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ABSTRACT
Coffee is one of the world’s most popular beverages. When consumed in moderation, it is credited with

numerous health-promoting benefits. Although the coffee market has recently experienced numerous
problems, it can also boast growing interest from consumers whose habits and preferences are evolving.
This article presents the results of a consumer survey of 1,004 Poles, taking into account characteristics
representative of the population as a whole, such as gender and age. The survey shows that coffee is
most often consumed two or three times a day, with ground and instant coffee being the preferred

brewing methods. The most common coffee additives are milk and white or brown sugar.
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Introduction

According to the Annual report 2024. Creating
the future of coffee (World Coffee Research,
2024), the global coffee market in 2024 was
affected by climate change, manifested in
extreme weather conditions, such as droughts
and excessive rainfall, resulting in reduced
harvests, as well as by economic changes,
primarily cost pressures. These factors signify-
cantly impacted global coffee production and
prices, with one consequence being that
farmers reduced the cultivation of less
profitable crops . Arabica production in Brazil
fell by 12% to 38 million bags, while Robusta

saw prices rise to as much as USD 5,694 per
tonne on the European market. Arabica
contracts on the ICE Futures exchange reached
their highest levels in 15 years, averaging at
USD 3.44 per pound.

It is worth noting that these coffees differ
from each other: Arabica is sweeter and more
delicate, with a fruity aroma, while Robusta has
a more intense flavour, with nutty and earthy
notes.

The year 2024 was also characterised by
significant price volatility. The International
Coffee Organisation (ICO) price index rose to
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299.61 US cents per pound, the highest level
since the 1970s. Coffee stocks in Europe fell to
a level equivalent to just two months of
consumption, increasing pressure on importers
and pushing up retail prices across the region
by 4%.

Technological advances, including the rapid
development of Al-based plantation monitoring
systems, have not gone unnoticed in the global
coffee market. However, these innovations are
primarily used by large producers, perpe-
tuating inequalities to the detriment of smaller
ones. This has an impact on global supply
chains.

Consumers have also played a significant
role in the changes observed in the global
While their
remained stable, their preferences have chan-
ged significantly (Mruk, 2024). They have
turned their attention to speciality and organic
coffees, ready-to-drink (RTD)
products, thereby redefining global consum-
ption patterns.

According to the Report, speciality coffee,
which is distinguished by its unique flavour
profiles, precise origin and transparent produ-
ction process, has evolved from a niche product
to a standard one in many developed markets
characterised by, among other things, a high
standard of living. It can be said that we are
observing a phenomenon referred to in market
theory as the democratisation of luxury
(Heinetl, 2012; Stepien, 2019). Speciality coffee
consumption in Europe increased by 5%, while
the organic speciality coffee segment recorded
an 8% increase in North America. In turn, RTD
beverage sales increased by 25% in China and
by 12% in the United States. Products such as

coffee market. demand has

as well as

1 Heine defined luxury as anything that is desirable, ex-
traordinary and unnecessary.

cold brew and functional coffees (enriched with
adaptogens or other health-promoting ingre-
dients) have set new trends in the market.
These coffees are particularly popular with
younger generations. This trend has also been
noted in developing countries, where coffee
consumption is becoming a symbol of a modern
lifestyle and is no longer considered a luxury.
Additionally, the growing popularity of
premium coffees (single-origin or organic)
indicates that consumers are willing to pay
more for quality and authenticity, which is of
significant importance in the observed market-
ing trends (Trends in Marketing 2024, 2024)2.
The report also highlights growing sustainabi-
lity awareness among market players (i.e.
companies and consumers), meaning that
products without ethical certifications are
becoming less attractive, particularly in highly
economically developed countries. The gro-
wing popularity of alternative coffee drinks,
such as cold brew and canned latte, among the
younger generation has changed the way coffee
is consumed. The main leaders in the new
coffee market are Nestlé SA, Jacobs Douwe
Egberts BV, Tata Coffee Ltd and PepsiCo Inc.
These factors have caused the previously
considered stable coffee sector to revise its
existing strategy and adapt to the new
conditions shaping supply and demand in
global markets (Maciejewski et al., 2020).
Coffee is one of the most popular beverages
in Poland, too. According to data from the
International Coffee Organisation,
150,060 tonnes of coffee are consumed in

approx.

2 Marketing currently focuses on building solid relation-
ships with customers through authenticity and transpar-
ency. Consumers prefer companies that are sincere and
have no hidden motivations. Therefore, personalisation of
experiences is becoming crucial. Consumers are also
paying increasing attention to quality, which is linked to
sustainability and social responsibility as a consumer.
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Poland each year. On average, each Pole
consumes 3.66 kg of coffee per year, which is
equivalent to one cup per day. This places
Poland in 14t place globally. The countries
with the highest coffee consumption are: the
USA (1,599,060 tonnes), Brazil (1,320,000
tonnes), Germany (520,200 tonnes), Japan
(441,300 tonnes), France (371,520 tonnes),
Italy (328,140 tonnes), Indonesia (288,360
tonnes), Russia (277,860 tonnes), Canada
(235,740 tonnes) and Ethiopia (226,860
tonnes) (Coffee Market Report, November
2025).

On the other hand, in terms of coffee
consumption per capita per year, the top 10
countries are: Luxembourg (20.53 kg), Finland
(14.58 kg), Sweden (10.00 kg), Norway (9.93
kg), Denmark (790 kg), Austria (7.86 kg),
Switzerland (7.23 kg), the Netherlands (6.91
kg), Greece (6.61 kg) and Germany (6.25 kg).
The highest number of cups of coffee per day is
consumed in: Luxembourg (7 cups), Finland (5
cups), Sweden (3.42 cups), Norway (3.40 cups),
Denmark (2.71 cups), Austria (2.69 cups),
Switzerland (2.48 cups), the Netherlands (2.37
cups), Greece (2.26 cups) and Germany (2.14
cups). In Poland, people drink an average of
1.25 cups of coffee per day.

Coffee-drinking cultures in different count-
ries have their own unique traditions and
rituals (Olejniczuk-Merta, 2024). For example,
coffee is an integral part of everyday life in
Italy. Italians often drink their espresso in tiny
cups while standing at the bar. They value the

The effects of coffee consumption -

As Bhatti et al. (2013, pp. 688-697) point out
that after water, tea and coffee are the most
widely consumed beverages in the world. They

quality of the beans and the precision of the
brewing process, which gives coffee its unique
aroma and taste. In Finland, coffee accom-
panies consumers throughout the day. Large
quantities of weak filter coffee are consumed
there. Coffee breaks, known as kahvitauko, are
an important part of professional and social
life. In Turkey, coffee drinking is a ceremonial
activity. It is prepared in special jugs called
cezve and served in small cups. Celebrating
coffee brewing requires precision and patience.
Coffee drinking is a ritual, and after consum-
ption, one can predict the future in the grounds.
In Japan, coffee drinking culture combines
tradition Japanese
appreciate modern methods of brewing specia-

with modernity. The

lity coffees, as well as alternative methods such
as pour-over or siphon brewing. The above
examples demonstrate the diversity of tradi-
tions and habits associated with coffee drinking
around the world. These experiences contri-
bute to a global coffee-drinking culture,
creating a rich variety of flavours and tradi-
tions that can intermingle (Horeca Poland,
2024).

It is worth noting that, like other countries,
Poland celebrates World Coffee Day on 29 Sep-
tember, which is an occasion to celebrate coffee
in all its forms and discover new flavours and
brewing methods. The day also raises aware-
ness of coffee production, including the related
ethical issues, such as the working conditions
of farmers in developing countries and the cul-
tural significance of coffee.

a literature review

are also the main source of caffeine and
antioxidant polyphenols, for example in the
American diet. In particular, green tea
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consumption is associated with a significantly
reduced risk of stroke, diabetes and depre-
ssion, as well as improvements in glucose,
cholesterol, obesity and blood
pressure levels. In contrast, coffee consumption
is associated with an increased risk of heart
failure, stroke, diabetes and certain cancers in
an inverse dose-dependent manner. Coffee is
linked to a neutral or reduced risk of both atrial
and ventricular arrhythmias. However, high
doses of caffeine can lead to increased anxiety,
insomnia, calcium loss and an elevated risk of
fractures (Bhatti et al., 2013, pp. 688-697).

Van Dam, Hu and Willett (2020, pp. 369-
378) presented evidence on the various

abdominal

physiological effects of caffeine and coffee, as
well as their impact on the risk of cardiova-
scular disease, insulin resistance, gallstones,
cancer and liver disease. Their study revealed
that consuming caffeinated coffee did not result
in a significantly higher number of daily
premature atrial contractions than avoiding
caffeine.

In turn, Marcus et al. (2023, pp. 1092-1100)
found that, although coffee is one of the most
commonly consumed beverages worldwide, the
acute health effects of coffee consumption
remain uncertain. In light of the results of their
study, these authors found that caffeinated
coffee consumption was not associated with a
change in the number of daily premature atrial
contractions among participants.
observed between

No clear
association was coffee
consumption and serum glucose levels.
Researchers have proven that coffee can be
healthy. Studies by Lu et al. (2025, pp. 1845-
1855) lead to the conclusion that regular coffee
or caffeine consumption, especially at mode-
rate levels, is associated with a lower risk of the
newly diagnosed type 2 diabetes and could play

a significant role in almost all the transitional

phases of the development of this disease.
However, the authors emphasise that further
research is necessary to confirm the related
metabolic underlying  the
relationship between coffee, tea, caffeine
consumption and type 2 diabetes.

This issue was raised at the 71st Annual
Scientific Session of the American College of
Cardiology. The researchers’ findings show
that drinking two to three cups of coffee a day
reduces the risk of heart disease and prolongs
life. The National Geographic cites the studies
of Kistler, the head of arrhythmia research at
Alfred Hospital and Baker Heart Institute in
Melbourne. Kistler and his team observed

biomarkers

nearly 500,000 patients for at least 10 years.
They found that the level of coffee consumption
affects the risk of arrhythmia, coronary heart
disease and strokes. Patients were divided into
groups according to how many cups of coffee
they drank each day: 0; less than 1; 1; 2 or 3; 4
or 5’ or more than 5 (Voskoboinik et al.,, 2018,
pp. 425-432; Lysiak, 2022).

In the first stage, the researchers analysed
data from 382,535 people with an average age
of 57, and women predominated in this group.
No heart disease was detected in the subjects.
The maximum benefits were observed among
individuals who consumed two to three cups of
coffee a day. These individuals had a 10-15%
lower risk of developing coronary heart disease
or heart failure compared to those who drank
less or more coffee.

In the second stage of the study, 34,279
people with heart disease were observed. It
was also confirmed here that people who drank
two to three cups of coffee a day were
significantly less likely to die. Kistler empha-
sised that consuming these amounts of caffeine
does not cause arrhythmia or atrial fibrillation
either, meaning that, according to the study
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results, regular coffee consumption is safe and
can be part of a healthy diet for people with
heart disease. He also stated that coffee stimu-
lates cognitive abilities.

Emadi and Kamangar (2025) reviewed over
100 scientific studies (conducted up to 2025)
on the effects of coffee on health and well-
being. As the authors note, the initial epide-
miological studies were mainly retrospective in
nature, taking the form of case-control studies.
Over the past two decades, large prospective
cohort studies have provided important
information on the effects of coffee on health.
Some noteworthy examples from the United
States and Europe include, but are not limited
to, the Nurses’ Health Study, the Nurses’ Health
Study II, the Health Professionals Follow-Up
Study, the NIH-AARP studies, the UK Biobank
Study and the European Prospective Investi-
gation into Cancer and Nutrition (EPIC).
Similarly, important information on coffee and
health has been provided by prospective cohort
studies conducted in Japan, China and other
Asian countries (Shin et al, 2022). In these
studies, several million people were observed
for over two decades.
consistent, which undoubtedly allows for gene-
ralisation.

The results were

Research methods

The purpose of the quantitative survey condu-
cted was to explore consumer behaviour in
relation to coffee drinking. The survey was
conducted on a sample of 1,004 adult residents
of Poland. The sample was representative of
the population in terms of gender, age and size
of the place of residence. The survey was
conducted between 12 September and 7 Octo-
ber 2025 using an online interview question-

A meta-analysis by Emadi and Kamangara
(2025) confirmed that moderate coffee con-
sumption has more beneficial than harmful
effects on a wide range of health outcomes.
Typically, drinking three to five cups a day is
linked to lower overall mortality and a reduced
risk of serious diseases such as cardiovascular
disease, diabetes, stroke, respiratory disease,
cognitive decline, and certain types of cancer,
including liver and uterine cancer. The health-
promoting mechanisms of coffee include
improved glucose balance, increased physical
activity and fat oxidation, enhanced lung
function and reduced inflammation. Additio-
nally, coffee promotes hydration, improves
mental and physical performance and may
facilitate intestinal recovery following surgery.
As others have done, the authors emphasise the
need for further long-term observational stu-
dies.

In summary, it can be said that the results of
studies conducted by various authors suggest
that coffee has health-promoting benefits when
consumed in moderation. These results may be
helpful for doctors, dieticians and consumers
alike.

nnaire and the CAWI (Computer-Assisted Web
Interviewing) technique.

SPSS  statistical
analyse the results. To determine whether the
observed statistically
significant, a Z-test was performed to compare
column proportions, using the Bonferroni test
to correct the p-values for multiple compa-
This test compares all pairs of

software was used to

differences  were

risons.
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independent variables using a Student’s t-test
while controlling the number of comparisons.
The significance of differences between groups
includes a correction for the number of
comparisons made, resulting in more accurate
results when there are few comparisons
between pairs of measurements or groups. The
Bonferroni test is used when the assumption of
equality of variances is met.

ABR SESTA, the research institute which
conducted the survey at the author’s request,
also monitored the survey’s implementation in
accordance with ESOMAR and PTBRIO stan-
dards, and prepared the result tables. The
CAWI questionnaire was programmed using
CADAS software to improve visualisation of

Research results

Coffee habits and preferences of Poles

The surveyed Poles most often drink 2 or 3
coffees a day (51% of responses), while 28.5%
of respondents drink coffee once a day. Just
over 5% of respondents drink 4 or 5 coffees a
day, while almost 9% drink coffee occasionally,
less than once a day. Over 6% of respondents
do not drink coffee at all (see Figure 1). Drink-
ing coffee 2 or 3 times a day was reported by
46% of 18-34 year olds, with the highest figure
of 53.2% in the 34-54 age group and slightly
less, 52.1%, in the 55+ age group. Coffee is
drunk once a day most often by those in the
oldest age group (33.5%), and least often by
the youngest consumers (23.8%).

questions and make online interviews,
particularly those involving scales, more appe-
aling. The responses collected from respon-
dents were verified. This included verifying,
among other things, the interview time, as well
as the consistency and logic of the responses.
Interviews that were too short or completed
carelessly were rejected. The qualitative
assessment of the responses was based on the
answers to open and semi-open questions,
among other things.

The survey covered 1,004 Poles, forming a
representative sample of Polish society in
terms of age, gender and place of residence,
enabling the results to be generalised to the

entire Polish population.

Figure 1. Frequency of coffee consumption
by respondents (N = 1004, in percentages)
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less than once
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Source: own study.
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According to a 2025 survey, the most popular
type of coffee is ground coffee (38% of
responses), followed by instant coffee and
coffee with unfrothed milk (30% each).
Alternative brewing methods (e.g. drip,
Chemex) were indicated by 2% of respondents
(see Figure 2).

Figure 2. Types of coffee most frequently
consumed by respondents (N = 1004, in
percentages)
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Source: own study.

Young people (aged 18-34) most often choose
instant coffee (38.5% of responses), as well as
latte and coffee with frothed milk (32.0% each).
Those in the 35-54 age group most frequently
opt for ground coffee (43.4% of responses) and
coffee with frothed milk (30.4% of responses).
Representatives of the third age group (55 and
over) most often drink ground coffee (43.8% of
responses), coffee with frothed milk (27.6% of
responses) or (274% of

instant coffee

responses). Furthermore, espresso is more
popular among older people (11.4% of
responses) and men than women (13.0% vs.
7.5% of responses), while cappuccino and latte
are most popular among young people (22.1%
and 32.0% of responses, respectively).

The market offers various coffee additives,
such as milk, plant-based drinks, sugar, spices
and flavoured syrups. Which additives do
respondents usually drink coffee with? It
turned out that the most common additives
among Polish respondents were milk (56.8% of
responses) and white or brown sugar (37.1%
of responses). One in five respondents (20.3%)
does not use any additives (see Figure 3).

Figure 3. Additives to coffee used by

respondents (N = 1004, in percentages)
flavoured syrups n

spices

cocoa/chocolate

sweeteners other than sugar

lactose-free milk

plant-based drinks

I drink coffee with no additives

white ar hrown sugar

Source: own study.

Taking gender and age into account, the survey
found that men were more likely than women
to consume coffee without any additives
(24.4% vs. 16.6% of responses), as were people
aged 55 and over compared to younger people
(30.2% vs. 6.5% of responses). Like men,
women most often use milk as a coffee additive
(59.3% vs 54.2% of responses), but signi-
ficantly more often use lactose-free milk
(17.2% vs 6.3% of responses), plant-based
drinks (20.2% vs 6.7% of responses), sweet-
eners other than sugar (14.2% vs 9.6% of
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responses), spices (9.7% vs 6.3% of responses),
cocoa/chocolate (9.5% vs 6.7% of responses)
and flavoured syrups (8.5% vs 5.7% of
responses). Conversely, young people (aged 18-
34) are more likely to use milk (70.1% of
responses), white or brown sugar (46.7% of
responses), plant-based drinks (26.4% of
responses) and lactose-free milk (21.6% of
responses). The 35-54 age group most often
adds milk (63.9% of responses), white or
brown sugar (40.9% of responses) and plant-
based drinks (12.5% of responses). Represen-
tatives of the 55+ age group most frequently

add milk (41.3% of responses) and white or
brown sugar (27.1% of responses) to their
coffee.

It was then decided to examine how
respondents perceive the impact of moderate
coffee consumption on health. Responses were
given on a 7-point scale, where 1 means
‘Strongly disagree’ and 7 means ‘Strongly
agree’, with 4 meaning ‘Neutral’. Table 1 shows
positive ratings (scales 5+6+7), neutral ratings
(4) and negative ratings (scales 1+2+3).

Table 1. Respondents’ perceptions of the impact of moderate coffee consumption on health
(N = 1004, in percentages)

Perception Negative Neutral Positive
Z\gf}:;:‘;gﬁrﬁil;ﬁﬁi;t;llgieratlon, coffee has a beneficial 71 15.4 775
— Itboosts energy 6.1 9.4 84.5
— Itimproves concentration 7.9 15.6 76.5
— Ithasa positive effect on digestion 11.3 26.8 619
— Itsupports metabolism 8.6 23.0 68.4
—  Itreduces the risk of diabetes 20.2 43.8 36.0
—  Itreduces the risk of dementia 16.3 38.2 45.5
—  Itreduces the risk of cardiovascular disease 20.8 335 45.7

Source: own study.

The results of the survey indicate that 77% of
respondents perceived the health effects of
moderate coffee consumption positively. In
addition to its taste, it can be said that the
respondents perceive coffee as having many
health-promoting benefits, which is confirmed
by the scientific research data presented in this
article. Respondents most often perceived
benefits in improved concentration and incre-
ased energy levels. It is generally assumed that
the effects from coffee ingredients are the
greatest in black coffee. In the present survey,
this belief was shared by 84.5% of respondents.
The lowest percentage of respondents perce-

ived the benefits of moderate coffee consum-
ption in terms of reducing blood sugar levels.
Only 36.0% of respondents agreed with the
statement that coffee reduces the risk of
diabetes, while almost 43.8% were unable to
clearly indicate their position. Conversely,
61.8% of respondents believe that coffee can
affect lifestyle diseases, including obesity, as
they think it has a positive effect on digestion
and metabolism. It is also worth noting that
almost 45.5% of respondents believe that
coffee reduces the risk of dementia and
cardiovascular disease. It can be assumed that
educational activities carried out by medical
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professionals influence conscious coffee
consumption. Data from various health web-
sites suggests that doctors and dieticians are
increasingly recommending the inclusion of
small amounts of coffee in the daily diet.

The positive effects of coffee on the body are
observed not only due to caffeine, but also to
the minerals it contains, such as potassium and
magnesium.

The survey included the somewhat provo-
cative question of whether coffee flushes
magnesium out of the body. 61.6% of respon-
dents agreed with this statement, 17.6%
disagreed, while one in five respondents

(20.8%) was unable to give a clear answer. The

Discussion

The subject of coffee drinking has been of
interest to researchers from various scientific
communities in Poland for several years.

In 2025, the research company ARC Rynek i
Opinia (ARC Market and Opinion) conducted
another comprehensive survey, Café Monitor
2025, to gain insight into the Polish coffee
market. The survey covered many aspects of
coffee drinking that are important for both the
coffee industry and its consumers. It was
carried out using the CAWI technique on the
epanel.pl online platform, which is owned by
ARC Rynek i Opinia. A total of 1,725 Poles were
surveyed between 14 June and 5 July 2025,
with an average completion time of 18 minutes.
This sample ensures that the results are
representative of the Polish population.

The majority of respondents who drink
coffee at home (97%) say that they do so every
day, most often in the morning. On average,
they drink 2.1 coffees a day on weekdays and
2.5 at weekends. At home, respondents most

answers did not vary according to gender.
Young people were more likely to disagree with
the statement (21.8% of responses).

According to the survey, drinking coffee is
generally considered safe and desirable,
although there are certain groups of people
who should limit their consumption or avoid it
altogether. The most frequently mentioned
groups are pregnant and breastfeeding women
and people with digestive tract hyperacidity
problems. The growing range of coffee, its
flavours, brewing methods and additives will
likely encourage more and more consumers to
enjoy this beverage on various occasions.

often drink instant coffee, ground coffee and
whole grain coffee, with Jacobs being the most
popular coffee brand. The most common
method of preparing coffee at home is to pour
boiling water over coffee, followed by using a
coffee machine. The most popular type of coffee
machine is the automatic espresso machine,
and the most popular brand among coffee
machine owners is invariably DeLonghi. Those
who drink coffee exclusively at home say they
prefer it that way and that coffee drunk outside
the home is too expensive or that they have not
had the time or opportunity to drink it away
from home.

The most common occasions for drinking
coffee outside the home are invariably
meetings with friends. Coffee drunk outside the
home is also popular on private trips and as a
way to relax. It is most often consumed at
lunchtime or in the late afternoon. The most
popular types of coffee are milk-based, such as
caffe latte, cappuccino and latte macchiato.
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Black coffee is also popular. Less frequently,
respondents opt for black coffee made in a drip
coffee machine, americano or espresso. Men
drink coffee outside the home more often than
women - over a quarter of them say they do so
at least a few times a week. The average amo-
unt of coffee consumed outside the home (both
on weekdays and at weekends) is less than 2
cups. Both men and women have similar coffee
drinking habits (no statistically significant
differences). Women are more likely to drink
coffee outside the home when meeting friends,
whereas men tend to do so when they need to
wake up. Participants most often drink coffee
outside the home in the late afternoon and at
lunchtime. Around 14% of respondents drink
coffee outside the home in the morning.
Women are more likely to choose milk-based
coffees such as caffe latte, cappuccino, latte
macchiato and iced coffee. Men, on the other
hand, prefer black coffees such as coffee from a
drip coffee machine, espresso and americano.

Poles who drink coffee in shops or retail
outlets most often do so while shopping. They
choose these places because of their affordable
prices, convenient locations and tasty coffee
and drinks.

In turn, those who drink coffee in chain
cafés most often do so when meeting friends,
while shopping, on private trips or to relax for
a moment. When choosing a chain café, coffee
drinkers invariably take into account the taste
of the coffee and other beverages on offer as
well as the high quality of the coffee.

The most common situation
participants drink coffee at petrol stations is on
private trips or on the way to or from work or
school. Respondents most often decide to have
coffee in the station’s café while refuelling or
taking a break during their journey, as well as
because of the tasty coffee and beverages on

in which

offer and the high quality of the coffee. Among
those who regularly drink coffee at petrol
stations, the majority say they choose the
station because of the coffee on offer.

Poles prefer medium-strength coffee with a
less acidic taste. Almost half of respondents say
they never sweeten their coffee. If they do,
white sugar is the most popular choice,
although sweeteners are becoming increasingly
popular. More men than women say they
sweeten their coffee with white sugar, while
more women say they do not sweeten their
coffee at all. Among those who drink coffee
with milk or a plant-based drink, classic
lactose-containing milk is the most popular
(selected by
respondents). The most popular additives to

choice three-quarters  of
coffee are milk or plant-based drinks. Spices
are the next most popular choice, while
flavoured syrups and powdered cream are
much less common. Among women, milk and
plant-based drinks are more popular. Men are
more likely than women to use no additives.

Coffee drinkers most often choose coffee
because they like the taste. Half of them also
say that drinking coffee is a ritual and a source
of pleasure for them. Women are more likely to
see drinking coffee as part of their daily routine
and an important daily ritual - they are more
likely to say that they cannot imagine a day
without a cup of coffee. Men, on the other hand,
are more likely to consume coffee for its
functional benefits - they are less likely to
associate it with pleasure and are more likely
to consume it on the go, for stimulation or
energy or out of habit. Compared to previous
editions of the survey, there has generally been
a significant decrease in the percentage of
people who cannot imagine a day without
coffee or who need it to start their day. Is a new
trend emerging?
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Coca-Cola HBC Poland has published the
results of a nationwide survey on coffee-
drinking habits among Poles. Conducted in June
2025 by the Yotta research house on behalf of
Coca-Cola HBC Poland and the Baltic States, the
survey polled a representative group of 1,100
Polish adults aged 20-65 who live in large cities
and consume coffee (DlaHandlu, 2025). The
data shows that 82% of respondents say they
drink coffee daily, spending an average of more
than 140 hours on it each year, and for 54% of
respondents, these are moments of reflection
and planning. 58% of participants drink two to
three cups of coffee a day, usually spending 15
to 30 minutes on this activity. The most
popular beverages are coffee with milk (64%),
freshly brewed coffee (56%) and instant coffee
(54%). Older consumers prefer classic black
coffee (63%), while Generation Z consumers
are more likely to choose iced coffees (56%).
The survey also observed an increase in
interest in premium products. Sales of high-
quality coffee beans increased by 5% in 2024.
Coffee consumption outside the home is also
expected to grow, primarily among younger
adults (MMP24, 2025).

In July 2025, the Czytamyetykiety.pl journal
published the results of a survey on the coffee-
drinking habits of Poles. The results showed
that 65% of people drink coffee once or twice a
day, 31% reach for it three or four times a day
and 4% say they drink five or more cups each
day.

Coffee is regularly purchased by 96% of
Polish households. Instant coffee is the most
popular type purchased in shops (38-40% of
consumers). However, a growing popularity of
whole bean coffees and automatic coffee
machines can be seen, and Poland is currently
one of the European leaders in terms of coffee
equipment sales.

Poles are increasingly choosing premium
coffee, experimenting with alternative brewing
methods and visiting specialty coffee shops,
which indicates growing consumer awareness.

Undoubtedly, coffee is becoming part of
everyday life for Poles. There is growing
interest in quality, such as freshly ground
coffee, coffee machines and speciality coffee
shops. Most Poles trust coffee; as many as
three-quarters consider it a healthy drink
(Golba, 2025).

Between 27 and 31 July 2022, the Centrum
Badawczo-Rozwojowe BioStat (BioStat Rese-
arch and Development Centre) conducted a
coffee survey in cooperation with ABC Zdrowie
(ABC Health). Coffee drinkers over the age of 18
were asked for their opinion, and the group of
respondents was representative in terms of age
and gender. Poles who admitted to drinking
coffee most often did so once or twice a day -
this habit was reported by almost two-thirds
(65.1%) of survey participants. Another 30.8%
usually consumed three or four coffees a day,
while 4% drank five or more. The youngest
respondents, aged 18 to 29, consumed rela-
tively small amounts of coffee per day (75.1%
drank only one or two cups a day). In contrast,
three or four cups a day were most often drunk
by fifty-year-olds, while thirty-year-olds drank
five or more cups.

Coffee with milk was the most popular
choice (61.3% of responses). Black coffee was
chosen by 47.6% of respondents. Bitter coffee,
without sugar or sweetening additives, was
chosen by 22% of respondents, while 25.2%
opted for coffee with sugar and flavoured
syrups. Interestingly, coffee with milk was
preferred by women (67.4%) than by men
(54.5% of responses). Black coffee was more
popular among men (53.9%) than women
(41.9%) (Biostat Research and Development
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Centre, 2022). It can therefore be concluded
that these results are fairly consistent with

Conclusions

According to forecasts, the global coffee market
in 2025 was expected to reflect the complex
and challenging processes that had occurred in
previous years. Climate challenges, changing
consumer preferences and technological
developments will determine the sector’s
future direction.

Faced with a turbulent environment, custo-
mers adjust their purchasing habits, search for
alternatives and make much more informed
choices regarding the coffee products available
on the market.

Three main forces are driving the deve-
lopment of the coffee market: the growing
importance of sustainability, the development
of a culture of specialty coffee consumption
(connoisseurship) and the
convenience (the growing popularity of coffee
capsules).

Sustainability has become one of the most
important subjects in the sector,
covering social, economic and environmental
aspects (Dgbrowska & Mro6z, 2025). It is having
an increasingly significant impact on purcha-
sing decisions, particularly among Generation
Z, but also among consumers in European
markets. Coffee production affects the enviro-
nment and local communities. Various
initiatives are being taken to improve the living
conditions of coffee producers and minimise
the negative environmental impacts. Experts
are trying to find sustainable economic models
to achieve these goals. They emphasise the
importance of sustainable coffee certification,
optimising the supply chain and improving

demand for

coffee

those of the original survey.

production efficiency in an environmentally
friendly manner (Noircafe, 2025).

Despite the general price situation and
inflation, some consumers are seeking unique
taste experiences and higher quality, viewing
coffee as an affordable luxury even in difficult
times. This behaviour is similar to that seen
during economic crises and is known as the
‘lipstick effect’. Consumers are eager to buy
non-essential luxury products that bring them
pleasure and improve their mood.

A culture of speciality coffee consumption is
emerging, in which the beans originate from a
strictly defined area and adhere to the highest
standards at every stage, from cultivation and
roasting to brewing. This coffee-based drink
has a unique quality, distinctive taste and
personality, and consumers perceive it as
superior to ordinary coffee
connoisseur consumers, therefore, the sensory
quality, origin and authenticity of the product
are of key importance, and they view susta-
inability in terms of conscious rituals rather
than certificates alone. These consumers are
educated and aware, and treat drinking coffee
as a serious hobby. They have high cultural
capital, reject mass-produced products and
value goods that emphasise their status and
individuality. For these consumers, skills such
as evaluating beans, recognising aromas and
knowing the optimal brewing methods are
important. Analysts are already talking about
the next, fourth wave of coffee, which aims to
make high-quality coffee more widely available
by internationalising

drinks. For

local roasters and
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implementing higher sustainability standards
(Global Report, 2026).

The coffee market is increasingly character-
rised by the coffee paradox, whereby producers
face an economic crisis despite a consumption
boom.

The coffee-in-capsules (CIC) market is
experiencing explosive growth, driven by
consumers’ appreciation of convenience, speed
of preparation, personalisation and their desire
to recreate the café experience at home,
facilitated by the availability of household
appliances. While further dynamic growth of
this segment is forecast, serious sustainability
concerns have also been raised, mainly due to
the huge amount of waste produced. It is
estimated that around 75% of used capsules
end up in landfill sites, presenting manufa-
cturers with the challenge of finding more
environmentally friendly solutions, such as
compostable and biodegradable materials. The
first solutions are already emerging. For
instance, Nespresso has created a bicycle from

Declaration of competing interest

recycled coffee capsules. However, many other
items can be made from recycled capsules,
including pocket knives and pens (Portal
Spozyweczy, 2020).

Research into consumer attitudes and habits
regarding coffee consumption has confirmed
that coffee is a popular drink, typically
consumed two to three times a day, which is in
line with medical recommendations. Some
intergenerational differences can be discerned.
Young people (aged 18-34) drink coffee more
frequently (two to three times a day) than
older people. In Poland, both ground and
instant coffee are popular. Instant coffee is
easier and quicker to prepare, and is therefore
more popular among young people. The most
common additives to coffee are milk and white
or brown sugar. One in five Poles do not add
anything to their coffee, and this group tends to
be male. It can be said that Poles are becoming
increasingly aware of the health benefits of
coffee, but they also believe that it can flush
magnesium out of the body.
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