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Editorial

Dear Readers,

Out of passion for coffee and tea, but above all out
of passion for learning, we are pleased to present
the fifth issue of the Coffee & Tea Marketing Jour-
nal (C&TM]). This London-based, English-
language journal—created by both scholars and
practitioners—aims to become an international
platform for the exchange of ideas, knowledge,
and experience in the fields of management, mar-
keting, and behavioural economics among re-
searchers, experts, and entrepreneurs associated
with the coffee and tea markets.

We strive to ensure the highest academic
standards of all published papers through a rig-
orous double-blind review process conducted by
recognised experts in their respective disciplines.
The entire publishing process is overseen by the
Scientific Board, composed of distinguished aca-
demics from leading research institutions around
the world.

In C&TM], we publish the results of the latest
research, case studies, reviews of existing theo-
ries, book reviews and articles referring to im-
portant research areas related to the coffee and
tea market, as well as other food products availa-
ble on the consumer goods and services market.
The scope of the journal includes interdiscipli-
nary topics falling within such scientific disci-
plines and sub-disciplines such as:

e Management and quality sciences.

e Economics and finance.

e Psychology.

e Socio-economic geography and spatial man-
agement.

e Environmental engineering.

e Agriculture and horticulture.

e Food and nutrition technology.

e Biological sciences.

DOI: 10.69102/CTMJ.2026.030100

This issue opens with an article by Anna
Dabrowska, entitled ‘The Habits and Preferences
of Poles Regarding Coffee Consumption and Per-
ception.” The author presents the results of a na-
tionwide consumer survey conducted among
1,004 Polish respondents representing different
gender and age groups. The study confirms the
strong position of coffee as one of the most popu-
lar beverages consumed in Poland, despite recent
challenges affecting the global coffee market. The
findings indicate that coffee is most commonly
consumed two or three times a day, with ground
and instant coffee remaining the preferred brew-
ing methods among Polish consumers. The article
also highlights the most frequently used coffee
additives, namely milk and white or brown sugar,
offering valuable insights into the evolving coffee
consumption habits of Poles.

The second article, by Tomasz Zalega, entitled
‘Young and Silver Singles as Consumers in the
Coffee Market in Poland - Selected Issues,” focus-
es on the consumer behaviour of two increasingly
important demographic groups: young singles
and older single consumers. Based on research
conducted between October and December 2025,
the author analyses the frequency and place of
coffee consumption, familiarity with
brands and varieties, motives for drinking coffee,
and consumer awareness of the effects of coffee
consumption on the human body. The findings
reveal differences between younger and older
respondents in consumption habits and
knowledge of coffee. While both groups demon-
strate strong familiarity with leading global coffee
brands, their knowledge of specialty grade coffees
remains relatively limited. The study also sug-
gests that silver singles possess greater aware-

coffee
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ness of the health-related effects of coffee con-
sumption.

The third contribution, prepared by Anna
Zielinska-Chmielewska, Mruk-
Tomczak, Miglena Angelova, and Nikola Fabisiak,
entitled ‘Cultural, Social and Environmental Im-
portance of Coffee in the Circular Economy,’
broadens the discussion on coffee by addressing
its wider socio-economic and environmental sig-
nificance. The article analyses the role of coffee
within the framework of the circular economy
and evaluates the potential of coffee waste as a
valuable resource. Drawing upon scientific litera-
ture, industry reports, and institutional data, the
authors demonstrate that coffee waste may be-
come an important source of biomass applicable
in sectors such as energy, agriculture, food pro-
duction, cosmetics, and textiles. The article also
emphasises the role of consumer awareness and
local initiatives in promoting circular solutions
and sustainable development.

The issue concludes with the article by
Matgorzata Bartosik-Purgat and Eryk Wactaw,
entitled ‘Origin-Based Marketing Strategies in the
Coffee and Tea Market: a Cultural and Strategic
Framework.’ The authors focus on the role of
country of origin in shaping consumer percep-
tions and marketing strategies in the coffee and
tea markets. Based on a narrative literature re-
view, the article proposes a typology of origin-
based marketing strategies and demonstrates
that the significance of origin in coffee and tea
consumption is closely connected with cultural
context, consumption practices, and brand posi-
tioning strategies. The proposed framework may
provide valuable inspiration for both researchers
and practitioners operating in international mar-
kets.

Dobrostawa

In this issue, we are also pleased to introduce
a new section entitled ‘Young Voices in Coffee and
Tea Research,’” created to promote the work of
emerging scholars exploring contemporary issues
related to the coffee and tea markets. The section
opens with an article by Kajetan Klaczek-
Suchecki, Natalia Lukaszczyk, and Natalia Os-
meda, entitled ‘Brewing or Boosting? Consumer
Segments, Caffeine Choices, and Perceived Well-
Being in Generation Z'. Drawing on behavioural
economics, the authors analyse coffee and energy
drink consumption among representatives of
Generation Z and identify distinct consumer seg-
ments differing in motivations, consumption fre-
quency, and perceived impact on well-being and
quality of life.

In the section devoted to scholarly publica-
tions related to the coffee and tea markets, we
also present a book review prepared by Monika
Brezinova. The review discusses ‘Brewing Sus-
tainability in the Coffee and Tea Industries: From
Producer to Consumer’ by Alissa Bilfield, pub-
lished by Routledge in 2022. The reviewed mono-
graph addresses the challenges and opportunities
associated with sustainability across the coffee
and tea value chains, offering an interdisciplinary
perspective on one of the key issues shaping the
contemporary beverage industry.

We hope that the articles collected in this is-
sue will provide readers with valuable theoretical
insights, practical implications, and inspiration
for further research into the coffee and tea mar-
kets and their broader socio-economic context.
We wish you an engaging and thought-provoking
read and warmly invite you to contribute to fu-
ture issues of the Coffee & Tea Marketing Journal.

Grzegorz Maciejewski
Editor in Chief
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