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ABSTRACT

Coffee is one of the main sources of foreign exchange for developing countries. Mexico accounts only 2.68% of the world coffee production, but repre-
sent the most important source of foreign exchange in the agricultural sector. The Mexican coffee began to be recognized in recent years, and despite
the increase of the consumption, Mexico is not considered an important consumer. The objective was to analyse the motives for coffee consumption at
coffee shops with quality labels. A national and a transnational company were selected in central Mexico to carry out a total of 600 questionnaires. The
questionnaire had four sections: frequency of consumption, Food Choice Questionnaire (FCQ), some images of coffee quality labels, and a socio-eco-
nomic. The data were analysed using multivariate statistics, factor and cluster analysis. Indifferent, Pragmatic and Hedonic-Dependent consumers were
identified; who are mostly young and middle-aged, single, childless and college educated. Their interest in attending coffee shops is to socialize; they are
not interested in quality labels which have negative implications for the use of this type of labels in Mexico.

Key words: Consumers; food choice questionnaire; factor and cluster analysis.

1 INTRODUCTION

Research on consumers started in the year 1950
(Shiffman; Lazar; Wisenblit, 2010), but it is until recent
decades that the number studies on the motivations, perceptions
and emotions of consumers started to increase (Meiselman,
2015), largely due the increase in the quantity and variety of
food products that appear on the market in response to a more
demanding consumer (Clemons, 2008).

Consumers may show different preference patterns
for the same product, depending on their different hedonic
responses. Groups of consumers that share a certain hedonic
pattern are known as consumer segments (Varela; Beltran;
Fiszman, 2014); these segments are defined by the type of
product and by the extrinsic and intrinsic factors that influence
choice (Pieniak et al., 2009).

It is certainly of great importance to understand how
consumers perceive a product and how their opinions are
linked to that perception (Masson et al., 2016). Many studies
on consumer preferences use a method that focuses on only
one product (Jiang; King; Prinyawiwatkul, 2014; Meiselman,
2015). That is the case of the present work, which considers
only the coffee.

According to the International Coffee Organization
(ICO), coffee has been one of the most valuable primary products
for many years, surpassed only by oil as a source of foreign
exchange for developing countries. Mexico produces 234,000
kilograms of coffee, mostly produced by small-scale producers
(ICO, 2015). This amounts to 2.68% of world production,
making Mexico the ninth largest producer of coffee.

In terms of national production, coffee is the main
source of foreign exchange in the Mexican agricultural sector
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(SAGARPA, 2015). In this regard, Linton (2003) mentions,
that the use of quality labels for coffee helps small producers to
maintain their livelihoods while producing a quality product.

The Mexican tradition of coffee production started to be
recognized in recent years, thanks to which Mexican coffee can
now use some quality labels, such as Denomination of Origin
for Veracruz and Chiapas (IMPI, 2000; 2003), Fair Trade label,
and the Organic Coffee label (USDA, 2014). México is one
of the main organic coffee producers worldwide (Jurjonas et
al., 2016), 63.02% of the organic coffee produced is exported
(ICO, 2015).

Despite being recognized as a producer of quality
coffee, Mexico is not considered an important coffee consumer.
Nevertheless, the consumption of coffee has increased at an
annual rate of 2.3% in recent years (SAGARPA, 2015), to
a large extent due to the arrival of global brands, which have
helped increase coffee consumption from 1.1 to 1.7 kg per capita
over a period of ten years (SAGARPA, 2015; ICO, 2015).

Global brands use a series of quality labels that are
imitated by Mexican companies; however, it is not known if
the Mexican consumers are aware of these labels and if they
actually look for them. This is important because, as Linton
(2003) notes, changes in consumer preferences are fundamental
for the transformation of institutional practices and, therefore,
production processes.

Authors such as Macchione and Eugénio (2006) mention
that the differential attributes of coffee involve a wide range of
concepts such as tradition, superior quality drink, environmental
preservation and social responsibility. In this regard, Guerrero et
al. (2009) mention that a quality label is an information signal
that may work best if it communicates something meaningful
and relevant from the consumer’s point of view.
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FAO (2002) states that quality labels establish
categories that coincide with the need to protect productive
and culinary traditions and the authenticity of products,
and that they promote a type of agriculture that respects the
environment. In other words, these labels respond to increased
consumer awareness about environmental and ethical issues
(Kang et al., 2012; Jang; Kim; Lee, 2015).

However, these consumer sensitivities have been
defined based on studies carried out in developed countries
(Fotopoulos et al., 2008; Guerrero et al., 2009; Pieniak et al.,
2009; Elorriaga et al., 2012; Masson et al., 2016), and there
are very few studies on consumers in developing countries.
Pioneer studies on the importance of quality labels in Mexico
such as Espinoza-Ortega et al. (2016) have identified a lack
of interest in the consumption of food with some type of
recognized value, which has negative implications for the
implementation of quality labels. Further studies should be
carried out on specific products with quality labels, like coffee.

Most of the studies that have been done on the behaviour
of coffee consumers have focused on economic aspects
(Giovannucci; Liu; Byers, 2008; Eckhardt; Belk; Devinney, et
al., 2010; Aragdn et al., 2013; Donovan; Pole, 2013); others
on health issues (Gonzalez; Ramirez, 2014; Schubert et al.,
2014; Sunarharum; Williams; Smyth, 2014); and some others
on coffee quality (Gotow et al., 2015).

Although these studies are necessary to understand the
dynamics of coffee markets and their effects, they do not allow
to understand the motivations of consumers in Mexico, who are
the last link of the productive chain and whose decisions are
crucial in product valuation processes (Lipton, 2003). Therefore,
the objective of this study was to analyse the motives for coffee
consumption at coffee shops with quality labels.

2 MATERIAL AND METHODS

The study was carried out in the three of the most important
cities of central Mexico (Mexico City, Puebla and Toluca)
(Negrete, 2010; Ibarra, 2010). First al all, was investigated via
the Internet the leading companies in those cities that sell coffee
in cups, the type of service that offered, the characteristics of the
coffee and the type of quality label that have (denomination of
origin, fair trade, organic or linked to a specific territory). Five
companies were identified, one transnational company and four
national ones, but only two offered coffee with the following
labels: Fair Trade, Organic, Denomination of Origin and
Territorial Link, one national and the transnational company; both
were selected to carry out the interviews.

A total of 600 consumers were interviewed, the
sample size complies with the rules established for Cluster
analysis (Field, 2009) and infinite populations (Aguilar, 2005;
Anderson; Sweeney; Williams, 2008; Martinez, 2014). Aragon
(2013) recommends studying the behaviour of consumers of
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coffee with social and environmental attributes, in the places
where consumers buy and consume the product and at the
time of purchase and consumption; then, the questionnaires
were applied face to face to consumers at the coffee shops. A
convenience sampling was carried out, the criteria to select
them were they were consuming coffee at the time and were
interested and available to participate in the study.

The questionnaire had four sections. The first focused
on the frequency of consumption (Aragén, 2013; De Oliveira
et al.,, 2012). The second was based on the Food Choice
Questionnaire (FCQ), originally designed by Steptoe, Pollard
and Wardle (1995), which assessed ten variables: 1) Place of
Consumption; 2) Mood; 3) Sensory Attractiveness; 4) Forms
of consumption; 5) Price; 6) Health; 7) Loyalty towards a
brand; 8) Territorial Aspects; 9) Ethical Aspects; and 10)
Practicality (Table 1). Each variable was assessed with three
items that were graded on a Likert scale from one to five: 1 =
Never; 2 = Almost never; 3 = Sometimes; .4 = Almost always;
5 = Always) (Kang et al., 2012; Tumanan; Lansangan, 2012;
Varela; Beltran; Fiszman, 2014; Gaviglio et al., 2014; Asioli et
al., 2015; Labbe et al., 2015).

Section three consisted of four images of quality labels
for coffee sold in the Mexican market Denomination of origin
(Veracruz), Rain Forest, Fair trade, and Made in Mexico
(Figure 1). The consumers were asked to identify the seals.

The last section focused on socio-economic aspects:
sex, age, level of education, occupation, marital status, number
of children and monthly income (Fotopoulos et al., 2009;
Asioli et al., 2015; Jang; Kim; Lee, 2015; Lange et al., 2015;
Van Loo et al., 2015).

The information was analysed using multivariate
statistics. An exploratory factor analysis with Varimax rotation
was performed to identify and determine the relationship
between the items. The analysis considered all values higher
than one and the percentage of total variability explain ed.
Only 28 of the 30 items in the Food Choice Questionnaire
were used, the ones that contributed the most to the explained
variance of the model. The Kaiser-Meyer-Olkin index was
used as a measure of sample adequacy, which was 0.728, an
acceptable value for factor analysis (Field, 2009).

The factor loads obtained as a result of the factor analysis
were used to perform a Cluster analysis to identify consumer
groups through the Ward method, in which the Euclidean
distance is used as grouping algorithm for individuals and
groups (Hair et al., 2009). A Kruskal Wallis analysis was
performed to determine the differences between groups for
each factor. The consumer groups were named based on this.

Descriptive statistics were used to compare the
socioeconomic information, the characteristics of coffee
consumption and the knowledge about labels of each of the
identified groups. All statistical analyses were performed
using the statistical package Statgraphics Centurion X (2015).
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Table 1: Variables and items used in the questionnaire.

Variable

Item

1) Place of consumption

2) Mood

3) Sensory attractiveness

4) Forms of consumption

5) Price

6) Health

7) Loyalty

8) Territorial

9) Ethical Aspects

10) Practicality

I buy coffee in a cup only in coffee shops
I buy coffee in supermarkets and prepare it at home
I consume coffee in self-service stores +

I consume coffee because it keeps me from being sleepy
I consume coffee when I am nostalgic
Coftee helps me to be active during the day

I consume coffee for its taste
I appreciate coffee with body
I choose a coffee for its aroma

I prefer to consume it black (no sugar, no milk, etc.)
I consume coffee with flavourings *
I consume coffee in mixed beverages (mocha, cappuccino, cream, etc.) *

I’m willing to pay more for specialty coffees
I buy expensive coffees because they are of better quality
I prefer cheap coffees *

Consuming coffee gives me gastritis
I consume coffee because it is good for my health *+
Consuming coffee alters my nerves

I consume coffee by family tradition
I like to explore different varieties of coffee *
I tend to always consume the same brand of coffee

I am interested in the region of origin of the coffee I consume
I prefer coffee with denomination of origin
I only consume coffee from Veracruz and Chiapas

I look for the Fairtrade label
I consume coffees bearing the Organic label
I consume coffees bearing the Rain Forest label

I consume coffee because it is easy to prepare
I consume coffee because I can easily find it
It combines easily with other foods

* ltems with inverse score.

+ Items eliminated after factor analysis.

Figure 1: Quality labels of coffee in Mexico.

3 RESULTS

Nine factors were identified that explain 57.4% of the

factorial load at Table 3). These factors were named according
to the items considered by each of them (Table 3).
Factor 1. Territorial recognition and quality labels.

cumulative variance with a KMO of 0.728 (are show at Table 2 and ~ The items considered by this factor are interest in the region of
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origin of the coffee, the consumption of coffee from Veracruz
and Chiapas, and the consumption of coffee with the Fair
Trade, Rain Forest and Organic labels.

Factor 2. Hedonism over health. This is the factor that
includes the largest number of items. Of these, the items that
received the highest score were: buying coffee only in coffee
shops, consuming it for its taste, for the appreciation of the coffee’s

Table 2: The factorial loads of each item.

body and preference for cheap coffees (inverse score). The items
in this factor that received a lower score were: consumption of
coffee generates gastritis and nervous alterations.

Factor 3. Practicality. This factor consists of the
following items: consumption of coffee because it can be easily
prepared and easily found, and buying coffee in supermarkets
to prepare at home.

Factor
Item
1 2 3 4 5 6 7 8 9
Tbuy coffecinacup ) q1034 365322 0274909 -0.0050358 027188 0201626 00996199  0.174097  -0.255803
only in coffee shops
I consume coffee
because it keeps me  0.11555  -0.037021  0.0173469 -0.0789864 0.665838  0.075157  0.202585  0.107566  0.159005
from being sleepy
Iconsumiacs‘t’fee forits 160061  0.504606 -0.0034959 0298435 0248003 -0.171402 0.101091 020329  -0.223861
I prefer to consume
it black (no sugar,no  0.149119  0.149694  -0.139284 0216177  0.155231  -0.145005 0.610782  -0.087229 -0.0083328
milk)
m willing to pay more o 1515071 0039757 0.0693295 0373587  -0.128493 0508569 0234787  -0.134397  0.164217
for specialty coffees
Consuming coffee gives )1 1776) 0443927 -0.111693  0.165372 00783451 0259807 0371607 -0210733 0335932
me gastritis
Teonsume coffeeby ) 0163 12700 0.0709614 00739773 0151382 0.130889 -0.0198564 0.169892  0.727403
family tradition
I am interested in the
region of origin of the ~ 0.431362  0.193096  -0.137149  0.289281  0.226524 -0.0392073 -0.193409  0.132574  0.342017
coffee I consume
“°°kf°rl$ZIFalrtrade 0.754643  0.0226746  0.152083  0.0441936  0.05663  0.0823837 -0.0309192 -0.143098  0.182377
I'consume coffee because ) 1557599 0066783 0.808354  -0.131695  0.047305  0.0390782 00224158 -0.0672655 0.054178
it is easy to prepare
I buy coffee in
supermarketsand ~ -0.147658  0.0031462  0.734911  0.0668547 -0.0880856 -0.110531 -0.0012436 0.230346  0.0070027
prepare it at home
I'consume coffee when I 110106 025505 0.185184  -0.112101  0.0061232 0147824  0.627139  0.0881418  0.0230343
am nostalgic
Iapprec“gz(ic}?ffee WIth 0 0222626 0.614406  -0.0701564 0069558  0.0220349 0.0946294 0247236  -0.0249391 0.0428226
Tconsume coffee with ) 1250404 00194753 0.140465  0.159752 -0.0595291 -0.698065 0.0034117 -0.0549392 0.137772
flavourings *
I buy expensive coffees
because they are of ~ 0.157265  0.0732865 -0.0762627 0.0232506 0.0132206  0.689971  0.018544  0.0826325  0.110802
better quality
Iike to explore different ) 123001 150019 0.132369  -0.723693  -0.159544 -0.0068276 -0.0812515 -0.0581011  -0.04312
varieties of coffee *
Tprefer coffee with - 31610 0045899 0.0129462  0.69675  -0.0726356 -0.0287506 -0.0605513 0.0784839 0.0554687
denomination of origin
I consume coffees 0.590256 -0.0724571 0.0655784 0.413275 -0.101687 0.065762  0.149492  -0.121044 -0.0973814
bearing the Organic label
Continue...
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Table 2: Continuation.

I consume coffee because

. ; 0.0878806 -0.135073  0.610916 -0.0527167 0.112429  0.206807  0.0073015 -0.0952451 -0.217344
I can easily find it
Coffee helps me to be
. . 0002916 -0.0004661 0.0652862 0.0974218  0.802696 -0.0084311 -0.0186339 -0.0935016 -0.0129558
active during the day
IChOOS@;gglfiee forits 017448 0281813 -0.0454394 0443627 047228  -0.0244544 -0.0399738 0.0151777 -0.0970371
I consume coffee in
mixed beverages (mocha, 0.0861165  0.22387  -0.0220163 -0.108428  -0.189246 -0.416102  0.191796 -0.0270913  0.541959
cappuccino, cream, etc.) *
I prefer cheap coffees *  -0.009218  0.570202  -0.415115  0.101981 -0.0155361 -0.0113078  -0.1156  -0.106893  0.0822296
Consuming coffec alters 1 1e10c 0589152 00225978 0.012338  0.0741448 0.0238053 0427483 0206611 -0.0128993
my nerves
I tend to always
consume the same brand ~ 0.127198  -0.272607  0.096498 -0.0167104 -0.196722 -0.0709907 0.147928  0.657929  0.0848371
of coffee
I only consume coftee
from Veracruz and 0.572103  -0.124874  -0.111537 0.0602045 0.051524  0.0124032 0277953  0.409144  0.0169557
Chiapas
I consume coffees
bearing the Rain Forest 0711123 -0.0547946 -0.100757 0.0464571 0.0467294 0.0387604  0.201676  0.231335  -0.0730203
label
It combines easily with 11600 0170754 00162086 0115868  0.175189 0185343  -0.136269 0.598489  0.089858

other foods

Table 3: Name of the obtained factors and their corresponding variance.

Factor Name % of variance % of cumulative variance
1 Recognition of the territory of origin and quality labels 12.7 12.7
2 Hedonism over health 10.4 23.1
3 Practicality 6.8 29.9
4 Denomination of origin 5.6 35.5
5 Stimulating function 5.0 40.4
6 Prestige 4.8 45.2
7 Black coffee and nostalgia 4.5 49.7
8 Conservative taste 3.9 53.6
9 Traditional consumption and preference for mixed coffee beverages 3.8 57.4

Factor 4. Denomination of origin. This factor has only
two items: a higher preference for coffee with denomination of
origin, and a low score for the exploration of different varieties
(inverse score).

Factor 5. Stimulating function. The items of this factor
are consumption of coffee to avoid sleepiness, to be active
during the day and choosing it because of its aroma.

Factor 6. Prestige. This factor consisted of preference
for expensive coffees and willingness to pay more for specialty
coffees, both of which received high scores, and consumption of
coffee with flavourings, which had low scores (inverted score).

Factor 7. Black coffee and Nostalgia. This factor
consists of the items related to the consumption of coffee

without sugar or flavourings and to the consumption of coffee
when the consumer feels nostalgic.

Factor 8. Conservative taste. This factor considers the
custom of consuming the same brand of coffee and the decision
to consume it because it can be easily combined with other foods.

Factor 9. Traditional consumption and preference
for mixed beverages. This factor considers the consumption
of coffee by family tradition and its consumption in mixed
beverages such as mocha, cappuccino and cream, among others.

The cluster analysis identified three consumer groups
(Table 4), which were named: Indifferent, Pragmatic and
Hedonic Dependent. Table 4 shows the statistically significant
differences among the nine factors analysed.
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Table 4: Comparative analysis of the identified groups.

Indifferent (n=173) Pragmatic (n=178) Hedonic dependent (n = 249) P
Name of the factor
Median IQR Median IQR Median IQR
Recognition of territory of origin and labels 1.80° 1.00 3.00° 0.90 3.00° 1.20 0.001
Hedonism over health 2.83* 0.58 3.00° 0.66 3.33¢ 0.66 0.001
Practicality 3.00? 1.30 3.67° 1.66 2.67° 1.33 0.001
Denomination of origin 3.00* 0.50 3.00° 1.00 3.00? 0.50 0.017
Stimulating function 2.67 1.00 3.00° 1.30 3.67° 1.00 0.001
Prestige 2.67 0.66 3.00° 1.00 3.00a° 0.66 0.001
Black coffee and nostalgia 2.00? 1.50 3.00° 1.50 3.00° 1.50 0.001
Conservative taste 3.00° 1.00 3.00° 1.50 3.00° 1.00 0.001
Traditional consumption and preference for 2 500 1.00 2 500 1.10 3.000 1.00 0.001

mixed beverages

IQR= Interquartile Range.
P Kruskal-Wallis test value (P <0.05).

a b ¢ gignificant difference (P <0.05) between the groups based on the U Mann-Whitney test. Different letters indicate significant differences

between groups.

The three groups presented statistically significant
differences in four of the factors (P <0.001): hedonism over
health, practicality, stimulating function and black coffee and
nostalgia. The Pragmatic and the Hedonic Dependent groups
had similar results for territorial recognition, prestige and
conservative taste (P <0.001). The Indifferent and Pragmatic
groups had similar results for traditional taste and preference
for mixed beverages (P <0.001). Regarding the denomination
of origin, the results of the Pragmatic group differed from the
results of the other two groups (P <0.017).

As shown in Figure 2, Mexican coffee consumers gave
low scores to most factors, although there are some variations
between groups that allow the identification of different types
of consumers.

Once the consumer groups were established, the socio-
economic information was analysed to determine which
aspects influence the composition of the different groups.

The Indifferent and Pragmatic groups were almost
equally divided in terms of gender, but in the Hedonic
Dependent group, almost 60% were male (Table 5).

Regarding age, more than half of the consumers in the
Indifferent group were young people under 25 years of age; in
the Pragmatic group, almost half of the consumers were from
that same age group, and the Hedonic Dependent group showed
a slight tendency to concentrate middle-aged people (up to 45
years). In all groups, most people were single and without
children, and had medium to high levels of education, but in
the Hedonic Dependent group had even higher educational
levels (university education).

Most of the participants were employed or had an
independent job, especially those in the Hedonic Dependent
group, which also had the lowest proportion of students.
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Figure 2: Characteristics of the groups of consumers identified
according to the factors.

Consumers in the Indifferent group did not consume
coffee regularly, while the Pragmatic group, and especially
the Hedonic Dependent group, consumed coffee frequently
(Table 6).

As mentioned before, the establishments where the
questionnaires were applied sell products with various quality
labels, would suggest that consumers are familiar with some
of them. However, a very low proportion of consumers in the
groups identified (less than 15%) recognized the most common
quality labels for coffee produced in Mexico: Denomination
of Origin (Veracruz), Rain Forest and Fair Trade. The label
“Made in Mexico”, which was used as a control variable, was
recognized by all consumers (Figure 3).
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Table 5: Sociodemographic characteristics of the identifies groups (%).

Variable Indifferent Pragmatic Hedonic Dependent

Men 47.4 51.7 40.2

Sex
Women 52.6 48.3 59.8
18-25 54.9 48.9 424
26-45 36.4 41.6 47.6

Age
46-65 8.1 9.0 10.0
Older than 65 0.6 0.6 0.0
Without studies 0.0 0.6 0.4
) Basic education 11.0 6.7 44

Educational level
High school/Technical school 49.1 55.1 40.6
University 39.9 37.6 64.6
Student 349 333 26.0
Employee/Independent 57.0 57.1 68.3
Occupation Housewife 6.4 6.2 3.7
Worker 1.2 1.1 0.0
Unemployed/retired 0.6 23 2.0
) Single/without compromise 66.5 74.2 67.1
Marital status
Married 335 25.8 329
Yes 30.1 33.7 36.9
Children

No 69.9 66.3 63.1

Table 6: Consumption patterns of each group.

Variables Answers Indifferent Pragmatic Hedonic Dependent
Daily 38.2 444 53.0
Frequency of consumption 1-3 per week 324 28.1 38.2
1 time per month or less 29.5 27.5 8.8
Morning 353 28.1 21.3
. Afternoon 11.8 20.8 14.1
Preference during the day .
Night 27.7 29.2 25.7
Any time 26.0 21.9 39.0
At home 57.8 36.5 422
) Coffee shops 14.5 32.0 28.1
Place of consumption
At work 16.2 26.4 15.3
Other 4.6 34 1.2
Various places 6.9 1.5 13.3
Daily 6.4 11.2 15.3
Frequency ‘S’fl;‘)ss‘ts to coffee 1-3 times per week 23.1 39.9 47.0
1 time per month or less 70.1 48.9 37.8
Family/ Spouse/ Partner 27.7 20.2 21.8
Friends 34.4 38.8 44.4
People with whom you meet in
Work colleagues 12.1 18.0 12.5
coffee shops
Nobody 13.3 21.9 9.3
Various people 10.4 1.1 12.1

Coffee Science, 15:e151757, 2020
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100 -

Denomination of
Origin (Veracruz)

O Indifferent
Figure 3: Knowledge of quality labels by group (%).

4 DISCUSSION

Factor analysis establishes how the variables are
grouped. The ethical aspects of coffee production or the link
of a product with a territory in the Factor 1, are widely studied
aspects in coffee consumers in different parts of the world
(Pelsmacker; Driesen; Raypdo, 2005; Macchione; Eugénio,
2006; Teuber; Herrmann, 2012; Jang; Kim; Lee, 2015; Van
Loo et al., 2015), which is logical for a product that is widely
marketed on a global scale and for which labels are a referent
of quality.

In this study, hedonism and perceptions of health
were mixed; however, this has not happened in other works.
hedonism is undoubtedly a widely reported aspect in studies on
food consumption (Spinelli et al., 2013; Jiménez et al., 2014;
Zurawicki, 2015). Specific studies on coffee have focused
on taste, aroma and visual attractiveness (Varela; Beltran;
Fiszman, 2014; Labbe et al., 2015; Van Loo et al., 2015), as
well as hedonic aspects related to the transformation process
such as roasting and instantaneous preparation (Shinoda et al.,
2015), and even on flavouring with milk beverages (Li; Hayes;
Ziegler, 2014) or sugar (Varela; Beltran; Fiszman, 2014).

Regarding the health effects of coffee, Cano, Tarin
and Cano (2013) mentioned the risks of drinking coffee for
the gastrointestinal tract, but there is no clear agreement in the
scientific literature. The papers on the subject suggest there
is no evidence that moderate consumption of three to four
cups of coffee a day generates health risks; on the contrary, it
seems to have some health benefits. However, consumers with
predisposing factors may be more vulnerable to the negative
effects of coffee (Higdon; Frei, 2006). Specific works on the
gastrointestinal system mention that the consumption of coffee
produces gastroesophageal reflux, although though they do not
relate it to dyspepsia (gastritis) (Boekema et al., 2009).
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Respecting practicality, is a common variable in other
studies of food products (Gaviglio et al., 2014). In the case
of coffee, the most important aspect has been the place of
purchase (Chen; Hu, 2010).

It is interesting that items related to the effect of the
product on the organism and a hedonic element turned out to be
associated. Labbe et al. (2015) differentiate between hedonic
and utilitarian functions, which are mixed in the present work.
The stimulating function is a well-known feature of coffee,
several studies have focused on the influence of caffeine on
drowsiness (Pelsmacker et al., 2005; Roehrs; Roth, 2008;
Labbe et al., 2015).

Prestige factor could have been named ‘“economic
aspects”’; however, given that the willingness to buy expensive
and specialty coffee highlights the purchasing power of
consumers, it was called Prestige. The perception of the
economic value of coffee is a variable that was studied by Chen
and Hu (2010) with respect to Australian coffee consumers,
and by Kang et al. (2012) and Van Loo et al. (2015) in US
consumers.

Many studies have found that economic aspects
are a fundamental factor in the consumption of food
products (Lange et al., 2015; Espinoza-Ortega et al.,
2016); however, in the present study the economic aspects
were not important, and the item that included the buying
of low-priced coffee had to be eliminated given its low
explanatory power (Table 1).

The influence of emotional states on food choice and
eating behaviour have been extensively studied, and this has
made it possible to understand the role of food on alleviating
unpleasant sensations (Koster; Mojet, 2015). Specific studies
on coffee have analysed this variable (Tumanan; Lansangan,
2012), including nostalgia (considered a negative feeling)
using emotional maps (Labbe et al., 2017).
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Related to the lack of interest in looking for different
products, the intention of purchase is a crucial variable in this
type of studies (Kang et al., 2012), especially when considering
quality labels (Macchione; Eugénio, 2006; Lange et al., 2015).

Undoubtedly, the appearance of global brands and their
tendency to sell coffee in mixed beverages has helped increase
the popularity of coffee. Hence the increasing amount of
consumer choice related to mixed beverages (Varela; Beltran;
Fiszman, 2014; Asioli et al., 2015; Jang; Kim; Lee, 2015), as
shows Factor 9.

The results of factor analysis were used to perform the
cluster analysis, which grouped the persons interviewed. Group
one gave the lowest scores to all the factors; they oscillate
between indifference and giving little or null importance to
the variables studied. It gave the lowest scores even to the
factor linked to hedonism. That is why this group was named
Indifferent. This group represents 28.8% of the sample.

It is also the group that attributed the lowest value to
aspects related to the emotions associated with consuming
coffee, which was summed up in Factor 7 black coffee and
nostalgia. Some studies have established the importance
of evoking positive emotions when choosing food (Gutjar
et al., 2014). Perhaps the value attributed to the association
of nostalgia with coffee was so low because nostalgia is a
negative emotion.

The Pragmatic group, which had 29.6% of the
respondents, did not give high scores to most of the factors,
except for practicality, which is why it was named that way.
Consumers in this group attributed the lowest value to the
stimulating function, traditional taste and preference for mixed
beverages.

The group considered as Hedonic Dependent was the
most numerous, with 41.5% of the respondents. This group
gave the highest scores to most factors, standing out from
the other groups by the high scores given to the stimulating
function and because the values hedonism over health. By
contrast, this group gave the lowest score to practicality
(Figure 1).

The work of Labbe et al. (20015) established that
consumers who look for the stimulating effect find the
experience of drinking coffee less pleasant than those whose
main interest is sensory satisfaction. This is completely
opposite to what was found in the present work, in which the
Hedonic Dependent group gave a high score to the stimulating
function of coffee as well as to its aroma, combining utilitarian
and hedonic interests; this seems even more interesting when
one considers that this group prioritized these aspects over
health and practicality.

The Socio-economic information shows that two groups
were almost equally divided in terms of gender, but only the
Hedonic Dependent group were more male (Table 5), This
contrasts with other studies in which the sample of respondents

were formed mostly by women (Pelsmacker; Driesen; Raypdo,
2005; Asioli et al., 2015; Jang; Kim; Lee, 2015; Van Loo et al.,
2015).

Despite the slight differences of age between groups,
it can be concluded that the consumers who buy coffee in the
stores studied here are between 18 and 45 years old, which
agrees with what has been found in other studies (Pelsmacker;
Driesen; Raypdo, 2005; Kang et al., 2012; Jang; Kim; Lee,
2015; Van Loo et al., 2015, Sepulveda et al., 2016).

The work of Asioli et al. (2015) reports differences in
the preference for different types of coffee according to age.
Young consumers show a tendency to buy coffee products
mixed with milk, while older consumers tend to buy espresso.
Although the present study did not aim to identify the
preferences of consumers for different types of coffee, it found
that the Indifferent group, which concentrated the highest
proportion of young people, gave low scores to the factors
related to black coffee and mixed coffee beverages.

Age is associated with the variable of marital status and
to the presence of children. In all groups, most people were
single and without children (Table 5). It should be noted that
few studies consider the variable of children. One of them is
the study by Van Loo et al. (2015), in which more than half of
the consumers studied had children.

Regarding the educational level of the respondents,
the study herein reported also differs from others, most of
consumers had medium to high levels of education, and in
the Hedonic Dependent group had even higher educational
levels (university education). This coincides with the studies
of Pelsmacker, Driesen and Raypdo, (2005) and Van Loo et
al. (2015), but in other studies most coffee consumers were
not college educated (Jang; Kim; Lee, 2015; Septlveda et al.,
2016).

Undoubtedly, the educational level of person is a
major determinant of his/her occupation. In the three groups
of consumers identified in this work, most of the participants
were employed or had an independent job, especially those
in the Hedonic Dependent group, which also had the lowest
proportion of students. Workers, housewives, unemployed
and the retired were little represented in all groups; most of
the respondents were involved in professi onal activities,
which coincides with what has been found in other works
(Pelsmacker; Driesen; Raypdo, 2005; Asioli et al., 2015; Jang;
Kim; Lee, 2015).

Regarding the preference for a place of consumption,
the consumers in the Indifferent and Hedonic Dependent
groups preferred to consume coffee at home, but in the
Pragmatic group had no preference for any particular place.
Undoubtedly, economic independence, singleness and the
absence of children influence the frequency of visits to
establishments that sell coffee in cups. The highest frequency
was found in the Hedonic Dependent group, since almost
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half of the consumers visited coffee shops very frequently.
In contrast, in the Indifferent group they visit coffee shops
only once a month or less. Everything seems to indicate
that consumers visit coffee shops to socialize, since most
participants in all groups preferred to go to coffee shops with
friends, family or spouse/partners. Thus, coffee and its quality
seem to be the least important aspect in the decision to visit
these establishments.

In this regard, Bangcuyo et al. (2014) state that the
consumption of coffee in coffee shops is strongly linked to
positive emotions and a rewarding social experience, such as
spending time with friends or relaxing. There is also interest in
emulating the habits or lifestyle of others (Kang et al., 2012).
Thus, it can be said that people go to coffee shops not to buy
coffee but to buy an experience (Tumanan; Langsangnan, 2012).

The low interest of Mexican consumers in the quality
of coffee is reflected in the knowledge of quality labels
(Figure 3). Several authors mention that consumers are
increasingly concerned about the quality of the products they
ingest and about their origin and the processes to which they
have been subjected, showing a growing interest in labels as a
basic mechanism for accessing this information (Macchione;
Eugénio, 2006; Verbeke et al., 2012; Lozano et al., 2013);
however, the consumers who participated in this study were
not interested in these aspects.

This is not exclusive to Mexico. Studies done in
other countries with consumers of coffee show that the most
important factor in the decision to buy is the brand, then taste
and finally quality labels related to ethical or territorial aspects
(Pelsmacker et al., 2005; Macchione; Eugenio, 2006).

However, Jang, Kim and Lee (2005) found that green
practices had a significant influence on the consumers’
attachment to a particular store, which means that the role
of the companies in promoting these quality labels is crucial
(Kang et al., 2012), especially when considering the negative
environmental effects of some production practices (Jurjonas
et al., 2016). In this regard, Lange et al. (2015) mention that
consumers who are exposed to ethical information increase
their interest in buying ethical products.

The importance of quality labels for private companies
cannot be understated, since in many cases it is through these
labels (Macchione; Eugénio, 2006: Lange et al., 2015) that small
producers have access to the market (Sepuveda et al., 2016).

5 CONCLUSIONS

Nine factors and three groups of consumers were
identified; the consumers in all groups gave low scores to the
nine factors identified. The groups differed in the importance
they gave to pragmatic aspects, the stimulating and hedonic
function of coffee, and in their general lack of interest for the
differentiating attributes of coffee. Hence, the groups were
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named as Indifferent, Pragmatic and Hedonic Dependent. The
consumers of coffee who participated in this study were mostly
young and middle-aged, single, childless and college educated.
Their main interest in attending coffee shops is to socialize.
They showed a total lack of knowledge about quality labels,
which has negative implications for the implementation of this
type of labels in Mexico. Thus, perception of the consumer
and a promotion strategy should be considered by the coffee
production sector for an adequate development of quality seals
for Mexican consumers.
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