consumers with your message when they are
less busy with other matters. Such an opportu-
nity may be a flight, a train journey, a match, a
concert, or a visit to a store. Retail establish-

In such

ments are noteworthy for their merchandising
instruments. A store shelf can be a place that
provides stimuli to the consumer. A coffee and
tea producer should consider close cooperation
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with retailers in relation to merchandising
techniques (Szymusiak, 2021). Knowledge of
psychology, especially methods of influencing,
may be helpful in this area (Cialdini, 2011).
They have a significant impact on the effective-
ness of merchandising tools. Placing more
packages on the shelf (multifacing technique)
allows the product and the brand to be noticed.
Consumers are prefer convenience and act ha-
bitually, so they are more willing to choose
products placed at their eye level, i.e. 130 to
170 cm from the floor. They are more willing to
buy products combined in a package, believing
that it makes economical sense and they also
pay once rather than several times. Luxury and
premium products should be placed higher on
the shelf, while cheaper, value for money and
economy products should be placed lower. An
effective place for some products (smaller
packaging) is the checkout area, called POS
(Point Of Selling). Tastings are always effective,
although consumers know this tool and avoid
such opportunities. They respond better to

Conclusion

After being released, prisoners who had been
herded into concentration camps and treated
inhumanely by the guards, shared many inter-
esting reflections. One of them is the sentence -
“ever more people today have the means to
live, but no meaning to live for” (Frankl, 2019).
This thesis opens up new opportunities for
coffee and tea sellers in communicating their
values. Yet, we have something to live for - re-
lationships. Quality of life means savouring it
together with other people - in well-function-
ing families, teams and organisations. The
stronger the relationships, the less addictions
there are (Mane & Mane, 2023). Bonds with

“buy one, get one for free” bargains than to a
50% price reduction. Consumers have trouble
understanding discounts given as percentages
- so it is better to advertise that this package of
coffee saves approx 2 EUR rather than the price
is 8.9% lower. Planning communication activi-
ties will be increasingly supported by new
technologies, including artificial intelligence.
Mobile applications and payment cards create
increasingly richer sets of data about consum-
ers. By processing the gathered information on
an increasingly larger scale, communication
can be better tailored to the needs of individual
consumers. At the same time, it will also be
possible to deal with the issues which are most
important to consumers. In addition, we should
always bear in mind various disruptions which
affect the process of communicating with con-
sumers (Kahneman, 2022). Although they can-
not be completely eliminated, their effective-
ness can be increased by analysing the effects
and conducting original experiments.

others are limited by fear, i.e. negative projec-
tions of the future. By distancing themselves
from fear, people can avoid depression and
other negative effects this emotion brings. Nat-
ural coffee and grain coffee allow people to
build relationships with their children - every-
one can have their own brew. For children,
conversations, a sense of security, trust and
attentiveness are important for their successful
growth. Meetings over a cup of tea give con-
sumers much more power than scrolling
through a smartphone, watching an unambi-
tious film, or looking for new, fashionable
things to distinguish themselves from others.
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The influx of people into cities increases the
chances of building relationships thanks to op-
portunities that create spaces for conversations
accompanied by coffee or tea (Guillen, 2021).
Coffee and tea sellers also have a large share in
redressing the harm done in the past, domi-
nated by the system of slavery, colonialism and
child exploitation. This is an important Fair
Trade campaign in which many entities offer-
ing coffee are involved. Regardless of the criti-
cal opinions related to this widely promoted
campaign, the responsibility of sellers and their
social sensitivity should be emphasised. It al-
lows us to build a better world. It is also worth
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Introduction

The genesis of this scholarly piece lies in the
authors’ extensive engagement in responsible
consumption activities, viewed from both an
academic lens and practical market experience.
Notably, one author is among the trailblazers of
the Fair Trade principle in Poland. This
individual has spent years visiting global
locations where Fair Trade-certified produce is
cultivated. A crucial aspect of this article is the
amalgamation of ethical standards by Fair
Trade: alleviating poverty through fair remu-
neration for producers, environmental respect,
prohibition of child labour, gender equality,
and democratic governance. Owing to the ter-
minological disarray in both academic litera-
ture and colloquial language, the acronym ‘FT’
used henceforth refers to the broad concept of
the fair trade movement (denoted in lower-
case), while the full terms pertain to the
specific organisations and certification systems
discussed in the subsequent section.

FT is recognised as one of the most remar-
kable social movements in the aftermath of
World War II. It is perceived as a post-colonial
occurrence, where the North, from grassroots
levels, answered the South’s plea for economic
fairness following political decolonisation. The
triumph of FT hinges on the collaboration of
various entities such as non-governmental
organisations, churches, CSOs, corporations,
activists, and small-scale producers from the
South. Intriguingly, the absence of religious or
secular disparities among these entities has
facilitated broad-based support for FT. Furth-
ermore, with the rise in societal equality
between the North and the South, FT’s
initiatives promoting South-South and North-

North relations have become pivotal (Van Dam
& Peter 2018).

It is important to note that coffee, the focal
point of this article, predominantly grows in
the region between the Tropic of Cancer and
the Tropic of Capricorn, known as the “Coffee
Belt”, encompassing approximately 60 pro-
ducer countries. Consequently, trade is pri-
marily reliant on the produce of small-scale
farmers from developing nations, which is the
main focus of FT’s initiatives. This matter is
echoed in numerous in-depth academic studies:
issues such as poverty, social exclusion, and
environmental degradation have underscored
the need for more responsible consumption. It
is worth briefly highlighting the researchers’
interest in this subject as reflected in academic
publications: Setiyorini et al. (2023) found that
articles published between 2011 and 2020
continued to address ethical consumption
(accounting for more than 60% of analysed
texts on the coffee market), but on a larger
scale than in 2001-2010 (approximately 30%).
Their research indicated that ethical consu-
mption was more consumer-driven in the past
decade.

The main objective of this article is to
underscore the significance of FT certification
for coffee consumers. Furthermore, efforts
have been made to identify the strategies for
engaging consumers with the proposition of
certified coffee. To accomplish this aim, a
review of existing literature was undertaken,
supplemented by the personal experiences of
the authors who are actively involved in FT
initiatives.
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Literature review

FT concept and definitions

The inception of the Fair Trade movement in
Europe and North America can be traced back
to the post-World War II era, as a response to
prevalent hunger and poverty, spurred by
activists from religious factions. Initially, the
aim was to assist artisan communities from the
Far East and the Caribbean by marketing their
handicrafts at local parishes and fairs. The
concept gained traction across numerous
countries on the continent. As time progressed,
the structures matured, standards were
established, and by the 1960s, the first
specialised World Shops in the Netherlands,
offering a diverse product range, emerged as
significant contributors to the FT movement.

It is noteworthy that FT emerged in the
1960s as a form of trade, rather than charity or
aid. A pivotal concept was established during
the first Unctad in 1964, when developing
nations introduced the motto “Trade, not Aid”
to advocate for more equitable and liberal
trade relations with developed countries. In
essence, the primary objective of FT is to
bolster the standing of producers, including but
not limited to coffee growers, and their
associations, enabling them not only to secure a
fair price for their commodities, but also to gain
autonomy over their enterprises (Darian et al.,
2015).

The movement’s new phase, with its entry
into the mainstream market, commenced in the
1980s. This was when Fras van der Hoff a
Dutch missionary, initiated support for Me-
xican coffee farmers in the mountains of
Oaxaca who were unable to accept the low
commodity price (Darian et al., 2015; Hejkrlik
et al,, 2013, p. 12). As stated by the official FT

Polska website, the dissolution of the Inter-
national Coffee Agreement (ICA) and the
subsequent price collapse were the primary
catalysts for the establishment of the first FT
brand, Max Havelaar. This was undertaken by
the Dutch ecumenical development agency,
Solidaridad. The brand name was inspired by
the protagonist of a 19th-century Dutch novel
who resisted the exploitation of coffee labo-
urers in Dutch colonies (Fairtrade Polska, n.d.)

The brand, acknowledged as the inaugural
Fair Trade label, carried the assurance to
underprivileged coffee farmers that they would
be compensated fairly for their produce,
significantly above the market rate, provided
they adhered to certain social and enviro-
nmental norms. Over the course of several
decades, what originated as a solidarity
initiative has into a worldwide
movement comprising grassroots organisa-
tions, advocacy groups, NGOs, and businesses.
These entities strive to endorse the globally
accepted principles and practices of Fair Trade,
as outlined in the International Fair Trade
Charter (Fair Trade Charter, n.d.)

Indeed, the term ‘fair trade’ appears in
forms across different literature,
warranting some clarification. While a compre-
hensive exposition of the evolution of these
organisations and their labels over the past 40
years would necessitate a dedicated article, this
concentrate on the most
pertinent facts pertaining to the present state.
Drawing from the research of Arnold et al
(2019), Namkwon Mun & Jihyun Seo (2012), as
well as the authors’ personal experience, there

evolved

various

discussion will

are three entities and one term that merit
particular attention.
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World Fair Trade Organisation (WFTO)
Established in 1989 as the International
Federation of Alternative Trade (IFAT) and
headquartered in the Netherlands, the World
Fair Trade Organization (WFTO) is a global
network of member entities. These include
non-governmental organisations, producers,
exporters, importers, wholesalers, and reta-
ilers, all of whom are fully compliant with Fair
Trade standards. Members span supply chain
organisations, regional and country networks,
and social economy enterprises from 75
countries, all adhering to the WFTOQ’s 10 Fair
Trade Principles. In September 2019, the
WFTO General Assembly enhanced the enviro-
nmental and climate change criteria within
these standards. WFTO members operate
across more than 70 countries in Africa, Asia,
Europe, Latin America, the Americas, and the
Pacific. The organisation’s operations are
overseen by a global and a regional board, with
members certified under the WFTO Guarantee
System.

Fairtrade International

Fairtrade International, an independent non-
profit entity, oversees the FAIRTRADE mark. It
was established in 1997 (originally as the
Fairtrade Labelling Organisation) and is based
in Bonn, Germany. The organisation adopted its
current brand name in 2002. It is a multi-
stakeholder association comprising 23 member
organisations, which include 3 producers’
networks and 20 national organisations, colle-
ctively representing 1.7 million small-scale
farmers and workers globally. In 2004, the
Fairtrade Labelling Organization bifurcated
into two distinct entities: Fairtrade Interna-
tional, responsible for setting Fairtrade stan-
dards and providing support to producers, and

FLO-Cert, an independent subsidiary tasked
with auditing and certifying producers’ organi-
sations and traders. The term ‘FAIRTRADE’,
written in uppercase, denotes the trademark
used as a label on over 30,000 products from
Fairtrade International. Fairtrade is the oldest
and most recognisable certificate of ethical
trade. It is featured on products that account
for approximately 80% of the global sales value
of certified FT products. Despite the advent and
growth of new certificates, Fairtrade continues
to hold a significant position in the market.

Fairtrade Premium

Beyond a fair price, or as a direct component of
price calculations, the development premium
under the Fairtrade scheme is intended to
facilitate capacity building and empowerment
of farmers. This is particularly aimed at small
and marginalised producers and workers in
developing countries, their organisations, and
their respective communities. The use of this
premium is limited to investments in the
producers’ business, livelihood, and comm-
unity. Its specific application is democratically
decided by the producers/workers themselves
(Arnold et al.,, 2019, p. 120). The premium for
each product is determined by Fairtrade
International, and the value of the premium per
unit weight of a Fairtrade certified product is
publicly available online. A standard Fairtrade
premium, amounting to 15% of the negotiated
price for the secondary product and/or its
derivatives, is mandated to be paid in addition
to the negotiated price.

The International Fair Trade Charter

The International Fair Trade Charter serves as
a defining document for the global Fair Trade
movement, outlining its vision, values, and
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The most recent version was
in September 2018 and has
garnered support from over 250 organisations,
including the World Fair Trade Organization
and Fairtrade The Charter’s
objective is to advocate for justice, equity, and
sustainability in trade and business practices,
and to aid in the accomplishment of the
Sustainable Development Goals. This document
serves as an enhancement and update to The
Charter of Fair Trade Principles 2009.

Indeed, the World Fair Trade Organization
(WFTO) and Fairtrade
played instrumental roles in the creation of the
Fair Trade Charter. This Charter serves as a
global reference point for Fair Trade,
promoting its principles and values to all
stakeholders. Its primary objectives are:

principles.
introduced

International.

International have

— Supporting Fair Trade Organisations:
aiming to raise awareness among consu-
mers and citizens about the importance
and impact of Fair Trade, inspiring more
people to join and support the move-
ment.

— Facilitating Collaboration: seeking to
connect the specific missions and
strategies of Fair Trade Organisations
with the common philosophy of the
movement. It also promotes collabo-
ration with the solidarity economy,
organic agriculture movements, and
others that share similar goals with the
Fair Trade movement.

— Enabling Recognition: allowing those
who work with Fair Trade Organisations
(in government, academia, or the private
sector) to recognise the values and
approaches that unite the global move-
ment (WTFO, 2023).

Fair Trade USA

Established in 1998, Fair Trade USA is an
autonomous, non-profit entity that provides
certification and labelling for products that
foster sustainable livelihoods for farmers and
workers, while also safeguarding the enviro-
nment. Fair Trade USA administers a certifica-
tion scheme that validates whether products
adhere to stringent social, environmental, and
economic criteria. The certification procedure
guarantees that farmers and workers receive
equitable remuneration, operate in secure
conditions and have access to educational and
healthcare services. This process incorporates
a supply chain audit. Fair Trade USA certifies
an extensive array of products, encompassing
coffee, tea, chocolate, sugar, honey, flowers, and
clothing. In 2012, Fair Trade USA seceded from
the Fairtrade International system, aspiring to
broaden its operations through its independent
Fair Trade for All initiative and announcing its
proprietary certification. The initial letters of
both terms are capitalised, followed by the USA,
forming the organisation’s brand name. The
organisation utilises Fair Trade Certified as its
certification body. Fair Trade USA is a signatory
of the International Fair Trade Charter.

Fair Trade product

In line with the Charter of Fair Trade
Principles, Fair Trade products encompass
goods and services that are manufactured,
traded, and marketed in compliance with these
Fair Trade principles. Where feasible, these
products are validated by trustworthy, inde-
pendent assurance systems, such as those
managed by Fairtrade International and the
World Fair Trade Organization. Other systems
featured in the International Guide to Fair
Trade Labels edition 2020 also contribute to
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this verification process (Commerce Equitable
France, 2019).

Voluntary Sustainability Standards (VSS)
The Voluntary Sustainability Standards (VSS),
endorsed by UNCTAD, are private standards
acknowledged as beneficial tools for enhancing
the market access of producers from the global
South to the developed world’s markets. These
standards encompass a set of economic, social,
and environmental criteria that producers
must fulfil to operate sustainably. Notable
instances of VSS in the coffee sector encompass
Fairtrade, Rainforest Alliance, UTZ, and the
Organic, or 4C and C.A.F.E. Practices certify-
cation. All these certifications advocate for
improved conditions in coffee production
practices (Panhuysen & De Vries, 2023; Coffee
Barometer, 2023, p. 10).

A role of FT in the global coffee market

The initial point for subsequent discussions
involves evaluating the overall state of the cof-
fee market from the perspective of demand,
considering noticeable quantitative and qualit-
ative shifts. Over the past two decades, the
global demand for coffee has exhibited a rising
trend, leading to steady growth in both produc-
tion and exports. Established markets in Eu-
rope, Japan, and North America contribute to
more than half of the worldwide coffee con-
sumption. The average annual per capita coffee
consumption in these markets stands at 7 kg, in
contrast to the global average of 2 kg. In the
EU-27, which represents the largest coffee
market, 2.54 million Metric Tons (MT) of coffee
were consumed in 2022, accounting for 24% of
the total global coffee consumption. Meanwhile,
the USA consumed 1.66 million tons of coffee in
2022, securing its position as the second-larg-

est consumer, representing 16% of the total
consumption. (Panhuysen & De Vries, 2023).

The coffee market is predominantly sup-
plied by producers from South America (48%),
Asia and the Pacific (29%), Central America
(12%), and Africa (11%). The market largely
depends on green coffee supplies from a select
few countries: Brazil accounts for 40% of glob-
al production, Vietnam 20%, and Columbia,
Indonesia, and Honduras collectively contri-
bute another 25% (Coffee Barometer, 2023).

Coffee cultivation occurs on approximately
12.5 million small farms globally, with 95% of
these farms being no larger than 5 hectares,
and 84% being less than 2 hectares in size. The
sale of green coffee beans serves as a crucial
income source for an estimated 25 million
smallholders, their families, and wage-earning
employees. These individuals often have scarce
economic alternatives for generating income
from other sources. The past 20 years have
seen low and fluctuating prices in coffee mar-
kets, leading to significant hardships for farm-
ing communities.

It's worth highlighting that coffee holds the
distinction of being the most significant prod-
uct with the highest sales volume among all FT
products worldwide. The first product to re-
ceive Fair Trade certification and make its way
onto store shelves was coffee from Mexico. Pre-
sently, Mexico is home to 128,000 certified or-
ganic farmers, making it the third-largest coun-
try in terms of the number of producers in this
category. Mexican coffee producers are at the
forefront of this commercialisation system, and
Mexico has emerged as one of the leading ex-
porters of Fair Trade coffee. (Aragon-Gutiérrez
etal, 2013, p. 196).

It is indisputable that coffee farmers, partic-
ularly smallholders, grapple with poverty and
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unstable living conditions, and that low coffee
prices are associated with human rights viola-
tions in coffee production. They also require
additional resources to adapt to shifting cli-
mate patterns and assistance to make the ne-
cessary investments to decrease the sector’s
carbon footprint. A decent standard of living is
a fundamental human right. For sustainability
to be achieved, farmers must earn sufficient
income to cover their household and farming
expenses while also caring for the environment
and their communities. This entails having
enough money to afford food, water, shelter,
education, healthcare, and other essentials, as
well as maintaining some savings for emergen-
cies. This concept is referred to as a living
wage. Adherence to the Voluntary Sustainabil-
ity Standards (VSS), such as being Fairtrade
certified, does not alone guarantee a living in-
come for farmers. It is contingent on numerous
factors and necessitates the collective effort of
all stakeholders, including farmers, coopera-
tives, companies, governments, and consumers.

An analysis conducted by Columbia Univer-
sity (Kaitlin, 2021), based on coffee prices from
2018-2019, reveals the disparity between the
annual income derived from coffee farming and
the benchmark for a living income across ten
countries. The data indicates that in eight out of
these ten countries, the average income from
coffee is at or below the poverty threshold. The
most substantial gap was observed in Uganda,
where the average annual income from coffee
for producers is a mere $88, in stark contrast to
subsistence incomes that range from $2,000 to
nearly $6,000. Brazil stood out as the sole
country where the average income from coffee
for producers aligned with the estimates for a
living income.

Conversely, the coffee market is dominated
by a handful of multinational corporations. For
instance, only four companies - J.M. Smucker,
Starbucks, JDE Peet, and Kraft Heinz - are re-
sponsible for supplying 68% of the coffee in the
US (Lakhani, 2021). This market primarily ge-
nerates substantial revenues for roasters and
retailers, who are the final entities in the
supply chain. These players dictate the market
price for the grain supplies of smallholder far-
mers. The economic circumstances of these
suppliers hinge on the degree to which their
policies align with the respect for human rights
and environmental protection within supply
chains.

In the past twenty years, there has been a
growing call for roasters and retailers to incor-
porate sustainable practices throughout their
supply chains. This push involves NGOs, activ-
ists, and consumers, and is manifested through
various social campaigns. At the level of the
European Union, this movement is bolstered by
political action and legislation, including envi-
ronmental, social, and governance (ESG) re-
porting requirements, as well as the recent
Corporate Due Diligence Directive (CSDDD)
introduced by the European Commission.

Small farms constitute the initial link in the
coffee supply chain. Independent Voluntary
Sustainability Standards (VSS) validate the
economic and social sustainability of produc-
tion methods at this stage. The application of
these standards generates additional economic
benefits for producers and upholds the human
rights of farmers and workers. Over the past
decade, the coverage of voluntary standards in
the coffee market has seen a dynamic increase
at the farm level. Between 2020 and 2022, ap-
proximately 55% of global green coffee produc-
tion was certified by at least one of six VSS or
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received multiple verifications (Panhuysen &
De Vries, 2023). This could have served as a
source of fair prices and additional develop-
ment premiums for smallholder farmers, pro-
vided the market had been prepared to ac-
commodate this volume of sustainably and
ethically sourced certified coffee beans.

The escalating awareness of sustainability
among consumers (Eurobarometer, 2020) ne-
cessitates an expansion in the market share of
certified coffee. However, the Coffee Barometer
2023 indicates a stagnation in its market share
over the past three years, with a decrease in the
volume of purchases in this segment by the
primary coffee roasters. In 2021, approx-
imately 52% of coffee beans on the market (5.5
million MT) were certified under voluntary
sustainability standards. However, only about
half of these (2.7 million MT) found a buyer
willing to pay prices that complied with these
standards. In contrast, conventional coffee,
which can be readily substituted by coffee
roasters and remains outside the purview of
compliance with economic, social, and envi-
ronmental standards, accounted for just over
70% of the global consumption volume.

The Fairtrade certificate is among the most
recognised and widely implemented Voluntary
Sustainable Standards in the coffee sector,
alongside Organic, Rainforest Alliance, and the
Common Code for the Coffee Community - 4C.
Concurrently, approximately 50% of Fairtrade
coffee-certified farms also hold Organic certifi-
cation (Peixoto et al., 2023). The 2021 Fair-
trade-GlobeScan consumer survey, which en-
compassed 15 countries and 15,418 respon-
dents, revealed that the Fairtrade certification
mark distinguishes itself from other VSS labels.
Across all product categories, it is the most re-
cognisable and trusted label, with nearly 70%

of respondents having seen it, and of those,
almost 90% trusted the label. However, it's
worth noting that the market share of coffee
does not corroborate the recognition of the
Fairtrade label. According to the Coffee Baro-
meter 2023, farmers supplied 923 million MT
of green beans with this certification in 2021 -
approximately 9% of global production, while
only 293 million MT were purchased under
Fairtrade conditions. This implies that almost
two-thirds of the beans were sold on a conven-
tional basis. The aforementioned pertains to
Fairtrade-certified coffee. There is also coffee
available in the market that adheres to Fair
Trade standards and is supplied by companies
with alternative certification. These include
WFTO Guaranteed Fair Trade, Fair Trade Cer-
tified (USA), Naturland Fair, and Fair For Life.
Acquiring information on the sales volumes
would necessitate a separate research study.
It’s crucial to highlight that coffee producers
selling under the Fair Trade certification
schemes are required to adhere to a broad
spectrum of criteria. These encompass non-
discrimination based on race, colour, gender, or
religion; the absence of gender-based violence;
prohibition of child labour; no forced labour;
regular payments with proper documentation;
pricing structures that enable a typical farm to
earn a living income; provision of decent wages
for workers; and the implementation of envi-
ronmentally sustainable production methods.
The smallholders should be organised in a de-
mocratic manner. A case in point is the Ko-
pakama Coffee Co-operative, established in
Rwanda in 1998, which had a membership of
1,090 coffee farmers, including 470 women.
This cooperative complies with the standards
of Fairtrade, Rain Forest Alliance, and organic
certification. A field visit conducted in 2016
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revealed that only approximately 15% of the
green coffee produced managed to find buyers
who were committed to Fair Trade Standards.

Figure 1. The coffee cherries harvest
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Chiatoh Francis - a small holder of 2000 coffee trees, Belo
Cooperative. Boyo division, Bamenda, Cameroon.
Source: Lukasz Sokét (2012).

In a similar vein, the coffee importer, who is a
licensee of the certification system, is obligated
to purchase directly from an approved farmer’s
enterprise under long-term contracts. They
must guarantee at least the minimum price
required to secure a living income, or the global
market price if it is higher than the minimum.
Additionally, they must pay the local supplier
the development premium (Fairtrade pre-
mium) on top of the price. As per the Fairtrade

International Annual Report 2021-22, Fair-
trade certified coffee farmers globally received
a development premium totalling EUR 82.33
million in 2021. This positions coffee as the
most significant source of premium among all
products sold by Fairtrade-certified farmers.

Figure 2. Information plate showing the elec-
trical line co-financing from Fairtrade develop-
ment premium

Rutshiro washing station, Kopakama Coffee Cooperative,
Rwanda.
Source: Tadeusz Makulski (2016).

Historically, Fair Trade goods were primarily
sold in developed nations through specialised
alternative retailers, commonly referred to as
World Shops (WS). Despite the expansion of
Fair Trade into numerous distribution channels
over the past thirty years, WS have continued
to play a pivotal role in promoting awareness
of Fair Trade products and principles. The in-
ception of the first Fair Trade standard for cof-
fee by the Max Havelaar Foundation in 1988,
marked by its certification symbol, signified a
watershed moment in the marketing of Fair
Trade goods. This enabled their introduction
into traditional and mainstream shops. This
strategy has been effectively implemented in
the UK, with the Co-op network introducing its
own Fair Trade line in 2000, followed by Tesco
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in 2004, and Marks & Spencer offering Fair-
trade certified coffee and tea from 2006 on-
wards. This move also facilitated the placement
of products from traditional Fair Trade own-
label organisations such as GEPA, El-Puente,
Welt Partner in Germany, and CTM Altromer-
cato in Italy on store shelves.

As per Bosbach and Maietta (2019), certified
coffee is not exclusive to specialised stores but
is also available in supermarkets. This scenario
results in a more extended and less straight-
forward supply chain, as the roaster procures
green beans from various trading houses.
These trading houses, in turn, purchase them
from a range of export companies and coopera-
tives. The key distinction from the traditional
value chain is that large farms or landed estates
are not included in Fair Trade agreements.

Consumer towards FT coffee
In essence, FT products aim to foster ethical
consumer behaviour and sustainable consump-
tion, considering the dignified and equitable
livelihoods of small-scale producers. Conse-
quently, FT is often viewed as an alternative
trading network that challenges traditional
commerce while enhancing connections be-
tween producers and consumers (Naylor,
2018). It also constructs a specific perception
of coffee production targeted at consumers.
However, there are considerable global varia-
tions in the purchasing patterns of such prod-
ucts, even within a single continent (Aragén-
Gutiérrez et al., 2013). The ensuing discussions
on coffee consumers pertain not solely to Fair-
trade International but broadly to various initi-
atives within the FT framework (e.g., Fair Trade
USA).

Coffee growers are required to meet rigor-
ous production standards, while consumers of

Fair Trade (FT) products are urged to use la-
bels as a means to fulfil their obligations. Third-
party certification organisations
bridge the gap between producers and con-
sumers through promotional activities, yet they
ironically take on the role of the producer in
this context. As a result, the closeness in these
transactions may shift to be between the certi-
fying entity and the consumer. With a view to
increasing their market presence, third-party
certifiers aim to enhance consumer conscious-
ness about FT products and the consequences
of participating in fair trade markets (Naylor,
2018).

Identifying uniform buyer segments for FT
products is challenging, but certain patterns
can be discerned. Historically, women have
been instrumental in advancing ethical consu-
merism and generally exhibit a stronger incli-
nation towards such public goods. Therefore,
the typical profile of an ethically-minded or
socially responsible consumer is a relatively
young, urban-dwelling woman with medium to
high income, a high level of education, and sub-
stantial individual social capital (Bosbach &
Maietta, 2019). Moreover, clear differences in
buyer preferences exist in highly developed
countries. For instance, in the Netherlands,
Brazilian coffee with UTZ certification (now
merged with Rainforest Alliance) is preferred,
while in the UK, Colombian coffee bearing the
Fairtrade label is favoured. One noticeable con-
sumer trend is the growing demand for higher
quality products, specifically specialty coffees,
particularly in developed countries. This in-

strive to

crease in consumption could be attributed to
heightened consumer awareness of the health
benefits of moderate coffee consumption, a
topic extensively covered in literature. The
widespread availability of professional home-
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brewing coffee equipment also contributes to
this trend. Consequently, modern consumers
are more discerning, seek detailed product in-
formation, and show a specific interest in spe-
cialty brands (Peixoto et al., 2023). The most
significant attribute in the value perception of
consumers was the quality of ethically-sourced
coffee, represented by its taste and aroma. Con-
sumers anticipate direct personal benefits over
other social from ethical coffee
(Aragon-Gutiérrez et al., 2013). However, it is
crucial to highlight that consumers themselves
contribute negatively to the environment with-
in this chain, primarily due to their coffee con-
sumption habits. The rising consumption of
coffee capsules, especially in Europe, along
with the widespread use of disposable cups,
poses a significant environmental challenge.
This is due to the difficulties in recycling mate-
rials associated with these items and the high
energy consumption of capsule-based coffee
machines, as previously explained (Peixoto et
al,, 2023).

The attitudes of buyers towards FT, partic-
ularly certified coffee, warrant attention, given
the variations across different countries, cul-
tures, historical experiences, and socio-eco-
nomic contexts. For instance, in Stuttgart, afflu-
ent consumers of premium coffees in Germany

benefits

are willing to pay an average of 1.77 euros for a
carbon dioxide emissions neutral label (CN) on
a 250g bag of roasted coffee. Interestingly, this
is lower than the average willingness-to-pay
estimates for non-certified individuals’ direct
trade claim (3.22 euros) and FT certification
(4.30 euros). These studies centred on the inte-
raction effect on consumers’ preference for
specialty coffee, combining a “carbon neutral”
label with an FT label, which resulted in a syn-
ergistic effect (Birkenberg et al., 2021).

Global environmental trends have been mir-
rored in the purchasing behaviours of Czech
consumers, who were first introduced to FT
products in 1994. After a decade and a half of
FT’s presence in this market, 43% of buyers
were able to accurately identify FT, with 23%
using them intermittently. Furthermore, pur-
chasers of certified goods typically belonged to
the demographic of highly educated individuals
residing in cities with populations exceeding
100,000 (Hejkrlik et al., 2013). Czech consum-
ers are cognizant of the price premium asso-
ciated with FT coffee, estimating it to be be-
tween 21-40%. While the taste of coffee re-
mains the primary evaluation criterion for the
product, the FT certification also holds signifi-
cant importance.

A study focusing on the emerging and highly
developed markets of Colombia and Spain re-
vealed that consumers in both countries value
ethical practices and have a fondness for FT
coffee. However, Spanish consumers show a
stronger preference for organic coffee com-
pared to Rainforest Alliance-certified coffee,
unlike their Colombian counterparts. It’s note-
worthy that a mutual preference for Colom-
bian-origin coffee is observed in both countries.
Moreover, Fair Trade (FT) labels are held in
high esteem by consumers in both nations, and
coffee from Colombia has a more significant
impact on their choices. Interestingly, the Rain-
forest Alliance label is less favoured among
Spanish consumers (Sepulveda et al., 2016).

Naegele (2020) concurs that FT coffee is
gaining prominence in industrialised econo-
mies. American consumers are willing to pay a
premium for FT coffee. Other research con-
ducted in the USA indicates that a point of pur-
chase (POP) label highlighting the availability
of FT coffee can positively impact sales. Re-
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gardless of whether the label provides low or
high information, consumer preferences lean
towards FT over non-FT coffee options. These
findings underscore that POP advertising can
positively influence consumer responses (Strat-
ton & Werner, 2013). According to additional
studies in the USA, consumers place greater
emphasis on the immediate benefits of FT than
on bolstering the producer’s position. The pri-
mary motivation for purchasing FT coffee is to
enhance the wages and working conditions of
workers and farmers. Furthermore, consumers
with a deeper understanding of FT place more
importance on strengthening the producers’
position. Conversely, the main deterrent for not
purchasing FT coffee is its unavailability in
primary (“convenient”) POPs (Darian et al,
2015, p. 323). Research by Lee and Bateman
(2021) demonstrated that most American con-
sumers are more price-sensitive towards pre-
mium and ordinary certified products than to-
wards products without an FT mark. They
showed little interest in certified products and
lacked loyalty towards them. Only consumers
of high-end certified coffee were less price-sen-
sitive and exhibited loyalty to such coffee. From
their perspective, the absence of promotional
activities for these certified coffees results in
their low competitiveness in the traditional
retail environment dominated by conventional
products.

Lappeman et al. (2019) conducted a study
on coffee consumers in the emerging South
African market, identifying four buyer seg-
ments willing to pay a premium for coffee with
the FT label. Despite no statistically significant
differences in FT knowledge across these seg-
ments, the overall sample demonstrated a level
of FT knowledge that was above average, with
63% indicating a willingness to pay a 10%

premium. These findings suggest that market-
ing professionals aiming to promote Fair Trade
in emerging markets could improve the effec-
tiveness of their targeting and promotional
strategies by focusing on the psychological fac-
tors that influence consumers' willingness to
pay for fair trade products. In Indonesia, which
is also an emerging market, the primary factors
influencing the purchase of certified coffee are
consumer trends and product availability. Buy-
ers typically learn about these offerings
through word-of-mouth. However, they place
significant emphasis on the product's price, the
location of sale, and detailed information about
the goods (Sihombing et al., 2023).
Unfortunately, consumers often lack sub-
stantial information about the inherent quali-
ties of the coffee they consume. This situation
can be traced back to the dominant role of cof-
fee roasters in the coffee supply chain, a conse-
quence of their strategic decisions in recent
years and the current regulatory framework.
These elements have enabled roasters to main-
tain a beneficial information asymmetry about
quality between coffee producers and consum-
ers. To elaborate, roasters usually acquire cof-
fee with detailed information about its material
quality. However, when these coffee beans are
blended and roasted, the final product is mar-
keted to consumers under a brand name, em-
phasising symbolic and experiential quality
attributes while neglecting to disclose material
qualities. Although specialty coffee markets
have emerged to challenge these established
norms, thereby empowering coffee producers
and urging specialty roasters to provide con-
sumers with more comprehensive information,
the fundamental structure of the industry, its
governance, and the significant economic pow-
er wielded by roasters and brand owners con-
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tinue to reinforce the dominance of these in-
fluential players, even within specialty markets.
Consequently, it becomes crucial to develop
new regulatory tools that effectively promote
transparency in product information and label-
ling. These regulatory measures should cover
aspects such as blend composition, countries of
origin, proportions of arabica and robusta cof-
fee in the blend, and the prices paid to produc-
ers. Importantly, the absence of a compulsory
requirement for including geographical indica-
tion (GI) symbols on the packaging of third-
country GI products, in line with EU legislation
for Gls, underscores the need for further en-
hancements in the existing regulatory frame-
work (Peixoto et al,, 2023).

Examples of FT marketing activities
addressed to consumers
Academic communities, where coffee is a com-
mon purchase, have long been actively engaged
in promoting ethical consumption, including
FT. A prime example of such initiatives can be
traced back to American students who advo-
cated for coffee from ethical producers and
retailers on college campuses. Through demon-
strations and threats of consumer boycotts,
they influenced Starbucks to sell Fair Trade
certified coffee (Harris, 2021). This case from
the turn of the millennium played a significant
role in raising the awareness of young consum-
ers. Academic communities worldwide are in-
fluential opinion-forming groups that shape
socially responsible attitudes. Their actions
underscore the power of informed consumers
in driving ethical practices in the marketplace.
Academic circles in Poland have shown sim-
ilar engagement in activities related to FT, of-
ten taking the form of social PR events con-
ducted in collaboration with FT representa-

tives. For instance, the University of Gdansk has
hosted several meetings focused on the concept
of FT, where certified coffee was the primary
product served. The inaugural conference titled
“Fair Trade - plays fair” was held at the Faculty
of Management and the Faculty of Economics in
2010. Additionally, students from the Univer-
sity of Gdansk actively participate in World Fair
Trade Days and conduct workshops on sustain-
able development and FT for primary and mid-
dle school students. In 2016, the University
Centre for Environmental and Sustainable De-
velopment Research at the University of War-
saw organized a notable exhibition called “Sus-
tainable Development at Universities,” which
garnered significant interest. Notably, the Uni-
versity of the National Education Commission
in Krakow became the first higher education
institution in Poland to be awarded the title of
Fair Trade Friendly University in 2019.

The Fair Trade Towns Campaign (FTTC) is a
noteworthy global initiative. It engages FT ac-
tivists, consumers, and
across 36 countries spanning six continents.
The campaign’s objective is to advocate for Fair
Trade principles and practices within towns
and communities by meeting specific criteria.
These criteria encompass public endorsements
of Fair Trade by local authorities, public pro-
curement of Fair Trade products, and the con-
sumption of items such as coffee, tea, sugar,
exotic fruits, and cotton clothing in their offices,
municipal companies, and schools. This initia-
tive underscores the collective effort to pro-
mote ethical and sustainable consumption

local communities

practices on a global scale.

Indeed, the Fair Trade Towns Campaign
(FTTC) was initiated in the UK in 2000 by a
grassroots activist with the aim of supporting
Fair Trade and trade justice. The campaign ra-
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pidly spread to numerous other European
countries and the USA, serving as a potent in-
strument to boost awareness and demand for
Fairtrade products. One of the most notable
impacts of the FTTC was the surge in the pro-
curement of Fairtrade-certified coffee in public
sectors. According to Fairtrade Sweden, nine
Fair Trade Towns achieved a remarkable 90-
100% public procurement of certified coffee
between 2006 and 2019. A prime example of
this success is the city of Malmo, which was
honoured with the EU Cities for Fair and Ethi-
cal Trade Award. This demonstrates the signifi-
cant strides made in promoting ethical trade
practices and the potential for further progress.

Conclusions

Despite the rising global demand for and
supply of green coffee, sales of Fairtrade-certi-
fied coffee have plateaued at nearly 300,000
metric tons. This implies that only a third of
this coffee found a buyer willing to comply with
the standards. This could be one of the factors
dampening farmers’ enthusiasm for the certifi-
cation process, given the stringent social, eco-
nomic, and environmental requirements. In

Figure 3: The share of Fairtrade-certified coffee
purchased by selected municipalities in Sweden
in their public procurement from 2006 to 2019
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Source: Presentation: Fairtrade City & Fairtrade Region
2.0. Anneli Ortquist, Fairtrade Sweden (2022).

South Korea serves as another example where
the Fair Trade Towns Campaign (FTTC) has
made significant strides. Activists in this cam-
paign have influenced residents in major cities
like Bucheon, Incheon, and Seoul towards ethi-
cal consumption practices. As noted by
Seungkwon Jang and Jiyun Jeon (2022), these
efforts have resulted in reaching 50% of the
national population, demonstrating the sub-
stantial impact of such initiatives. This high-
lights the global reach of the FTTC and its effec-
tiveness in promoting ethical consumption ha-
bits across diverse cultural and geographical
contexts.

contrast, other Voluntary Sustainability Stan-
dards (VSS) such as Rainforest Alliance (RFA),
4C, and UTZ have seen a different trend, with at
least 50% of sales made under their standards
(Coffee Barometer, 2023). This highlights the
complexities and challenges inherent in pro-
moting sustainable and ethical practices in the
coffee industry.
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Indeed, while the high awareness of the
Fairtrade mark (reported to be between 60-
90% in European countries), the market for
certified coffee leaves room for improvement. A
significant portion of Fairtrade certified green
coffee is sold on the conventional market, often
without reference to the minimum price and
the additional development premium. The cof-
fee market, which is largely driven by several
multinational companies offering a diverse
range of coffee products (including roasted and
ground coffee, espresso beans, instant coffee,
and single-serving capsules), appears to rely on
their assurances of sustainability practices.
However, these practices are often interpreted
by these companies as strategies to enhance
business efficiency and competitiveness, rather
than as measures to address human rights and
climate impact concerns. This highlights the
need for a more holistic approach to sustaina-
bility in the coffee industry, one that balances
economic efficiency with ethical considera-
tions.

Fridell's assessment (2014, p. 1189) pro-
vides an intriguing perspective on the global
market situation, particularly with respect to
coffee cultivation in Vietnam. The rise of Viet-
namese coffee is viewed more as an economic
or social phenomenon, while FT is often ele-
vated to the status of a “development project.”
This perception is largely based on the align-
ment of FT with the North’s ideological notions
of “free trade” and international development,
rather than on objective and dispassionate
analysis. Both are development initiatives
aimed at small-scale coffee farmers, but they
are of different types and yield different out-
comes. The Vietnamese coffee industry does
not place “Western consumers” at its core, par-
ticularly given that they are generally unaware

of Vietnam’s position as the world’s second
largest coffee exporter. This highlights the
complexities and nuances inherent in the global
coffee trade and the diverse factors influencing
its dynamics.

However, Hejkrlik et al. (2013) highlight
some of the common criticisms levelled against
FT by its detractors. These include the artificial
inflation of final product prices, the ineffective-
ness of the FT bonus leading to producers not
implementing changes in their production
structures, unethical marketing activities, and
uncertain demand for FT goods. In the 21st
century, participants in Fair Trade now encom-
pass small farmers and cooperatives as well as
large plantations and international corpora-
tions. Nevertheless, it's important to note that
the primary beneficiaries of these practices are
not always the farmers. This underscores the
complexities and challenges inherent in im-
plementing and managing Fair Trade practices,
and the need for ongoing scrutiny and refine-
ment to ensure they effectively serve their in-
tended purpose.

It is often the case that retailers, while pro-
moting themselves as socially conscious citi-
zens, charge substantial markups on Fair Trade
products. The involvement of large, transna-
tional corporations in the Fair Trade movement
has also raised concerns about the empower-
ment of small producers. There are fears that
FT could be dominated by these corporations,
which control prices, supply chains, and access
to global consumer markets (Darian et al,
2015). Additionally, there’s growing concern
about large-scale brand companies entering the
Fair Trade markets. Critics argue that these
conventional brand companies have engaged in
‘tokenism’ by stocking minimal amounts of Fair
Trade products under new niche brands (Nam-
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kwon Mun & Jihyun Seo, 2012, p. 42). This
highlights the complexities and challenges in
ensuring that Fair Trade practices truly benefit
the small-scale producers they’re intended to
support.

While many prominent coffee-processing
brands position themselves as pioneers of sus-
tainable practices, research suggests a different
reality. These large corporations’ commitments
to sustainable development principles often
lack transparency and do not adequately con-
sider the welfare of small-scale farmers. De-
spite companies’ public declarations about
their supplier commitments, there is a general
reluctance to disclose pertinent information
about their procurement policies. Few compa-
nies publicly share up-to-date information on
their supplier certification and verification
processes, development premiums, long-term
contracts, or supplier lists (Panhuysen & De
Vries, 2023). This situation makes it challeng-
ing for civil society to question these practices
and the way corporations shape the sustaina-
bility narrative, particularly given the various
economic dependencies that arise when sourc-
ing funds from companies and government
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programs. The practice of charging fees based
on the sales volume of products bearing the
certification scheme’s logo is seen by tradi-
tionalists as a sign of the entanglement and
commodification of the Fair Trade concept.
This underscores the complexities and chal-
lenges inherent in promoting truly sustainable
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Absolutely, understanding the perspectives
of farmers is crucial in the discourse on Fair
Trade and sustainable practices. Studies that
explore farmers’ perceptions of coffee quality
labels and their reasons for adoption provide
valuable insights into the dynamics of the cof-
fee market from the producers’ viewpoint. For
instance, the survey conducted in Ecuador by
Sepulveda et al. (2018) sheds light on this as-
pect. Such research not only enriches our un-
derstanding of the complexities of the coffee
industry but also opens new possibilities for
further exploration in this field. This holistic
approach, considering both the consumers’ and
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oping effective and sustainable strategies in the
coffee industry.
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ABSTRACT
The tea market is one of the largest markets in the global economy, and tea is the second most fre-

guently consumed beverage, after water. The aim of the article is to present product innovations ob-
served on the global tea market against the background of identified megatrends in consumption, af-
fecting both tea producers and sellers, as well as consumers of this drink. The article contains theoretical
considerations supported by the analysis of source materials. It presents the main megatrends influen-
cing the behaviour of tea market entities. It also describes the reactions of tea producers and sellers to
the needs and preferences of consumers determined by the identified megatrends. The analysis of the
collected data allowed us to conclude that the main megatrends determining consumer behaviour on
the tea market are as follows: wellness pragmatists, greenwashed out, delightful distractions, progres-
sively polarized, decarbonisation, work and life unbounded, climate changers, outlook for the great life
refresh and rural urbanites. Tea producers and sellers, in order to meet the needs and preferences of
consumers determined by these megatrends, will have to introduce to the market a number of innova-
tions regarding both the core of the product and other elements of its structure. In line with consumer
expectations, tea products should be comfortable to use, enabling the consumer to have fun and ex-
pand their experience, and environmentally-friendly. This article contributes to the development of the
theory of consumer behaviour and contains a number of implications for practitioners whose area of
activity is the tea market.
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Introduction

Innovation is the most valuable attribute of a
free market economy. It determines its stren-
gth and ability to overcome crises. The Latin
source of this concept - innovatio means the
introduction of something new, a newly intro-
duced thing, a reform, novelty (Nowacki &
Staniewski, 2010, p.15). The classic Schum-
peterian approach to innovation associates it
with a new product, new technology, new
market or new organisation of production and
sales. Thanks to innovation, it becomes po-
ssible for enterprises to move forward, which
means gaining a competitive advantage (Bo-
rusiak, 2011, p. 111). Enterprises that want to
win their future must break the boundaries of
current competition and delight their custo-
mers with innovations (Kabukcu, 2015).
Reading consumer needs is helped by the
analysis of megatrends observed in consum-
ption (Kita et al., 2022; de Monteton & Mar-
greiter, 2023; Wroblewski & Mokrysz, 2017;
2018; Wroblewski et. al, 2019). A good
example of following megatrends are com-
panies operating on the tea market. Tea is the
second most popular drink in the world, after
water. Estimates indicate that as many as 3
billion cups of it are drunk a day globally (Food
News, 2023). Even though tea as a drink has
been known for centuries, both tea producers
and sellers continue to strive to make their
products attractive to subsequent generations
of consumers. Accor-ding to the Pinterest
trends report in 2022, the most frequently
searched terms included: “tea party aesthetics”,
“vintage tea party”, “butterfly pea tea” and “tea
ideas”. On social media platforms like TikTok,
Instagram and Facebook, videos with tea
drinks from around the world were very

popular, e.g. blue-violet Butterfly Pea Tea from
Kenya, bubble tea from Taiwan or matcha from
Japan (Pinterest Predicts, 2024).

The aim of this article is to present product
innovations present on the global tea market
against the background of identified mega-
trends in consumption, affecting both tea pro-
ducers and sellers, as well as consumers of this
drink. The article contains theoretical consi-
derations, supported by the analysis of data
from secondary sources. The area of obser-
vations made are entities operating on the tea
market.

The article is organised as follows: in the
literature review section, the concepts of
innovation and product innovation as well as
consumer trends and megatrends are defined.
The global tea market is also briefly charac-
terised. Subsequently, in the materials and
methods section, the source materials and
methods of their analysis are presented. The
results and discussion section presents a
description of product innovations currently
observed on the tea market, which are the
response of tea producers and sellers to the
most dynamically developing megatrends in
consumption. The manuscript ends with con-
clusions from the analyses and discussion of
the results.

The conclusions drawn from the presented
material do not fully exhaust the topic, but they
may constitute a voice in the discussion on the
observed changes taking place in consumer
behaviour itself, as well as in B2C relationships
(Conrad, 2022). The presented data may also
be useful to companies producing and selling
tea in the process of building their competitive
advantage based on lasting relationships with
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consumers. The information presented in this
article is not of a commercial nature and has

Literature review

Innovations and product innovations

The term “innovation” in the literature on the
subject has many meanings, referring both to
the act of introducing innovations and giving
newness to various phenomena, including
products, by people who perceive them as new.
Therefore, “innovation” is considered an inter-
disciplinary category, described and analysed
from many perspectives, which can be consid-
ered both broadly and narrowly (Hermunds-
dottir & Aspelund, 2021). Represen-tatives of
the broad approach include, among others: J.A.
Schumpeter and P.F. Drucker. In a narrow
sense, innovation is defined by such authors as:
Ch. Freeman, C.F. Carter, B.R. Williams, ]. Mu-
jzel, B. Gruchman, most often referring innova-
tions to technical changes, ignoring their proc-
ess, organisational or marketing aspects (Ku-
charska, 2014). The pioneer of this category,
J.A. Schumpeter, considered the introduction of
a new solution into practice as an innovation.
Schumpeter's innovations are absolute (inven-
tions which are introduced for the first time on
any global market) and require outstanding
individuals and risk-bearing (Rudzewicz &
Strychalska-Rudzewicz, 2013). Replicating the
introduced solution is only imitating and copy-
ing the innovation. According to Schumpeter,
consu-mers play a passive role in economic
development, including innovation. The vast
majority of changes in the structure of con-
sumer products and services are forced by
producers on consumers, who often resist
changes and had to be convinced to change. In
turn, Drucker emphasise the great importance

been prepared in the spirit of an open model of
scientific communication.

of marketing in the innovative activities of en-
terprises, which cannot be carried out in isola-
tion from the needs of the consumer. Drucker
defines innovation as any novelty that is new to
the user - consumer (Drucker, 2004, p. 38-39).
For Drucker, inno-vation is not only conceptual,
but also perceptual. The idea may have existed
for a long time, what matters is that it is per-
ceived as new. The innovation process includes
identi-fying consumer needs and creating and
pro-viding them with a new product that brings
value or benefit not yet offered on a given mar-
ket (Kotler et al,, 2002, p. 662). Innovation is
therefore a new solution that offers values to
consumers (result approach to innovation), as
well as the process of creating new and better
solutions to consumers' problems (functional
approach) (Kucharska, 2014, p. 20).
Schumpeterian and Druckerian approaches
can be treated as two poles of the concept of
innovation. While Schumpeter precisely defines
situations in which absolute innovations can
arise, Drucker defines innovation as the delib-
erate search for opportunities to intro-duce
new things (Romanowski, 2011). Both ap-
proaches are included in the Oslo Manual,
which contains a set of concepts applicable to
the European Union's innovation policy. Ac-
cording to the Oslo Manual, innovation is “the
implementation of a new or significantly im-
proved product (goods or service) or process, a
new marketing method or a new organisational
method in economic practice, workplace or-
ganisation or relations with the environment”
(OECD & Eurostat, 2008, p. 48). The presented
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definition allows for the distin-ction of innova-
tion by subject into: pro-duct, process, market-
ing and organisational innovation.

Due to the topic of the presented article, the
concept of product innovation requires expla-
nation. According to the Oslo Manual 2018, it is
“a new or improved product or service that
differs significantly from the enterprise's exist-
ing products or services and that has been in-
troduced to the market.” As the authors of the
Manual write, product innovations must pri-
marily provide a significant improvement in
one or more properties or performance specifi-
cations. This should include the addition of new
functions or improvements to existing or new
utilities for the user or consumer. The relevant
functional characteristics in this case are qual-
ity, technical specifications, reliability, durabil-
ity, economy in use, affordability, comfort, us-
ability and user/consumer friendliness. Impor-
tantly, product innovations do not have to in-
volve improving all functions and performance
specifications. Improving or adding a new fea-
ture may result in the loss of other features or
loss of performance in some respects. (OECD &
UE, 2020, p. 79).

Macro trends in consumption and their
sources

In the literature on the subject, the concept of
trend has been present since the mid-20th cen-
tury, finding its place first in mathematical and
economic sciences to determine changes in
graphs and sequences of numbers, and then in
sociological sciences and marketing to describe
changes in culture, world views and lifestyles
(Raymond, 2014, p. 14). Ph. Kotler defines a
trend as “a direction or series of events chara-
cterized by a certain momentum and persi-
stence” (2005, p. 159). B. Mréz defines a trend

as “changes occurring over time in social or
market phenomena, the direction of which can
be measured using specific indicators, meas-
urement scales or indices” (2013, p. 115-116).
In turn, T. Zalega understands the term trend to
mean the current direction of development in a
given field or, in a more general sense, a mono-
tonic component of the dependence of the ex-
amined feature on time (2013, p. 3-4). Trends
may therefore be short- or long-term in nature,
and in terms of their scope: global (mega-
trends) or regional (microtrends). The specific
features of trends are variability, co-occurrence
(mutual overlap) and divergence (simultane-
ous emergence of trends and counter-trends)
(Tkaczyk, 2012; Dybka, 2017).

Ph. Kotler divides trends according to their
durability, dividing them into temporary fash-
ion, trends and megatrends. He defines tempo-
rary fashion as an unpredictable, short-term
change without any major economic, social or
political significance. According to Ph. Kotler,
trends and megatrends are more durable and
easier to predict. A trend outlines the shape of
the future, it is a long-term phenol-menon, ob-
servable in the behaviour of consumers and
enterprises in many markets (Wréblewski,
2018). The emergence and development of a
trend is confirmed by reliable values of eco-
nomic, social and demographic indicators ap-
pearing at the same time (Kotler, 2005). Mega-
trends, in turn, are undoubtedly related to
globalisation (Maciaszczyk, 2016, p. 162). Ac-
cording to ]. Naisbitt, megatrends identify all
socio-economic or structural processes which
are formed slowly, but once they appear, they
influence all areas of life for some time (Ga-
jewski, Paprocki & Pieriegud ed., 2015, p. 15).
Moreover, megatrends can influence every in-
dividual and can change and shape the future of
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the entire world (Zmyslony & Niezgoda, 2003,
p- 194). The concept of megatrend can also be
defined as certain unchanging economic, social,
political and cultural tendencies, as well as
phenomena emerging in the process of civilisa-
tional deve-lopment of society, having various
conditions and covering the entire world, de-
termining the key goals and directions of hu-
man development and leaving their mark on
the environment (Borodako, 2009, p. 90).
Megatrends therefore identify sets of certain
economic, social or environmental patterns of
behaviour that change the way people live and
the products these people need (Hajkowicz &
Moody, 2010, p. 2). Referring to the work “The
impact of megatrends on western govern-
ments” by futurologist F. de Meyer, megatrends
can be presented as long-lasting, quickly
spreading trends, strongly influencing society
in many dimensions and evoking the belief in
their inevitability (de Meyer, 2011).

In order to fully present what trends in con-
sumer behaviour are, it is also worth referring
to the views of H. Vejlgaard, who deals with the
practice of trend forecasting. This researcher
defines a trend as a process of change that is
perceived from a psychological, economic or
sociological perspective, which may be short-
or long-term and regional or global in scope
(Vejlgaard, 2008, p. 9). Adopting this point of
view, one can agree with T. Zalega that “a trend
in consumer behaviour is under-stood as a spe-
cific direction of change in the lifestyle of a
model consumer, acting in an objective manner,
i.e. regardless of their will and awareness”
(Zalega, 2015, p. 80). Looking at the analysed
issue from the perspective of Ph. Kotler, it can
be concluded that trends in the sphere of con-
sumption arise as a result of the impact on the
purchasing behaviour of consumers of the

broadly understood enviro-nment (social, eco-
nomic, legal, political, demographic and techno-
logical), which in turn influences changes in
their consumption patterns (see e.g. Kotler et
al,, 2002; Kucharska et. al, 2015 ).

According to F. Shaw, emerging consumer
trends influence the way enterprises operate,
thus creating new rules for the functioning of
modern organisations (Shaw, 2002). The effect
of the impact of new consumer trends on en-
terprises is therefore changes in the behaviour
of these entities, which, on the one hand, try to
keep up with the changing consumer, and, on
the other hand, begin to shape their behaviour,
preferences and choices. In the latter situation,
we can talk about companies creating product
trends (Maciejewski & Mokrysz, 2019).

For marketing-oriented companies, it is cru-
cial to observe those trends which have the
greatest impact on consumer behaviour, i.e. the
macrotrends. Macrotrends in consumption are
considered to be significant social, economic,
political and technological changes that de-
velop slowly, but once they occur, they influ-
ence consumer behaviour for several or even
10-20 years (Aburdene, 2007). They have many
sources, so it is often easier for resear-chers to
identify emerging macrotrends than to investi-
gate the conditions which cause their emer-
gence. Nevertheless, at least several key factors
can be identified, such as the digital revolution,
changes in the employment structure, changing
role of women in society, changes in the level
and distribution of income among the popula-
tion, the growing number of consumers, the
increasing level of consumer awareness and
knowledge, and the dynamic development of
transport (Maciejewski, 2013).
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Global tea market
FAO data on global tea production in 2021 says
it increased to 6.5 million tonnes from 6.3 mil-
lion tonnes in 2020 (FAO, 2022). According to
the website Czasnaherbate.net, all tea planta-
tions in the world cover approximately 4.5 mil-
lion hectares. The average annual yield from
each hectare is less than 1.5 tonnes of dry leaf
matter. If we compared the area of tea cultiva-
tion to the area of the country, it would be the
130th largest country, behind Estonia (45,200
km2) and ahead of Denmark (43,000 km2).
This area is larger than e.g. the area of Switzer-
land (41,300 km2), Moldova (33,900 km2) or
Albania (28,700 km2) (Food News, 2023). At
the same time, an analysis created by Market
Hub estimates that by 2025 the value of tea
production will reach 7.4 million tonnes. In
terms of value, the global tea market in 2022
reached USD 220.7 billion and according to
Statista Consumer Market Insights forecasts, it
will increase to USD 268.5 billion by 2025.

Tea production in the world is concentrated
primarily in Asia, although there is no shortage

Materials and research methods

The source base of the article are research re-
sults on observed megatrends in consumption,
consumer behaviour and product innovations
on the global tea market conducted by re-
nowned research agencies and consulting com-
panies in the years 2020 - 2024.

The innovations are described against the
background of the observed megatrends and
those megatrends in consumption which are
expected to influence the global consumer
population in the coming years. In order to cha-
racterise these trends, materials from the re-
search agency Mintel Group Ltd (MG), research

of enthusiasts of this drink in other parts of the
world. The largest tea producer at the begin-
ning of the third decade of the 21st century was
China, producing as much as 3.1 million tonnes,
with a 47% share in the world market. Esti-
mates show that tea production in China is ex-
pected to almost double by the end of this dec-
ade, driven by increased sector productivity.
Second place is occupied by India, which pro-
duced 1.33 million tons, and third place -
Kenya with 0.54 million tons. Other countries
important in tea production are Sri Lanka, Tur-
key, Indonesia, Vietnam, Japan, Iran and Argen-
tina. According to forecasts, the production of
black tea between 2025 and 2030 is expected
to grow by an average annual rate of 2.1%, and
green tea by as much as 6.3% (Food News,
2023).

This huge and dynamically developing mar-
ket includes not only the hot drinks segment,
but also iced teas and ready-to-drink tea
drinks. Tea is the second most frequently con-
sumed drink in the world, after water (Kucia,
2024).

by the consulting company Ernst & Yuong (EY)
and data from the research agency Euromoni-
tor International (EI) were used. MG's research
covered the entire global tea market divided
into Europe, the Middle East and Africa
(EMEA), Asia and the Pacific (APAC) and North
and South America (Americas). The reports
were prepared in 2021-2022 (Dahn, 2021;
Kaczorowski, 2022). The data presented by EY
result from the analyses based on literature
sources and primary research conducted in
renowned scientific and research centres from
around the world (EYGM, 2020). Meanwhile, EI
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data on the top global consumer trends that
may have the greatest impact on consumer
behaviour in 2022 and subsequent years were
obtained as a result of quantitative direct re-
search conducted by 15 regional offices of the
company operating in 100 countries around
the world. EI research results present the state
of the market as of January 2022 (Angus &
Westbrook, 2022) and February 2024 (Grigoje-
vaite et al., 2024).

Results and discussion

Presenting the results of the conducted ana-
lyses, it can be noted that tea consumers have a
wide variety of preferences in terms of the
taste of teas offered on the market, their health-
promoting properties and the convenience of
preparation and consumption. It also happens
that tea producers and sellers are faced with
the task of meeting contradictory needs at the
same time. An example here is consumer ex-
pectations in terms of convenience, while main-
taining the principles of sustainable develop-
ment and fair trade. This disconnect is particu-
larly visible in the EMEA region. Such consumer
behaviour is influenced e.g. by the following
macrotrends: decarbonization (EYGM, 2020) or
greenwashed out (Grigojevaite et al, 2024).
Consumers are trying to be ecologically re-
sponsible and take pro-environmental actions,
but at the same time they are tired of it. In
APAC countries, tea consumers expect produc-
ers, in addition to convenience and speed of
preparation, to reduce the sugar content in the
tea drinks they offer. Americas consumers are
primarily looking for teas which support their
immune systems and at the same time enjoy
new flavours and colours. This region of the
global tea market seems to be the most open to

The collected data made it possible to cha-
racterise the main innovations introduced to
the tea market and to analyse the impact of
megatrends and new trends in consumption on
consumer behaviour in this market.

Research for the purposes of this study was
carried out using the desk research method,
and logical inference methods and the compar-
ative method were used to analyse the data. A
descriptive and tabular form was used to
present the obtained research results.

innovation. Consumers want to expand their
tea horizons with new, niche and innovative tea
flavours as well as unconventional combina-
tions and hybrids.

Developing the presented threads, it can be
concluded that the expectations in the area of
functionality concern primarily the beneficial
impact of tea drinks on human health and well-
being. Tea is supposed to reduce stress and
negative emotions. It is supposed to add energy
and strengthen the immune and digestive sys-
tems. It is supposed to be rich in antioxidants
and maintain healthy skin and hair. Mintel re-
search shows that as many as 46% of adult tea
consumers from the USA are interested in tea
which supports immunity (Kaczorowski, 2022).
Innovations in this area lead to the enrichment
of tea mixtures with ingredients commonly
considered health-promoting and medicinal
(ginger, echinacea, turmeric, licorice, vitamins,
probiotics). When reaching for a cup of tea,
consumers expect that it will not only be bene-
ficial to their physical health, but also to their
mental health. Such expectations include e.g.
every second resident of Brazil, looking for
products that reduce stress and tension caused
by the possibility of a return of the pandemic,
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climate change or rising inflation (Kaczorowski,
2022). Consumers expect tea drinks to also
reduce anxiety, facilitate falling asleep and
support the proper functioning of the brain.
The aforementioned expectations are primarily
in line with the macrotrend of wellness prag-
matists (Grigojevaite et al., 2024). Consumers
expect simple, accessible solutions which ena-
ble them to take independent, effective care of
their health and beauty. In response, such
products as immunological teas strengthening
immunity (Brazil), calming wellness teas (Costa
Rica) and cognitive health teas with omega-3
acid (Colombia) have already appeared on the
South American market.

Comfort should go hand in hand with func-
tionality. An example would be offering con-
sumers ready-to-drink teas rich in health-pro-
moting ingredients, without the need to pre-
pare multi-ingredient mixtures and long brew-
ing. Innovative packaging dedicated to tea
drinks can help meet this expectation. These
packaging, as well as the tea products them-
selves, must also meet the requirements of bio-
degradability and compostability. More and
more consumers in the market are showing
interest in tea that is produced and supplied in
an ethical and sustainable way. These expecta-
tions are particularly visible in the segments of
young consumers involved in ecology and envi-
ronmental protection, for whom equality and
respect for human rights are basic values. Such
consumer attitudes are influenced by the pro-
gressively polarised macrotrend (Grigojevaite
et al.,, 2024). Thanks to social media and the
dynamic development of transport, the world
has shrunk to the size of a global village. It is
easier for people to fight for their values and
engage in various ideas, including those aimed
at protecting the climate and the environment.

Tea producers must therefore look for innova-
tive solutions also in the area of eliminating
plastics in tea packaging and tea bags (Dahn,
2021). According to Mintel research, 75% of
adult Germans agree with the statement that
using biodegradable tea bags is a good way to
reduce the amount of plastic waste (Kaczo-
rowski, 2022), and 67% of residents of the
United Kingdom have a similar opinion (Dahn,
2021). Involvement in these areas may allow
tea producers and sellers to acquire many new
customers and retain existing ones. It is also
part of the climate changers macrotrend push-
ing ecological activism and a low-emission life-
style. In order to attract the segment of climate
change apologists, tea producers and sellers
should offer carbon footprint certified prod-
ucts. Transparent labelling of carbon neutral
products builds trust and enables consumers to
make informed choices (Angus & Westbrook,
2022). It is also gaining recognition among
supporters of the previously mentioned decar-
bonisation megatrend.

Convenience also means, or rather primar-
ily, minimising the time of brewing tea. Innova-
tions are therefore expected in instant and
ready-to-drink teas which can be quickly pre-
pared and consumed on the go. This type of
solutions is especially expected by Asian resi-
dents, for whom the ease of consuming the
drink, the speed of its preparation and conve-
nient packaging, good for use on the go, are
very important. Packaging which allows the
consumer to heat tea in a microwave oven is
also well received. An even better solution may
be self-heating cups or instant tea bottles into
which you can pour hot or cold water, de-
pending on your preferences. A convenient,
although not necessarily ecological solution is
instant tea in disposable packaging. These solu-
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tions can already be found on the Chinese mar-
ket. In this type of consumer behaviour, the
influence of the work and life unbounded ma-
crotrend can be seen (EYGM, 2020). The boun-
daries between study, work, recreation and
retirement are blurring. Consumers expect
products that will accompany them in all their
life activities, without absorbing them too
much.

A large part of consumers look for variety,
change, an extension of the range of flavours,
aromas and unconventional combinations, as
well as fun, in tea drinks. It is not required that
the tea be a classic tea. On the contrary, con-
sumers are increasingly interested in drinks
based on tea or in which tea is one of many
ingredients. An example is Blue Latte tea with
butterfly peas, offered in Japan and other parts
of Asia. This solution is an innovative idea by
Nescafe, offered in the form of capsules for
Nescafe Dolce Gusto coffee machines. Speaking
of capsules, they can also be biodegradable,
produced on the basis of plants without the use
of aluminum (Sweden). On the Australian mar-
ket you can find sets for bubble tea prepared in
a microwave oven, sets for milk tea with brown
sugar jelly and bubble tea sets with rubber
pearls. A desire for new and exciting teas also
characterises American consumers. Nearly
40% of U.S. adults who drink tea say they are
interested in discovering new teas. Nearly 30%
declare that they drink different types of tea to
achieve different benefits (Kaczorowski, 2022).
Consumers expect innovations in the field of
floral, fruit and vegetable aromas, as well as the
always popular herbal aromas. Openness to
new flavours means that more and more or-
ganic, semi-fermented oolong teas are drunk on
the American market (e.g. in Canada). On store
shelves in the USA you can also find white tea

with coconut or a hot drink with the flavour of
birthday cake. Sparkling botanical tea with
turmeric and saffron is intended to strengthen
the senses and provide physical and mental
regeneration. These behaviours include the
influence of the previously indicated mega-
trends: wellness pragmatists or work and life
unbounded, but above all, the macrotrend
known as delightful distractions (Grigojevaite
et al.,, 2024). Consumers want to be able to af-
ford moments of goodness, a bit of fun in their
often hectic and tense daily rhythm. They want
to stop, rest and de-stress. They want to live in
harmony with nature and surround themselves
with it, regardless of where they work or live,
which is so characteristic of the rural urbanites
megatrend. The calming and regenerative
properties of teas are also part of the great life
refresh macrotrend (Angus & Westbrook,
2022). Tea drinks should add energy to action,
pursuing passions and personal development
of tea consumers.

The high-sugar diet still practised by many
consumers is becoming a civilisation problem
which causes many dangerous diseases. Con-
scious consumers expect innovations to elimi-
nate or reduce sugar in tea drinks. More than
1/3 of adult Thai residents demand a reduction
in the sugar content in ready-to-drink (RTD)
teas (Kaczorowski, 2022), and nearly 30% of
adult Germans have a similar opinion (Dahn,
2021). The sugar content in tea drinks, espe-
cially RTD, should therefore be perceived as an
important purchase barrier. The expectation of
reducing sugar content is followed by the ex-
pectation of reducing calories, fats, preserva-
tives and artificial sweeteners, flavours and
colours.

In the case of markets with a hot climate
(Mexico, South America), innovations are ex-
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pected to quench thirst with cool tea drinks.
Peach and ginger infusions, passion fruit teas
prepared with cold mineral water, and instant
iced tea lime are now available.

When analysing the impact of megatrends
on consumer behaviour in the tea market, it is
difficult to forget about the recent COVID-19
pandemic caused by the SARS-CoV-2 virus. In
line with the macrotrend outlook for the great
life refresh (Angus & Westbrook, 2022), pro-

Conclusions

The literature studies and analysis of available
direct research results allow for the following
final conclusion: the currently observed
changes in consumption do not have a uniform
direction and, like the entire human existence,
are subject to postmodern eclecticism. The
emergence of one trend causes the appearance
of one or more opposite, divergent, cancelling
or strengthening trends as a result of synergy.
Some trends are starting to lose their impor-
tance - some are gaining strength. Others, as
they fade away, become the basis for the emer-
gence of new, yet unknown ones.

The tea market, part of the larger food and
beverage market, is no exception. Consumer
behaviour is influenced by numerous mega-
trends, shaping their lifestyle and influencing
their purchasing decisions (Maciejewski,
2018). Enterprises wishing to strengthen their
competitiveness should not only observe the
trends that have the greatest impact on con-
sumer behaviour, but also take the initiative
and actively shape their preferences and choic-
es. This can be done by including consumers in
management processes to create unique value
together (Krowicki & Maciejewski, 2024). The
result of this cooperation may be product inno-

ducers and sellers of tea drinks should prepare
product innovations that can help consumers
overcome the turmoil related to the pandemic.
In many industries, companies operating in line
with this macrotrend are perceived by con-
sumers as partners helping to adapt to the
post-pandemic reality, as partners helping to
develop a new lifestyle.

vations concerning both the core of the product
(basic benefit) and other elements of its struc-
ture (actual product, improved product, poten-
tial product).

The supply side's response to the reported
needs of consumers may include e.g. develop-
ing innovative variants of functional teas that
have a beneficial effect on human health and
well-being. Teas that lower stress and blood
sugar levels help you fall asleep, and improve
brain function. Consumer expectations towards
teas, however, do not end with their health-
promoting properties. Product innovations on
the tea market also include the development of
teas that are convenient to prepare and con-
sume. We are talking here primarily about in-
stant teas, teas that can be heated in microwave
ovens, teas in self-heating cups and disposable
packaging. Tea is also supposed to accompany
fun, relaxation and create good moments of the
day. It is intended to expand the horizons of
consumer experiences through non-obvious
combinations of flavours, aromas and colours.
It should surprise and invite you to adventure,
and allow you to define yourself anew. And all
this is to be done in harmony with nature and
sustainable development. Therefore, there are
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at least several important areas for product
innovations expected by tea consumers. These
are primarily functionality, comfort, fun and
expanding experiences, care for the environ-
ment and your own lifestyle.

The research results and conclusions pre-
sented in this article do not exhaust the topic.

The authors of the article hope that their con-
siderations will constitute an incentive for fur-
ther discussion on the forms of product innova-
tions that are developing on the global tea
market, as well as on the impact of current and
future macrotrends on consumer behaviour in
this market.
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Introduction

Next to tea, coffee is one of the most popular
beverages in Poland. Numerous studies carried
out by, among others, the authors of this article
on the coffee market in Poland show that Poles
drink coffee every day and that its consumption
is an integral part of everyday life, whether at
home, at work or in cafés. The popularity of this
beverage is reflected both in statistics (ac-
cording to various studies, an adult Pole con-
sumes an average of just over 2 kg of coffee per
year, which places Poland in the European av-
erage for coffee consumption per capita) and in
daily habits (many Poles start their day with a
cup of coffee and coffee breaks at work are
common) (Zakrzewska, 2022). Coffee is there-
fore not only a popular beverage, but also an
important part of culture and everyday life in
Poland. This is why it is so important to con-
duct regular research into consumer behaviour
on this market. Understanding this behaviour
and monitoring changes is particularly signifi-
cant in the process of developing a marketing
strategy, especially at the stage of segmenting
the coffee market. Properly conducted segmen-
tation, followed by characterisation of the tar-
get customer profile, can provide valuable in-
formation for both management practitioners
and researchers dealing with broader market
and consumption issues.

In undertaking an analysis of consumer be-
haviour on the coffee market in Poland, it is
important to define what we mean by the terms
‘consumer’ and ‘consumer behaviour’, which
will be used throughout this paper. According
to the American Marketing Association’s dic-
tionary in traditional terms “a consumer is the
ultimate user or consumer of goods, ideas, and
services. However, the term also is used to imp-

ly the buyer or decision maker as well as the
ultimate consumer” (AMA definition). For in-
stance, a parent buying chicory coffee for their
child is typically referred to as a consumer,
despite not being the final user of it. In the aca-
demic literature, the term ‘consumer’ frequent-
ly refers to a buyer of goods for personal use
(Sobol, 1995, p. 589). Kopalinski (2003, p. 228)
further extended this definition by adding the
word ‘spozywca’ (which can be translated as a
buyer of goods or services), while Adam (1989,
p. 136) additionally emphasised that a con-
sumer is a person who does not resell bought
goods and services to anyone. In accordance
with Kiezel (2004, p. 17), a consumer is defined
as an individual who feels and satisfies their
consumption needs, either through the goods
and services purchased on the market, pro-
duced in their own household or received
through social benefits. On the other hand,
Jano$-Kresto and Mroz (2006, pp. 14-15), made
it more specific by adding that a person satis-
fies the needs which they experience through
the use of goods and services, while Smyczek
and Sowa (2005, p. 28) stated that: “a consum-
er satisfies their consumption needs according
to their own preferences, tastes and traditions”.

In academic literature on marketing, the
term ‘consumer’ is therefore often replaced by
the terms ‘customer’ or ‘buyer’. It is also impor-
tant to note that the term ‘customer’ is a broad-
er concept. This is because it also includes indi-
viduals who buy industrial goods and services
to satisfy their production needs. In contrast,
the term ‘buyer’ refers to a person who per-
forms the act of buying a good, without neces-
sarily satisfying their own needs (Smyczek,
Sowa, 2005, pp. 23-29). This article adopts J.
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Kramer’s definition that a consumer is not
merely a purchaser, but rather an individual
who buys and consumes goods and services
and makes the choice of goods and services
guided by their preferences, income, as well as
tastes, habits and traditions. Furthermore, the
entire set of market conditions, including price
and other sales conditions, affects the con-
sumer’s final purchase of goods and services
(Altkor, Kramer, 1998, p. 120).

The concept of ‘consumer behaviour’ began
to appear widely in the literature in the mid-
1960s, and in Poland in the late 1980s. C.F.
Kaufman (1995, pp. 39-55) defines consumer
behaviour as any behaviour of people, whether
at home, at work, in a shop or even on the
street, i.e. wherever they think about shopping,
buy or use the products they have bought. For
the purposes of this article, consumer beha-
viour is assumed to be, according to the Ameri-
can Marketing Association’s definition, “the
dynamic interaction of affect and cognition,
behaviour, and environmental events by which
human beings conduct the exchange aspects of
their lives” (AMA definition).

In the 21st century, consumer behaviour (in-
cluding on the coffee market) is the subject of
marketing research, which provides informa-
tion about the consumer’s needs, preferences,
behavioural determinants and attitudes to-
wards the brand, the offer and the organisation.
The results of the research provide valuable
insights into buying patterns, motives for mar-
ket choices, loyalty, price sensitivity, sensitivity
to marketing activities or perception of con-
sumer decisions and, ultimately, acceptance of
the company’s offer. The central consumer po-
sition in the activities of a modern organisation,
an insightful and dynamic view of their beha-
viour, research, the anticipation of demand, the

creation of consumer needs and preferences,
the subordination of corporate objectives and
the strategies to the demand of a specific con-
sumer segment, the application of full-quality
marketing are the conditions for providing
consumer satisfaction. Consumer behaviour
researchers, who represent a range of scientific
disciplines, investigate various elements of
consumer behaviour, including the decision-
making process, consumer emotions, the influ-
ence of various factors on purchasing decisions
and, finally, the consumer’s reactions to a given
product, both individually and as a member of a
family or other social group. Therefore, con-
sumer behaviour is not only a category, but
also a significant piece of knowledge in an or-
ganisation’s decisions.

When writing about consumer behaviour on
the coffee market in Poland (or, more precisely,
the market for coffee products), it is important
to note that coffee is a highly significant prod-
uct in the shopping basket of Poles (Macie-
jewski, Mokrysz, Wroéblewski, 2020). It ranks
fourth in the food category in terms of annual
turnover. According to T. Zalega (2011, pp.
119-136), coffee in Poland can be classified as a
normal good for which the coefficients of in-
come elasticity of demand are inelastic. This
means that changes in demand occur more
slowly than changes in income. Therefore, de-
spite rapidly rising prices, coffee is still one of
the most consumed beverages in Poland, and
what is more, its consumption continues to
grow. Over 80% of adult Poles report consum-
ing coffee on a regular basis, with a significant
proportion reaching for it at least once a day
(according to data from the Public Opinion Re-
search centre (CBOS), even 60%), and as many
as 16% drink several cups of coffee every day
(Zakrzewska, 2022). According to data from
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the Central Statistical Office (CSO) for 2023, the
average monthly coffee consumption per per-
son in Polish households in 2022 was 0.19 kg,

which yields an annual consumption of 2.28 kg
in 2022, compared to 2.16 kg in 2012 - Table 1.

Table 1. Average monthly coffee consumption per person in households by socio-economic

group (in kg)

Specification Years

2012 | 2013 | 2014 | 2015 | 2016 | 2017 | 2018 | 2019 | 2020 | 2021 | 2022
Employed households 0.16 (016 |0.16 |O0.16 (016 |0.16 |0.16 | 018 |0.17 | 017 | 0.17
Farming households 0.17 0.17 0.16 0.16 0.18 0.17 0.16 0.17 0.18 0.17 0.18
Self-employed households | 0.16 0.16 0.14 0.14 0.15 0.15 0.15 0.15 0.16 0.17 0.16
Retired households 0.23 0.23 0.23 0.23 0.24 0.23 0.24 0.25 0.26 0.26 0.25
Disability benefit 0.23 0.23 0.23 0.24 0.25 0.24 0.25 0.27 0.25 0.28 0.27
households
Total 0.18 0.18 0.17 0.18 0.18 0.18 0.18 0.18 0.19 0.19 0.19

Source: compiled based on CSO statistical data: Household budgets (2012 - 2022), Warsaw 2013-2023.

The data presented in Table 1 indicates that the
monthly consumption of coffee in Poland has
remained at a very similar level over the last 10
years (0.18-0.19 kg), however an upward trend
can be observed. The socio-economic group
that has consistently consumed the most coffee
since 2012 is the retired and disability benefit
households. However, it is important to re-
member that in Poland coffee is available and
consumed in different forms. The most com-
mon division is between natural coffee and
instant (highly processed) coffee. The first gro-
up includes the following coffee categories:

— Whole bean coffee - these are roasted
coffee beans that, when ground, release
intense taste and aroma. The main coffee
varieties that are grown worldwide, and
at the same time are distinct subcatego-
ries within the whole bean coffee catego-
ry, are:

e Arabica - considered the noblest
coffees, it requires better soil and

sunlight than Robusta. These co-
ffee beans produce a mild and
slightly acidic brew. They account
for almost 70% of the world’s
coffee crop.

e Robusta - a species with an inten-
se, strongly perceptible taste.
Some varieties can even taste
spicy. Robusta has a higher caffe-
ine content than Arabica and is
considered by a large proportion
of consumers to have a more di-
stinctive taste.

e Liberica - the least aromatic coffee
of all, yet it has a higher yield and
is more resistant to pests.

— Ground coffee - means coffee beans
roasted and ground by the producer.
Such coffee is quicker to prepare, but is
almost always of inferior quality to whole
bean coffee.
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On the other hand, the group of instant (highly
processed) coffees includes:

— Instant coffee - actually, it is a coffee
drink prepared from coffee extract. The
instant version
amount of caffeine as ground coffee. In
the 21st century, Poland is the second-
largest consumer of instant coffee in
Europe, with only the British reaching for
it more readily than Poles (Maciejewski,
Mokrysz, Wréblewski 2020).

— Instant cappuccino - a type of coffee
drink for self-preparation at home. It is
definitely the most processed coffee
drink compared to whole bean, ground or
even instant coffee.

contains twice the

— 3-in-1 (or possibly 2-in-1) instant coffee -
a coffee drink that consists of a mixture
of the following ingredients: sugar,
glucose syrup, hardened vegetable fat,
instant coffee powder (approx. 10-20%),
chicory coffee extract, stabilisers, milk
protein, powdered milk, emulsifiers, anti-
caking agent, salt and colouring. This
coffee category is relatively young, ha-
ving been known in Poland since around
2002. Since then, however, it has been

Methods

The methodology of research on consumer
market behaviour is focused on the collection
of the primary and secondary information ne-
cessary to identify the complex of phenomena
and processes related to market choices, pur-
chase decisions, including the proceedings pre-
paratory to these decisions and their conse-
quences (Smyczek, Sowa, 2005, p. 16). This also
applies to the coffee market in Poland. The
types of consumer behaviour research which

growing steadily and has taken a signi-
ficant share of the cappuccino powder
market (Chudy, 2014). Hot water is
simply poured over the contents of the
pack to produce a ready-to-drink beve-
rage.

— Capsule coffee - is designed for special
espresso machines. The secret of this
coffee category lies in the variety and
composition of the aluminium capsules,
which protect the aroma of the freshly
ground coffee. A capsule usually contains
5-7 grams of ground coffee. The alumi-
nium capsule is only opened at the mo-
ment of extraction, i.e. when the pressu-
rised water flows through it to produce a
flavoured drink.

— Coffee pods - designed for coffee machi-
nes that use the coffee pod system. This
coffee category can be prepared instantly
in a dozen or so seconds. The uniqueness
of this drink lies in the perfectly selected
quantity of coffee beans.

In this article, the research focused specifically
on the behaviour of whole bean coffee, 3-in-1
instant coffee and instant cappuccino consum-
ers.

are most frequently carried out include (Solo-
mon, 2006, pp. 263-265):
— study of consumer needs and prefe-
rences,
— study of consumer perception,
— study of consumer behaviour (at individ-
ual stages) and its determinants,
— study of opinions and attitudes,
— study of behavioural motives,
— study of lifestyles and psychographics,
— study of purchase intentions.
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This article focuses primarily on the identifica-
tion of consumer behaviour on the coffee mar-
ket in Poland. To this end, the authors’ own
research was conducted in accordance with the
interpretative methodological approach. The
research was carried out using both the general
method, which is incomplete numerical induc-
tion, and the specific method - the interview
method. This is an inductive reasoning, the
premises of which do not exhaust all of the
subjects to which the general law expressed in
the reasoning conclusion refers. The premises
are specific sentences, while the conclusion is a
general sentence, and each of the premises fol-
lows logically from the conclusion. This method
involves deriving a general rule from a limited
number of details.

In an effort to obtain in-depth and compre-
hensive results, a mixed research approach
combining both quantitative and qualitative
studies was adopted. The choice of the two
research approaches was primarily guided by
the fact that the knowledge gained through the
triangulation effect is more complete than if
only one of the procedures is used. This ap-
proach allows for a holistic view of the research
subject and thus provides a consistent empiri-
cal basis for reasoning (Teddlie, Tashakkori,
2010, pp. 95-118).

The qualitative study for the needs of this
article was conducted using the BBD (Bulletin
Board Discussion) technique with a sample of
12 coffee consumers. The BBD survey was con-
ducted in a manner similar to a discussion fo-
rum, but with the involvement of a moderator,
according to a detailed interview script divided
into days and themes. Participants in the sur-
vey were able to read posts, answer questions,
share comments, post their own content, mul-
timedia, and upload and download a variety of

files. The qualitative study using the BBD inter-
view method was conducted over five consecu-
tive days in November 2022 using a specially
designed electronic platform for remote com-
munication. On each day, respondents were
asked to complete a task, expressing their opi-
nions in pre-defined areas. Each of the tasks, i.e.
themes for the day, covered pre-defined explo-
ratory research areas: consumer habits in
planning, buying and preparing coffees, and
perceptions of coffee categories. The main ob-
jective of this study was to find out how con-
sumers behave on the market. In the study par-
ticular attention was paid to the consumers’
habits and attitudes towards the different types
of coffee (whole bean, instant cappuccino and
3-in-1 instant coffee). A further objective of the
research was to complement the quantitative
study carried out in parallel by describing the
market segments identified on the basis of the
information on coffee consumption methods
(whole bean, instant cappuccino and 3-in-1
instant) and on attitudes to consumption itself.
The following issues were examined in detail:

— the main product-related factors influen-
cing the consumption of whole bean cof-
fee, 3-in-1 instant coffee and instant cap-
puccino in Poland;

— occasions for coffee consumption by
type;

— reasons for drinking coffee by type.

The subjects were divided into two groups of
six individuals each. Each group included both
men and women - those responsible in the
household for shopping, choosing the type of
coffee, consuming coffee, in the proportion of
four women and two men, aged 25-45 (evenly
distributed by age: 50% - aged 25-35 and 50%
- aged 36-45). The sample included singles (one
person per group), couples/married couples
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without children (one person per group), fami-
lies with children up to the fourth grade of pri-
mary school (two people per group), families
with older children (two people per group).
These were people from three locations: War-
saw (two people per group), another large city

in the Upper Silesia conurbation (two people
per group) and a small town: Kielce (two
people per group). Basic information on the
BBD-type study conducted is included in Table
2.

Table 2. Basic information on the qualitative study conducted

Specification

Study

Research method Group interview

Technique

BBD (Bulletin Board Discussion)

Duration of the study

Five consecutive days

Research tool

Electronic platform for remote communication, detailed interview scenario

Sample definition
the family life cycle

Coffee consumers - men and women of different ages and at different stages of

Sample size

N=12 (two groups of six people each)

Geographical scope of the study Territory of Poland

Time frame of the study November 2022

Source: own research.

In parallel with the qualitative BBD study, a
quantitative study was carried out using a
standardised questionnaire
CAPI (Computer Assisted Personal Interview)
technique. This was a U&A (Usage and Attitude)
survey. Its main objective was to identify and
characterise the coffee market segments in Pol-
and. Due to the very large amount of data col-
lected in the course of the conducted studies
(quantitative and qualitative), this paper is li-
mited to presenting only selected results that
directly relate to consumer behaviour on the
coffee market and the subsequently identified
coffee market segments in Poland.

The U&A survey was conducted in Novem-
ber 2022 with a sample of 951 coffee consum-
ers aged 18-65. According to data from the Cen-
tral Statistical Office in Warsaw, as of 31 De-

interview with

cember 2022 there were almost 24 million
people aged 18-65 in Poland (23,989,507
people). This was used as the basis for deter-

mining the size of the research sample
(N=951), assuming an error rate of 3%, a frac-
tion size of 0.5 and a confidence level of 96%.
Calculations were made using a sampling cal-
culator according to the formula for minimum
sample size (Nmin).

Np(a® - f(1 - f))
Np-e*+a?- f(1-f)

Nmin -

Where:

— Nmin - minimum sample size;

— Np - size of the population from which
the sample is taken;

— «a - confidence level for the results, the
value of the Z-score in a normal distribu-
tion for the assumed significance level;

— f- size of the fraction;

— e - assumed maximum error, expressed
as a fractional number.
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This was a nationwide sample, representative
of the Polish population aged 18-65 in terms of
age, gender, education, class, town size and
region. The sample was selected from those

who reported at least occasional consumption
of coffee or coffee drinks. Basic information on
the U&A-type study conducted is shown in Ta-
ble 3.

Table 3. Basic information on the quantitative study conducted

Specification

Study

Research method

Standardised individual interview

Technique

Face-to-face, CAPI (Computer Assisted Personal Interview)
U&A (Usage and Attitude) survey

Average interview length

60 minutes

Research tool

Standardised questionnaire

Sample definition

Nationwide sample of coffee and coffee drink consumers aged 18-65

Sample size N=951

Geographical scope of the study

Territory of Poland

Time frame of the study

November 2022

Source: own research.

Turning to the main part of the analysis, after
having characterised the populations studied, it
should be noted that the data obtained from
both quantitative and qualitative studies pro-
vide us with knowledge of the respondents’
opinions on consumer preferences and beha-

Results

Results of the qualitative studies

In Poland, coffee is very often available com-
mercially in the form of whole bean coffee (for
self-grinding and brewing), instant cappuccino
and 3-in-1 instant coffee. Therefore, the main
focus of the qualitative study was on consumer
behaviour in relation to the consumption of
these three coffee categories. The BBD survey
participants were first asked to identify the
main factors associated with a particular coffee

viour on the coffee market, rather than the ac-
tual state of affairs in this regard. However, the
large size of the sample and the reliability and
goodwill of the research group must be taken
into account.

category influencing their choice and consump-
tion of whole bean coffee, instant cappuccino
and 3-in-1 instant coffee. Their responses were
then aggregated and the resulting findings are
presented in Tables 4, 5 and 6. Table 4 presents
the characteristics of the four most important
factors (according to the respondents) influen-
cing the choice and consumption of whole bean
coffee by Polish coffee consumers.

64 Coffee & Tea Market Research Institute



Table 4. Main product-related factors influencing the choice and consumption

of whole bean coffee in Poland

No. Factor

Description

1 Intense aroma and
distinctive taste

Whole bean coffee consumers talk a lot about its taste and aroma - drinking coffee
gives them great pleasure. They describe the aroma of whole bean coffee as rich, in-
tense, unique, even heavenly or divine. It can be smelt throughout the room when pre-
paring and drinking coffee (especially coffee prepared from freshly ground beans). The
taste is described as deep, strong, distinctive and with a slight bitterness. Whole bean
coffee consumers perceive different flavours and aromas in coffee: for example, those
of chocolate and almonds.

2 The ritual of making
and drinking coffee

Preparing and brewing coffee is a ritual and a pleasure in itself. Advocates of whole
bean coffee often grind it fresh in a special grinder (e.g. a burr grinder) just before
brewing. They have coffee-making equipment (coffee machines, espresso machines,
aeropresses). They “personalise” their coffee in different ways depending on their taste
and mood: a favourite cup or special glass, different strengths, addition of steamed
milk, spices (cinnamon, cocoa), syrup. Whole bean coffee consumers are interested in
coffee and how to prepare it. The coffee ritual is also about its role in life - coffee is
central to the ritual of starting the day or having a moment to yourself.

Whole bean coffee is associated with a certain sophistication: it takes time and exper-
tise to brew. Coffee is associated with elegance, prestige and uniqueness: with a café
atmosphere, a gift, a business meeting and a social gathering where you need to show
your best side to your guests. Whole bean coffee is associated with the rite of passage
into adulthood. Coffee is for adults, not children (strong, stimulating, dark, with bitter-
ness). For whole bean coffee consumers, the elegance of the packaging is important,
conveyed, for example, by gold elements, subdued ‘grown-up’ colours (black, dark
green, navy blue, etc.) and simplicity.

3 Sophistication and
elegance
4 Stimulating effect

Although stimulation is not the only benefit expected by whole bean coffee consumers,
the archetypal coffee is stimulating. It stimulates its consumers with caffeine and a
sensory-stimulating aroma and taste. Such coffee is associated with traditional mascu-
linity (strong, powerful, energetic, expressive). Importantly, even some cappuccino and
3-in-1 coffee consumers drink whole bean coffee in the morning to wake up.

Source: own (qualitative) study.

The information in Table 4 shows that the
choice and consumption of whole bean coffee
in Poland is mainly driven by its intense aroma
and distinctive taste, its stimulating effect and
the habit or pleasure derived from the coffee-
making ritual itself. In addition, it should be
noted that, according to the results of previous
research, there is a growing awareness among
coffee consumers in Poland, their knowledge of
healthy lifestyles, nutrition or available coffee.
The importance of taste and value of the prod-

uct is increasing, and these needs are met to a
greater extent by the least processed coffee, i.e.
whole bean coffee. This coffee is often per-
ceived as real, natural, traditional and strong
with an intense taste, as opposed to cappuccino
powder or 3-in-1 instant coffee.

Table 5 presents the characteristics of the
five most important factors influencing the
choice and consumption of instant cappuccino
by Polish coffee consumers.
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Table 5. Main product-related factors influencing the choice and consumption

of instant cappuccino in Poland

No.

Factor

Description

This is a coffee to
savour: it is like
dessert and goes
with dessert

Instant cappuccino is creamy, delicate, sweet, with lots of fluffy and tasty froth. Its
consumers very often describe the taste of cappuccino as fabulous and delicious. The
froth is the key to cappuccino coffee. The choice of different flavours is also impor-
tant. Because of its creaminess, sweetness and frothiness, cappuccino coffee can be
savoured: it can be sipped slowly and taking delight in every sip. It is a dessert in
itself (sweet and creamy) and it also goes well with a dessert (a cake eaten alone or
with another person). Instant cappuccino is drunk for pleasure and, according to the
respondents, this pleasure should also be visible on the packaging.

Variety of flavours

Instant cappuccino consumers greatly appreciate the multitude of flavour variations
in which cappuccino is available (vanilla, hazelnut, caramel and others). The ability to
choose and obtain coffee with a flavour that is difficult to make at home makes in-
stant cappuccino unique. A certain threat to cappuccino powder coffee may be the
increasing presence of espresso machines in households. Some cappuccino consum-
ers also drink whole bean coffee from the machine in the morning and add frothed
milk to it. One respondent mentioned that he used to drink instant cappuccino, but
since he bought an espresso machine, he sometimes makes cappuccino himself.
However, making your own cappuccino with an espresso machine has a certain dis-
advantage: you cannot choose different flavours. It is therefore worth developing a
range of cappuccino flavours and variations.

Quick and conve-
nient

The speed and ease of preparation of Cappuccino powder coffee is one of the key
reasons for buying it: it is tasty, has a variety of flavours and is quick to prepare
(there is no need to remember all the necessary ingredients). Most consumers simply
add hot water (some use boiling water while others remember to wait a little before
pouring it, as it tastes better then). There are people who make this coffee with milk
(for example, lactose-free), add cinnamon (in winter because it warms you up), sugar
if they are not having dessert and it is not sweet enough for them, and sometimes
make iced coffee on hot days (with extra milk and ice cubes). For the sake of conven-
ience, it is also worth introducing new or seasonal cappuccino variations: for exam-
ple, with cinnamon for the autumn/winter period, with lactose-free milk for those
who are lactose intolerant, and perhaps even a vegan version (as some respondents
used plant-based milk).

Milder than whole
bean

Some instant cappuccino consumers also drink whole bean coffee in the morning for
a boost, but there are also those who avoid it because they find it too strong in taste
and too stimulating, with too much caffeine. For them, cappuccino coffee is mild
because it contains more milk and less caffeine. In addition, the fluffy froth gives the
impression of a light and delicate cappuccino.

Somewhat artificial

Some instant cappuccino users choose this coffee on a positive choice-basis: good
taste - to savour, a wide choice of flavours, and quick and convenient preparation.
However, there are also those who see cappuccino powder as a substitute for ‘real’
cappuccino made with an espresso machine at home or in a café. They use cappucci-
no for its convenience and delicacy (taste, strength). They consider instant cappucci-
no to be a processed product (it is powder and contains various flavouring additives).
Cappuccino consumers are aware that it is a processed product, but its good taste
and convenience are much more important to them. For some of them, an instant
cappuccino seems more natural than a 3-in-1 instant coffee because of its visual
lightness (froth) and the well-defined tastes in its flavour variations (this coffee
tastes of vanilla, nut, etc.). For consumers concerned about the artificiality of cappuc-
cino coffee, a freeze-dried version could be offered.

Source: own (qualitative) study.
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The information in Table 5 shows that instant
cappuccino is very often perceived by respon-
dents as a dessert or an accompaniment to a
dessert. The choice of this coffee is also influ-
enced by its delicate taste and the multitude of
flavours available. Speed and ease of prepara-
tion are also important. At the same time, pre-
vious research shows that instant cappuccino is

increasingly perceived by consumers as a
cheap, unnatural, high-calorie, unhealthy prod-
uct, a ‘coffee-like’ drink rather than a real cof-
fee, similar to 3-in-1 instant coffee.

Table 6 presents the characteristics of the three
most important factors influencing the choice
of 3-in-1 instant coffee by Polish consumers.

Table 6. Main product-related factors influencing the choice and consumption

of 3-in-1 instant coffee in Poland

No. Factor

Description

1 Quick and conve-
nient to prepare

3-in-1 instant coffee consumers usually add hot water. Sometimes they add
cinnamon or extra milk. 3-in-1 coffee can be prepared ‘in a flash’, in all con-
ditions (including when travelling or camping), and there is no need to re-
member to have coffee additives at home: milk and sugar (the 3-in-1 coffee
consumers usually like sweet coffee with milk). 3-in-1 coffee is ‘mobile”; the
sachet can always be taken with you. Some 3-in-1 coffee consumers also
drink other coffees, including whole bean coffee, but use them only when
they have more time and all the ingredients at home.

2 Balanced taste -
good proportions
of ingredients

For its consumers, 3-in-1 coffee has the ideal proportions of ingredients:
coffee, milk and sugar. They can rely on it, it is predictable - they get the
same taste they like every time. One respondent mentioned that sometimes,
when his 3-in-1 coffee was not available where he usually shopped, he tried
to recreate the taste himself with instant coffee, milk and sugar, but was
generally unsuccessful.

3 Stimulating but
not too strong

For its consumers, 3-in-1 instant coffee is suitably strong in terms of taste
and caffeine content - it does not stimulate excessively and violently like
whole bean coffee because it contains milk and less caffeine, but it gives
them the energy they need to start the day and sustains it during work.

Source: own (qualitative) study.

The information in Table 6 shows that 3-in-1
instant coffee is chosen and consumed by res-
pondents mainly because of its balanced and
predictable taste - the fixed proportions of in-
gredients such as: coffee, milk and sugar. In the
opinion of the respondents, it is also the easiest
to prepare of the three coffee categories stu-
died.

When analysing the results of the BBD
study, it is also worth looking at the situations
in which the analysed coffee categories are
most often consumed by Polish consumers. The
results of the study in relation to whole bean
coffee are presented in Table 7.
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Table 7. Main situations in which whole-bean coffee is consumed

COFFEE CONSUMED IN THE MORNING TO START THE DAY

Situation

What coffee gives you

How coffee works

This is the coffee drunk at home in
the morning before breakfast, with
breakfast or just after breakfast. It
is often black coffee, but there is no
rule: some people add milk (for
example, frothed milk) and even
spices such as cinnamon.

Coffee ‘wakes you up’, i.e. it gives you
a physical and mental boost. It moti-
vates you to start the day and lifts
your mood.

The stimulation comes from the
caffeine, but also from the stimulat-
ing aroma and the distinctive taste of
the coffee (even when milk is added).
The ritual of making coffee itself also
has a stimulating role, as it is asso-
ciated with the invigorating effect of
morning coffee. In this situation, the
pleasure of drinking coffee is also
important - attention is paid to its
taste and aroma.

COFFEE CONSUMED TO STAY AWAKE DURING THE DAY/NIGHT

Situation

What coffee gives you

How coffee works

Working the night shift, driving late
at night, the need for intensive
mental work, often involving sitting
up late into the night, jet lag.

It keeps you physically and mentally
stimulated by preventing you from
falling asleep, yet allowing you to
work intensely for hours.

Coffee is supposed to be stimulating,
thanks to its caffeine, intense aroma
and distinctive taste. This is the only
situation in which drinking coffee is
not about pleasure.

COFFEE CONSUMED WHEN PLANNING THE DAY

Situation

What coffee gives you

How coffee works

This is the coffee drunk in the
morning, before starting work (a
sort of ‘calm before the storm’ of
duties). There is a little more time
than with coffee drunk for the
morning boost, so the coffee can be
more ‘personalised’. It is usually
drunk by the respondent alone, but
they may be accompanied by a
partner.

Coffee is used to calm down and relax
before a busy day, to plan the day and
to mentally prepare for work.

In this situation, the pleasure of
drinking coffee is very important - its
taste, aroma, appearance, additives
and the way it is served.

COFFEE CONSUMED DURING A BREAK AS A ‘MOMENT TO YOURSELF’

Situation

What coffee gives you

How coffee works

It is a break from work, either at
home, at work (even remotely in a
‘home office’) or after work. You
have more time, you can add your
favourite additives and you can
drink your coffee slowly, savouring
each sip.

Mental hygiene: momentary detach-
ment from reality, being alone with
yourself, ‘resetting’, gathering your
thoughts and returning to the world
with renewed mental energy. It also
gives a sense of taking care of your-
self - balancing time for others with
time for yourself.

It is a coffee to be savoured and pam-
pered: it is the taste, the aroma, the
appearance, the additives, the way it
is served and the packaging (which
emphasises the uniqueness of the
moment) that count.

COFFEE CONSUMED IN A SMALL GROUP (FOR EXAMPLE, DURING A

MEETING WITH LOVED ONES)

Situation

What coffee gives you

How coffee works

A meeting of a small group of close
people (friends, family) at home or
in a café. There is plenty of time and
you can prepare and drink the
coffee slowly, savouring the taste
and the conversation during the
meeting.

Coffee brings people together, streng-
thens bonds. It is a source of plea-
sure. Meeting in a café allows you to
enjoy coffee that is difficult to make
at home. Making coffee for guests
allows you to demonstrate your
expertise (barista at home) and boost
your self-esteem.

It is a coffee that can be savoured
(taste, aroma, way of serving, addi-
tives) and that can be made to stand
out (packaging and unique way of
serving: additives, tricks to create
interesting effects, bringing out fla-
vours are important).

Source: own (qualitative) study.
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The information in Table 7 shows that whole
bean coffee is most commonly consumed in

Poland:

— in the morning, to start the day, as a sti-

mulating drink;

day/night);

relaxation while planning the day.
Table 8 shows the results of the study in rela-
tion to instant cappuccino.
Table 8. Main situations in which instant cappuccino powder is consumed

at any time, as a drink to help maintain
concentration (to stay awake during the

in the morning before work, as a form of

COFFEE CONSUMED DURING A BREAK AS A ‘MOMENT TO YOURSELF’

Situation

What coffee gives you

How coffee works

An extended moment of relaxation
at home when no one is around (in
the morning, when the children are
asleep, after work). There is no
rush, the cappuccino is drunk slow-
ly, it can be savoured and accompa-
nied by something sweet.

Instant cappuccino allows you to
escape from the world for a moment,
to relax, to focus on yourself and your
sensory experience (the pleasure
associated with drinking a cappucci-
no, savouring it like a dessert).

All the senses are important - taste,
smell, touch, sight: creaminess, froth,
sweetness, creamy texture, original
flavours, but also the appearance of
the packaging - this moment is a
small luxury and the packaging
should be elegant (gold elements,
rich colours) and promise pleasure.

COFFEE CONSUMED DURING A WORK BREAK

Situation

What coffee gives you

How coffee works

A moment of rest at work or in the
home office, as many people work
remotely. There is not much time to
savour the taste.

Drinking an instant cappuccino gives
you a moment of detachment from
your duties, and thus refreshes your
mind (gives you a mental boost) and
allows you to be more productive
after the break. In addition, the cap-
puccino is sweet/sugary or drunk
with something sweet - this gives
physical energy, which also translates
into mental energy and better con-
centration at work.

Cappuccino is always associated with
pleasure, but in this situation the
aspects of indulgence, sensual plea-
sure and a moment of luxury are not
as prominent as in a ‘moment to
yourself’.

COFFEE CONSUMED IN A SMALL GROUP (FOR EXAMPLE, DURING A

MEETING WITH LOVED ONES)

Situation

What coffee gives you

How coffee works

Getting together in a relaxed, com-
pletely informal atmosphere with
those closest to you, such as an
evening with your partner or a
meeting with a friend. There is time
to drink slowly and savour the
coffee. The coffee is often accompa-
nied by dessert.

It allows you to relax and bond with
your loved ones.

There is time to savour the beverage,
so the sensory experiences of taste,
smell and texture are important. The
variety of flavours is important - you
can offer a guest a choice of flavours.
This is a special moment, so elegant
packaging (gold elements, rich co-
lours) and the pleasure it promises
are important.

COFFEE CONSUMED IN THE MORNING TO START THE DAY

Situation

What coffee gives you

How coffee works

Instant cappuccino drunk in the
morning with breakfast.

It provides energy as it is drunk with
food, often sweet. It is part of a per-
sonal ritual to start the day.

Cappuccino is always a pleasure, but
in this situation the aspects of sa-
vouring the taste, the froth and the
uniqueness of the moment, which
requires an elegant setting, are less
important than in a ‘moment for
oneself’.

Source: own (qualitative) study.
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The information in Table 8 shows that, unlike
whole bean coffee, instant cappuccino is most

— during a break at work;
— during a meeting with loved ones, social

commonly consumed in Poland: gatherings in a small group.

‘moment to yourself’;

in a break from domestic activities as a

Table 9 shows the results of the study in rela-

tion to 3-in-1 instant coffee.

Table 9. Main situations in which 3-in-1 instant coffee is consumed

COFFEE CONSUMED IN THE MORNING TO START THE DAY

Situation

What coffee gives you

How coffee works

Coffee drunk in the morning with
breakfast, at work or at home.
Often consumed in a hurry.

3-in-1 instant coffee stimulates both
physically and mentally, thanks to its
caffeine and sugar content, and also
because it is combined with breakfast.
Drinking this coffee is also a personal
ritual to get ready to start the day.

Coffee with the right amount of caffe-
ine (3-in-1 instant coffee users find
whole bean coffee too stimulating),
milk and sugar in a balanced propor-
tion. Handy packaging that can be
taken to work is also important.

COFFEE CONSUMED TO STAY AWAKE DURING THE DAY/NIGHT

Situation

What coffee gives you

How coffee works

Working at night, preparing to
leave for a business trip early in
the morning.

The 3-in-1 instant coffee keeps
you physically and mentally
stimulated.

Coffee with the right amount of caffeine (3-
in-1 instant coffee consumers find whole
bean coffee too stimulating). Convenient
packaging (handy sachets) is also important.

COFFEE CONSUMED DURING A WORK BREAK

Situation

What coffee gives you

How coffee works

A short regenerating break in the
office, at home or on a business
trip, when you feel tired, lack
energy and are unable to concen-
trate. In the summer, it can also
be enjoyed as a cold version, by
adding cold milk and ice cubes.

The 3-in-1 instant coffee provides a ‘quick
recharge’ - a physical and mental boost
thanks to caffeine and sugar. Because it is
consumed during a break, it allows you to
step away from work for a while, change
your perspective and refresh your mind. As a
result, you are more productive at work. In
addition to its caffeine and sugar content,

The key is the right amount of
caffeine (not too much) and
sugar, which is also stimulating.
It is also important that the
packaging is practical, so that
the 3-in-1 coffee can be taken to
work and prepared quickly.

cold coffee is also physically refr

eshing.

COFFEE CON

SUMED DURING A BREAK AS A ‘MOMENT TO YOURSELF’

Situation

What coffee gives you

How coffee works

A moment of relaxation at home
or at work (not when energy and
concentration are low). There is
no need to rush, you can enjoy
your coffee. On hot days, some
people like to make their 3-in-1
coffee cold, with extra milk and
ice cubes.

The 3-in-1 instant coffee allows
you to relax and pamper your-
self. If served cold with ice
cream, as a dessert, it increases
the pleasure even more.

The ideal proportions of coffee, milk and
sugar are important for a balanced and satis-
fying taste. The design of the packaging is
also important in this situation - the 3-in-1
coffee is not as enjoyable as a whole bean
coffee or cappuccino, but it is meant to be a
reward and a pleasure - the packaging
should allude to this.

COFFEE CONSUMED IN A SMALL GROUP (FOR EXAMPLE, DURING A MEETING WITH LOVED ONES)

Situation

What coffee gives you

How coffee works

Informal meeting with friends in
a relaxed atmosphere. There is
time to savour the coffee.

Coffee allows you to relax and
get closer to other people.

The ideal proportions of coffee, milk and
sugar are important for a balanced and satis-
fying taste. The design of the packaging is
also important in this situation, as attractive
packaging adds a touch of uniqueness to the
gathering.

Source: own (qualitative) study.
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The information in Table 9 shows that 3-in-1
instant coffee, like whole bean coffee, is most
commonly consumed in Poland:

— in the morning, to start the day, as a sti-
mulating drink,

— at any time, as a drink to help maintain
concentration (to stay awake during the
day/night),

— during a break at work.

The characteristics presented in relation to
the selected coffee categories were further
used by the authors of the article to comple-
ment the characteristics of the main coffee
market segments in Poland. These segments
were identified during the quantitative U&A
study on a sample of 951 coffee consumers
aged 18-65 using cluster analysis with SPSS
software.

Results of the quantitative studies

Consumer behaviour (in addition to consumer
demographics) should be a key criterion for
segmenting the coffee market in Poland. Mar-
ket segmentation based on consumer beha-
viour allows for a better understanding of con-
sumer needs, preferences and buying habits,
which in turn allows for more precise targeting
and the adaptation of product offerings and
marketing activities. On the coffee market, this

segmentation can take into account the fol-
lowing factors:

— Taste preferences - consumers may pre-
fer different types of coffee, such as Ara-
bica, Robusta or flavoured coffees.

— Coffee quality - consumers may be inter-
ested in premium coffee made from high
quality beans, while others may be look-
ing for more affordable options.

— Coffee origin - some consumers prefer
coffee from specific regions, such as
South America, Africa or Asia.

— Method of preparation - segmentation
can also include preferences for how cof-
fee is prepared, e.g. espresso machine,
coffee machine or coffee capsules.

— Lifestyle - consumers can be divided by
lifestyle, such as takeaway coffee lovers,
café enthusiasts or those who value tra-
ditional home preparation.

With this in mind, a quantitative study was
conducted in parallel with the qualitative study
on a nationwide sample of 951 coffee consum-
ers in Poland. The results of the study allowed
the identification of the main coffee segments
on the coffee market in Poland, such as: “Social
Gourmets”, “Practicals”, “Ordinaries”, “Pleasure
Hunters” and “Energy Accumulators”, and to
estimate their percentage share of the total
coffee market (Table 10).
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Table 10. Characteristics of coffee market segments in Poland

Segment
name

Estimated
share on
the coffee
market in
Poland

Segment characteristics

Social Gourmets

29.23%

A predominantly female segment, with an over-representation of people
aged 25-34 and 45-54. They are well educated and well off. They are looking
for stimulation and pleasure - they drink coffee during the day. Drinking
coffee is a social ritual for them. This is a group with a strong appreciation of
whole bean coffee and, although they also reach for other coffee categories,
they consider them inferior. They occasionally use 3-in-1 coffee and cappuc-
cino powder when they feel like it. Instant cappuccino is also a dessert alter-
native for them. They value quality coffee, but make their purchases rational-
ly, paying attention to price and looking for special offers. They like to buy
whole bean coffee online, mostly through shopping platforms such as Alle-
gro.

Practicals

24.61%

Male segment, with an over-representation of people aged 45+. Its repre-
sentatives are more likely than others to live in rural areas, to have primary
or vocational education and to work as skilled workers. They prefer whole
bean coffee, but also consume, for example, instant cappuccino, which they
perceive as a coffee for special occasions. They have a functional approach to
coffee. For them, coffee is a multi-functional beverage - a means of calming
down, a small indulgence to start the day off right, but also a healthy drink to
quench thirst and aid digestion. They like to drink coffee with their meals.
They consume ground coffee in the morning and whole bean coffee in the
evening.

Ordinaries

20.19%

A segment that treats coffee as part of their daily routine. They mostly drink
natural coffee and are less likely to use other types of coffee. They are satis-
fied with ordinary coffee, which is available in their shop at a good price. The
segment is evenly balanced in terms of gender. Almost half of them are aged
between 55 and 65. Their children have already left home - empty nests.
This is the least educated segment with an average financial situation. They
are the most likely to buy their coffee in discount stores, hypermarkets and
supermarkets.

Pleasure

Hunters

17.88%

Active people who enjoy drinking different types of coffee. This segment
consists mainly of women and people aged 25-44. They are well-educated
and working persons, often combining professional duties with parenthood.
Coffee allows them to enjoy a little pleasure during the day. It is a moment to
stop and take care of themselves. Outside the home, coffee accompanies
them in their various activities - most often at work. They also like to drink
3-in-1 instant coffee and cappuccino.

Energy
Accumulators

8.10%

Strongly male segment, with an over-representation of people aged 18-34.
People in this segment like to drink natural coffee, whole bean and ground,
while they are less likely to use 3-in-1 instant coffee and cappuccino powder.
Coffee is a natural energiser for them, allowing them to stimulate themselves
in the morning and boost their energy during physical exertion. When choos-
ing a coffee, they are guided not only by its taste but also by its strength.

Source: own (quantitative) study.
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The information in Table 10 shows that for
those in the first identified segment, 'Social
Gourmets’, coffee is a means of providing ener-
gy during the day. However, they are not ad-
dicted to coffee, they drink it when they feel
like it. It is a moment of pleasure and an oppor-
tunity to talk and strengthen bonds with the
people who are important to them. People in
this group are mainly women:

— aged 25-34 and 45-54,

— with secondary and higher education,

— married, living in 2-4 person households
(in this respect they do not differ from
the general consumer population),

— earning between PLN 3,000 and PLN
10,000 (evenly distributed among co-
horts of PLN 3,000-5,000; 5,000-7,000;
7,000-10,000). These are mostly people

who rate their financial situation as good,
with the ability to set aside money for
unexpected expenses, or as average,

— having a permanent job (7 out of 10 pe-
ople in this segment have a permanent
job). More often than in the other seg-
ments, we find here professionals with
higher education - freelancers - and less
often skilled workers,

— almost 10% of them are students.

Table 11 provides detailed characteristics of
the ‘Social Gourmet’ segment, taking into ac-
count the key behaviours of people in this seg-
ment at the stage of choosing, buying and con-
suming coffee in relation to whole bean (natu-
ral) coffee and the processed coffee categories
- cappuccino powder and 3-in-1 instant coffee.

Table 11. Selected characteristics related to the ‘Social Gourmets’ segment

SELECTED CHARACTERISTICS OF THE SEGMENT

tion

Natural coffee category
(including whole bean coffee)

Specifica-

Processed coffee category
(including instant cappuccino
and 3-in-1 coffee)

Choosing
coffee

the point of sale, looking for the best deal.

— The most important factor in choosing a whole
bean coffee is the right price and availability on
special offer. Consumers are less attracted to ‘ex-
pert’ factors such as the degree of roasting or the
origin of the beans. Although taste is important to
people in this segment, they behave rationally at

— When choosing a 3-in-1 coffee, the most important
factors are: in-store availability, the right price, fol-
lowed by intensity and availability on special offer.

— In the cappuccino category, the most important
selection factors are in-store availability, availabili-
ty of the favourite flavour, the right price and avail-
ability on special offer.
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Table 11. Continued

Buying coffee

— The ‘Social Gourmets’ are more likely to buy whole

bean coffee online - almost 35% of this segment do
so. They are the most likely to buy through shop-
ping platforms such as Allegro or Amazon, although
they also like to buy from specialist online coffee
shops. As in other segments, the main channel of
purchase remains the physical shop. Almost 80%
buy whole bean coffee there. Discount stores (80%)
are the most frequently indicated physical place to
buy whole bean coffee across all segments. They
buy most often once a month.

Ground coffee is most often bought in a physical
shop, with 96% of this segment doing so. As many
as 80% of those who buy this type of coffee do so in
discount stores. More than half of them buy ground
coffee once every 2-3 weeks or once a month.

— 3-in-1 coffee and cappuccino powder are categories

that are less popular with the ‘Social Gourmets’, so
they buy them less frequently than whole bean cof-
fee. One in four of the segment’s 3-in-1 coffee
drinkers buy coffee once every three months or
less. They buy instant cappuccino at a similar
frequency.

Both types of coffee are most likely to be bought in
a physical outlet, mostly at discount stores.

Consuming coffee

The ‘Social Gourmets’ are the most likely to choose
natural coffees. Whole bean coffee is consumed by
63% and ground coffee by 68%. Consumption of
whole bean coffee is at the same level as for the
general population of coffee consumers studied.
They most often drink whole bean coffee every day,
but less often than the other segments.

Whole bean coffee is a high quality coffee category
for them, close to the quality of coffee in a café. It is
also distinguished by its aroma. They also perceive
whole bean coffee as the real strong coffee.

For the ‘Social Gourmets’, natural coffee is a source
of energy during the day. They reach for it during
breaks at work - it improves their mood and is a
source of pleasure. The most common occasion for
drinking natural coffee is at social gatherings - both
at home and away from home.

Their most favourable brand of whole bean coffee
is Lavazza (57%) for its high quality, intense taste
and aroma. They are also more likely to drink Costa
coffee (20%) than coffee consumers in general.
They most often choose Tchibo ground -coffee
(55%), mainly because of the good price, habit and
special offers. A similar percentage choose Jacobs
(52%) for its taste and aroma.

The ‘Social gourmets’ consume 3-in-1 instant coffee
and cappuccino powder, but these types of coffee
are less likely to be consumed than whole bean cof-
fee. In the last three months, the above-mentioned
coffee categories were consumed by around 25% of
people in this segment. Just over 50% of the people
in this segment had tried them in the past but did
not drink them regularly.

For this segment, 3-in-1 coffee and instant cappuc-
cino are more like coffee drinks than coffee -
processed drinks, but mild in taste and gentle in ef-
fect. According to the respondents, these coffees
are suitable for seniors and young people.

The ‘Social gourmets’ turn to these coffee catego-
ries when they feel like drinking coffee with a par-
ticular flavour. They also drink 3-in-1 coffees more
often to boost their energy during the day and to
have some time to themselves. On the other hand,
instant cappuccino is an alternative to dessert. In
this segment, 3-in-1 coffees are most often con-
sumed during a long relaxation or short break,
while cappuccinos are used for special occasions
and when visiting someone at home.

The most popular brand of 3-in-1 instant coffee in
this segment is Nescafe, chosen by over 69% of the
segment.

The most popular brand of instant cappuccino in
Poland is Mokate, chosen by almost 67% of the ‘So-
cial Gourmets’ who drink cappuccino. This is much
higher than in other segments.

Source: own (quantitative) study.
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The information in Table 11 shows that the
‘Practicals’ is a market segment where con-
sumption of natural coffee (especially ground
coffee) is predominant. They have a functional
approach to coffee. For people in this segment,
coffee is a multi-functional drink that helps to
put them in a good mood, but it is also good for
their health, quenches their thirst, warms them
up and calms them down. People in this seg-
ment are mainly men:
— aged 45-65,
— with primary or secondary education,
— living in rural areas (more than 48% - the
highest of the segments analysed),
— married/partnered - mostly 2-3 person
families, less often with young children

(aged 0-4), more often with older child-
ren aged 15-18,

assessing their financial situation as av-
erage (less likely than other segments to
be able to set aside small amounts of
money for unforeseen expenses). Their
household income is most often in the
range of PLN 3,000-5,000 and PLN 5,000-
7,000,

almost 2/3 of people in this segment
have a permanent job, mostly as a skilled
worker. One in five is already retired or
on a benefit pension.

Detailed characteristics of the ‘Practicals’ seg-
ment are shown in Table 12.

Table 12. Selected characteristics related to the ‘Practicals’ segment

SELECTED CHARACTERISTICS OF THE SEGMENT

tion

Natural coffee category
(including whole bean coffee)

Specifica-

Processed coffee category
(including instant cappuccino
and 3-in-1 coffee)

— The most important factors in choosing natural

— When choosing a 3-in-1 instant coffee, the most

Choosing coffee

coffees (including, in particular, whole bean cof-
fee) for this segment are related to the taste and
strength of the coffee. Coffee intensity, aroma and
taste were identified as the most important fac-
tors.

important factors are the well-known brand and
the intensity of the coffee. Compared to other seg-
ments, recommendations from friends play a great-
er role. When choosing an instant cappuccino, the
‘Practicals’ are most concerned with the variety of
flavours and the right ratio of ingredients. They are
more likely than others to look for cappuccinos
with added magnesium and in disposable sachets.
Celebrities, bloggers and influencers have a strong
influence on the purchasing decisions of people in
this segment.
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Table 12. Continued

Buying coffee

— The ‘Practicals’ are the most likely to buy whole

bean coffee in physical shops - almost 81% do so.
This type of coffee is bought online by almost 27% of
people in the segment. This type of coffee is much
less likely to be bought in discount stores, although
this is still the most popular type of physical store,
with almost 60% of people in this segment buying
coffee there. This segment is the most likely to buy
whole bean coffee in smaller delicatessen shops.
People in this segment who buy whole bean coffee
online mostly do so through shopping platforms
such as Allegro or Amazon, while they are signifi-
cantly less likely than other segments to buy this
type of coffee from specialist online shops.

Almost 88% of people in the segment buy ground
coffee in physical shops - the lowest of all segments.
However, they are much more likely to buy this type
of coffee from online shops, with one in five doing so.
They are less likely than others to buy coffee in dis-
count stores and supermarkets, but these remain the
most important places to buy. Online, like other cof-
fee consumers, they buy ground coffee most often
through shopping platforms. Both categories of nat-
ural coffee are most often bought once every 2-3
weeks or once a month.

— The ‘Practicals’ are the most likely of all seg-
ments to buy 3-in-1 instant coffee and cappucci-
no powder online. Respectively, 33% and 23% of
consumers in this coffee category do so. Al-
though they are significantly less likely to buy
these types of coffee in physical shops, it is also
the most popular channel for this segment. Al-
most 74% of 3-in-1 coffee consumers buy this
type of coffee in physical shops. For instant
cappuccino, the figure is 81%.

— In terms of physical outlets, more than 2/3 of
people in this segment buy 3-in-1 coffee in dis-
count stores (68%), followed by delicatessen
shops (35%). In this segment, instant cappuccino
is most frequently bought in discount stores, but
this is a significantly lower percentage than the
general population of coffee consumers (57%, -
17 p.p. compared to the whole group).

— Online, both 3-in-1 coffee and instant cappuccino
are most commonly bought through shopping
platforms, with 61% and 77 %, respectively.

— Cappuccino powder is bought once a month
(20% of people in this segment) or once every 2-
3 weeks. 3-in-1 coffee is bought slightly more
frequently. Almost 24% buy this type of coffee
once a week and another 24% every 2-3 weeks.

Consuming coffee

The ‘Practicals’ are the most likely to drink ground
coffee (74%). Whole bean coffee is consumed by
59% of this segment.

Whole bean coffee is drunk once a day or more often
by more than 40% of people in this segment, while
ground coffee - by 56%. In this segment, we observe
significantly more people who drink ground coffee
four times a day or more often (12%, +5 p.p. com-
pared the general population of coffee consumers).
The ‘Practicals’ have a special appreciation for natu-
ral coffee - they are more likely than others to de-
scribe it as mild in taste and effect, but also as a sign
of a higher standard of living.

Natural coffees meet many practical needs - they are
drunk to start the day off right, for relaxation, health
and enjoyment, and to wash down a meal. They also
use ground coffee to warm themselves up, refresh
and quench their thirst. They are the most likely to
consume natural coffees with meals: ground coffee
with breakfast and dinner, and whole bean coffee
with supper. They most often choose Jacobs whole
bean and ground coffee for its intense, rich aroma
and high quality, and less often Lavazza in beans be-
cause it is too expensive for them. People in this
segment like ground coffee such as Tchibo, MK Cafe
or Prima.

— 3-in-1 instant coffee and cappuccino powder are
consumed by 25% and 26% of the segment, re-
spectively. 13% of people in this segment drink
coffee from each of these categories once a day
or more often. In fact, there are more people in
this segment who have never tried these types of
coffee.

— The ‘Practicals’ is the only segment that perce-
ives 3-in-1 coffee and instant cappuccino as close
to coffee from a café in terms of quality. Both al-
so evoke associations with a higher standard of
living.

— The ‘Practicals’ very often choose 3-in-1 coffee
and instant cappuccino instead of dessert. They
also consume cappuccino for the company and to
fill the stomach. Both coffee categories are more
likely to be consumed with breakfast and dinner
than in other segments.

— The most popular 3-in-1 coffee brand in this
segment is Nescafe (45%). Among instant
cappuccinos, the most popular brand is Mokate
(38%).

Source: own (quantitative) study.
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Coffee consumers in the next identified seg-
ment, the ‘Ordinaries’, most often drink coffee
out of habit and routine. For them, coffee is a
source of stimulation. However, unlike other
segments of the coffee market in Poland, the
association with relaxation is less strong. Peo-
ple in this segment are:

— both men and women (the segment is
gender balanced),

— most are aged 55-65 - they account for
44% of the segment (almost twice the
proportion of the total population of cof-
fee consumers in Poland). The segment is
also over-represented by people aged 35-
44, On the other hand, there are far fewer
people under the age of 34,

— residents of both large cities and small
towns, as well as rural areas - in terms of
place of residence, the distribution does
not differ from the general population,

— mostly with vocational education - the
‘Ordinaries’ is the least educated seg-
ment,

— mostly married (although there are more
divorced or widowed here), living in 2-
or 3-person households. They are signifi-
cantly more likely than other segments to
have no children under the age of 26,

— whose household income is most often in
the range of PLN 3,000-5,000 and PLN
5,000-7,000. They do not differ from the
general population of coffee consumers
in Poland. It is a segment that describes
its financial situation as average or good,

— most often working as skilled workers or
white-collar workers. This group also has
the highest proportion of retirees/ pen-
sioners (28%) and the lowest proportion
of people with a permanent job (55%).

Detailed
segment are shown in Table 13.

characteristics of the ‘Ordinaries’

Table 13. Selected characteristics related to the ‘Ordinaries’ segment

SELECTED CHARACTERISTICS OF THE SEGMENT

tion

Natural coffee category
(including whole bean coffee)

Specifica-

Processed coffee category
(including instant cappuccino
and 3-in-1 coffee)

— For consumers in this segment, the most important factors

Due to the low level of purchases, it is not

possible to provide precise characteristics
of their choices made in relation to these
coffee categories.

in choosing natural coffee (mainly ground) are the price
range and availability where they usually shop. Represent-
atives of this segment gave these answers the highest im-
portance of all the market segments identified. They
ranked factors such as country of origin or brand of coffee
producer significantly lower. Social proof - recommenda-
tions from friends or coffee experts - was also less impor-
tant to them.

— For whole bean coffee, the most important selection factor
for coffee consumers in the ‘Ordinaries’ segment was the
intensity of the coffee (taste, aroma). They also gave signifi-
cantly higher importance to the following factors: price
range, pack size, taste profile, in-store availability, degree
of roasting of the coffee beans, well-known brand. They
were more willing than others to consume 100% Arabica
coffees.

Choosing coffee

Coffee & Tea Marketing Journal, Vol. 1, No. 1 (2024) 77



Table 13. Continued

Buying coffee

The ‘Ordinaries’ are the most likely of all segments
to buy whole bean coffee once a month, with 43% of
them doing so. Almost 82% buy this type of coffee in
a physical shop and 29% buy it online. The ‘Ordina-
ries’ are also the most likely (compared to other
identified segments) to buy whole bean coffee in
discount stores. They are less likely than others to
buy coffee in specialist shops, petrol stations and
electronics shops.

2/3 of the segment buy natural coffee once a month
or once every 2-3 weeks. The ‘Ordinaries’ segment is
characterised by the highest percentage of people
who buy ground coffee in a physical shop - 97%. Al-
most 81% of people in this segment buy coffee in
discount stores - this is the highest figure shared
with the ‘Social Gourmets'.

— People in the ‘Ordinaries’ segment rarely choose
coffee other than natural. When they do, they
make their purchases in physical stores (100%)
and only sometimes buy these coffee categories
online. In both cases, discount stores are the
most popular, followed closely by small local
shops.

Consuming coffee

The ‘Ordinaries’ are the most likely to drink ground
coffee. It is consumed by 69% of this segment. Other
types of coffee are consumed by a significantly lower
percentage compared to other segments, with whole
bean coffee being consumed by 52%.

Those in this segment consume ground -coffee
slightly more frequently than others, with almost
30% drinking it 2-3 times a day or more. Whole
bean coffee drinkers consume coffee with a similar
frequency to the general population of coffee con-
sumers in Poland (2-3 times a day or more - 22%).
For people in this market segment, whole bean cof-
fee represents high quality, real and fresh coffee.

The ‘Ordinaries’ drink natural coffee most often to
wake up and as part of their daily routine.
Consumers in this segment are the most likely to
drink Lavazza, Jacobs, Tchibo, MK Cafe and Dallmayr
natural coffees, but they do not stand out regarding
the intensity of drinking any of these brands. Among
the ground coffees available on the Polish market,
they also choose the Woseba and Prima brands.

— People in the ‘Ordinaries’ segment are the least
likely to buy 3-in-1 instant coffee (11%) and
cappuccino powder (10%). Due to the low level
of purchases, it is not possible to provide precise
characteristics of the consumption for these cof-
fee categories.

Source: own (quantitative) study.

People in the next segment - ‘Pleasure Hunters’
- most often drink coffee to start the day off
right and to put themselves in a good mood.
Coffee is a source of morning energy for people
in this segment, but they are very different
from other segments in that coffee is a moment
to themselves where they can savour the taste.
This segment is also significantly more likely to
report consuming all types of coffee - from
whole bean to 3-in-1 instant coffee and cappuc-
cino powder. The vast majority of these coffee

consumers are women (59%), with the fol-
lowing demographics:

— aged 25-44 - 72% (those aged 45+ are
the smallest group of all segments),

— with higher education (39%) - a total of
82% of people in this segment have sec-
ondary or higher education,

— with children (72% of all people in this
segment) - compared to the general pop-
ulation of coffee consumers in Poland,
there are significantly more parents of

78 Coffee & Tea Market Research Institute



children aged 0-14 in this segment.
People in this segment mostly live in fam-
ilies of 3-4 people, married/partnered,

with a permanent job (77%). Overall,
more than 85% of this group are eco-
nomically active (either in a permanent
or casual job). People in this segment are
the most likely to be employed in white-

collar jobs, as middle and senior manag-

ers. One in five people in this segment is a
skilled worker,

— people who have an average or good as-

sessment of their own financial situation,
the household income of people in this
segment is most often in the range of PLN
5,000-7,000, PLN 7,000-10,000 and over
PLN 10,000.

Detailed characteristics of the ‘Pleasure Hunt-

ers’ segment are shown in Table 14.

Table 14. Selected characteristics related to the ‘Pleasure Hunters’ segment

Specifica-

tion

SELECTED CHARACTERISTICS OF THE SEGMENT

Natural coffee category
(including whole bean coffee)

Processed coffee category
(including instant cappuccino
and 3-in-1 coffee)

Choosing coffee

— For this segment, as for coffee drinkers in general,

the most important selection factors are the inten-
sity of the coffee’s taste and aroma, price range and
availability on special offer.

For whole bean coffees, the following selection
factors are slightly more important for this seg-
ment: recommendation of coffee for the coffee ma-
chine owned, recommendation by friends, recom-
mendation by celebrities, bloggers and visually ap-
pealing packaging.

— For instant cappuccino, price is less important,

while recommendation by celebrities, influencers,
attractive packaging and the availability of single
sachets are more important.

Buying coffee

In the case of the ‘Pleasure Hunters’, as in other
segments - whole bean coffee is mainly bought in
physical shops (78%). The most common outlets
are discount stores, hypermarkets and supermar-
kets. The ‘Pleasure Hunters’ are slightly more likely
to buy whole bean coffee online - almost 36% of
people in this segment do so. Online shopping is
most likely to be done through shopping platforms
such as Allegro or Amazon, rather than specialist
coffee shops. The ‘Pleasure Hunters’ are the most
likely to buy coffee once a month (28%).

People in this segment are the most likely to buy
ground coffee in physical shops - almost 91% do
so. This does not differ from the general characte-
ristics of all coffee consumers studied in Poland.
These purchases are mainly made in discount
stores and large-format stores (supermarkets and
hypermarkets). Almost half of the people in this
segment buy ground coffee once every 2-3 weeks
or once a month.

3-in-1 instant coffee and cappuccino powder are
most commonly bought in physical shops (93% and
91%, respectively). Discount stores are the main
channel of purchase. About 1/3 of people buy cof-
fee of the above- mentioned category in supermar-
kets and hypermarkets, and also in smaller shops
such as Spotem, Delikatesy, ABC, Zabka.
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Table 14. Continued

Consuming coffee

— The ‘Pleasure Hunters’ most often drink natural

coffees. Whole bean coffee is consumed by over 78%
and ground coffee by almost 81%. This is a signifi-
cantly higher percentage than among the general
population of coffee consumers studied.

In this segment, whole bean coffee is drunk more
often than among coffee drinkers in general. Almost
1/3 of people in this segment drink it 2-3 times a day
or more often. Ground coffees is consumed with a
frequency similar to that of the general population of
coffee consumers in Poland.

At home, whole bean coffee is most often consumed
in the morning to start the day. It is drunk on this oc-
casion by 58% of this segment. This is significantly
higher percentage than for coffee consumers in gen-
eral. Outside the home, a significantly higher propor-
tion than the other segments consume whole bean
coffee at work (57%), as well as in a café/restaurant
(57%), while travelling (36%) and during outdoor
activities such as walking (18%).

The ‘Pleasure Hunters’ are characterised by a higher
percentage of ground coffee drinkers than the other
segments, both at home to start the day (57%) and at
work, where this type of coffee is drunk by 2/3 of
this group (by far the highest of any segment).

When it comes to whole bean coffee, this segment,
like coffee consumers in general, is the most likely to
use Jacobs and Lavazza (45% each). On the other
hand, they are much more likely to consume Dall-
mayr, Segafredo and Starbucks coffees.

— The ‘Pleasure Hunters’ are the segment with the
highest percentage of people who say they drink
3-in-1 instant coffee and cappuccino powder. In
the last 3 months, 46% and 44% of people in this
segment, respectively, have reached for them.
This is by far the highest of the groups analysed.

— Compared to others, this segment is the most
likely to drink 3-in-1 coffee and instant cappucci-
no - almost 20% consume these coffee categories
once a day or more.

— 3-in-1 coffee drinkers are significantly more likely
than the general population of coffee consumers
to drink this type of coffee at work (51%), when
taking a break and having a moment to them-
selves, and when travelling (27%).

— The most commonly consumed 3-in-1 coffee
brands are Nescafe, Mokate and Jacobs. Their
usage is close to the level characteristic of the
general population of coffee mix drinkers.

— Instant cappuccino is also consumed more often
at work (42%) than in the other segments. The
main reason for drinking it is to have a moment
for oneself. More often than among coffee con-
sumers in general, coffee is seen as an alternative
to dessert.

— In the past year, this segment, like the general
population of instant cappuccino drinkers, con-
sumed Mokate (61%), Nescafe (41%) and Jacobs
(34%) coffees most frequently.

Source: own (quantitative) study.

For the last of the identified coffee market seg-
ments in Poland, ‘Energy Accumulators’, coffee
is mainly an energy shot. People in this seg-
ment consume it to wake up and to boost ener-
gy during and after physical exertion. Coffee
allows them to improve their mood and regain
mental clarity. This is a segment with a clear
over-representation of men. These are mainly
people with the following characteristics:

— aged 18-34 (47%). There are also signifi-
cantly more people aged 25-34 in this
group, almost 1/3,

— with the lowest percentage of married
people. They are the most likely to live in
2-3 person households. Singles are also
much more likely to be found here,

— most often with a permanent job. There
are also slightly more students. The ma-
jority of this segment are people with a
higher or secondary education. White-
collar and trade and service workers are
more common here than in the other
segments,

— this group has the highest number of
people who describe their financial situa-
tion as average. They are more likely
than others to report a net household in-
come in the range of PLN 3,000-5,000.

More detailed characteristics of the ‘Energy
Accumulators’ segment are shown in Table 15.
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Table 15. Selected characteristics related to the ‘Energy Accumulators’ segment

Specifica-

tion

SELECTED CHARACTERISTICS OF THE SEGMENT

Natural coffee category
(including whole bean coffee)

Processed coffee category
(including instant cappuccino
and 3-in-1 coffee)

Choosing coffee

— For them, the most important factors when choos-

ing whole bean coffee are caffeine content, intensi-
ty of taste and aroma, and price range.

In the case of ground coffee, the most important
selection factor for representatives of this segment
is the intensity (taste and aroma) and strength of
the coffee (the latter factor was significantly more
important for them than for coffee consumers in
general). The price range and availability where
they shop are also important factors.

Due to the small size of the segment, it is not possi-
ble to give precise characteristics of consumer
choice in these coffee categories.

Buying coffee

The ‘Energy Accumulators’ mainly buy whole bean
coffee in physical shops, although one in five buy
whole bean coffee online. Physical shoppers are the
most likely to buy whole bean coffee in discount
stores, while online they buy through shopping
platforms such as Allegro or Amazon. Almost 42%
of representatives of this segment buy this type of
coffee once a month.

Ground coffee is most often bought in a physical
shop, with almost 93% of this segment doing so.
They buy it most often in discount stores. This type
of coffee is most often bought once a month or once
every 2-3 weeks.

3-in-1 instant coffee is usually bought once every 2
months, as is cappuccino powder.

3-in-1 instant coffee is most often bought in physi-
cal shops. Discount stores are the most common
place to buy, although the ‘Energy Accumulators’
buy there less frequently than other segments.
Compared to others, this segment is more likely to
buy this type of coffee in smaller shops such as de-
licatessens.

Instant cappuccino is also bought by ‘Energy Accu-
mulators’ mainly in physical shops. The ‘Energy Ac-
cumulators’ buy it in discount stores - this segment
is the most likely to choose this type of outlet to
buy an instant cappuccino.

Consuming coffee

The ‘Energy Accumulators’ are the most likely to
consume ground coffee, followed closely by whole
bean coffee and instant coffee. Half of this segment
drink natural coffee once a day and more often.
Their perception of natural coffee is similar to that
of the general population of coffee consumers -
they see whole bean coffee as high quality, aromat-
ic and fresh. They are characterised by their per-
ception that whole bean coffee has a mild effect.

For them, natural coffee is an energy booster - they
drink it in the morning to wake up and during
physical exertion. Coffee also accompanies them at
social gatherings. They are much less likely to drink
coffee for breakfast than the other segments.

They most often choose Jacobs whole bean coffee
for its intense aroma and, in their opinion, high
quality. They consume MK Cafe whole bean coffee
more often than the other segments. They value it
for its taste, although a significant percentage drink
it out of habit.

Their most popular whole bean coffee brand is
Jacobs. They value it for its rich/intense taste and
aroma, and also say that it is the coffee that stimu-
lates them the most.

The ‘Energy Accumulators’ do not deviate from the
average consumption pattern of 3-in-1 instant cof-
fee and cappuccino powder.

Due to the small size of the segment, it is not possi-
ble to provide precise consumption characteristics
for these coffee categories.

Source: own (quantitative) study.
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The presented results of the quantitative study
and the presented characteristics of the coffee
market segments in Poland can be a solid basis
for an effective marketing strategy of coffee
producers and distributors operating in Poland,
as it will allow them to fine-tune products, mar-

Discussion and conclusions

The analysis of the literature, as well as the
available research reports, clearly shows that
the coffee market is dominated by pro-con-
sumer behaviour among the majority of Poles
(Maciejewski, Mokrysz, Wréblewski, 2018;
2019; 2020; Zalega, 2011; Zakrzewska, 2022).
They are characterised by a strong attachment
to traditional coffee categories - especially
ground coffee and instant coffee, which are
most commonly consumed at home (Macie-
jewski, Mokrysz, Wréblewski, 2020). At the
same time, there is a growing number of con-
sumers who want to prepare a cup of coffee at
home which is no worse than that served in
cafés - product innovation is becoming increa-
singly important (Maciejewski, 2015; 2016). At
the root of this new consumption are, on the
one hand, new, previously inexperienced needs
(new types, tastes or ways of serving coffee)
and, on the other hand, new, until recently un-
known objects used to satisfy these needs (for
example, modern, highly advanced equipment
for preparing coffee or coffee drinks at home).
Easy access to goods and services, their unli-
mited quantity and the rising standard of living
of the population have resulted in an increase
in coffee consumption in Polish households,
which, in turn, is reflected in the growing num-
ber of coffee producers and distributors in Pol-
and.

keting campaigns, distribution channels and
other activities to the specific needs and expec-
tations of different consumer groups, which
should
tisfaction, loyalty and sales.

result in increased customer sa-

Comparing the results of the research pre-
sented in the article with previous findings by
other researchers, it can be said that the coffee
market in Poland is developing dynamically.
Changes in the coffee market share by segment
and the directions of these changes are shaped
by a variety of factors, including changing con-
sumer preferences and behaviour, technologi-
cal innovation and global trends (Yllescas et al.,
2022). According to the authors, the main di-
rections of development in the coffee market in
Poland include:

— Further growth in consumption: Poles
are drinking more and more coffee,
which is reflected in the increase in cof-
fee consumption per capita. Both the
number of cafés and the number of ta-
keaway coffee outlets are increasing,
which is further evidence of the beve-
rage’s growing popularity. Interestingly,
the increase in coffee consumption in
Poland was significantly influenced by
the COVID-19 pandemic. The closure of
cafés and restrictions on catering opera-
tions have led to an increase in coffee
consumption at home. As a result, retail
and online coffee sales have increased
significantly (Coffee consumption: the
evolution of consumer habits in the face
of the Covid-19 pandemic).
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— Growing diversity of preferences: Polish

consumers have very different prefe-
rences when it comes to the category of
coffee they consume. As the research re-
sults presented show, both traditional
methods of coffee preparation (whole
bean, ground or instant) and modern so-
lutions such as capsules, pods and es-
presso machines are still very popular.

Growing interest in higher quality coffee:
the so-called ‘specialty’ coffee, i.e. high-
quality coffee that has been carefully
grown, harvested and processed, is grow-
ing in importance. The growth of inde-
pendent cafés and coffee roasters offer-
ing coffee from small, sustainable planta-
tions is also contributing to this trend.
The growing importance of ‘specialty’
coffee is also highlighted by a five-year
study conducted in South America. Using
the theoretical framework of Con-
structivist Market Studies (CMS), Leme,
Maciel and Souza (2024) indicated the
development of the speciality coffee
market in Brazil. This is also confirmed
by the study conducted in Indonesia by
Pratam, Dewi and Artini (2020). These
researchers highlighted the growing in-
terest in quality coffee in this country,
particularly among well-educated men.

A growing ‘café culture’: the market for
cafés, both chain cafés (e.g. Starbucks,
Costa Coffee) and local, independent
cafés, is growing rapidly in Poland
(Wroéblewski, Mokrysz, 2017; 2018). This
may be indicative of a growing culture of
coffee drinking outside of the of home,
and a greater interest in quality coffee.
Cafés are becoming places for socialising,
working and relaxing. Consumers are in-

creasingly looking for unique coffee ex-
periences, which, in turn, drives cafés to
offer a variety of coffee drinks and inno-
vative brewing methods (Coffee tradi-
tions in Poland and the world).

Increased environmental and social
awareness (sustainable development):
coffee certifications such as Fair Trade or
Rainforest Alliance, which ensure that
coffee is produced ethically and sustain-
ably, are becoming increasingly popular
in Poland. There is also a growing inter-
est in environmentally friendly packaging
and sustainable practices throughout the
coffee supply chain. This is also con-
firmed by the previous findings of the au-
thors of this article. Research conducted
by Maciejewski, Mokrysz and Wréblews-
ki in 2018 confirms the high importance
of sustainable values in the purchasing
decisions of coffee consumers. Their
study identified segments of coffee con-
sumers for whom values such as envi-
ronmental protection, ethical producer
behaviour and Fair Trade are important
when buying coffee (Maciejewski, Mo-
krysz, Wroblewski, 2019). This is also
consistent with the findings of re-
searchers from Italy and New Zealand
who conducted studies in relation to de-
veloping countries. Catturani, Nocella,
Romano and Stefani (2008) studied the
impact of globalisation on the coffee
market and proposed the Fair Trade pol-
icy as a strategy for small coffee produc-
ers. Fair Trade is presented as a way to
decommodify coffee through ethical
product differentiation, which can lead to
better trading conditions for producers
in developing countries.
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— Development of new technologies: the

coffee market in Poland is benefiting
from technological innovations, which
are also changing consumer behaviour on
the market (e.g. the development of new
brewing methods such as cold brew, ni-
tro coffee, the introduction of smart cof-
fee machines and mobile applications for
ordering coffee). Consumers in Poland
are increasingly investing in modern
brewing equipment such as espresso ma-
chines, aeropresses and chemexes, which
allow them to prepare coffee of café qual-
ity at home. The findings by the authors
are consistent with those of researchers
who have conducted segmentation stu-
dies of other domestic coffee markets.
Teresa de Noronha Vaz and Lucia de Pau-
la Urban (2011) analysed the organisa-
tional aspects of coffee market develop-
ment in Brazil. Their research shows that
innovation, coffee market segmentation
and product differentiation on this mar-
ket are key to the competitiveness of cof-
fee producers and distributors not only
on the domestic market, but also interna-
tionally.

Increased coffee knowledge (education
and awareness): there is a growing inter-
est in coffee education. Barista courses,
coffee tasting (cupping) and coffee festiv-
als contribute to increasing consumer
knowledge and awareness of different
aspects of coffee. Consumers are more
willing to learn about different brewing
methods, taste profiles and coffee origins,
which is reflected in their purchasing de-
cisions (Zakrzewska, 2022).

The results of the qualitative and quantita-

tive studies presented in this article may be

particularly useful for both producers and dis-
tributors operating within the supply side of
the coffee market in Poland. The main benefits
of the presented characterisation of coffee con-
sumer behaviour, the description of changes in
this behaviour or the identified coffee market
segments are likely to be of great help in:

— Optimising the product range. The seg-
mental characteristics contained in the
article will allow coffee producers and
distributors to better tailor their prod-
ucts and services to the expectations of
different customer groups, which should
increase customer satisfaction and loyal-
ty. The market segment analysis pre-
sented can also help to better manage the
product range, as coffee producers and
distributors can focus on developing the
products that have the greatest potential
in a given market segment, leading to the
more efficient use of resources and cost
reductions.

— Developing more effective marketing
communication strategies. Thanks to the
segmentation presented in the article, ac-
tors on the supply side of the coffee mar-
ket can develop more precise and effec-
tive communication and distribution
strategies. By understanding the specific
needs and preferences of different con-
sumer groups, they can create persona-
lised advertising campaigns that better
reach their target audiences.

— Increasing competitiveness. The charac-
teristics of the identified coffee market
segments presented in the article enable
coffee producers and distributors to bet-
ter position their products on the market
and differentiate them from those of their
competitors. This enables them to com-
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pete more effectively by offering unique
values and product features that are par-
ticularly important to specific customer
groups.

Increasing profitability. By focusing on
the most promising segments, coffee
producers and distributors in Poland can

ments can inspire actors on the supply
side of the coffee market in Poland to in-
troduce innovations that better respond
to specific customer needs. These may
include new coffee tastes, brewing me-
thods, packaging methods or additional
services.

better allocate their production and dis- In conclusion, the segmentation of the Polish
tribution resources, thereby maximising  coffee market presented in this article can
return on investment and minimising  bring many benefits, such as better matching
wastage. Targeting products and mar-  the offer to consumer needs, increasing the
keting activities to well-defined segments effectiveness of marketing activities, improving
should lead to higher margins and better competitiveness and optimising resource man-
exploitation of market potential. agement and innovation.

— Introducing innovations. A deeper under-

standing of the different market seg-
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The monograph “Consumers Towards Market-
ing Strategies of Coffee Producers” by Grzegorz
Maciejewski, Sylwia Mokrysz and +hLukasz
Wroéblewski, relates to an important issue
which, so far. Has only been researched to a
small extent. The comprehensive approach to
the subject is evidenced by the fact that the
considerations and analysis conducted in the
monograph
haviour on the coffee market and the marketing

concern both consumers' be-
strategies of coffee producers, which are intrin-
sically related to the essence of the strategic
management of the enterprise. Giving the mo-
nograph such a conceptual framework and pre-
senting many dimensions of the functioning of

the coffee market in an interesting way, with
particular emphasis on the marketing strate-
gies of coffee producers in Poland, gives the
monograph cognitive and application values.
The rationale of undertaking research in this
area and preparing a publication in this field
results from the fact that the development of
management as a science, is expressed by the
creation of new schools, paradigms and mana-
gement concepts, on the one hand, whilst on
the other - as in the case of this monograph -
consists in showing areas of their applications
in relation to specific markets, industries or
enterprises. In addition, this issue is even more
important because creating a strategy, inclu-
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ding a marketing strategy, is a complex process,
which must take into consideration many per-
spectives, including exo- and endogeneous per-
spective, the perspective of global convergence
and international diversity, the perspective of
rational and creative reasoning, or the perspec-
tive of creating values for shareholders and
stakeholders.

I am pleased to emphasise that the authors
have formulated and achieved three ambitious
goals. The first one was to identify consumer
behaviour on the coffee market in Poland, de-
termine their real needs, and then confront
them with the developed strategies of coffee
producers. The next goal was to determine the
irregularities, including their causes, that may
occur in the process of implementing and per-
forming a marketing strategy in a production
enterprise operating on the coffee market in
Poland. Equally important is the third goal,
which is of an applied nature and pertains to
showing coffee producers in Poland how to
break the vicious circle in the process of im-
plementing the marketing strategy, as well as
the development of methods and procedures
for testing the degree of implementation of
marketing strategies in these enterprises along
with the development of optimal measures and
results analysis methods.

Another value of the monograph is the pre-
sentation of the research results in order to
achieve the aforementioned goals, which have
been reached using a research approach based
on the triangulation of methods. This reduced
the risk of the effect of the method shaping the
subject under study and the results.

The authors’ application of an integrated
research approach, using both direct posi-
tivism and interpretative research procedures,
made it possible to obtain in-depth and com-

prehensive results regarding the behaviour of
coffee consumers and the implementation and
control of marketing strategy performance in
production enterprises operating in the coffee
market in Poland. As part of direct research, a
quantitative test was carried out using the CA-
WI technique on a sample of 800 participants
of the “Ariadna” Research Panel. The professio-
nalism of the completed research process is
evidenced by the fact that it was conducted
with the participation of the ABM Marketing
Research Agency. The high methodological
value of the monograph stem from the very
clear presentation of the methodology of the
conducted research, including the selection of
the sample and characteristics of the surveyed
consumer population. Guided by the need to
obtain knowledge at several levels, the authors
also conducted qualitative research in the form
of a case study analysis for a company produ-
cing coffee in Poland - MOKATE Ltd. The basis
for this case study was an in-depth analysis of
strategic and marketing documents of this
market entity, as well as individual in-depth
interviews conducted with representatives of
this organisation. I would like to emphasise
that the construction of research assumptions,
as well as the selection of methods and the
manner of conducting empirical tests deserves
a very high rating.

The 260-page book consists of an introduc-
tion, five chapters, a summary, bibliography,
note about the authors and lists of tables and
drawings. The structure of the monograph has
been well thought out and reflects the formula-
ted topic and the goals of the book. The method
and scope of presentation of individual pro-
blems should be rated very highly. The authors’
reflections and analyses a, both based on lite-
rature studies and empirical research results,
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were subordinated to the subject and the goals
of the book. The presented analyses are in-
depth, and the course of consideration is clear.

Chapter one, entitled “Coffee consumers in
view of the theory of consumer behaviour”
concerns the needs of the consumer, the ac-
tions taken to satisfy them, and the factors de-
termining the consumer's behaviour on the
market. Particular consideration in this chapter
is given to reflections on the place of consumer
in the marketing strategies of enterprises.

In chapter two, as announced in the title, the
authors' attention focuses on the essence and
types of marketing strategies. It should be gre-
atly appreciated that the process of selecting
and shaping the marketing strategy has been
presented. It is important to note that the con-
cept of the selected variant of the marketing
strategy, shaped for the needs of a specific en-
terprise, requires modification and adaptation
to a dynamically changing market reality,
which involves regular monitoring of the stra-
tegy performance. In this context, considera-
tions regarding the implementation of marke-
ting strategy and controlling its performance
are particularly important.

Chapter three, on the other hand, is devoted
to a comprehensive analysis of the coffee mar-
ket in Poland. In this part of the monograph,
the coffee market structure is presented in an
interesting and in-depth way, and the supply
side of this market is discussed, with special
focus on the coffee producers sector. would like
to emphasise that the pace of change in coffee
supply and demand is shown on the basis of
coffee market reports. | would like to empha-
sise that the pace of changes in coffee supply
and demand is shown on the basis of coffee
reports. The
knowledge of this market is confirmed by the

market authors’ immense

analyses of coffee prices, both in distribution
and production. It was rightly pointed out that
there are price fluctuations in this market
which occur as a result of differing weather
conditions. This has a direct impact on the qu-
antity and quality of the offered raw material.
Analyses regarding the life cycle of coffee pro-
ducers in Poland, as well as the model of the
attractiveness of this sector in relation to the
M.E. Porter model, are also very interesting. In
addition, part of this chapter which is devoted
to the procedures and criteria for segmentation
in relation to the coffee market, is important
and interesting from a cognitive perspective. |
consider it to be appropriate and valuable to
discuss the factors determining the choice and
change of marketing strategy on the coffee
market.

The very high cognitive and application va-
lue of chapter four is due to the presentation of
the authors’ empirical research results. In this
chapter, the authors’ present marketing strate-
gies of coffee producers in the context of coffee
consumers' behaviour in Poland. The special
value of the chapter lies in the analysis of the
mission of 23 coffee producers in Poland. It
made it possible to conclude that coffee prod-
ucers' missions in Poland are focused primarily
on the product (its uniqueness and high qu-
ality), satisfying the needs of customers, ethical
behaviour towards employees, sustainable
development and social responsibility. It is
worth emphasising that when assessing the
mission of coffee producers in Poland, the au-
thors refer in their considerations to the stra-
tegic purposes of these coffee market entities.
Equally interesting is the part devoted to mar-
ket segmentation, which shows that coffee
companies most often operate not in one, but in
several market segments. The depth of consi-
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derations is evidenced by the fact that the ana-
lyses presented in the book also include in-
strumental strategies which are used in the
impact of coffee producers on the market in
Poland, including assortment, price, distribu-
tion and promotional strategies. The value of
these findings is all the greater because they
are presented (based on the conducted corre-
spondence analyses) along with perception
maps for the product, price, distribution and
promotion. The great substantive value of this
chapter is also evidenced by the fact that the
authors, in a clear and interesting way, classify
the marketing strategies of production compa-
nies on the coffee market in relation to the
market phases of the product life cycle, appro-
ach to promotion and competition.

The book's content concerning the activities
of coffee producers in Poland, which is presen-
ted in the context of real customer needs, is
valuable and extremely important. Of great
value, not only cognitive, but also applied are
the quantitative research results discussed in
this part of the book on factors affecting con-
sumer choice of coffee including: product qu-
ality, aroma and flavour of coffee, size and at-
tractiveness of the packaging, reputation of the
manufacturer, certificates guaranteeing the
ecological and/or ethical coffee production
process, price reductions, product availability,
advertisements and celebrity appearance,
competitions with prizes, social media opinions
and retailer recommendations of sellers. I
would like to emphasise that the number of
factors covered by the analysis indicates a
comprehensive and, at the same time, detailed
approach to identifying the importance of mar-
keting conditions of coffee consumers.

Chapter five, ending the book, is devoted to
the marketing strategy control system in

production companies on the coffee market.
One of the strengths of this chapter is that the
issues discussed are illustrated by a well-
chosen example of the company MOKATE Ltd,
which is the leader of the coffee market in
Poland in the soluble cappuccino sector. A good
introduction to this chapter is the presentation
of the stages of the development of the Mokate
family company and the factors of its market
success.

The highly noteworthy part of the mono-
graph comprehensively shows the degree and
scope of the implementation of the marketing
strategy as well as the system for controlling
the performance of this strategy at Mokate. It
goes without saying that the systemic imple-
mentation of the marketing strategy is a multi-
dimensional process, well described by its ob-
jective, functional, structural and instrumental
scope. In addition, an important conclusion of
the authors was to indicate difficulties most
often occurring during the implementation of
marketing strategy, including limited resour-
ces, problems related to the translation of the
assumptions of the marketing strategy into
specific activities, too much focus on short-
term results, no specific evaluation of the de-
gree of the implemented marketing strategy, or
contradictory priorities and problems with
communicating marketing strategy to the em-
ployees responsible for its implementation. A
significant contribution by the authors to the
development of the issues undertaken is the
presentation of the marketing strategy control
system in Mokate together with a very valuable
proposal for a model approach to such a con-
trol system. A list of 38 measures which can be
used to check the implementation of the mar-
keting strategy is very useful for representa-
tives of economic practice. Consequently, it

92 Coffee & Tea Market Research Institute



makes the monograph rich in cognitive and
application values.

I am deeply convinced that the structure of
the book, the type of arguments used, as well as
the very large scope of the literature and empi-
rical research carried out along with the man-
ner in which the results are presented in the
book deserve recognition. In accordance with
the standards of an academic paper, the au-
thors indicated the limitations of their own
research and the directions of future empirical
recognition in the field of implementation and
the control of marketing strategies in produc-
tion companies on the coffee market. Another
asset of the book is also its editorial aspect. The
book was prepared with attention and concern
for details. It is characterised by narrative effi-
ciency. The original drawings and tabular lists
are of great value, serving to depict the test
results.

In the summary of the review, I would like
to emphasise that the monograph “Consumers
Towards Marketing Strategies of Coffee Produ-
cers” by Grzegorz Maciejewski, Sylwia Mokrysz
and Lukasz Wrdéblewski is an academic publica-
tion prepared at a high substantive level, valu-
able cognitively, bringing a lot of new content
and having the novelty value in both theoretical

and application layers. It was prepared with
great care, based on extensive and in-depth
literature studies and empirical research. It
significantly enriches the knowledge about the
implementation and control of the performance
of marketing strategies in production compa-
nies on the coffee market. The strength of the
monograph is an in-depth look at the issues of
marketing strategies of production companies
on the coffee market, which was possible
thanks to the very good grasp and knowledge
of this market by the authors of the book. The
high value of the publication results from the
combination of theoretical knowledge and em-
pirical knowledge, knowledge of strategic ma-
nagement and marketing strategy with know-
ledge directly related to the functioning of the
coffee market and the directions of its deve-
lopment.

The monograph will interest academics who
are conducting research in the field of consu-
mer behaviour and marketing strategies, as
well as managers in enterprises operating on
the coffee market (in the field of production,
commerce and services). The book can also be
a source of inspiration for people managing
enterprises operating on the broadly under-
stood market of consumer goods.
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Is the research methodology appropriate and applied properly?
Is the paper clearly and concisely written and well organised?
Is the paper based on existing theory? Is it supported by a complex and up-to-date theoreti-
cal background?
Does the abstract of the paper satisfactorily present the goals, methods and results?
Do the conclusions clearly summarise the main results and contributions of the paper?
Is the language of the paper (British English) correct?
10 Are there any formal mistakes in the paper?
11. Does the paper meet the formal guidelines of C&TM]?
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Approval for publication depends on the positive recommendations of the reviewers. If the reviews
differ widely, the Editor invites an additional reviewer to obtain an extra opinion before making a
decision.

If the reviewers suggest any amendments, the author(s) should consider them.
The list of reviewers is published on the journal web page at the end of the year.

Decision: The Associate Editor recommends to the Editor-in-Chief the acceptance / revision / re-
jection of the manuscript based on the review report received from the independent reviewers. The
Editor-in-Chief takes a final decision on the acceptance of the paper and notifies the authors. The
decision may be "Accept submission”, " Accept submission with minor revisions ", " The text re-
quires major revision and new external review", or " Reject submission." If the decision is " The text
requires major revision and new external review ", the manuscript has to be revised and sent out

during the second round of peer review.

If the paper was sent back to the authors for revision, the reviewers should expect to receive a new
version, unless they have opted out of further participation. However, where only minor changes
were requested, this follow-up review might be done by the Editor-in-Chief.

The Editor-in-Chief notifies the authors of the result of the peer review process and has the right to
comment on the review reports. If the author submits a protest pertaining to the review reports,
the Editor-in-Chief and the editor responsible check the author’s objections and inform the author
of the result.
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PUBLICATION ETHICS AND PUBLICATION MALPRACTICE STATEMENT
(based on Elsevier recommendations and COPE's Best Practice Guidelines for Journal Editors)

Coffee & Tea Marking Journal (C&TM]) follows the standard for Ethics and Publication Malpractice
set by the Committee on Publication Ethics (COPE). It is therefore committed to ensuring ethics in
publication and quality of articles. As publisher of the C&TM] , Coffee & Tea Market Research Insti-
tute takes its duties of guardianship over all stages of publishing extremely seriously and recogniz-
es its ethical and other responsibilities. We are committed to ensuring that advertising, reprint or
other commercial revenue has no impact or influence on editorial decisions. In addition, the Edi-
torial Board will assist in communications with other journals and/or publishers where this is use-
ful to editors. Conformance to standards of ethical behavior is therefore expected of all parties in-
volved: Authors, Editors, Reviewers, and the Publisher.

Duties of authors

Reporting standards

Authors of reports of original research should present an accurate account of the work performed
as well as an objective discussion of its significance. Underlying data should be represented accu-
rately in the paper. A paper should contain sufficient detail and references to permit others to repli-
cate the work. Fraudulent or knowingly inaccurate statements constitute unethical behavior and
are unacceptable. Review and professional publication articles should also be accurate and objec-
tive, and editorial 'opinion' works should be clearly identified as such.

Originality and plagiarism

The authors should ensure that they have written entirely original works, and if the authors have
used the work and/or words of others, that this has been appropriately cited or quoted. Plagiarism
takes many forms, from 'passing off' another's paper as the author's own paper, to copying or pa-
raphrasing substantial parts of another's paper (without attribution), to claiming results from re-
search conducted by others. Plagiarism in all its forms constitutes unethical publishing behavior
and is unacceptable.

Multiple, redundant or concurrent publication

An author should not in general publish manuscripts describing essentially the same research in
more than one journal or primary publication. Submitting the same manuscript to more than one
journal concurrently constitutes unethical publishing behavior and is unacceptable. In general, an
author should not submit a previously published paper for consideration in another journal.

Acknowledgement of sources

Proper acknowledgment of the work of others must always be given. Authors should cite publica-
tions that have been influential in determining the nature of the reported work. Information ob-
tained privately, as in conversation, correspondence, or discussion with third parties, must not be
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used or reported without explicit, written permission from the source. Information obtained in the
course of confidential services, such as refereeing manuscripts or grant applications, must not be
used without the explicit written permission of the author of the work involved in these services.

Authorship of the article

Authorship should be limited to those who have made a significant contribution to the conception,
design, execution, or interpretation of the reported study. All those who have made significant con-
tributions should be listed as co-authors. Where there are others who have participated in certain
substantive aspects of the research project, they should be acknowledged or listed as contributors.
The corresponding author should ensure that all co-authors have seen and approved the final ver-
sion of the paper and have agreed to its submission for publication.

Hazards and human or animal subjects

If the work involves chemicals, procedures or equipment that have any unusual hazards inherent in
their use, the author must clearly identify these in the manuscript. If the work involves the use of
animal or human subjects, the author should ensure that the manuscript contains a statement that
all procedures were performed in compliance with relevant laws and institutional guidelines and
that the appropriate institutional committee(s) has approved them. Authors should include a
statement in the manuscript that informed consent was obtained for experimentation with human
subjects. The privacy rights of human subjects must always be observed.

Disclosure and conflicts of interest

All authors should disclose in their manuscript any financial or other substantive conflict of interest
that might be construed to influence the results or interpretation of their manuscript. All sources of
financial support for the project should be disclosed. Examples of potential conflicts of interest
which should be disclosed include employment, consultancies, stock ownership, honoraria, paid
expert testimony, patent applications/registrations, and grants or other funding. Potential conflicts
of interest should be disclosed at the earliest stage possible.

Fundamental errors in published works

When an author discovers a significant error or inaccuracy in his/her own published work, it is the
author's obligation to promptly notify the journal editor or publisher and cooperate with the editor
to retract or correct the paper. If the editor or the publisher learns from a third party that a pub-
lished work contains a significant error, it is the obligation of the author to promptly retract or cor-
rect the paper or provide evidence to the editor of the correctness of the original paper.

Duties of editors

Publication decisions
The editor is responsible for deciding which of the articles submitted to the journal should be pub-
lished. The validation of the work in question and its importance to researchers and readers must
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always drive such decisions. The editor may be guided by the policies of the journal's editorial
board and constrained by such legal requirements as shall then be in force regarding libel, copy-
right infringement and plagiarism. The editor may confer with other editors or reviewers, or socie-
ty officers in making this decision.

Fair play
An editor should evaluate manuscripts for their intellectual content without regard to race, gender,
sexual orientation, religious belief, ethnic origin, citizenship, or political philosophy of the authors.

Confidentiality

The editor and any editorial staff must not disclose any information about a submitted manuscript
to anyone other than the corresponding author, reviewers, potential reviewers, other editorial ad-
visers, and the publisher, as appropriate.

Disclosure and conflicts of interest

Unpublished materials disclosed in a submitted manuscript must not be used in an editor's own
research without the express written consent of the author. Privileged information or ideas ob-
tained through peer review must be kept confidential and not used for personal advantage. Editors
should recuse themselves (i.e. should ask a co-editor, associate editor or other member of the edi-
torial board instead to review and consider) from considering manuscripts in which they have con-
flicts of interest resulting from competitive, collaborative, or other relationships or connections
with any of the authors, companies, or (possibly) institutions connected to the papers. Editors
should require all contributors to disclose relevant competing interests and publish corrections if
competing interests are revealed after publication. If needed, other appropriate action should be
taken, such as the publication of a retraction or expression of concern.

Involvement and cooperation in investigations

An editor should take reasonably responsive measures when ethical complaints have been pre-
sented concerning a submitted manuscript or published paper, in conjunction with the publisher or
society. Such measures will generally include contacting the author of the manuscript or paper and
giving due consideration of the respective complaint or claims made, but may also include further
communications to the relevant institutions and research bodies, and if the complaint is upheld, the
publication of a correction, retraction, expression of concern, or other note, as may be relevant.
Every reported act of unethical publishing behavior must be looked into, even if it is discovered
years after publication.

Duties of reviewers

Contribution to editorial decisions

Peer review assists the editor in making editorial decisions and through the editorial communica-
tions with the author may also assist the author in improving the paper. Peer review is an essential
component of formal scholarly communication, and lies at the heart of the scientific method. Acad-
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emy Publisher shares the view of many that all scholars who wish to contribute to publications
have an obligation to do a fair share of reviewing.

Promptness

Any selected referee who feels unqualified to review the research reported in a manuscript or
knows that its prompt review will be impossible should notify the editor and excuse himself from
the review process.

Confidentiality
Any manuscripts received for review must be treated as confidential documents. They must not be
shown to or discussed with others except as authorized by the editor.

Standards of objectivity
Reviews should be conducted objectively. Personal criticism of the author is inappropriate. Refe-
rees should express their views clearly with supporting arguments.

Acknowledgement of sources

Reviewers should identify relevant published work that has not been cited by the authors. Any
statement that an observation, derivation, or argument had been previously reported should be
accompanied by the relevant citation. A reviewer should also call to the editor's attention any sub-
stantial similarity or overlap between the manuscript under consideration and any other published
paper of which they have personal knowledge.

Disclosure and conflict of interest

Unpublished materials disclosed in a submitted manuscript must not be used in a reviewer's own
research without the express written consent of the author. Privileged information or ideas ob-
tained through peer review must be kept confidential and not used for personal advantage. Re-
viewers should not consider manuscripts in which they have conflicts of interest resulting from
competitive, collaborative, or other relationships or connections with any of the authors, compa-
nies, or institutions connected to the papers.
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“In a family business, planning is carried out in the same way
as it is in a family - not based on the time constraints of & financial
year, but on amore elaborate scale incorporating all the generations.
Decisions are made keeping in mind the well-being of both your own
family, and the employees' families - this is a huge responsibility.
Many families, or even generations, have worked in Mokate. Among
us, there arﬂ‘(‘people of various nationalities, for example Czechs and
Slovaks;-who' have been working in our Polish and Czech plants for
years.*Many employees remember the beginnings of Moka-te and the
introduction of cappuccino to the market 35 years ago. Witnessing all
this, we feel very proud and touched.”

“The tirst colonial store in the town of Dobra (1900).
The beginnings of the Mokrysz family business.”

Sylwia Mokrysz, PhD
Proxy in Mokate SA

www.mokate.com
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