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Abstract 

More and more publications are discussing the issue of coffee culture. The purpose of this 

research paper is to briefly identify and discuss consumer behavior in the coffee consumption 

culture among university students. Although there is a strong coffee consumption culture that 

dates back to the sixteenth century, there is a paucity of studies or literature which have explored 

this research topic (Greeking, 2018). Specifically, there are limited articles and research on this 

prevalent coffee consumption culture among the Cypriot youths. Through qualitative research and 

more specifically focus group this research paper has analyzed the factors that affect students’ 

coffee consumption and behavior. Findings suggest that location and atmosphere were named 

as the most important aspects of coffee shop choice, followed by the quality of coffee in 

influencing their outing. 
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Introduction 

According to CBI.eu, Europe is the largest coffee market accounting for 30% of global 

consumption. Europe as a whole has the highest coffee consumption per capita with Cyprus 

consumption amounting to 4.9 kg per person per year, very close to the 5.0kg per person per year 

for Europe. This figure places Cyprus as number twenty in the world rankings according to world 

atlas.com. Subsequently, the coffee industry within Cyprus is constantly growing with different 

local and international coffee outlets (brands) opening at a fast pace. “Coffee culture describes a 

social atmosphere or series of associated social behaviors that depends heavily upon coffee, 

particularly as a social lubricant. The term also refers to the diffusion and adoption of coffee as a 

widely consumed stimulant by a culture.” (Samoggia& Riedel, 2018). Thus owning or operating a 

coffee shop nowadays, is not only an economic benefit to the owners of those businesses, but 

also contributes significantly to society and the local cultures, as locales of socialization and new 

job opportunities. Any business requires an intelligent approach to market investigation prior to 

launching the product and the industry of coffee brewing is not an exception. The reason for 

conducting this research is to provide inside information to future entrepreneurs on whether there 

is still a growing market/trend, the overall consumer tendency and the appropriate coffee culture 

among local and international university students.  

 

Literature Review 

 

Coffee consumption is one of the most popular beverages globally and has played a significant 

role in consumer culture over the decades. According to Manzo (2014), coffee has undergone 

substantial transformation since the 1960s where its evolution has been characterized into three 

waves of consumption. The first wave began in the 1960s and was characterized by wide 

availability and mass-market growth consumption. The second wave began in the 1990s with the 

creation of coffeehouse chains such as Starbucks, where specialty coffee was introduced to meet 

new consumer interest in coffee quality. In the second wave, Carvalho et al. (2015) observe that 

coffee became a luxury instead of a commodity product. Finally, the third wave began in the 2000s 

with the genesis of small roasters that promoted new brewing techniques, with coffee being 

considered an artisanal food, similar to wine. In the third wave, coffee is not just a beverage but 

is attached to social status, lifestyle, experience, and pleasure (Samoggia& Riedel, 2018). 

The purpose of this literature review is to briefly identify and discuss consumer behavior in the 

coffee consumption culture. Specific focus will be anchored on examining the factors that 
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influence coffee consumption and purchasing behavior, and reasons for choosing coffee over 

other privileges. Finally, the literature review will identify potential research gaps in the literature 

regarding the coffee culture especially among the Cypriot youths and ascertain the need for future 

research on this topic.  

Factors influencing Coffee Consumption  

 

The literature has elaborately discussed various product attributes and factors that determine 

coffee consumption and consumer purchase behavior. Some of these factors include socio-

demographics, consumption context, coffee attributes, economic factors, and individual 

preferences. Economic and individual attributes are perceived as both drivers and barriers of 

coffee consumption. That is, they explain the main reasons why consumers either consume or 

fail to purchase coffee, including the frequency and quantity of the purchase. Additionally, the 

context of consumption and the attribute of the coffee product provide insights into consumer 

choices and preferences towards coffee quality, including the style of consumption, location, and 

occasions. The socio-demographic aspect pinpoints the potential variation in coffee consumption 

and purchasing behavior due to education, income, gender, and age.  

Firstly, consumer behavior in the coffee consumption culture has been elaborated in light of 

several factors such as economic attributes and personal preferences. Some of the factors related 

to personal preferences include tradition and culture, habit, health belief, sensory (smell and 

taste), and motives (Bamman 2018). In countries like Greece, tradition, habit, and culture largely 

inform and characterize coffee consumption as a daily routine. That is a behavior that tends to 

occur subconsciously and is regularly repeated (Aurigemma, 2018). Ágoston et al. (2017) identify 

habit as a key motivational factor for coffee consumption. Similarly, Aguirre (2016) reported that 

tradition and culture have a strong influence on coffee consumption in Costa Rica, where the 

family serves as a source of information to the consumer culture. Sousa et al. (2016) also reported 

that aftertaste, habit and tradition were the second-most drivers of coffee consumption behavior 

in Brazil. 

Secondly, pleasure and sensory perception have also been attributed to coffee consumption and 

consumer purchase behavior. Sousa et al. (2016) report that sensory qualities of coffee such as 

smell and taste as key in influencing consumer behavior. The literature agrees that taste is a 

central motive for coffee consumption as many consumers love the smell and/or taste of coffee 

(Mahoney et al., 2018). In addition, Harith et al. (2014) indicate that some coffee consumers 

appreciate its bitterness, while non-drinkers disapprove its bitter taste. Carvalho et al. (2015) 
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relate taste motives to emotion where consumers want to elicit positive feelings from their drinking 

experience to attain pleasure and sensory enjoyment. 

Thirdly, besides the perceived sensory pleasure and enjoyment, the literature also notes that 

functional motivation influences consumer behavior, where mental and physical stimulation is key 

to facilitating coffee drinking. For example, individuals drink coffee to elicit high and positive 

energy emotions (Aguirre, 2016; Ágoston et al., 2017) with the final outcome being the reduction 

of fatigue, staying awake, aroused, attain a focused mental state (clear thoughts, productive, in-

control, and being motivated), and improving individual performance at work (Bhumiratana et al., 

2014). Also, health belief has been considered as a factor in influencing consumer coffee 

consumption behavior. Some consumer studies have revealed that drinking coffee has similar 

effects like wine including anti-migraine effect, reduce insomnia and anxiety, (Sousa et al., 2016) 

and reduction of heart conditions (Siasos et al. 2013).  

Fourthly, economic factors have also been attributed to playing a central role in consumer 

behavior in coffee consumption where customers are largely price-sensitive. For example, an 

increase in promotional activities or decrease in price, influences an increase in consumer 

purchase. The price, therefore, influences a person’s willingness to pay for sustainability and 

specialty labeled coffee products. Prices are of interest for consumer research and marketing in 

the out-of-home coffee intake. Manzo (2014) reported that price promotion influences the level of 

consumer satisfaction with service and product quality, and also influences repeat-purchase 

intentions in the future. For example, coffeehouse consumers perceive price promotions as 

incentives or rewards as evident from 35% of the consumers that visited Starbucks as a result of 

promotions, compared to 38% who went there because of the coffee. Price attributes also depend 

on social status, gender, age, and cultural background of the customers.  

It is notable that young consumers, such as the students and the youths, are more attracted and 

willing to return to coffeehouses when there are price promotions (Huang et al., 2014; Mahoney 

et al., 2018). Individual age also influences the type of coffee preference as young consumers to 

display higher willingness to purchase latte coffee (made with steamed milk and espresso), while 

older customers prefer espresso products (Asioli et al., 2014). According to Aguirre (2016), there 

are variations in price sensitivity in terms of gender where women are more price sensitive than 

men. In addition, young consumers prefer ready-to-drink products as an affordable alternative 

compared to specialty coffee products (Hsu & Hung, 2005). Aguirre (2016) also added that 

consumers who come from countries with strong coffee cultural background are more willing to 

purchase high-quality coffee even at the premium rate at least twice a day. However, the available 
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literature on the topic is largely concentrated to other western countries such as Western Europe 

and the United States with few studies focusing on coffee consumption in Cyprus, and especially 

when investigating the importance of coffee culture in the lives of Cypriots. 

Potential Gaps in the Literature 

 

Although there is a strong coffee consumption culture that dates back to the sixteenth century, 

there is a paucity of studies or literature which have explored this research topic (Greeking, 2018). 

Specifically, there are limited articles on this prevalent coffee consumption culture among the 

Cypriot youths, thereby necessitating the need for this research topic. Specifically, there are no 

academic resources that have examined important issues such as the frequency of visits that the 

youths make to coffeehouses, reasons why they choose to purchase coffee and consumer 

behavior towards coffee purchase among the Cypriot youths. Moreover, there is a need to 

investigate the specific factors that inform the youths’ choice of coffee shops over other beverage 

premises, and how atmosphere and coffee quality influence their preferences. Thus, this research 

seeks to investigate consumer behavior towards coffee with the objective of determining factors 

of coffee consumption and purchasing behavior among the Cypriot youths. 

Methodology 

Qualitative research is used to explore and understand people's beliefs, experiences, attitudes, 

behavior and interactions (Bandolier, 2007). For this research, four unstructured focus groups 

have been used in order to seek an understanding and develop a language of the students’ 

understanding and overall perceptions of the ‘coffee culture in Cyprus’. Each focus group 

consisted of eight undergraduate students that were currently studying full time at the University 

of Nicosia during the academic year 2019/20. They have been selected randomly after posting a 

message through a social media group belonging to the students of the university of Nicosia 

(Facebook) requesting students to participate in the focus groups. As stated by Zikmund (2010) 

a focus group is an unstructured, free flowing interview with a small group of people usually 

between six and ten. Even though a focus group can be done very quickly, it can gain multiple 

perspectives and allow the respondents to piggyback off each other’s ideas. The results of the 

focus groups will be used as a basis for developing and applying structured interviews for further 

research. The participants’ names do not appear in the analysis section of this report in order to 

secure anonymity. 
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Analysis of results 

This section of the research paper is dedicated to the analysis and discussion of the information 

obtained during the four sessions of focus groups and detailed analysis of the stated points. 

Further evaluation of opinions expressed by the participants will help us to formulate supportive 

material for this research. All responses included in a form of direct citation are delivered exactly 

as they have been expressed in terms of grammar and word sequence used by individuals. 

Participants of each group received a warm welcome by both the moderator and the transcriber 

before the discussion session. The introduction of the moderator took place only after the 

participants took their seats and were ready to follow the discussion. Every participant was 

informed about the regulations of the session and all individuals were asked to read and sign the 

consent paper followed by the participant profile form. It was also stressed out that participants 

may leave at any point and there would be the video and audio recording during the entire 

discussion.  

Responding to the first discussion question on how often and where participants go out for 

socializing, participants stated that they usually spend time going out with friends either to cafes 

or to clubs. “Usually I go out at night with my friends, drinking, to the bars” – Participant J. Others 

dedicate their time to gym and sports. Another participant said that she prefers staying at home 

and watch different series. “Well, I am a very ‘homie’ person, so I like staying home, watching 

series…”. Participant A 

When I havefree time, I go out playing tennis and golf”. Participant B 

The above responses suggest that there is a variety of activities our participants can choose from 

to enjoy their free of work or study time and that having free time and socializing is influenced by 

individual perception. For some “spending their free time” or “going out” suggests going to coffee 

shops and clubs, for some others sports and for one individual staying at home. In general, people 

understood the question straight away and the average number of spending time outside their 

houses during free time is two days per week. With an exception of: ''Four to five times a week”'. 

Participant D 

It is worth mentioning however that the majority of the participants had very busy schedule with 

classes, assignments and working part time. “My timetable is changing all the time, except for the 

university. But I have two days of the week, which are most of the time free” Participant D. 
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The abundance of coffee shops opened by various chains has raised the question whether 

university students still use local/traditional “Coffee shops” .The outcome of the discussion was 

that some local coffee places may be perceived as expensive, with limited sitting space and the 

majority of them can be found in the old city of Nicosia, where there is a serious issue with parking. 

“Actually, in Nicosia, most of the cafes are known international brands. If you want to go to local 

shops, you will have to go to Ledra Street which is not a very easy place to find parking.” – 

Participant C. “I don’t mind. I think they are more expensive, the locals.” – Participant A.  

There was an opinion about mass production of coffee offered by some coffee chains, which 

resulted in both average qualities of coffee and high price. To continue, the popularity of chain 

coffee shops was explained by the mentality of local people of being attracted to “busy” or 

“popular” shops. Since chain coffee shops offer a lot of seating space, people choose to go there. 

'' Franchise coffee shops operate in a more «mass production” mode even though prices are quite 

high. Because it is a chain, a lot of people go there to socialize and to be noticed, which is 

extremely important in the Cypriot culture”– . Participant C  

Nonetheless, there were participants, who would rather visit local coffee shops, and the reasons 

for doing so is the unique ambience, which contributed to the overall coffee experience, coupled 

to perceived premium quality coffee they import from abroad and the feeling of being supportive   

of small independent or local coffee shops. Local coffee shops provide a good quality coffee, but 

struggle to beat the multidimensional competitive levels of large coffee chains. “I would go to local 

ones, we have really good coffee cafes in Limassol, where I go a lot … It is nice to support, I think, 

local coffee shops, instead of mass production.” – Participant G. “I would prefer probably local 

café … Because they are unique and some cafes have again this atmosphere or the vibe, so you 

enjoy your coffee there or any other drink you are going to order ...” – Participant D .  

There were people, who did not consume coffee, and their answers were in favor for the 

atmosphere. But participant A extended his response and added “ … I mean I just have my place 

to meet my friends, play cards or something ,.. I don’t care about the atmosphere or the quality. 

The atmosphere is going to be from my friends.” Another reason for atmosphere was the fact that 

going out with friends meant spending some time on premises to relax and converse. Other 

individuals, who chose coffee quality, supported their answers by clarifying that coffee experience 

is about the coffee first foremost.   

Some participants had difficulty discerning or even ranking between the importance of coffee 

quality and atmosphere. In the participants’ opinion both factors should both present in order to 
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contribute to the satisfying experience of potential customers. Participant E stated “…If I have to 

choose, I will choose a good coffee.'' and Costas concluded '' ... It has to be both. But I would 

prefer atmosphere.” 

Since the majority of participants consume coffee on a daily basis, the common opinion was that 

buying coffee from a less expensive coffee shop would be an option to get the coffee for take 

away rather than spending time at the shop, under the assumption that the quality of coffee was 

still acceptable. “If the price is €1.50 or €1.80, it is acceptable. I really like Starbucks, but I don’t 

go, because it cost €5. I like it, but I don’t want to give.” – Participant E. 

Continuing, there was a comment regarding choosing to stay in the coffee shop rather than “take 

away”, which stated that the price did not matter much, if the person chose to stay and have a 

coffee in the coffee shop. “It depends, if I want to stay in the place or not. But if I just need a 

coffee, I’ll go to Coffee Island. To just quickly pass by, get a coffee and leave, let’s say.” – 

Participant B.  

In general, participants accepted the price range of coffee beverages, but they do differentiate 

between establishments for “take-out” purposes and “stay in (on premise)”. 

When asked what they consider an acceptable price for coffee, there has been quite a lot of 

discussion. One of the participants, who came to Cyprus from Greece, pointed out that “… here 

€2.50 is an acceptable price. But in Greece it is considered expensive. The price that I find 

acceptable here, I find expensive in Greece.” In other words, the acceptable price for coffee 

beverages is determined by the availability of options within the coffee shop market. “I don’t have 

problem with paying €4 for the coffee, provided that it is in a nice environment.’’ – Anthoulis. And 

the same goes with “take away” establishments. It is less likely for participants to pay €6 for a 

take away coffee nomater what the quality is. “If I go to Coffee Island and they charge me €4 for 

my coffee, I will not go there again. I will go to Starbucks. ” – Participant C.  

This above question was designed to test if the participants cared more about the quality of coffee 

or the amount of beverage consumed. The idea behind it was to provide people with two options 

and draw their attention to the fact that they would be able to buy the small size serving of a 

‘quality’ drink at chain coffee shops, compared to a large one of acceptable ‘quality’ at local coffee 

shop.  

It turned out that the participants’ perception of a franchise coffee shop and a “traditional/local 

coffee shops were quite different to the one the researchers had. They defined a limited service 
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chain shop such as “Coffee Island” as “local”. By definition however, local coffee shop is a place 

that has been present in the market for quite some time, are independent and tend to have 

traditional setting. As a result, it took some time for them to interpret the question and provide the 

researchers with representative answers. 

The majority of participants believed that in most coffee shops the quality of coffee is relatively 

high by default, for both international chains and local shops.  

Some additional points made during the focus group discussion on: the quality of coffee, price 

and the reputation of the different brands, brought participant E to comment that “In Costa, 

because “Costa Coffee” is now the first chain that sells coffee in the world, they have inflated their 

prices. So, you actually may drink the same coffee in a local coffee shop and in “Costa Coffee”, 

but because of the brand name, the price is higher.’’  

The above statement resulted in a debate between two participants arguing if international coffee 

shops (brands) had the same quality or better than the local ones. The conclusion of the 

discussion was that the final choice of coffee shop is up to the opinion and preferences of the 

individual person. There was difference on perception on issues such as quality and price/value 

of coffee. 

Additionally, apart from meeting friends, participants also named such activities as studying, 

watching football, playing cars, business and spending time during breaks for the reasons of 

visiting a coffee shop. “… When I’m going for studying, I am also socializing.” – Participant F. 

When asked if having a loyalty card influenced their selection of coffee shop, the clarification of 

the term “loyalty program” was requested for the purpose of understanding the question. Quite a 

few participants however stated that, “I have loyalty cards, but most of the time I go there to buy 

coffee, and I forget to show them.” – Participant G.  

Considering the fact that most of the participating people were not owners of loyalty cards but 

they still had an idea about the benefits such cards provided. There was a discussion about the 

advantages that these cards provide to customers, and the following three comments were 

mentioned: 

“…It depends. So I think cafes make this loyalty cards to see how many loyal customers they 

have. '' – Participant C ,  

''To attract more people.'' – Participant H,  
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'' ... Maybe the company wants to reward the loyal ones only.'' – Participant E. 

Concluding, when the participants were asked to summarize and rate the following factors in 

selecting a coffee shop: coffeequality, price, atmosphere, locationand the foodmenu, this is how 

they responded: 

Location and atmosphere were named as the most important aspects of coffee shop followed by 

the quality of coffee. These three dimensions must be present in order for the participants/ 

customers to revisit the coffee shop. 

Both male and female participants were eager to express their opinions. Female participants 

demonstrated the tendency to share their opinions even if they contradicted the ones shared by 

male participants. Definitely female participants were more talkative than males. More than that, 

both genders equally participated and tried to converse and deliver new knowledge to the rest 

without being aggressive or extremely opinionated. 

 

Conclusion 

As a general outcome, participants demonstrated through the focus group discussions that the 

culture of coffee among the youth in Cyprus, is indeed present; part of everyday life, social routine 

and overall drinking habits. Consequently, price point, atmosphere and coffee quality influences 

their decision on which establishment to visit, the amount to be spent, and ultimately the 

perception of value for money. Also the ability of the establishment to allow them to socialize as 

they understand it, is also a crucial finding, as it was uncovered during the discussions. 

 Through the discussions, many participants stated that they drink several coffees as part of their 

daily routine and they would “not stop consuming it”. These key points, reiterate the position that 

Cyprus is a coffee consuming nation. Also, through the discussions the dominant reason for going 

out, is that of socializing. Furthermore, at an individual level, it is believed that socializing as an 

activity, is an excellent opportunity to relieve stress which corresponds to the findings of 

Aurigemma, (2018). Moreover, participants admitted that they could learn something new about 

themselves and others by exposing themselves to social events among friends. It turned out 

however that the term “socializing” meant something different to the participants to what is 

generally accepted previously by older generations. Participants, generally agreed that this term 

might not necessarily mean ‘going out with friends’ or being interactive on a personal level. 

Instead, socializing to them meant interaction with people at any level, or media. E.g. they 
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considered using and interacting via social social media, approaching different people at streets 

or public in places as socializing. This point alone is in need of future and further interpretation 

and study. 

Another interesting perception here, is that many international and national branded coffee shops 

are viewed as ‘local’ e.g. Coffee Island, as opposed to those that are better known international 

brands like “Starbucks” or “Costa coffee” which are considered chains or mass production. More 

specifically the reality of today’s youth and interpretation of the word/concept of local coffee shop 

is not what the older generation of coffee shop patron’s view as local. Again, this can be seen 

where most participants used branded names of coffee shops in their discussions without any 

significant mention of truly local or traditional coffee shops. Consequently, local branded coffee 

shops have now risen in the image profile of the youths and are considered by them as chains or 

branded (international scope). Again here, exists a basis for future and further study. 
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