Kajetan Klaczek-Suchecki

University of Economics in Katowice (Poland, 0000-0003-4936-8634)

Natalia tukaszczyk

University of Economics in Katowice (Poland, 0009-0009-0774-2326)

Natalia Osmeda

University of Economics in Katowice (Poland, 0009-0006-3852-9745)

Brewing or Boosting? Consumer
Segments, Caffeine Choices,
and Perceived Well-Being
in Generation Z

DOI: 10.30819/CTMJ.2026.030105
ABSTRACT
The article aims to identify consumer behaviours related to the choice of coffee and energy drinks and
to examine their relationship with the perceived quality of life among representatives of Generation Z.
The discussion is grounded in behavioural economics. The study focuses on the mechanisms underlying
consumer decision-making and responses to caffeine-based substances. The empirical research was
conducted using an online survey method, based on an original questionnaire addressed to respondents
belonging to Generation Z, defined as individuals born between 1995 and 2008, as the study included
only adult participants.
The data analysis involved the application of statistical methods, in particular factor analysis and cluster
analysis, enabling the identification of homogeneous segments of caffeine beverage consumers. Based
on the results, consumer profiles were developed, differing in terms of, among others, consumption
frequency, motivations for beverage choice, perceived effects of consumption, and the declared impact
on well-being and quality of life.
The findings indicate significant heterogeneity in consumer behaviour within the studied group, as well
as differences in the roles attributed to coffee and energy drinks in the daily functioning of young con-
sumers. A potential direction for future research is the use of qualitative methods to further explore the
obtained results and to better understand the impact of caffeinated beverages on well-being and con-
sumer decisions among the younger generation.
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Introduction

Contemporary consumption patterns among
younger generations are undergoing dynamic
changes, which is also evident in the context of
preferences for caffeinated beverages. Coffee
and energy drinks perform similar physiolo-
gical functions and may be considered substi-
tute goods; however, they differ significantly in
terms of social meaning, symbolic value, and
the context of consumption. A particularly
interesting research group in this area is
Generation Z, which has grown up under
conditions of intensive exposure to marketing
and increasing pressure for productivity.

From the perspective of behavioural econo-
mics, consumer decisions regarding the choice
of caffeinated beverages are not solely the
result of rational cost-benefit calculations, but
are also strongly influenced by psychological,
social, The choice
between coffee and an energy drink may reflect
not only taste or functional preferences, but
also lifestyle, consumer identity, and ways of
coping with fatigue, stress, and performance
pressure.

Despite the growing importance of both
product categories, the existing literature most
often analyses them separately, rarely attem-
pting a comparative approach. There is also a
limited number of studies focusing on the
everyday consumption habits of young consu-

and contextual factors.

Literature review

Currently, caffeine has become one of the most
widely consumed psychoactive substances in
the world (Kukk & Torres, 2020). It can be
found in beverages such as coffee, tea, choco-
late, and energy drinks (Lorist et al., 2003), as

mers of caffeinated beverages. Meanwhile,
coffee and energy drinks may serve both
substitutive and complementary functions, and
their selection may depend on the situation,
motivation, and individual attitudes. Moreover,
research on energy drinks has primarily
focused on their impact on physical health and
medical aspects.

The aim of this article is therefore to provide
an in-depth analysis of consumer behaviours
related to the consumption of coffee and
energy drinks among representatives of
Generation Z, with particular emphasis on their
impact on perceived quality of life. The study
adopts a quantitative approach and applies
multivariate analysis methods, enabling the
identification of latent attitudinal structures
and the segmentation of consumers. In doing
so, it fills a research gap concerning the
comparative analysis of both beverage
categories in the context of the younger
generation.

The paper is structured as follows: after the
introduction, it presents a literature review,
research methodology, empirical results, and a
discussion that interprets the findings in the
context of existing studies. The final section
provides conclusions, outlines theoretical and
practical implications, highlights limitations,
and suggests directions for future research.

well as in medications used to treat headaches,
colds, and allergies, and in supplements taken
by athletes. Among adults, coffee is the domi-
nant source of caffeine, whereas energy drinks
and tea are more popular among adolescents
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(Reddy et al., 2024). Although studies indicate
the negative consequences of caffeine con-
sumption—such as an increased risk of hyper-
tension (James, 2004; Noordzij et al., 2005), the
emergence of various psychological symptoms,
including anxiety and depression (Broderick &
Benjamin, 2004), and even psychosis (Crowe et
al, 2011; Jones & Fernyhough, 2009; Lucas et
al, 1990)—its consumption continues to rise
year by year (Quadra et al., 2019). At the same
time, the literature increasingly highlights the
positive effects of caffeine consumption, includ-
ing the stimulation of digestive processes
(Ramirez-Maldonado et al, 2021), anti-infla-
mmatory effects (Nehlig, 2022), improvements
in gut microbiota composition, and a reduced
risk of cancer (Chen et al, 2021). However,
many studies focus primarily on caffeine con-
tained in coffee and tea as the main subject of
analysis.

Younger consumers still reach for coffee,
although research shows that they do not con-
sume it daily in the same quantities as older
generations (Biostat, 2022). Coffee drinking is
socially and culturally conditioned, often ac-
companying social and family gatherings and
frequently treated as a moment of pleasure
during the day (Antoniak et al, 2025; Bart-
kowicz, 2015; Kapata et al., 2024). It is suggest-
ed that for Generation Z, coffee is sometimes an
essential element of a modern lifestyle, which
contributes to the popularity of chain cafés
such as Starbucks (Azahra et al,, 2024; Kapata
et al,, 2024), as well as atmo-spheric local cafés
(Niemczyk & Wawoczny, 2025). The primary
motivation for visiting such places is socializa-
tion and meeting with others, while choices are
largely influenced by recommendations from
friends and influencers (Zamborita et al,
2024).

However, consumer preferences are chang-
ing. Increasingly, especially among younger
individuals, people are turning to energy
drinks. The global energy drink market is grow-
ing rapidly and is expected to continue expand-
ing. In 2024, it was valued at USD 78.17 billion,
and it is projected to reach USD 84.03 billion in
2025. By 2033, its value is expected to increase
to USD 149.87 billion, representing a strong
compound annual growth rate (CAGR) of
7.50% between 2025 and 2033 (Market Data
Forecast, 2025). Energy drinks have been
available on the Polish market since 1995. As in
global markets, these products quickly gained
consumer recognition and have become an
important category within the non-alcoholic
beverage market. In Poland, their sales have
grown dynamically, maintaining an upward
trend even during the COVID-19 pandemic
(Wierzejska et al., 2025). According to Niel-
senlQ data (Wirtualne Media, 2024), the value
of energy and isotonic drink sales in Poland
exceeded PLN 4.1 billion in 2023, with Poles
purchasing 387 million litres—7.6% more than
the previous year.

Why are energy drinks gaining popularity?
What antecedents drive this phenomenon? It
results from the interplay of multiple factors,
including social, economic, cultural, and psy-
chological influences. Among physiological and
cognitive factors, expected benefits include
increased energy, improved attention and con-
centration, and enhanced mood (Alsunni,
2015). Behavioural and social determinants
include rising academic pressure and resulting
chronic sleep deprivation, a “busy culture” em-
phasizing high productivity, and associa-tions
with e-sports, extreme sports, gaming, and
online culture, participation in social eve-nts,
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and the popularity of these products within
peer groups (Goodhew et al., 2020).

In terms of marketing determinants and cul-
tural norms, key factors include intensive ad-
vertising via social media, the perception of
energy drinks as “normal” products (Mula-
rczyk-Tomczewska et al, 2025), and their
widespread availability (gas stations, small
shops, and supermarkets). In studies where
young people were directly asked about factors
encouraging the consumption of energy drinks,
taste and consumption in the company of
friends were the most frequently mentioned
motivations (Granda et al., 2024).

On January 1, 2024, legal regulations were
introduced in Poland prohibiting the sale of
energy drinks to minors. As a result, the fre-
quency of consumption among adolescents
significantly decreased—from 46.4% in 2022
to 19.1% in 2025 (Granda et al., 2024). Howev-
er, among Generation Z, they remain a primary
source of caffeine. Why does this trend persist?
Who are the main consumers of these prod-
ucts? The literature continues to emphasise the
role of taste and marketing as key drivers of
choice (Mamica, 2025), as well as the immedi-
ate boost in energy and the reduction of sleepi-
ness (Pawlas et al., 2017).

Energy drinks often contain higher levels of
caffeine than a cup of coffee (Simon & Mosher,
2007; Kapata et al.,, 2024), but a key difference
in their effects results from the mode of con-
sumption. While coffee is typically served hot
and consumed more slowly, energy drinks are
consumed cold and therefore more quickly.
This leads to a rapid increase in caffeine levels
in the body and faster effects (Simon & Mosher,
2007). This effect is further intensified by addi-

tional ingredients such as taurine, glucose, ri-
boflavin, pyridoxine, and guarana (Zgliczyn-ski,
2024). This is particularly relevant for stu-
dents, who often consume energy drinks during
periods of intensive studying and exam ses-
sions (Pawlas et al.,, 2017), as well as for indi-
viduals using them to boost performance at
work (Krystosiak et al, 2023). Interestingly,
men consume these products significantly
more often than women (Zytka & Ocieczek,
2022; Btaszczyk-Bebenek et al., 2023).

The shift in preferences among Generation Z
carries significant risks. Due to their intense
effects, energy drinks have a strong potential
for addiction, both to caffeine itself and to the
stimulating effect. The development of toler-
ance means that increasingly larger doses are
required to achieve the same effect (Ruiz-
Moreno et al,, 2020) There is also the risk of
“caffeinism,” or caffeine intoxication, which
may manifest as anxiety, insomnia, gastro-
intestinal disturbances, and, in extreme cases,
death (Kapata et al, 2024). Additionally, the
high sugar content contributes to obesity and
other health problems (Kaminska, n.d.). A par-
ticularly risky trend is the combination of ener-
gy drinks with alcohol, which creates a false
sense of sobriety and leads to increased con-
sumption of harmful substances (Kaminska,
n.d.; Pawlas et al., 2017).

Although numerous studies address the
consumption of coffee or energy drinks sepa-
rately, there is still a lack of comparative anal-
yses focusing on the current shift in prefer-
ences, particularly among young people. Un-
derstanding this phenomenon may prove use-
ful in mitigating the risks associated with it.
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Research methods

Research objective and research questions
The main objective of the study was to identify
patterns of attitudes and consumer behaviours
related to the consumption of coffee and ener-
gy drinks among representatives of Generation
Z, and to determine whether dis-tinct consum-
er segments can be identified based on these
patterns. Particular attention was paid to the
functional, lifestyle-related, and marketing-
related meanings attributed to both beverage
categories, as well as to their perceived role in
well-being and quality of life.

To achieve this objective, the following re-
search questions were formulated:

RQ1: What are the main dimensions underlying
Generation Z consumers’ attitudes toward
coffee and energy drinks?

RQ2: How do representatives of Generation Z
differ in their perceptions of the functional,
lifestyle-related, quality-related, and mar-
keting-related roles of coffee and energy
drinks?

RQ3: To what extent are coffee and energy
drinks associated with perceived well-being
and quality of life among Generation Z con-
sumers?

RQ4: Can homogeneous segments of Genera-
tion Z consumers be identified based on
their attitudes and behaviours toward coffee
and energy drinks?

RQ5: What characteristics distinguish the iden-
tified consumer segments in terms of bever-
age-related attitudes, consumption patterns,
and selected demographic features?

Research design and data collection method
The study was quantitative in nature and was
conducted using an online survey between
February and March 2026. The questionnaire
was sent to respondents in electronic form,
which enabled rapid access to a wide group of
participants. The use of this method helped to
minimise errors arising from the presence of an
interviewer and increased the anonymity of the
respondents.

Sample characteristics

The study involved 218 respondents belonging
to Generation Z. The sample was non-random
and selected using purposive and convenience
sampling methods. Women constituted the
majority of the sample (61.0%), while men
accounted for 38.1% of respondents. The mean
age of participants was 22.29 years (SD = 2.81),
indicating that the study population consisted
predominantly of young individuals.

In terms of place of residence, the largest
group consisted of inhabitants of towns with up
to 50,000 residents (40.8%), followed by rural
residents (24.3%) and those living in medium-
sized and large cities (17.4% each). Regarding
occupational and educational status, the sam-
ple was dominated by secondary school stu-
dents (42.2%), as well as undergraduate
(20.6%) and graduate (17.4%) students. The
structure of the respondents is presented in
Table 1.
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Table 1. Characteristics of the research sample

VARIABLE CATEGORY SAMPLE
IN %
GENDER Female 61.0
Male 38.1
Other / no response 0.9
PLACE OF RESIDENCE Rural area 24.3
City up to 50,000 inhabitants 40.8
City 50,000-250,000 17.4
City >250,000 17.4
OCCUPATIONAL AND EDUCATIONAL Secondary school student 42.2
STATUS
Undergraduate (Bachelor’s/Engineering) stu- 20.6
dent
Graduate (Master’s) student 17.4
Doctoral student (PhD) 11.5
Studying and working simultaneously 6.9
Employed person 1.4

Source: own research.

Research instrument and measurement scale
The research instrument was an original
survey questionnaire including questions
related to attitudes, behaviours, and prefe-
rences associated with the consumption of
coffee and energy drinks. Respondents
evaluated individual statements using a 7-point
Likert scale, which enabled a quantitative
analysis of their attitudes and perceptions. In
questions regarding the degree of agreement
with individual statements, a value of 1
indicated “strongly disagree.” The subsequent
responses were ranked as follows: 2 -
“disagree,” 3 - “somewhat disagree,” 4 -
“neither agree nor disagree,” 5 - “somewhat
agree,” 6 - “agree,” and 7 - “strongly agree.”

In questions aimed at assessing the
importance of individual factors when choosing
coffee and energy drinks, the following
response scale was applied: 1 - “definitely
unimportant,” 2 - “unimportant,” 3 - “some-

what unimportant,” 4 - “neither important nor
unimportant,” 5 - “somewhat important,” 6 -
“important,” and 7 - “definitely important.”
Prior to the main study, a pilot study was
conducted on a small group of respondents (5
individuals) to assess the clarity and
comprehensibility of the questionnaire items.
The questionnaire included the following:
e the importance of coffee and energy
drinks in daily functioning,
e consumption motivations,
e perception of product attributes (e.g.,
taste, price, brand),
e health-related aspects,
e the influence of social and marketing
factors.

Research approach and data analysis
method
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Data analysis was performed using IBM SPSS
Statistics version 29.0.2.0 (20). Dimension
reduction methods were applied, particularly
factor analysis, as well as classification
techniques, including hierarchical cluster
analysis and k-means cluster analysis.
Additionally, the cross-tabulation function was
used as part of the descriptive statistical
analysis.

To reduce the number of variables and
identify latent dimensions of the respondents’
attitudes, an exploratory factor analysis (EFA)
was conducted using Principal Component
Analysis (PCA) with Equamax rotation and
Kaiser normalization. Principal Component
Analysis was selected due to the exploratory
nature of the study and the objective of
reducing a large number of correlated variables
into a smaller set of interpretable dimensions.
Equamax rotation with Kaiser normalization
was applied to achieve a balanced simplifi-
cation of both variables and factors, facilitating
the interpretation of the factor structure.

The adequacy of the sample for factor
analysis was confirmed by:

e a KMO coefficient of 0.826, indicating

high sample adequacy,

e a statistically significant Bartlett’s test
of sphericity (p < 0.001), confirming the
appropriateness of applying factor
analysis.

Based on eigenvalues and scree plot analysis,
four factors were extracted, jointly explaining
approximately 50.9% of the total variance. The
reliability of the extracted dimensions was
assessed using Cronbach’s alpha coefficient.
The obtained values indicated the high internal
consistency of the scales: 0.917 for the factor
“Coffee - function, routine and well-being,”
0.904 for “Coffee - product attributes and

perceived quality,” 0.896 for “Energy drinks -
marketing and product attributes,” and 0.866
for “Energy drinks - function and lifestyle.”

In the next stage, cluster analysis was
conducted to identify homogeneous respon-
dent segments. Before the procedure, factor
scores were standardized to eliminate the
influence of differences in variable scales. The
optimal number of clusters was determined
based on dendrogram analysis, agglomeration
coefficients, and the interpretability of the
obtained solutions, resulting in the selection of
a three-cluster solution.

Subsequently, k-means cluster analysis was
performed using the factor scores obtained
from the factor analysis as input variables. This
enabled the assignment of respondents to
specific segments and the identification of their
characteristic features.

To deepen the interpretation of the seg-
ments, cluster profiling was conducted using
demographic variables. The following methods
were applied:

e Pearson’s chi-square test for categorical
variables (gender, place of residence,
occupational-educational status),

e analysis of variance (ANOVA) for the
age variable.

The analysis showed that only gender
significantly differentiated cluster membership,
while the remaining demographic variables did
not reveal statistically significant relationships.

The applied research approach combined
dimension reduction methods (factor analysis)
with  segmentation techniques  (cluster
analysis), enabling a comprehensive identifi-
cation of consumer behaviour patterns. The
obtained results allowed for the distinction of
segments with different psychographic and
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behavioural profiles, providing a basis for

Research findings

Exploratory factor analysis: identification of
latent attitudinal dimensions

An exploratory factor analysis was conducted
to identify latent dimensions of the respon-
dents’ attitudes and behaviours toward coffee
and energy drinks. The analysis aimed to or-
ganize a large number of observed variables
and extract a smaller number of more general
interpretative constructs.

Before extracting the factors, the dataset
was assessed to determine whether it met the
assumptions required for factor analysis. The
Kaiser-Meyer-Olkin (KMO) measure of sampl-
ing adequacy was 0.826, indicating a good level
of suitability for factor analysis. In the litera-
ture, values above 0.80 are considered to re-
flect high adequacy of the correlation matrix
for this type of analysis. Additionally, Bartlett’s
test of sphericity was performed and proved to
be statistically significant: x* = 6509.128; df =
903; p <0.001.

The principal component analysis (PCA)
method was used for factor extraction. Subse-
quently, to obtain a clearer and more interpret-
able structure, Equamax rotation with Kaiser
normalization was applied. The rotation con-
verged after 7 iterations, indicating that the
estimation procedure was conducted correctly.

Based on the eigenvalue-greater-than-one
criterion and the scree plot analysis, four fac-

further analyses and practical implications.

tors were extracted. The eigenvalues for the
four factors were as follows:

e 9,507
e 6.081
e 3,608
e 2.694

After extraction, the four factors jointly ex-
plained 50.906% of the total variance, which
can be considered a satisfactory result in social
and consumer research. The contribution of
each factor to the explained variance after rota-
tion was as follows:

e Factor1-14.549%

e Factor2-13.365%

e Factor3-12.881%

e Factor4-10.111%

The scree plot indicates a clear break in the
curve after the fourth factor. This means that
subsequent components contribute significan-
tly less to the explanation of variance and have
limited interpretative value. Therefore, the
four-factor solution should be considered the
most justified, both statistically and substan-
tively.

Based on the rotated component matrix,
four main dimensions describing attitudes to-
ward coffee and energy drinks were identified,
as presented in Table 2.
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Figure 1. Scree plot for the analysed variables
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Source: own research.

The individual factors reflect distinct dimen-
sions of attitudes and behaviours toward coffee
and energy drinks. Factor 1, Coffee - function,
routine, and well-being, captures the functional
and hedonic role of coffee in daily life, associat-
ed with routine consumption, stimulation, im-
proved concentration, and positive effects on
well-being and quality of life. Factor 2, Coffee -
product attributes and perceived quality, rep-
resents the sensory and quality-based evalua-
tion of coffee, including aspects such as taste,
aroma, origin, and brand-related trust, which
influence product choice. Factor 3, Energy
drinks - marketing and product attributes,
highlights the importance of marketing factors
and product characteristics, such as price, taste,
promotions, and brand, in shaping consumer
decisions regarding energy drinks. Finally, Fac-
tor 4, Energy drinks - function and lifestyle,
describes the functional and lifestyle-related
role of energy drinks, including their use for

stimulation, integration into daily routines, as
well as their social and identity-related aspects
of consumption.

The conducted factor analysis allowed for
the identification of four relatively independent
dimensions describing respondents’ attitudes
and behaviours toward coffee and energy
drinks. Two of them relate to coffee:

1. function, routine, and well-being,

2. product attributes and quality,
while the remaining two refer to energy drinks:

3. marketing and product attributes,

4. function and lifestyle.

The obtained factor structure is conceptual-
ly coherent and indicates that respondents dif-
ferentiate between coffee and energy drinks
both in terms of their everyday functional role
and in terms of product and marketing attrib-
utes. This is further confirmed by the rotated
component matrix presented in Table 3.

Coffee & Tea Marketing Journal, Vol. 3, No. 1 (2026) 97



Table 2. Extracted factors

FACTOR SPECIFICATION LOADINGS
FACTOR 1. The first factor includes e  “Coffee is part of my daily routine” (0.837)
COFFEE - FUNC- statements referring to the e  “Idrink coffee to improve concentration” (0.645)
TION, ROUTINE, daily, functional, and posi- e  “Coffee helps me start the day” (0.808),
AND WELL-BEING | tive role of coffee in the e “Iconsume coffee when I need a quick boost”
respondents’ lives. (0.666)
e  “Itreat coffee consumption as part of my lifestyle”
(0.831)
e  “Ireach for coffee even when I do not feel tired”
(0.749)
e  “Coffee consumption positively affects my well-
being” (0.814)
e  “Ibelieve that coffee improves my quality of life”
(0.774)
FACTOR 2. The second factor focuses e taste of coffee (0.650)
COFFEE - PROD- on product characteristics e aroma (0.721)
UCT ATTRIBUTES and quality-related aspects e intensity (0.629)
AND PERCEIVED of coffee choice. e coffee variety (0.782)
QUALITY e  origin of beans (0.780)
e roastlevel (0.712)
e brand (0.719)
e  trustin the producer (0.768)
e  opinions of other consumers (0.594)
e recommendations regarding coffee (0.595)
FACTOR 3. The third factor groups e  price of energy drinks (0.749)
ENERGY DRINKS - | variables related to product e taste of energy drinks (0.845)
MARKETING AND characteristics and market- e  promotions and discounts (0.787)
PRODUCT AT- ing determinants associated e opinions of other consumers (0.689)
TRIBUTES with energy drinks. e recommendations regarding energy drinks (0.720)
e brand (0.721)
e trustin the producer (0.684)
e  packaging appearance (0.578)
FACTOR 4. The fourth factor includes e  “Energy drinks are part of my daily routine” (0.790)
ENERGY DRINKS - | statements indicating the e  “Energy drinks have a social function for me”
FUNCTION AND functional, social, and life- (0.611)
LIFESTYLE style role of energy drinks. e  “Energy drinks help me start the day” (0.700)

“I treat energy drink consumption as part of my life-
style” (0.791)

“I reach for energy drinks even when I do not feel
tired” (0.700)

“Energy drinks are a healthier choice for me than
coffee” (0.632)

Source: own research.
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Table 3. Rotated Component Matrix
(PCA with Equamax Rotation and Kaiser

Normalization)

FACTOR1 | FACTOR2 | FACTOR3 | FACTOR 4
P4 0.837
P5 0.79
P6
P7 0.552
P9 0.645
P10 0.564
P11 0.808
P12 0.666
P15 0.611
P16 0.7
P17 0.664
P21
P22
P23 -0.405
P24 -0.565
P25 0.831
P26 0.791
P27 0.749
P28 032 0.7
P29 0.564 -0.376
P30 0.632

The rotated component matrix reveals a clear
and interpretable structure of factor loadings,
with most variables showing high loadings on a
single factor and relatively low cross-loadings.
Variables related to the functional, routine, and
well-being aspects of coffee load strongly on
Factor 1, while sensory and quality-related
attributes of coffee are concentrated within
Factor 2. Factor 3 is primarily defined by varia-
bles associated with the marketing and product
characteristics of energy drinks, whereas Fac-
tor 4 captures items related to their functional
and lifestyle role. Although a few variables ex-
hibit minor cross-loadings or weaker associa-

P31 0.814

P33 0.774

P37 0.356

P38 0.356 0.65

P39 0.325 0.721

P40 0.34 0.629

P41 0.782

P42 0.78

P43 0.712

P44 0.313 0.441

P45 0.594

P46 0.595

P47 0.719

P48 0.768

P49 0.749
P50 0.845
P51 0.787
P52 0.689
P53 0.72
P54 0.721
P55 0.684
P56 0.578

Source: own research.

tions, the overall pattern supports the validity
and clarity of the four-factor solution.
Consumer segmentation based on attitudes
toward coffee and energy drinks

To identify homogeneous groups of respond-
ents, a k-means cluster analysis was conducted
using factor scores obtained from the factor
analysis as input variables. Based on the earlier
hierarchical analysis, a three-cluster solution
was adopted. As a result, three segments of
respondents with varying sizes were identified:
Cluster 1 (45.0%), Cluster 2 (20.6%), and Clus-
ter 3 (34.4%). The final cluster centres (mean
factor scores) for the identified segments are
presented in Table 4.
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Table 4. Cluster centres for the identified segments

Specification Cluster
1 2 3

Factor 1 Coffee - function, routine, and -0.05359 0.10041 0.00978
well-being
Factor 2. Cpffee - p.roduct attributes 0.19043 -0.06929 -0.20725
and perceived quality
Factor 3. Energy.drlnks - marketing 0.67104 0.27109 1.03948
and product attributes
Eactor 4. Energy drinks - function and -0.46602 1.61729 -0.36144
lifestyle

Source: own research.

The first cluster consists of individuals charac-
te-rised by high sensitivity to the marketing
attributes of energy drinks, while simultane-
ously showing low functional use of these
products. This segment can be described as
“energy drink market observers.”

The second cluster includes respondents
who intensively use energy drinks in their daily
functioning, treating them as a tool for enhanc-
ing performance. This segment was labelled
“heavy energy drink users.”

The third cluster comprises individuals with
a low level of engagement with both coffee and

energy drinks, who are not guided by either
product attributes or functional aspects. This
segment was defined as “low-involvement
consumers.”

An analysis of variance (ANOVA) revealed
that the greatest differences between clusters
were found in relation to factors associated
with energy drinks, both in terms of their func-
tional use (F = 234.468; p < 0.001) and market-
ing and product characteristics (F = 156.011; p
< 0.001). Factors related to coffee played a sig-
nificantly smaller role in distinguishing be-
tween segments, as shown in Table 5.

Table 5. Analysis of Variance (ANOVA)

Analysis of Variance (ANOVA)

Specification Cluster Within Groups F p-value
Mean df Mean df
Square Square
Factor 1. Coffee - function, routine, and well-being 0.371 2 1.006 215 0.369 0.692
Factor 2. Coffee - product attributes and perceived quality 3.496 2 0.977 215 3.579 0.030
Factor 3. Energy drinks - marketing and product attributes | 64.237 2 0.412 215 156.011 0.000
Factor 4. Energy drinks - function and lifestyle 74.392 2 0.317 215 | 234.468 0.000

Source: own research.

The profiling of the identified segments indi-
cates that differences between clusters are

primarily psychographic and behavioural ra-
ther than demographic in nature. The first clus-
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ter, representing the largest share of the sam-
ple, includes individuals who moderately con-
sume coffee and show interest in the marketing
attributes of energy drinks, but without inten-
sive functional use; this segment has a higher
proportion of men and can be interpreted as a
group of “market observers,” potentially sus-
ceptible to marketing commu-nication. The
second cluster, the smallest in size, consists of
respondents who intensively use energy drinks
as a tool to increase energy and efficiency,
while assigning moderate importance to coffee;
this segment has a distinctly more male profile
and corresponds to so-called “heavy users,”
whose behaviour is strongly driven by product
functionality. The third cluster includes indi-

Discussion

The obtained results provide important insi-
ghts into consumer attitudes and behaviours
toward coffee and energy drinks. In the existing
literature, coffee is presented as a product
strongly associated with everyday routines,
well-being enhancement (Samoggia & Riedel,
2019), and lifestyle. Researchers also empha-
sise the cultural and social embeddedness of
coffee consumption, particularly in the context
of social interactions and everyday rituals
(Quintao et al, 2017). The conducted study
confirms the importance of quality-related fac-
tors, which have also been highlighted by other
authors. For young consumers, aspects such as
product origin (Andorfer & Liebe, 2015), brand,
and sensory characteristics (Wréblewski et al.,
2018; Giacalone et al.,, 2019) remain significant,
which may reflect the growing trend toward
conscious consumption. Energy drinks, on the
other hand, are perceived primarily as func-
tional products associated with the need for

viduals with low engagement with both coffee
and energy drinks, who do not attach im-
portance to either their functional role or mar-
keting attributes; women predominate in this
group, and its members are characterised by
general indifference toward the analysed prod-
uct category.

At the same time, statistical analyses sho-
wed that, apart from gender, none of the other
demographic variables—such as age, place of
residence, or occupational-educational status—
significantly differentiate cluster membership.
This confirms that the segmentation of the
studied population is primarily based on atti-
tudes and patterns of product use rather than
socio-demographic characteristics.

immediate stimulation and increased efficiency
(Malinauskas et al.,, 2007). At the same time,
marketing-related factors play an important
role, confirming the influence of intensive mar-
keting communication and the presence of
these products within youth culture (Markon et
al, 2023) and digital culture (Protano et al,
2022).

The findings indicate a clear difference be-
tween coffee and energy drinks in terms of
their symbolic and utilitarian functions. Coffee
is perceived primarily as a ritualistic and he-
donic product associated with everyday habits,
sensory experiences, and social interactions
(Stroebaek, 2013). Its consumption is often
habitual and culturally embedded (Samoggia et
al, 2020), extending beyond the purely func-
tional effects of caffeine (Tang et al,, 2018; An-
toniak et al, 2025). Importantly, the results
suggest that coffee consumption among Gener-
ation Z may have become a normalized every-
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day practice that only differentiates consumer
segments to a limited extent. Although previous
studies describe coffee mainly in terms of ritu-
alistic, hedonic, and social functions (Ratcliffe
et al,, 2019), the present study indicates that
these characteristics may be widely shared
among young consumers regardless of segment
affiliation. This may partly explain why coffee-
related variables played a relatively limited
role in cluster differentiation compared to en-
ergy drinks.

In contrast, attitudes toward energy drinks
were much more strongly associated with psy-
chographic and lifestyle-related differences.
The identified segments varied in terms of sus-
ceptibility to marketing activities, lifestyle ori-
entation, and the functional use of stimula-nts,
suggesting that energy drink consumption may
have a more situational and identity-related
character.

The obtained results partially challenge the
simplified dichotomy present in the existing
literature, according to which coffee is primari-
ly portrayed as a ritualistic product (Argan et
al,, 2015), whereas energy drinks are viewed as
purely instrumental products (Malinauskas et
al., 2007; Seifert et al., 2011; Protano et al,,
2022). Although the findings generally support
this distinction, they also indicate that energy
drinks may fulfil symbolic and lifestyle-related
functions for certain consumer groups. At the
same time, coffee consumption appears to be
so widespread among Generation Z that it loses
part of its segment-differentiating potential.
This may suggest that decisions regarding the
consu-mption of both product categories are
based on different psychological mechanisms.
In the case of coffee, emotions, habits, and so-
cial rituals may play a greater role, whereas
energy drink consumption appears to be driven

more strongly by task-oriented and short-term
motivations related to achieving specific func-
tional effects.

This supports the interpretation of the find-
ings in light of behavioural economics assump-
tions, particularly regarding mechanisms asso-
ciated with immediate gratification. According
to the concept of present bias, individuals tend
to prefer smaller immediate rewards over larg-
er future benefits, which may explain impulsive
consumer decisions and the preference for
quick effects despite awareness of potential
long-term costs (O'Donoghue & Rabin, 2015).
Energy drinks appear to respond primarily to
the need for immediate functional outcomes
such as increased energy, concentration, and
efficiency. Consequently, the consumption of
these products may be associated with a pref-
erence for immediate benefits at the expense of
potential long-term health
which aligns with the concept of delayed dis-
counting described in behavioural economics
(Laibson, 1997).

The interpretation of the findings may also
benefit from reference to the concepts of deci-
sion heuristics and bounded rationality.
Tversky and Kahneman (1974) argue that un-
der conditions of uncertainty, people often rely
on simplified cognitive rules that reduce the
complexity of the decision-making process but
may also lead to systematic biases. In the con-
text of energy drinks, the availability heuristic
may be particularly relevant. The intensive
presence of these products in advertising, so-
cial media, and youth culture may lead con-
sumers to perceive them as a quick solution to
fatigue or decreased concentration. As a result,
consumer decisions may stem not only from
the rational evaluations of costs and benefits
(Maciejewski, 2010; Falkowski & Tyszka,

consequences,
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2009), but also from simplified associations,
immediate needs, and limited consideration of
potential conseque-nces (Gigerenzer & Gaiss-
maier, 2011).

This points to potential tensions between
short-term functional benefits and possible
long-term psychophysical consequences, which
are particularly emphasised in the medical lit-
erature (Seifert et al., 2011; Alford et al., 2001;
Specterman et al.,, 2005). Energy drinks may be
perceived as effective tools for increasing ener-
gy and productivity, which may temporarily
enhance subjective well-being and perceived
efficiency (Seidl et al.,, 2000). At the same time,
the regular use of these products as a strategy
for coping with fatigue and productivity pres-
sure may negatively affect health and reinforce
unfavourable behavioural patterns such as
chronic sleep deprivation, excessive physical
strain, or neglect of recovery needs (Lund-
Iversen et al,, 2025; Ishak et al., 2012).

Cluster analysis allowed for the identifica-
tion of three distinct consumer segments differ-
ing primarily in their level of engagement and
functional use of energy drinks. Particular at-
tention should be paid to the “heavy users”
segment, for whom energy drinks constitute a
tool for increasing productivity. The existence
of this segment may reflect broader social phe-
nomena such as achievement pressure, hustle
culture, and chronic sleep deprivation among
young people (Han, 2015; Lund-Iversen et al,,
2025). Thus, energy drink consumption may
function as a coping strategy for overload,
stress, and high expectations regarding effi-
ciency and self-control. These products may be
perceived not only as sources of physical
stimulation, but also as symbols of activity,

productivity, and readiness to function in con-
ditions of high-paced living.

The presence of the “market observers”
segment highlights the importance of market-
ing-related factors even among individuals who
do not intensively consume the product. Mar-
keting communication influences not only pur-
chasing behaviours but also attitudes and per-
ceptions of the entire product category, which
may be interpreted in the context of symbolic
consumption and consumer identity. This ap-
pears particularly relevant among Generation
Z consumers, for whom brands and products
often serve as tools for self-presentation, group
affiliation, and lifestyle expression (Harahap et
al,, 2023; Mintel, 2023). The intensive presence
of energy drinks in social media, digital culture,
and narratives associated with activity and
productivity may strengthen their symbolic
meaning even among individuals who are not
regular users of these products.

Another important conclusion is that con-
sumer segmentation is primarily psychograph-
ic rather than demographic in nature. Apart
from gender, variables such as age, place of
residence, or occupational status did not signif-
icantly differentiate segment membership. This
indicates the need to move beyond traditional
segmentation approaches
based on lifestyle, motivations, values, and
product usage patterns. The obtained results
also suggest that the consumer behaviours of
young people may increasingly be associated
with psychosocial factors related to coping
with everyday pressure, the pursuit of
achievement, and the construction of personal
identity within a culture of high performance.

models toward
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Conclusions

The originality of this study lies in the simulta-
neous consideration of two related product
categories — coffee and energy drinks —
which are most often analysed separately in the
existing literature. Such an approach made it
possible to capture the relationships between
these products and how they are used by con-
sumers either complementarily or as substi-
tutes.

An important contribution of the study is al-
so the application of a combined analytical ap-
proach involving both exploratory factor analy-
sis and cluster analysis. This made it possible
not only to identify the main dimensions of
consumer attitudes, but also to distinguish ho-
mogeneous segments of respon-dents charac-
terised by different behavioural profiles.

An additional value of the study is the indi-
cation that consumer segmentation within the
analysed category is primarily psychogra-phic
in nature, which complements previous studies
focusing mainly on demographic variables. The
obtained results may serve as a starting point
for further research on consumer behaviour
and may also have practical applications in
marketing, particularly in the development of
more precise segmentation strategies.

The conducted study provides important in-
sights into the consumer behaviour of Genera-
tion Z in relation to coffee and energy drinks.
The results confirm that, despite the functional
similarity of both product categories, they fulfil
different roles in the everyday lives of young
consumers.

Coffee is primarily perceived as an element
of routine, lifestyle, and well-being, whereas
energy drinks serve mainly as a tool for in-
creasing energy and efficiency, strongly associ-

ated with situational context and marketing
influence. These differences are reflected both
in the factor structure and in the identified con-
sumer segments.

The application of factor and cluster analy-
sis enabled the identification of three distinct
consumer groups, confirming the heterogeneity
of Generation Z and the complexity of its con-
sumption behaviours. The results also indicate
that psychographic and behavioural factors,
rather than demographic ones, play a key role
in differentiating consumers.

The obtained results have both theoretical
and practical significance. On the one hand,
they fill a research gap regarding the compara-
tive analysis of coffee and energy drinks; on the
other hand, they provide insights for marketing
practice concerning more precise consumer
targeting based on lifestyle and consumer mo-
tivations.

Despite providing valuable insights into
consumer attitudes and behaviours toward
coffee and energy drinks, the study has certain
limitations that should be taken into account
when analysing the results.

The obtained findings should be interpreted
with caution due to the limited sample size and
the use of convenience sampling. The sample
was not representative; therefore, the possibil-
ity of generalizing the results to the entire Gen-
eration Z population is limited. Additionally,
the sample structure indicates a predominance
of young individuals at an early stage of educa-
tion, which may also influence the specificity of
the obtained results, particularly in terms of
lifestyle and consumption patterns.

The results obtained in this study should
primarily be treated as exploratory and indica-
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tive of certain consumer tendencies, rather
than as a basis for drawing unequivocal conclu-
sions regarding all representatives of this gen-
eration.

Consequently, the managerial implications
presented should also be approached with cau-
tion. The findings may serve as an inspiration
for marketing practice and as a starting point
for further segmentation analyses; however,
they should not be treated as universal recom-
mendations for the entire market. Further stud-
ies conducted on larger and more diverse sam-
ples are necessary to verify the observed rela-
tionships and increase the possibility of gener-
alizing the results.

Another limitation is the use of an online
survey method, which — despite ensuring ano-
nymity and standardization — may involve the
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