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ABSTRACT

The article is a research study. The purpose of the study is to capture the consumer behaviour of young and silver
singles living in Poland in relation to coffee consumption, knowledge of coffee varieties and motives for consuming
coffee, as well as the effects of coffee consumption on the human body. The theoretical part of the text, based on
a critical analysis of literature, describes the coffee market and explains the phenomenon of singlisation that char-
acterises modern societies. The empirical part of the article focuses on the conceptualisation of research and the
description of the research sample and its characteristics. Then, based on own research, the author analysed the
frequency and place of consumption of various types of coffee, the familiarity with their brands, including specialty
grade coffees, the criteria determining the choice of coffee beverages, and the knowledge among young and silver
singles of the effects of coffee consumption on the human body. The analysis is based on a survey questionnaire
conducted between 1 October and 30 December 2025. According to the research assumptions, the sample includ-
ed people between the ages of 18 and 34, representing young singles, and single older people aged 65 and over.
The survey shows that the respondents, especially young singles, most often drink coffee in the morning, while
older respondents drink coffee at noon. They mainly consume it at home, and to prepare the coffee they use cof-
fee extract. Both young and older singles boast a good knowledge of coffee brands supplied by major coffee cor-
porations, such as Nestle, Starbucks, Jacobs Douwe Egberts and Lavazza. However, the respondents' knowledge of
specialty grade coffees is much weaker. When it comes to the respondents’ familiarity with the effects of coffee
consumption on the human body, silver singles may boast greater familiarity in this area.
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Introduction

The etymology of the word coffee comes from roasted beans. The name coffee refers to the
the old Arabic word gahwa or kahwa which  fruits and seeds of the plant of the botanical
means removing fatigue (by force). The word genus Coffea in the family Rubiceae (Jolliffe,
coffee denotes both the coffee tree or bush, 2010). Another term for coffee that is widely
fruit, bean and the beverage obtained from the used in Ethiopian languages is buna, bun, btin
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or buni (depending on the language). The most
common assumption is that the word group
was derived from the Arabic bunn ( < ),
specifically meaning coffee bean, but an
indigenous origin in the Cushitic language has
also been put forward as a possibility (David,
2008, p. 266).

Coffee was known in Africa as early as a
thousand years before our era. The Ethiopians,
especially the tribes living in the mountainous
regions of Ethiopia, drank coffee beans, but
only those growing naturally. Initially, the
locals ate red coffee cherries straight from the
bush. Over time, people started to use beans
whih were crushed in a mortar, mixed with
butter and honey, formed into balls and cooked
in salted water with spices. It was not only the
beans that were valuable - coffee leaves were
used to make infusions with dried citrus peels
or chewed for stimulation (Morris, 2019). The
first coffee crops developed for commerce date
back only to the 13t to 15th centuries AD. From
Africa, coffee made its way to the Arabian
Peninsula, and further to Yemen and Turkey.
The first coffee plantations appeared in 575 AD
in the Abyssinian Highlands and the Somali
Peninsula, while the first coffee shops esta-
blished in Europe were in Italy and the United
Kingdom. Nevertheless, for nearly two
centuries, until the end of the 17t century,
Yemen was the world’s sole supplier of coffee.
However, as the demand increased, coffee
cultivation spread to other parts of the world. It
should be mentioned here that modern genetic
studies have confirmed Yemen’s fundamental
role in the global spread of Arabica coffee. A
study published in 2020 shows that the
majority of Arabica varieties grown worldwide
are derived from the plants domesticated and
grown in Yemen (Scalabrin et al, 2020). In
Poland, coffee appeared at the end of the 17t

century. It came to the Polish lands in the form
of beans after the victory of John III Sobieski at
Vienna, thanks to Franciszek Kulczycki. As a
reward for his wartime merits, the king granted
him the right to seize coffee supplies from the
captured Turkish camps and open the first
coffee shop in Vienna and later a shop in
Warsaw. This marked the beginning of the
consumption of this drink in cities, in the
circles of rich bourgeoisie and the rich noble
houses, and later among other estates. Treated
as a drink of the economic elite, coffee gained
popularity during the reign of Augustus IL. It
should be noted here that the dissemination of
coffee in the territory of 18th-century Poland
was fostered by the publication in 1769 of a
book entitled Opisanie sposobu nalezytego
zazywania kawy tureckiej (Description of the
Manner of Due Consumption of Turkish Coffee),
by Father Tadeusz Krusinski (Zukiewicz-
Sobczak et al,, 2012, p. 71).

In the context of the globalisation process,
digitisation of the world economy, rapid
development of technology and the growth of
online shopping, the mentality of modern
societies  changes, people,
regardless of their age and marital status, to
constantly modify their lifestyles. Undoubtedly,
the modern consumer, using mobile devices,
compares products and prices and seeks
information about them before making a
purchase. At the same time, it can be seen that
the ever-increasing changes in the living
conditions of consumers are making the trend
of consuming various types of stimulating
beverages, aimed at improving concentration
and cognitive performance, and consequently
increasing people’s activity, popular and
increasingly noticeable. One such stimulant is
caffeine which
Nowadays, the proverbial going out for coffee is

encouraging

is found in coffee beans.
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closely correlated with the culture of spending
free time (Olejniczuk-Merta, 2024). When
drunk in the company of other people (mostly
friends and acquaintances), coffee is not just

Literature review

Characteristics of the coffee market

Apart from water, coffee is one of the most
consumed beverages in the world. In the
economic theory, it is classified as a normal
staple good for which the coefficient of income
elasticity of demand is greater than zero, which
means that changes in demand occur more
slowly than changes in the consumer’s dispo-
sable income. Undoubtedly, coffee is one of the
most valuable agricultural commodities traded
on the world markets. It usually contains more
caffeine than most other drinks and is
frequently consumed. Consequently, it greatly
contributes to the overall caffeine consumption
in the general population. It is not uniform in
taste, but comes in many varieties.

Currently, coffee is grown in the coffee belt
located between the Tropics of Cancer and
Capricorn at temperatures of 17 - 21 degrees
Celsius, and requires
Countries such as Brazil, Colombia and Vietnam
are the main coffee producers and provide
more than half of the world’s coffee production.
Coffee processing and consumption, on the
hand, place mainly in the
industrialised countries of the European Union,
the United States and Japan.

Coffee is grown in diverse soil conditions, at
various altitudes,
species (varieties) having their own specific
characteristics. The main coffee varieties in the
world include Arabica and Robusta, whereas
Excelsa and Liberica are traded in smaller

abundant rainfall.

other takes

which results in coffee

about boosting energy, but has an increasingly
social dimension linked to establishing and
nurturing relationships.

quantities for the needs of local growers.
Arabica is more delicate in flavour, but is also
more expensive than other varieties. It grows
in upland and mountainous areas at 600-1800
meters above sea level and, depending on the
altitude, the quality of the beans is better.
Robusta, on the other hand, is grown in the
tropics, at plantations located much lower
down, and it is more hardy and less demanding
than Arabica. Its shrub yield is achieved faster.
It gives about 25% of the world’s production.
Robusta is usually used to manufacture instant
coffee. There is another division created by the
International Coffee Organisation which distin-
guishes four groups of coffee, namely: the
Colombian Mild Arabicas which include Arabica
coffees from Colombia, Kenya and Tanzania,
the Other Mild Arabicas which include other
Arabica coffees from other countries affiliated
with the 27offee27 and27 and are about 20%
cheaper than the Colombian Mild Arabicas, the
Brazilian Natural Arabicas which include
Arabica coffees from Brazil, South America,
Ethiopia and the Philippines and cost 40% less
than the Colombian Mild Arabicas, and
Robustas which include Robusta coffees from
Asian and African countries. Their price is
lower than the price of the Colombian Mild
Arabicas by about 60-70% (ICO, 2025). The
criteria for this division include the botanical
species of coffee, the country and region of its
origin, and the size of the beans.
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The coffee market in Poland is growing
dynamically. In 2025, the coffee market’s worth
was estimated at PLN 7.7 billion, with retail
sales accounting for the majority of the market.
Between 2023 and 2025 the market grew by
5.9%, and is expected to maintain the same
level in the next period. Meanwhile, according
to the data from Insight Analyst at NielsenlQ,
the value of coffee sales in Poland rose nearly
13% from March 2024 to September 2025,
when compared to the analogous period in the
year before. The main factors behind this
growth are the increasing popularity of
specialty coffee, the expansion of coffee shop
chains, and the changing habits of consumers
who are increasingly choosing coffee at home
and at work. According to the Coffee in Europe
report by Allegra World Coffee Portal, in
Poland the average coffee consumption per
person is about 3 kg per year, while in
countries such as Finland and Norway the
consumption exceeds 10 kg per person (The
White Bear Coffee, 2025). According to a
survey conducted by BioStat, as many as 65.1%
of Poles drink coffee once or twice a day, and
another 30.8% even three or four times a day
(BiKO Tech Publishing House, 2025).

Over the past two decades, coffee consum-
ption has changed profoundly, evolving from a
harmful habit to a safe lifestyle that actually
protects human health. The consequences of
coffee consumption are being viewed through
the prism of benefits and risks, as credible
evidence of its health-beneficial potential is
emerging more and more often (Luberda,
2025). Numerous studies conducted over the
past three decades confirm the beneficial
effects of coffee drinking in a number of
diseases, including type 2 diabetes, hepatitis C,
hepatocellular carcinoma, non-alcoholic fatty
liver disease and neurodegenerative disorders,

disease, Parkinson’s
disease and amyotrophic lateral sclerosis. The
health-promoting properties of coffee are
largely attributed to its rich phytochemical
composition, including caffeine, chlorogenic
acid, caffeic acid and hydroxyhydroquinone
(Yenisetti & Muralidhara, 2016, pp. 407-422).
As Lopes and Cunha (2024) demonstrate, the
range of benefits of drinking coffee contributes
to an average of 1.8 years of healthy life
Based on their research, the
aforementioned authors recommend mainta-
ining coffee consumption throughout life as
part of a healthy lifestyle.

There is a wide range of factors that
determine coffee consumption. Undoubtedly,
the driving force in the coffee market for
today’s consumer, regardless of their age, is the
continuous emergence of coffees from new
countries or regions previously unknown to a
wider range of consumers, such as Jamaica Blue
Mountain, Black Ivory Coffee, Jacu Bird Coffee,
Bat Poop Coffee, Monkey Coffee or Ethiopia
Sidamo and Guatemala SHG, SHB. It is also
important to remember that coffee consum-
ption is also determined by a number of
hedonistic, environmental, socio-cultural and
lifestyle factors. In addition, the motivation to
consume coffee may vary depending on
demographic and social characteristics, such as
gender, age, education, monthly disposable
income and place of residence. The marital
status of consumers
significance. The relationship between coffee
consumption and marital
ambiguous. For example, Deshmukh-Taskar et
al. (2007) show that married women consume
caffeinated beverages almost twice as often as
unmarried women. However, a study condu-
cted at Zayed University in the United Arab
Emirates found that single women consumed

such as Alzheimer’s

extension.

is also not without

status is still
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more coffee than married women (Ghali, 2016,
Lone et al, 2023). In addition, the authors of
the cited studies proved that married people
generally led healthier lifestyles compared to
those living alone, which might be the main
reason for lower coffee consumption among
married people.

Singlisation of modern societies

The changes taking place in the 21st century
clearly indicate the permanent structuring of
new forms of social life (Baruk, 2024). The
macro-social sphere which directly affects the
microstructures provides many exemplifica-
tions of modernist styles of family and social
life. Apart from their positive effects, the
radical transformations of family life caused
significant perturbations which have intense-
fied, especially in the second half of the 20t
century, and are manifested with particular
intensity in the 21st century.

The singlisation of society is becoming a
more and more common phenomenon. Living
on your own is a sign of independence, not a
cause for shame, and it offers the opportunity
to build a variety of relationships and friend-
ships, as opposed to focusing only on family.
Thus, an opportunity for choice has emerged,
operating in opposition to the old uniform
pattern. The socio-cultural landscape of the 21st
century is made up of changes in the sphere of
mentality, distance from the institution of the
family, the cult of indepen-dence and building
one’s own socio-professional position.

Defining the term single is not easy. The
variety of lifestyle options and living conditions
makes it difficult to clearly define people living
on their own (Bergstrom & Brée, 2023;
Mortelmans et al, 2023). The etiology of this
concept may be explained in multiple ways:
depending on the specific context adopted by

the representative of a given scientific disciple-
ine. A sociologist, psychologist, economist or
educator will 290ffee29 and it differently. The
first attempts at a scientific definition of the
term appeared in the 1930s in American
literature (Hillis, 1936/2008). The focus was
placed on various aspects of the singles’
individual lives. A lot of attention was paid to
their sex lives (Burgess, 1934, pp. 116-154),
social status (Kolehmainen et al., 2023), how
they defined themselves (Darrington et al,
2005), stigma and
discrimination against singles (DePaulo &
Morris, 2006, pp. 251-254), including
comparative analyses with family life (Hertel et
al,, 2007). On the one hand, there were outright
calls for the creation of Singles Studies, while
on the other hand, questions were raised about
the sense of using the term single in social
research (Rychtowska-Niespo-rek, 2017, p.
223).

No one has ever been born single. According
to 29offee (2013, p. 8), a person becomes single,
or rather grows up to be one. It is a process, a
kind of evolution, an overly conscious, non-
accidental transformation that rises to the
priority status to which we assign qualities and
characteristics to make it truer than it really is.

[t seems that, in principle, we can talk about
two situations that cause an individual to
become single. This applies to both men and
women. The first category of singles is made up
of people who become singles by postponing,
for whatever reason, the decision to start a
family. At some point, this lifestyle begins to
suit them so much that the decision to marry is
unlikely. In addition, the circle of possible
marriage partners has narrowed considerably
for them. People of their age bracket have
already entered into a relationship, some even

various forms of

have young children, or even managed to get a
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divorce. The second category of singles are
those who intentionally choose this lifestyle. A
well-educated adult, but still a young person,
arranges their life, without entering into any
formal arrangements within the framework of a
marriage. As they build their social position,
especially the economic one, they give up or
postpone starting a family (Majkowski, 2010, p.
226).

As yet, Polish literature has not provided a
single and generally acceptable definition of a
single. Two main ways of understanding this
term can be distinguished. In works on the
sociology of the family, a single is defined
mainly by their marital status and lifestyle. In
contrast, in works devoted exclusively to
people living on their own, singles are mostly
defined by a number of socio-demographic
characteristics the most common of which are
marital status (single), age (about 20-50),
residence in a large city, formation of a single-
person household and financial independence.
However, it should be remembered that singles
form a much narrower category than those
generally living alone, i.e. forming a single-
person household. The marital status criterion
alone is not an ideal criterion for defining
people living on their own. For many people,
this way of life is a choice (clerical life,
widowhood, divorce, single parenthood), but it
is also the result of many factors, such as
illness, various family dramas.

Due to the difficulty of establishing clear-cut
criteria defining the form of married-family life
and fixed distinctions of the category of people
living on their own, as pointed out in the
literature, the definitions of singles are both
nominal and functional. It should be noted that

the group of people living alone is not
homogeneous. Singles can be both those who
never married and those who are widowed or
divorced. Researchers who study people living
alone define the term differently. For some,
they are all people who live alone, while for
others singles are those in a celibate state who
live in single-person households and have only
fleeting sexual relationships or those who are
not in a relationship but live under one roof
with other people. This is reflected in the
classification criteria for people living alone.

The key reasons cited in the literature for
why individuals consciously choose to live
alone, or factors that objectively compel them
to remain single, are: excessive focus on
pursuing their own career plans and missing
the moment to look for a potential partner, a
confluence of independent circumstances that
prevented a single from finding a partner that
matched their perceptions, reluctance to marry
due to, for example, negative experiences of the
single’s parents, friends or acquaintances, fully
conscious choice to remain single, divorce or
reluctance to enter into further 30offee30 an
relationships, or love of the single state (Zalega,
2024, p. 64).

The diversity of the singles group causes
researchers to redefine it for their own pur-
poses, relating it to various variables (e.g. age,
marital status, economic independence). How-
ever, there is no conceptual unification of the
phenomenon of living alone in social sciences.
The adoption of legal, economic and customary
criteria to describe the category of singles
should be considered necessary but not
sufficient.
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Research methods

The purpose of the article is to capture the con-
sumer behaviour of young and silver singles
living in Poland in relation to coffee consump-
tion, knowledge of varieties and motives for
consuming coffee, as well as the effects of cof-
fee consumption on the human body. To this
end, four research 31offee31 an were formula-
ted:

H1:The monthly disposable income of young
and silver singles influences their coffee
habits which are manifested in their choice
of brands, brewing method, frequency and
place of coffee consumption.

H2:Young and silver singles with higher educa-
tion are more likely to drink coffee and
reach for qualitatively better varieties than
those with primary or secondary vocational
education.

H3:Among young singles and single female
seniors with higher education, drinking cof-
fee in coffee shops is popular, which is
linked to a greater awareness of coffee
trends.

H4: Single seniors show a greater knowledge of
the effects of coffee consumption on the
human body than young singles.

The tool used to conduct the study was a
survey questionnaire devised by the author
and consisting of 10 close-ended questions on
consumer behaviour related to coffee con-
sumption, knowledge of coffee varieties, evalu-
ation of the type of coffee consumption and
motives for coffee consumption among young
and silver singles living in Poland. The study
was conducted between 1 October and 30 De-
cember 2025. The difficult part of the study
was to adequately define the subject of the
study due to the fact that the categories of

young and silver singles are not clearly defined
in literature. In this article, the population of
young singles is defined to be those between
the ages of 18 and 34. The upper age limit, i.e.
34 years old, is considered in Polish literature
to mark the end of youth. The participants were
recruited through the ankietka.pl website, as
well as through social media channels such as
Facebook, Whatsapp, Messenger and email. In
order to take part in the survey, interested per-
sons had to go to a specific website, where they
could see the survey questionnaire prepared
for them. It was also distributed to special fo-
rums, as well as fan pages of universities and
private colleges. In accordance with the re-
search assumptions, the sample included only
people in the 18-34 age group, living alone by
their own choice and belonging to Generation Z
who made purchasing decisions in the market.
Silver singles, on the other hand, are defined as
individuals aged 65 years and over, living alone
by their own choice (running a single-person
household or independent flat), due to life cir-
cumstances (widowed) or those who have re-
turned to single life (divorced, abandoned, or
separated). The silver singles are represented
by those belonging to Generation X and Baby
Boomers. Both young and silver singles are
mostly 31offee31 and31n by the lack of paren-
tal responsibilities, are financially independent,
usually have high school or university educa-
tion, have a large circle of friends and acquaint-
ances, are strongly focused on themselves and
their own needs, and exhibit a specific lifestyle
in which they pursue individual values and
relationship patterns. In addition, this study
assumes that people living alone, regardless of
their age, cannot be in informal LAT or long-
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distance relationships, while any romantic rela-
tionships must not be permanent3. This defini-
tion, therefore, excludes those in a stable het-
ero- or homosexual relationship and narrows
down the group of singles, allowing for uni-
formity in the research.

The purposive-quota sampling procedure
was used in the selection of the sample. The
characteristics (quotas) adopted in the study
were gender and age. The data processing elim-
inated information received from respondents
in cases where the questionnaires were filled
out incompletely or incorrectly (13 cases). Of
the initial number of survey questionnaires
from 1,817 respondents, 1,804 questionnaires
were qualified, which accounted for 99.28% of
the total sample. In further proceedings, they
underwent a coding process, while the data set
created on their basis was processed with a
statistical package. The SPSS statistical pack-
age, version 29, was used for the statistical
analysis of the data. Using Pearson’s rank cor-
relation test and Spearman’s rho correlation,
the relationships between selected factors
32o0ffee32 and32ng young and silver singles
and their coffee consumption behaviour were
examined. The study also used Kendall’s tau
coefficient (1) to determine the strength and
indicate the direction of the relationship that
exists between the variables under considera-
tion. The results were considered statistically
significant at the significance level of p <
0.05andp < 0.01.

In the case of young singles, 826 people par-
ticipated in the survey, including 456 women
and 370 men. All of the survey participants
declared that they live alone and are not in in-
formal LAT or long-distance relationships,

3 The above definitions of young and silver singles were
presented to survey participants before they completed
the survey questionnaire.

while all of their romantic relationships are not
permanent. Nearly half of the young singles
cities with populations
500,000. Only one in 20 young singles lived in
the countryside. One in three young singles
participating in the survey had high school ed-
ucation, one in four had basic vocational educa-
tion, while nearly half had a master’s degree.
The average age of the young singles surveyed
was about 26. The most common respondents
were students who combined their studies with
work. As for monthly disposable income, the
largest group of respondents fell within the
income range of PLN 4,001.00 to 5,000.00. One
in three respondents rated their current mate-
rial situation as good (Pearson’s rank correla-
tion coefficient at r=-0.174, p<0.01), while one
in five rated it as very good (Pearson’s rank
correlation coefficient at r=-0.195, p<0.01).

In contrast, in the case of silver singles, 978
people participated in the survey, including
694 women and 284 men (Table 1). The sample
showed a clear predominance of women over
men, while the largest age group was in the 65-
74 age range*. The place of residence was also
an important variable in the survey. More than
half of the silver singles lived in cities with a
population of two hundred thousand to half a

were from over

4 The literature of English-speaking countries uses a divi-
sion of the elderly into three phases: 1) the young old -
aged 60/65 -74, 2) the old - aged 75-84, and 3) the oldest
old - aged 85+. The division of old age adopted in the
study is similar to that proposed by the WHO. The author
of the study adopted a division of the elderly into: 1)
young old age which includes people between the ages of
65 and 74, 2) advanced old age, where people between
the ages of 75 and 84 qualify, and 3) very advanced old
age which includes people over the age of 85. According to
the UN, 65 is considered the conventional beginning of old
age. However, it is important to remember that old age is
not only related to the number of years a person has lived.
We distinguish between the calendar age (chronological,
metric age) and biological age. The influence of many
factors often causes very large discrepancies between
calendar age and biological age.

32 Coffee & Tea Market Research Institute



million, and fewer than one in twenty lived in
rural areas. As for the educational level of the
respondents, those with basic vocational edu-
cation were the most strongly represented.
Nearly 2/5 of silver singles held this level of
education. One in four people living alone had
completed university studies. A similar per-
centage were single seniors with high school
education. The smallest group in the sample
was comprised of silver singles with primary
education. One in ten respondents held this
level of education. The largest group among
seniors living alone were those whose monthly
disposable income per household did not ex-
ceed PLN 3,000.00. For one in three single sen-
iors, disposable income ranged from PLN

3,001.00 to PLN 4,000.00 per month per
household. In contrast, for one in four respond-
ents, monthly disposable income was between
PLN 4,001.00 and PLN 5,000.00. The smallest
group among the respondents were households
with a monthly disposable income of more than
PLN 6,000.00.

Nearly 45% of respondents described their
economic situation as good, while 2/5 of those
surveyed described it as bad. Nearly one in ten
respondents described their economic status as
very bad (Pearson’s rank correlation coefficient
at r = -0.203, p < 0.01), while only one in ten
respondents rated their current material situa-
tion as very good (Pearson’s rank correlation
coefficientatr = —0.308,p < 0.01.

Table 1. Characteristics of the respondents

— Voung sngles
N =826 Percentage share N =978 Percentage share

Age:
18 - 23 years old 320 38.7
24 - 29 years old 245 29.7
30 - 34 years old 261 316
65 - 74 years old £g83 59.6
75 - 84 years old 296 30.3
85+ years old 99 10.1
Gender:
Woman 456 55.2 694 71.0
Man 370 44.8 284 29.0
Education:
Primary - - 111 114
Basic vocational 175 21.2 368 37.5
High school 250 30.2 252 25.8
Higher 401 48.6 247 25.3
Monthly disposable income in PLN:
Up to 3,000.00 106 12.8 303 31.0
3,001.00 - 4,000.00 105 12.7 291 29.8
4,001.00 - 5,000.00 300 36.3 196 20.0
5,001.00 - 6,000.00 233 28.2 147 15.0
Over 6,000.00 83 10.0 41 4.2
Place of residence:
Countryside 41 5.0 45 4.6
Town up to 10,000 inhabitants 40 4.9 80 8.2
Town of 11,000 to 20,000 inhabitants 55 6.6 134 13.7
Town of 21,000 to 100,000 inhabitants 74 9.0 138 14.1
City of 101,000 to 200,000 inhabitants 83 10.1 148 15.1
City 0f 201,000 to 500,000 inhabitants 128 15.5 257 26.3
City over 500,000 inhabitants 404 48.9 176 18.0

Source: own study.
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Research results

The majority of singles participating in the
survey are coffee consumers (84.6%), but there
were differences in coffee consumption given
the demographic and social characteristics of
the respondents. Non-consumers, on the other
hand, are the respondents who buy coffee for
family members, friends and acquaintances, or

who do not consume coffee due to health
reasons or because they do not accept the
coffee’s taste qualities. The respondents who
did not consume coffee were eliminated from
further analysis, and the detailed analysis
concerns the results of 1515 survey questio-
nnaires.

Table 2. Characteristics of respondents who consume coffee

Specification

N=761 in % N =754 in %
Age:
18 - 23 years old 194 25.5
24 - 29 years old 256 33.6
30 - 34 years old 311 40.9
65 - 74 years old 175 23.3
75 - 84 years old 231 30.7
85+ years old 348 46.1
Gender:
Woman 378 44.4 277 36.8
Man 363 47.7 304 40.3
Education:
Primary - - 153 20.3
Basic vocational 224 29.4 177 23.5
High school 251 33.0 193 25.6
Higher 286 37.6 231 30.6
Monthly disposable income in PLN:
Up to 3,000.00 119 15.6 101 13.4
3,001.00 - 4,000.00 133 17.5 127 16.8
4,001.00 - 5,000.00 148 19.4 138 18.3
5,001.00 - 6,000.00 176 23.2 180 239
Over 6,000.00 185 24.3 208 27.6
Place of residence:
Countryside 62 8.1 56 7.4
Town up to 10,000 inhabitants 85 11.2 65 8.7
Town of 11,000 to 20,000 inhabitants 91 12.0 77 10.2
Town 0f 21,000 to 100,000 inhabitants 99 13.0 87 115
City of 101,000 to 200,000 inhabitants 130 17.1 120 159
City of 201,000 to 500,000 inhabitants 138 18.2 161 214
City over 500,000 inhabitants 156 20.4 188 249

Source: own study.

In order to find out the respondents’ preferen-
ces, they were asked a question about the
frequency of coffee consumption (Table 3). The

survey found that one in two young singles and
one in three single seniors reached for a cup of
coffee every day. In addition, 2/5 of silver
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singles and one in three young singles declared
that they consumed 2-3 cups of coffee daily. In
contrast, one in six young singles and almost

Table 3. Frequency of coffee consumption among respondents (in %)

one in three single elderly consumed coffee
once a week or less often.

Young singles (N = 761)

Silver singles (N = 754)

Specification 2.3 times a Once a week 2-3 times a Once a week
Every day and less Every day and less
week week

often often
Total 51.5 32.6 15.9 31.3 41.2 27.5
Age:
18 - 23 years old 43.6 34.6 21.8
24 - 29 years old 47.9 327 19.4
30 - 34 years old 63.0 30.5 6.5
65 - 74 years old 37.3 39.1 23.6
75 -84 years old 30.2 38.3 31.5
85+ years old 26.4 46.2 27.4
Gender:
Woman 49.8 33.6 16.6 30.9 40.5 28.6
Man 53.2 31.6 15.2 31.7 41.9 26.4
Education:
Primary - - - 19.6 39.9 40.5
Basic vocational 49.1 33.8 17.1 31.2 40.9 27.9
High school 47.5 339 18.6 35.8 41.1 23.1
Higher 57.9 30.1 12.0 38.6 42.9 18.5
Monthly disposable income in
PLN:
Up to 3,000.00 42.7 28.7 28.6 23.8 36.4 39.8
3,001.00 - 4,000.00 43.9 314 24.7 25.5 39.7 34.8
4,001.00 - 5,000.00 52.1 32.3 15.6 31.8 40.6 27.6
5,001.00 - 6,000.00 58.5 33.1 8.4 36.6 46.4 17.0
Over 6,000.00 60.3 37.5 2.2 38.8 42.9 18.3
Place of residence:
Countryside 389 30.3 30.8 30.7 37.9 314
Town up to 10,000 inhabitants 42.7 30.9 26.4 29.7 40.2 30.1
Town of 11,000 to 20,000 inhab- 46.1 30.1 23.8 30.1 38.9 31.0
itants
Town of 21,000 to 100,000 52.3 29.8 17.9 30.9 40.6 28.5
inhabitants
City 0of 101,000 to 200,000 in- 58.1 35.0 6.9 30.8 41.8 27.4
habitants
City of 201,000 to 500,000 in- 60.0 35.9 4.1 34.7 43.4 21.9
habitants
City over 500,000 inhabitants 62.4 36.4 1.2 32.2 45.6 22.2

Source: own study.

An interesting issue related to the coffee con-
sumption preferences of young and silver
singles was the time of day for consumption
(Table 4). When examining the preferences of

respondents who drink coffee, the study also

sought to determine at what times of day they
most often reached for a cup of coffee. The
information from the respondents shows that
young singles most often drink coffee in the

morning, while single seniors drink coffee in
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the midday hours. In contrast, a cup of coffee is
most often drunk in the evening by young
singles, mostly men in the youngest age group,

whereas the female seniors in young old age
were the least likely to do so.

Table 4. Frequency of coffee consumption among respondents at different times of day (in %)

Specification
Morning Noon Evening Morning Noon Evening

Total 41.3 35.1 23.6 30.7 51.4 17.9
Age:
18 - 23 years old 36.9 36.8 263
24 - 29 years old 40.6 339 25.5
30 - 34 years old 46.4 34.6 19.0
65 - 74 years old 33.6 54.6 11.8
75 - 84 years old 30.1 52.8 17.1
85+ years old 28.4 46.8 24.8
Gender:
Woman 40.6 36.7 22.7 29.8 53.9 16.3
Man 42.0 32.5 25.5 31.6 48.9 19.5
Education:
Primary - - - 28.9 49.8 21.3
Basic vocational 36.9 36.2 26.9 27.6 50.9 21.5
High school 41.2 34.7 24.1 31.9 51.6 16.5
Higher 45.8 34.4 19.8 34.4 53.3 12.3
Monthly disposable income in
PLN:
Up to 3,000.00 37.2 36.1 26.7 31.2 45.3 23.5
3,001.00 - 4,000.00 35.3 34.7 30.0 30.9 48.9 20.2
4,001.00 - 5,000.00 40.2 339 25.9 31.9 50.1 18.0
5,001.00 - 6,000.00 42.5 36.2 21.3 29.3 54.6 16.1
Over 6,000.00 51.3 34.6 14.1 30.2 58.1 11.7
lg:)‘l‘fnetr";s'i‘gzldence' 36.9 36.2 26.9 29.2 50.3 20.5
Town up to 10,000 inhabitants gg; gig 3245} gg; g?? 1132
Town of 11,000 to 20,000 inhab- ' ' ’ ’ ’ ’
itants 40.1 32.9 27.0 30.5 49.9 19.6
Town of 21,000 to 100,000
inhabitants
City of 101,000 to 200,000 in- 41.5 34.8 23.7 31.9 51.3 16.8
habitants
City of 201,000 to 500,000 in- 43.4 35.6 21.0 31.8 52.8 15.4
habitants
City over 500,000 inhabitants 523 37.0 10.7 32.5 54.6 12.9

Source: own study.

Another interesting aspect from the point of
view of the consumer behaviour of young and
silver singles is where coffee is consumed
(Table 5). Coffee undoubtedly brings people
together, as consumers of all ages drink it in the

company of friends, acquaintances or co-
workers in the workplace. Coffee consumption
trends do not exist in isolation from social
lifestyles. They
consumers want:

sentiments and consumer

reflect what modern
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authenticity, relationships and community,
comfort, stress relief and break from constant
activity. The place
respondents drink coffee most often is their
home, while consumption in coffee shops, at
work and at friends’ houses accounts for a
much smaller percentage. Undoubtedly, the
most popular place to drink coffee according to
the respondents is their home, where 69.8% of
young singles and 75.1% of single older people
consume coffee. Such consumer behaviour is
confirmed by numerous studies of consumer
behaviour in the coffee market conducted,
among others, by Lenart and Sikora (2001),
Dmowski et al. (2010) and Piotrowicz (2017).
These studies clearly show that respondents
from various age groups most often drink
coffee at gatherings with friends and acqua-
intances at home, choosing this place as the
most suitable place for them to drink coffee.
Another issue addressed in the survey was
the frequency with which the respondents
consumed different types of coffee. It is worth
recalling at this point that natural roasted
coffee is available on the market as either
beans or ground coffee. Coffee beans are
roasted coffee beans that, when ground, reveal
an intense aroma and flavour. As explained
earlier in this article, the main coffee species
are the most highly valued Arabica, Robusta

online where the

and the least aromatic Liberica. Ground coffee,
on the other hand, is coffee beans roasted and
ground by the manufacturer. In turn, instant
coffee is a coffee drink made from coffee
extract and contains about half caffeine of
ground coffee. Another form of natural coffee is
instant coffee which is a coffee extract
(Maciejewski et al., 2018).

The types of coffee preferred by Polish
young and silver singles is presented in Table 6.
The majority of respondents use coffee extract
to prepare café coffee. This form of natural
coffee is preferred by seniors in their very
advanced old age and young singles in the
youngest age group. On the other hand, coffee
beans are most often used by young singles in
the 30 to 34 age group and single seniors in
their young old age. The information from the
respondents shows that young and silver
female seniors are less likely to use coffee
beans, but they are more likely to use instant
coffee than men.

In the context of the obtained results, it may
be concluded that instant coffee is the most
popular among young and silver singles,
immediately followed by ground coffee, and
coffee beans only comes in third place in their
preferences.
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Table 5. Place of coffee consumption among respondents (in %)
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Table 6. Type of coffee preferred by young and silver singles (in %)

Young singles (N = 761)

Silver singles (N = 754)

Specification
beans ground instant beans ground instant

Total 27.8 32.1 40.1 21.4 28.3 50.3
Age:
18 -23 years old 20.7 33.9 45.4
24 - 29 years old 29.6 32.7 37.7
30 -34 years old 42.1 30.3 27.6
65 - 74 years old 221 29.6 48.3
75 - 84 years old 215 28.2 50.3
85+ years old 20.6 27.1 52.3
Gender:
Woman 25.6 32.1 42.3 19.8 26.9 53.3
Man 30.0 32.1 37.9 23.0 29.7 47.3
Education:
Primary - - - 16.4 25.7 57.9
Basic vocational 24.4 33.2 42.1 19.5 27.5 53.0
High school 21.1 30.6 48.3 21.8 30.9 47.3
Higher 37.9 32.5 29.6 27.9 29.1 43.0
Monthly disposable income in
PLN:
Up to 3,000.00 20.9 34.8 44.3 17.6 30.9 51.5
3,001.00 - 4,000.00 23.6 33.4 43.0 18.1 29.5 52.4
4,001.00 - 5,000.00 24.5 33.6 41.9 18.4 28.9 52.7
5,001.00 - 6,000.00 28.2 31.7 40.1 20.3 29.1 50.6
Over 6,000.00 41.8 27.0 31.2 32.6 23.1 44.3
Place of residence:
Countryside 20.8 339 45.3 179 29.1 53.0
Town up to 10,000 inhabitants 22.1 30.7 47.2 20.6 28.6 50.8
Town of 11,000 to 20,000 inhab- 23.6 30.6 45.8 21.3 28.2 50.5
itants
Town of 21,000 to 100,000 27.1 31.3 41.6 20.9 27.7 51.4
inhabitants
City of 101,000 to 200,000 in- 26.5 33.7 39.8 21.7 28.1 50.2
habitants
City of 201,000 to 500,000 in- 27.9 33.6 38.5 22.9 27.9 49.2
habitants
City over 500,000 inhabitants 46.6 30.9 22.5 24.5 28.5 47.0

In order to find out about their familiarity with
brands of coffee beans, ground and instant

Source: own study.

coffee, the respondents were asked to mark the
coffee brands they knew (Table 7).
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Table 7. Familiarity with brands of coffee beans, ground and instant coffee among

the respondents (in %)

Coffee brand

Young singles (N = 826, in %)

Coffee beans

Silver singles (N =978, in %)

Lavazza 81.8 71.7
Pellini 53.8 46.9
Kimbo 53.5 52.6
Nescafe 51.6 52.4
Tchibo 52.3 61.2
Dallmayr 48.7 40.7
Mk Cafe 36.1 39.8
Woseba 24.2 39.7
Jacobs Cronnung 85.8 69.3
Astra 16.6 19.3
Segafredo Zanetti 14.3 13.8
Bazzara 9.2 2.1
Davidoff 22.8 27.4
Selected 7.9 5.9
My 3.5 1.0
‘Lavazza | 72 798
Pellini 42.6 37.2
Maxwell House 71.3 79.4
Pedros 59.6 63.7
Tchibo Family 67.2 71.5
Dallmayr 17.3 19.2
Mk Cafe 59.2 62.4
Woseba 51.3 57.1
Jacobs Cronnung 84.9 89.8
Astra 31.6 37.9
Gala Ulubiona 19.3 40.7
Douwe Egberts 7.6 171
Fort 15.7 39.8

Instant coffee

Nescafe Classic 86.8 83.4
Jacobs 72.2 73.6
Tchibo 84.6 89.5
Maxwell House 52.1 63.8
Prima 27.1 35.7
Mokate 23.4 30.2
Davidoff 15.9 18.4
Astra 11.6 14.9
Douwe Egberts 9.7 11.3
Pedros 219 23.7
Carte Noire 9.4 10.0

Note: The percentages do not add up to 100%, as the respondents could mark more than one answer.

Source: own study.
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The most popular coffee brands among the
respondents include Lavazza, Jacobs, Tchibo
Family, Nescafe and Pellini which dominate
both the bean and instant coffee segments.
When it comes to coffee beans, the most
popular among young and silver singles are:
Lavazza - appreciated for its sublime flavour,
Pellini - valued especially for its high quality, as
well as such coffee brands as: Kimbo, Dallmayr
and Tchibo (Table 7). Among ground coffees,
on the other hand, the most popular brands are
Pellini, Lavazza and MK Café. In the case of
instant coffee, the most popular brands among
respondents are Nescafe, Jacobs, Tchibo and
Davidoff.

An interesting research subject addressed in
the survey was to find out about the familiarity
of the respondents with specialty grade coffees
(specialty coffee®). These types of coffee belong
to the most expensive and exclusive coffees in
the world. They include such coffee brands as:
Black Ivory Coffee, Jacu Bird Coffee, Jamaica
Blue Mountain, Bat Poop Coffee and Kopi
Luwak (Table 8). Black Ivory Coffee is consi-
dered the most expensive and one of the rarest
coffees in the world. Originally, it comes from
the Surin province in north-east Thailand. It is

5 Specialty grade coffee refers to the highest quality coffee
whose beans meet strict standards set by the Specialty
Coffee Association (SCA). It denotes coffee that is rated at
least 80 points on a 100-point scale by certified Q-graders.
Specialty grade coffee must be free of primary defects
(such as black or sour beans) and come from controlled
cultivation. If it falls between 80 and 84.99 points, then it
is considered very good. In contrast, specialty grade coffee
in the 85 - 89.99 range is considered excellent, while
those in the 90 - 100 range are considered outstanding.
Specialty grade coffee is characterised by a unique and
pure taste and distinct sweetness, acidity and sublime
aroma. It is estimated that specialty grade coffees account
for only 1 - 10% of the world's coffee production. Coffee
that has first and second degree defects is classified as
premium coffee.

the only coffee in the world refined by Thai
elephants. It is manufactured after the coffee
beans pass through the digestive tract of Asian
elephants. The 100 percent Thai Arabica beans,
which grow at an altitude of 1,500 meters
above sea level, are blended with the elephants’
favourite food. The digestion process can take
from 12 to 72 hours, depending on the amount
of food in the elephant’s stomach. After natural
excretion, individual beans are collected by
hand and dried in the sun. Once the right
moisture level is achieved, the beans are
separated from the husks and roasted. The
average annual harvest of Black Ivory Coffee
does not exceed 500 kg of beans. In 2023, Black
Ivory Coffee’s total harvest was only 225 kg of
beans, while the price of 1 kg of roasted coffee
costs more than PLN 12,000.00. It takes as
much as 33 kg of raw Arabica cherries to
produce 1 kg of the finished coffee product
(Tarasiuk, 2024). This coffee is famous for its
taste which is often described as excellent, it
has a smooth chocolate flavour and is less
bitter than regular coffee. Conducted studies
show that Black Ivory Coffee contains signifi-
cantly lower amounts of a compound called 2-
furfurylfuran than regular coffee beans. This is
one of the bitter compounds formed by the
breakdown of pectin during the roasting
process (Thammarat et al., 2018; Nodoka et al,,
2025).

Another specialty grade coffee is Jacu Bird
Coffee. It is manufactured after the coffee beans
pass through the digestive tract of the jacu, a
bird of the dusky-legged guan species. These
birds only choose ripe fruit, so the coffee has
good acidity and nutty-sweet notes, with a
clean smooth aftertaste and no bitterness. Jacu
Bird Coffee comes exclusively from the Cam-
ocim farm located in Domingos Martins in the
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Pedra Azul hills of south-east Brazil. The coffee
beans that the birds feed on come from a
wooded area located in the Malta Atlantica
biome, an exceptionally lush Atlantic forest,
one of the most biologically diverse yet
endangered habitat types in the forest which
has been protected by UNESCO as a biosphere
reserve. The price of Jacu Bird Coffee ranges
from $100 to $300 per pound (Luo, 2025).

Jamaica Blue Mountain is another exclusive
variety of Arabica coffee, categorised as spec-
ialty grade coffee. It is grown in the Blue
Mountains located in the eastern part of
Jamaica at an altitude of 900 to 1,800 m above
sea level. It is valued for its balanced, mild and
sweet flavour, free of bitterness, with notes of
flowers, hazelnuts, chocolate and
herbs. Due to the small production and small
cultivated area, the amount of Jamaica Blue
Mountain coffee available is limited, which, in
turn, affects its price. Its annual production
ranges from 1,000 to 1,350 tonnes of coffee
beans, while its share in the coffee market is
about 1%. The price of this coffee is about £44
per pound (Morrow, 2022).

Monkey Coffee is another exclusive specialty
grade coffee. It is native to the Alishan Moun-
tains in Taiwan and the Chikmagalur region of
India. The fruit of this coffee is slowly chewed
for several minutes and then spat out on the
ground by wild Formosan macaques and
rhesus monkeys. Monkeys instinctively choose
the ripest and sweetest fruit. The saliva of
monkeys contains enzymes that naturally
ferment the beans, give the coffee its bitterness
and neutralise acidity. During the chewing

oranges,

process they break down protein and sugar,
creating a caramelised flavour that makes the
coffee more complex and less acidic. When the
monkeys get rid of the beans, they are
harvested by farmers and then treated by
shelling, sorting and drying to reduce moisture.
Monkey Coffee has a sweeter and more refined
taste than the average roast, with notes of
vanilla, citrus and chocolate at the same time.
This coffee is also characterised by a strong
texture, offers pleasant acidity and traces of
bitterness. It should be added that Arabica
beans make up most of the Monkey Coffee and
contain less caffeine than Robusta coffee beans.
This coffee costs between $100 and $500 per
pound and between $220 and $1,100 per kg
(Colipse Coffee, 2025).

Bat Poop Coffee is another specialty grade
coffee. It comes from the area of Coffea Diversa
Estate in Costa Rica (Brunca region) and
Madagascar. This coffee is extracted from bat-
nibbled ripe coffee cherries. The bat saliva left
on these cherries reacts with the beans, which
consequently triggers the natural fermentation
process, thereby eliminating bitterness from
the beans and giving them a sweet and fruity
taste. In its taste notes of jasmine, citrus and
tropical fruit can be detected. The coffee is
completely safe to consume because the beans
are repeatedly washed, dried and roasted at
very high temperatures (about 200 degrees
Celsius), which eliminates all microorganisms.
The price of Bat Poop Coffee ranges from $101
to $440 per pound (Norris, 2025).

42 Coffee & Tea Market Research Institute



Table 8. Knowledge of specialty coffee brands among the respondents (in %)
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Kopi Luwak, also known as civet coffee, is a
specialty grade coffee. It is native to south-east
Asia (mainly Sumatra, Java, Celebes and, to a
lesser extent, the Philippines and Vietnam) and
sub-Saharan Africa. This coffee is produced
after beans pass through the digestive tract of
Indonesian civets (palm civets). These mam-
mals of the Viverrinae subfamily eat the ripe
and most valuable coffee fruit, but do not digest
its seeds, only the pulp. After being partially
digested by digestive enzymes and slightly
fermented by lactic acid-producing bacteria,
the coffee beans pass through the civet's
digestive tract and are then excreted. The dig-
estion process takes about 12 hours. The extra-
cted beans are characterised by a mild aroma
and trace amounts of bitterness. The world
harvest of this type of coffee does not exceed

approx. 400 kg, which affects its high price of
$600-$1300 (£450-£975) per pound of beans.

The researchers have found that Kopi
Luwak coffee beans have a significantly higher
fat content and elevated levels of caprylic and
capric acid methyl esters, compounds known
for their flavour-enhancing properties and an
aroma reminiscent of dairy products (Marcone,
2004). Market analyses predict that the Kopi
Luwak coffee industry will be worth $10.9
billion by 2030 (Al-Kubati, 2024).

The knowledge of specialty grade coffees
among Polish young and silver singles is low
(Table 8). Blak Ivory Coffee, Jacu Bird Coffee,
Monkey Coffee or Bat Poop Coffee are
practically unknown to most of those surveyed,
regardless of their age. Only Kopi Luwak and
Jamaica Blue Mountain coffees are known to
most of those surveyed.

Table 9. Criteria determining the choice of coffee by young and silver singles (in %)

Itis very important Itis important Itis not important

Specification - : ; - : ; - . .
Young singles [SSINSES 1 S ‘ VGt i3 Silver singles WGBTS G Silver singles

Taste 81.2 84.1 11.3 9.7 7.5 6.2
Price 70.8 81.7 221 15.6 7.1 2.7
Quality 64.2 52.7 22.5 21.8 13.3 255
Brand 61.3 50.8 21.6 19.6 17.1 29.6
Loyalty 56.2 70.3 214 17.9 224 11.8
Aroma 41.5 46.1 22.4 19.7 36.1 34.2
Coffee strength 20.8 16.4 31.4 331 47.8 50.5
Special offers 21.1 29.6 37.7 42.3 41.2 28.1
Packaging 9.8 10.6 41.1 29.9 49.1 59.5
Health considera- 9.0 104 19.5 36.2 71.5 53.4
tions
Advertising 5.3 3.9 29.1 21.6 65.6 74.5

Source: own study.
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Another issue addressed in the survey was the
analysis of key criteria determining the
purchase of coffee by young and silver singles.

The survey shows that when buying coffee,
young and silver singles attach great
importance to the taste, price, quality, brand
and strength of coffee, while being less
sensitive to special offers, product packaging
and advertising. Health considerations ranked
only tenth in the hierarchy of factors deter-
mining coffee choice (Table 9). In light of the
research conducted, the results are not sur-
prising.

The reasons for which the respondents
reach for coffee are manifold. The most
important factors directly influencing the
purchase decision are coffee taste, price and
quality, while advertising and health conside-
rations were found to be the least important.

Another interesting issue raised in the
survey was the analysis of the respondents’
knowledge of the effects of coffee consumption
on the human body.

Coffee is a complex herbal brew, containing
about 1,000 plant substances, many of which
have high biological activity. The most impor-
tant ones are: alkaloids — caffeine (which has,

among other things, properties that stimulate
the nervous system), trigonelline (which, under
the influence of roasting, is converted into
nicotinic acid) and theobromine, in addition,
diterpenic alcohols (kahweol
affecting lipid metabolism), chloro-genic acid
(with antioxidant properties), organic acids
(malic, citric, phosphoric), phenolic
(caffeic acid and its esters with quinic acid),
tannins or carbohydrates (sucrose), proteins
and lipids (which are present in small amo-
unts) (Pool et al,, 2017; O’Keefe et al., 2018).
Coffee may also contain B vitamins (especially
vitamin B3 - niacin) and minerals, especially
magnesium and potassium (Pelczynska &
Bogdanski, 2019, p. 312). Furthermore, one
Dental Research Center in the United States has
confirmed, based on years of research, that,
thanks to its tannin content, black coffee can
inhibit the growth of Streptococcus mutans
bacteria responsible for the formation of tooth
decay. Even drinking decaffeinated coffee redu-
ces bacterial action on the teeth (Votavovai et
al, 2009, p. 51). However, its acidic reaction
and ability to stain enamel make it an indirect
cause of dental problems by softening enamel
and making teeth more susceptible to cavities.

and cafestol

acids

Table 10. Knowledge among young and silver singles of the effects of coffee consumption on

the human body (in %)
Effects of coffee on the human body YOI(II?E &sgizn()g)les
Lower risk of tooth decay 19.6 30.4
Lower risk of cardiovascular disease 25.1 32.6
Lower risk of metabolic disorders (e.g. type 2 diabetes, obesity) 333 40.3
Lower risk of neurodegenerative diseases (e.g. Parkinson’s and Alzheimer’s) 41.2 59.7
Lower risk of cancer, e.g. (colon, liver, breast cancer) 20.6 50.9
Higher risk of osteoporosis 42.3 59.2
Possible increase in blood pressure 79.6 87.9
Increased nervousness and irritability 25.4 43.6

Note: The percentages do not add up to 100%, as the respondents could mark more than one answer.
Source: own study.
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From the information obtained from the
respondents it can be concluded that their
knowledge about the positive and negative
consequences of drinking coffee is moderate.
Silver singles demonstrated greater knowledge
of the effects of coffee consumption on the
human body than young singles (Table 10).
This can be explained by the experience of
seniors, but also by the various diseases that
occur as people get older. The majority of
respondents pointed to coffee as a beverage
that can increasing blood
pressure and reducing the risk of neurodegen-

contribute to

Discussion

Among young singles, as many as 92.1% buy
and consume coffee. Among single seniors, on
the other hand, the percentage was much
lower, at 77.1%. It should be noted here that
caffeine consumption depends on age, so the
main source of caffeine in the diet changes as a
person matures. Consumers between the ages
of 30 and 34 tend to consume more coffee than
other age groups. This is confirmed by the
findings of many researchers (Knapik et al,
2012, p. 22; Pinhado et al, 2026; Batista et al,,
2022). Coffee consumption in old age may be
higher due to formed habits and addiction.
Considering the gender of the respondents,
men are more likely to reach for coffee than
women, and this is true regardless of the age of
the respondents. Such a pattern can be
observed among both young and silver singles.
However,
monthly disposable income, an increase in
coffee consumption can be observed as the
respondents’ wealth increases. This trend is
evident in both groups of singles covered by

when considering the level of

erative diseases. The lowest number of
respondents drinking
beneficial in the context of occurrence of

perceive coffee as
chronic diseases, such as cardiovascular dise-
ases, and combating the processes that cause
tooth decay. When analysing the distribution of
responses, one can conclude that it is under-
standable, and to some extent logical, since
young singles have better health and greater
physical fitness than silver seniors. Therefore,
they have smaller knowledge about various
types of diseases.

the survey. The respondents from large cities
consume coffee more often than those living in
rural areas and small towns with up to 20,000
residents. One in four single seniors and one in
five young singles living in Poland’s largest
cities consume coffee.

The frequency of coffee consumption among
the respondents was another issue included in
the survey. Based on the results of the survey, it
was found that most young singles consumed
coffee daily. Such an answer was marked by
every second person surveyed, mostly men in
the age range of 30 - 34, with higher education,
living in cities with more than half a million
residents and with a monthly disposable
income of more than PLN 6,000.00. Similar
observations emerge from studies conducted
by Rusinek-Prystupa and Samolinska (2013)
among young consumers in the 20-30 age
group. In the case of single elderly people, the
majority of respondents said they consumed
coffee 2 to 3 times a week. This answer was
most often indicated by respondents of very
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advanced old age, mostly men with higher
education, with a monthly disposable income of
more than PLN 6,000.00 and living in large
urban areas. Statistically speaking, the gender
of the respondents does not significantly affect
the frequency of coffee consumption (p =
0.1435), but age does (p = 0.0146). All age
groups of the respondents showed the lowest
percentage of people reaching for a cup of
coffee once a week or less often. Such an
answer was most often indicated by the
youngest singles in the 18 - 23 age group and
seniors in their advanced old age, as well as
respondents with primary education, with a
monthly disposable income not exceeding PLN
3,000.00 and living in rural areas or small
towns.

Consumers drink coffee at various times of
the day. The information from the respondents
shows that for young singles coffee is most
often consumed in the morning, while seniors
living alone most often reach for it during the
day. It should be noted at this point that the
majority of silver singles indicated that they
liked to drink coffee most often shortly after
lunch. Based on the results of the survey, it can
also be concluded that coffee is most often
drunk in the morning by young men,
respondents with higher education, with a
monthly disposable income of more than PLN
6,000.00 and living in large urban areas. On the
other hand, among single seniors, the greatest
supporters of drinking coffee in the afternoon
are women in young old age who have high
school or higher education, have disposable
incomes in the range of PLN 5,000.00 -
6,000.00 per month or more, and live in large
urban areas with more than half a million
residents.

It is also important where the coffee is con-
sumed. Young singles are most likely to drink

coffee at home, followed by the workplace,
while third place includes all the spaces in
between - places where young people build
relationships, meet friends and acquaintances
while spending their free time. Silver singles,
on the other hand, most often drink coffee at
home, and consume it to a lesser extent at
friends’ houses and coffee shops. Single seniors
who are in young old age and come from major
cities with a population of more than 500,000
are more likely to reach for coffee. A small
percentage of single seniors (127 respondents,
or 16.9% of the sample among silver singles) is
professionally active in addition to drawing a
pension. For this reason, only 14 respondents
identified work as the main place where they
most often reach for a cup of coffee.

The results show that young and silver
singles with higher education are more likely to
say that they like to drink coffee in coffee shops
than respondents with primary education
(Kendall’s tau coefficient t, = 0.127, p <0.01).
The conducted analysis also shows that single
female seniors, in particular, are much more
likely than single men not only to express a
willingness to drink coffee in a coffee shop, but
also to declare that drinking a cup of coffee in a
coffee shop gives them great pleasure
(Kendall’s tau coefficient t, = 0.274, p < 0.01).
In turn, a better financial situation of the
respondents, regardless of the age group,
motivates them to consume coffee in coffee
shops more often, and makes them more likely
to say that drinking coffee in a coffee shop gives
them great or very great pleasure (Kendall’s
tau coefficient t, = 0.147, p < 0.01). In addition,
some respondents (mostly women) are of the
opinion that they like or very much like
drinking coffee in a coffee shop, especially in
the company of a friendly neighbour or friend.
In contrast, age has a statistically significant
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effect (Kendall’s tau coefficient 1, = 0.215, p <
0.01) on the issue of drinking coffee alone.
Seniors in their very advanced old age usually
prefer to consume coffee alone. The respon-
dents’ education level did not in any way
differentiate their preference for drinking
coffee alone or in the company of others.

The conducted survey shows that a greater
percentage of young and silver male singles,
rather than female singles, value drinking
coffee not only at home (Pearson’s rank
correlation coefficient at r = 0.316, p < 0.01)
but also at work (Pearson’s rank correlation
coefficient at r = 0.278, p<0.01). A similar
percentage of young female and male singles go
to coffee shops.

What is also interesting from the point of
view of the survey is the knowledge about
coffee brand familiarity among the respon-
dents. According to the information from young
and silver singles, the most recognised brands
of coffee beans are Jacobs Cronnung and
Lavazza (Table 5). In the case of Kimbo and
Segafredo Zanetti coffee brands, their choice
was influenced by the gender of the
respondents indicating a statistically significant
difference (p = 0.0186, p = 0.0274, respec-
tively). The respondents’ age had a statistically
significant effect on their choice of Woseba
coffee (p = 0.0397) which was chosen by single
seniors in their advanced old age. In addition,
statistically significant differences (p = 0.0176)
were also found for choosing the Pellini coffee
brand. This brand of coffee was most often
purchased by young singles in the 30 to 34 age
group, single seniors in young old age, and
respondents in the youngest age group of 18 to
23.

The conducted survey shows that, regar-
dless of their age, the respondents most often
recognised Jacobs

Cronnung, Lavazza and

Maxwell House coffee brands. The above-
mentioned brands of ground coffee were most
often indicated by young singles in the 30 - 34
age group (31.3%), the elderly living alone in
advanced old age (21.4%) and the residents of
smaller towns with a population of up to
20,000 (29.6%).

The type of coffee preferred by Polish young
and silver singles is also important. The
conducted study points to statistically signifi-
cant differences in the choice of coffee type
(Pearson’s rank correlation coefficient at r =
0.263, p < 0.01). Among young singles, interest
in consuming coffee beans increases with the
respondent’s age,
drinking instant coffee decreases. In contrast,
among single seniors, the situation is reversed.
The respondents in very advanced old age
preferred to drink instant coffee, while seniors
in young old age preferred to drink coffee
beans.

Gender was another demographic variable
affecting the type of coffee preferred by the
respondents. Single men, both young and
senior, are more likely to choose coffee beans
than single women, while women prefer
drinking instant coffee. It should be kept in
mind that, when considering the respondents’
preference for coffee consumption in relation
to their age, culture and individual preferences
ought to be taken into account.

Another variable included in the survey is
the level of education of the respondents.
Research on consumer preferences indicates
that the level of education (often correlated
with disposable income and lifestyle) influen-
ces the consumers’ choice of the type of coffee
they consume. The information obtained from
the respondents statistically
significant differences were found in the choice

while their interest in

shows that

of coffee beans (Pearson’s rank correlation
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coefficient at r = 0.265, p < 0.01). Coffee prepa-
red from coffee beans was most often
purchased by young and silver singles with
higher education. In contrast, single seniors
with primary education and young singles with
high school education favoured the consum-
ption of instant coffee. Those who favoured
consuming coffee made from ground coffee
in turn, young singles with basic
vocational education and single elderly people
with high school education.

The level of the respondents’ monthly
disposable income was closely correlated with
the type of coffee consumed. Statistically
significant differences were also found here
(Pearson’s rank correlation coefficient at r =
0.234, p < 0.01). Both young and older singles
with monthly incomes exceeding PLN 6,000.00
were most likely to use coffee beans to make
their coffee. In contrast, the respondents with
the lowest monthly incomes (up to PLN
3,000.00) used ground coffee and frequently
instant coffee when they wanted to make
coffee.

Regardless of their age, the respondents
showed relatively poor knowledge of specialty
grade coffees. Only Kopi Luwak and Jamaica
Blue Mountain coffees are known to the
respondents. More than 70% of young singles
have heard of Kopi Luwak coffee. Most of them
are young singles in the 30-34 age group,
mostly men, with higher education, with a
monthly disposable income of more than PLN
6,000.00 and living in cities with more than half
a million residents. In the case of single seniors,
more than 3/5 of them boast knowledge of the
Kopi Luwak coffee. They are mostly silver
singles in young old age, more often men than
women. More than 4/5 of them have a
university degree, have a monthly disposable
income of more than PLN 6,000.00 and live in

were,

large urban areas. It should be mentioned here
that, as consumers, wealthier singles often
travel the world, are open to foreign cultures
and are more familiar with foreign products,
including specialty grade coffee brands. In
contrast, Jamaica Blue Mountain coffee is
known to one in three young singles and one in
five single seniors. Among young respondents,
the best knowledge of this coffee type was
demonstrated by metropolitan and well-
educated female singles in the 30 - 34 age
group, with monthly disposable incomes of
more than PLN 6,000.00. In the case of silver
seniors, it was more often men than women
who demonstrated familiarity with the Jamaica
Blue Mountain coffee. They were men in their
young old age, with higher education, well-off
and living in Poland’s largest cities.

According to the respondents who regularly
purchase coffee, taste is one of the key criteria
for choosing a particular type of coffee. This
criterion was indicated by more than 4/5
young singles as well as single seniors (p <
0.01). Regardless of their age, men are more
likely than women to consider the taste of
coffee as a criterion for purchasing coffee. Taste
is particularly important when choosing coffee
among young singles in the 30 to 34 age group
and elderly seniors.

The consumer preferences of modern
consumers are very often shaped by various
instruments of marketing strategies. Consu-
mers, including young and silver singles, are
not only different in terms of their needs,
desires and abilities, but are also highly
responsive to the impact of individual market-
ing instruments. The survey shows that the
price of coffee is one of the most important
factors for the respondents, when deciding
whether to buy coffee. It was indicated by more
than 4/5 of single seniors and 70% of young
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respondents (p < 0.01). This situation is not
surprising, given the difficult financial situation
of the elderly. Based on the empirical material
collected, it was observed that women were
slightly more likely than men to cite the price
as the factor that mattered most when buying
coffee (respectively: 74.1% vs. 67.5%, p < 0.05
among young singles, and 84.3% vs. 79.1%, p <
0.05 among single seniors). It was also noted
that the respondents’ opinions were influenced
by their age (p < 0.01). The oldest elderly
respondents were the least likely to declare
agreement with this statement, and young
singles in the 24 - 29 age group were the least
likely. The level of education is another variable
that differentiates the respondents’ opinions on
the influence of price on coffee purchase
decisions (p < 0.01). Most silver singles in
advanced old age with primary and basic
vocational education declared that the price
was most important to them when buying
coffee (p < 0.01), while for young singles in the
30 - 34 age group it was least important (p <
0.01).

More than 3/5 of young singles and one in
two single seniors identified coffee quality as a
factor playing a key role in their coffee
purchase. Attaching importance to coffee qua-
lity increases as disposable income increases
(p < 0.01). Wealthier consumers who, by
nature, are more demanding, aspirational and
searching are interested in buying better
substitutes for a given product or more
luxurious products. This is confirmed by the
direct surveys conducted. The highest interest
in better quality coffees, including specialty
coffees, was observed in the households of the
wealthiest singles, with a monthly disposable
income of more than PLN 6,000.00, and,
conversely, the lower the income, the less
important the quality of coffee consumed

(Spearman’s correlation coefficient at rho <
0.234, p < 0.01 among single seniors and rho <
0.117, p < 0.01 among young singles). It should
be noted at this point that quality is a set of
advantages and disadvantages of a specific
product, in our case coffee, seen through the
eyes of the consumer and, as a typical non-
measurable characteristicc has a
subjective dimension referring to a specific
person.

When analysing coffee quality, its brand is
also significant (p < 0.05). This factor was most
often indicated as an important factor in the
purchase of coffee by young singles in the age
group of 30 - 34 years (69.2%), with higher
education (66.4%), mostly men (62.9%), with a
monthly disposable income of more than PLN
6,000.00 (71.3%) and living in large urban
areas (63.7%). This criterion determining the
choice of coffee is less important for silver
singles. Great importance was attached to the
brand of consumed coffee mostly by seniors in
young old age (54.5%), men with higher
education (57.1%), with a monthly disposable
income exceeding PLN 6,000.00 and living in
cities with more than 200,000 residents and
large urban agglomerations (59.4%).

Another determinant of the respondents’
coffee choice is consumer loyalty (p < 0.05).
Undoubtedly, brand awareness has its direct
impact on the decision-making process related
to the purchase of coffee. When the consumers’
positive associations and their knowledge of
the product’s brand before their first purchase
coincide with subsequent purchases of a given
product, then their loyalty to that product
increases. In turn, high brand recognition has
its direct impact on consumer loyalty. For many
consumers, confidence in the brand’s reliability
is an important part of its value for which they

purely

are willing to pay a higher price than to
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purchase a product without such a guarantee.
The cited regularities are directly confirmed by
the conducted survey. Single seniors (70.3%)
showed greater brand awareness than young
singles (56.2%). The attachment to buying a
particular brand of coffee was indicated by
respondents who were in advanced old age
(73.8%), had monthly disposable incomes in
the range of PLN 4001.00 - 5000.00 (72.4%)
and lived in towns with up to 100,000 residents
(73.6%). Among the youngest singles in the 18
- 23 age group, 52.2%. were brand-loyal
Brand loyalty did not
significantly based on the respondents’ gender
and education. It should also be noted that
more than 3 of the respondents declaring their
loyalty to a coffee brand were willing to pay a
higher price for it than for other coffees
available on the market, but less recognised by
them.

For one in five young singles and one in six
single seniors, coffee strength is important
when buying coffee (p < 0.05). This determi-
nant of coffee purchase was most often
indicated by young respondents in the 24 - 29
age group (21.6%), men (22.1%), with high
school education (22.3%), with a monthly
disposable income of up to PLN 6,000.00
(21.9%) and living in large urban areas with
more than half a million residents (22.7%).

For nearly one-third of single seniors and
one in five young singles, special offers are
important when buying coffee (p < 0.05). The
respondents in young old age (32.4%), with
high school education (31.9%) and with
monthly incomes between PLN 3001.00 -
4000.00 (32.2%) indicated this factor most
often as a key determinant of coffee purchases.

Nearly one in ten young and silver singles
cited the packaging and health considerations

consumers. vary

as the factors that play an important role in

buying coffee. The distribution of responses
varied, depending largely on the wealth of the
respondent - from 12.3% (14.9%) in the
wealthiest households to 7.1% (8.4%) in the
households with the lowest income (p < 0.001),
the level of education - 10.9% (12.7%) of
indications among those with higher education,
while the least among respondents with
primary education - 7.2% (8.1%), (p < 0.001),
and age (the importance of packaging as a
factor of the greatest significance when
purchasing frequently
indicated by the youngest respondents in the
age group of 18 - 23 years and least frequently
by seniors in very advanced old age group, p <
0.001). Significantly fewer young and silver
singles cited advertising 5.3% (3.9%).

Coffee is one of the most popular beverages
in the world because of its stimulating effect
and desirable, slightly bitter taste. Although
historically its consumption was linked to
adverse health effects, recent studies show that
drinking coffee can have positive health effects.
Undoubtedly, it has health-promoting prope-
rties, so it is interesting to learn about the
knowledge of the respondents concerning the
impact of coffee consumption on the human
body. On the basis of the analysis of the
material obtained from the survey, it can be
concluded that the respondents’ knowledge of
the effects of coffee consumption on the human
body depends on the age of the respondents.
The study finds that more than 4/5 of the
respondents associates drinking coffee with its
ability to increase blood pressure (Spearman’s
correlation coefficient at rho < 0.194, p < 0.01
among single seniors and rho < 0.115, p < 0.01
among young singles). This was the answer
most often indicated by seniors in advanced old
age (92.1%) and in very advanced old age
(90.7%), as well as those with higher education

coffee was most
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(91.3%). Gender, level of disposable income
and the place of residence of the respondents
did not statistically affect perceptions of the
impact of coffee consumption on the human
cardiovascular system. A study by Gokcen et al.
(2019) confirmed that coffee consumption
could increase blood pressure because the
caffeine contained in coffee increases the
release of norepinephrine with simultaneous
activation of the renin-angiotensin-aldosterone
system.

Single seniors were more likely than young
singles to indicate a link between coffee
consumption and the incidence of neuro-
degenerative diseases and cancer. Responses
confirming that coffee consumption can reduce
the risk of certain types of cancer, including
colorectal and liver cancer, were indicated
most often by silver seniors, mostly men in
advanced old age (63.4%) and very advanced
old age (62.5%). In contrast, the positive

Conclusions

Coffee is one of the most consumed beverages
in the world. Its flavour varies greatly and de-
pends on many factors, such as the type of cof-
fee beans, the roasting and extraction method
and the processing of the coffee cherries. Over
the past few years, there has been a notably
increased consumer interest in coffee con-
sumption. Consumer habits are also changing,
as they are closely correlated with the values
and lifestyles of today's consumers. This is di-
rectly reflected in coffee consumption. Most
young singles reach for a cup of coffee every
day, while silver seniors are most likely to con-
sume 2 to 3 cups of coffee per week. Young
singles are most likely to drink coffee in the
morning, while single seniors drink coffee in

impact of coffee consumption on reducing the
risk of neurodegenerative diseases, such as
Parkinson’s and Alzheimer’s disease, was
indicated most often by senior women in young
old age (61.3%). Studies confirmed the positive
impact of moderate coffee consumption in
reducing the risk of cancer and neurodege-
nerative diseases (Wierzejska, 2017; Bghn et
al,, 2024). In turn, female seniors in young old
age (67.8%) and in advanced old age (66.7%)
were most likely to indicate a higher risk of
bone fractures due to their frequent coffee
drinking. A clinical study conducted by A.
Samoggia et al. (2019) confirms that the rise in
the risk of bone fractures in women who
consume large amounts of coffee throughout
the day may cause caffeine to negatively affect
intestinal absorption of calcium or increase its
excretion with urine, with consequent adverse
effects on bone mineral density.

the midday hours. In contrast, a cup of coffee is
most often drunk in the evening by young sin-
gles, mostly men in the youngest age group,
whereas the female seniors in young old age
are the least likely to do so. In turn, taking into
account the type of coffee, the most popular
type among young and silver singles is instant
coffee, followed immediately by ground coffee,
and coffee beans preference only comes in the
third place. The most popular coffee brands
among the respondents include Lavazza, Ja-
cobs, Tchibo Family, Nescafe and Pellini, which
dominate both the bean and instant coffee
segments.

Young and silver singles pay great attention
to the sensory qualities of the coffee they con-
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sume. Therefore, the most important factors
directly influencing the purchase decision are
the taste of the coffee, its price and quality,
while advertising and health considerations
were found to be the least important.

Consumption of coffee in moderate amounts
is beneficial to the human body and has specific
health-promoting properties. Single seniors
showed greater knowledge of the effects of
coffee consumption on the human body. In
comparison to young singles, they were more
likely to be able to see the positive and negative
consequences of coffee drinking in terms of
risks to the human body.
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The presented results of the survey and the
conclusions made should not be taken as rep-
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search centres to conduct research in this area.
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