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Today, consumers are sovereigns on their incomes. Social stratification 
makes the difference between incomes and determines significant 
variations in consumption’s structure. The knowledge of the consumer’s 
attitude structure is a reason to investigate causes determining the 
acceptance or refusal of a product. The most important means remains 
the research on consumers’ desires. 
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Marketing cannot be imagined without a permanent investigation of 

the environment where the company performs its activity, without the 
existence of a systematic flow of information between the environmental 
components and the ones of the organizational structure, which need 
information for an efficient activity performance. 

Information, essentially indispensable for decision making, requires 
involvement of resources from the company. The measure of the effort 
necessary to obtain information ranges with the importance, complexity, 
amplitude of the problem studied, etc. But the efforts done for the 
performance of marketing researches diminish or remove the risk of 
important losses that can be generated by decisions lacking scientific 
background. 

This study intends: the identification of the coffee purchaser 
profile, the determination of the criteria of selection and purchase of one or 
another coffee brands available on market and the determination of coffee 
brands’ notoriety. 
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The target population is represented by the totality of persons 
older than 15 years old, with residence in Timişoara. 

The sampling method was represented by the method of quotas. 
When applying this method, we relied on the known characteristics of the 
target population (for example distribution on ages, sex, occupations, etc.). 

Sample size ranges especially with the confidence threshold and the error 
accepted; sample size is 100 individuals. 

The questionnaire administration method was represented by the 
investigation in field, respectively just nearby some stores. 

The first question in the questionnaire is related to the age of the 
investigated persons. 

According to the answers to this question, we may notice that 62% 
of the persons drinking coffee belong to the age group 16-35 years, 36% to 
the group 36-55 years and only 2% to the group of more than 56 years. 

At the question „Do you drink coffee?”, 88% of the persons 
investigated said that they drank coffee. 

At the third question „How many times do you drink this?”, 40% of 
the investigated ones said that they drank coffee twice or several times a 
day, 50% drank coffee daily and 10% drank coffee 2-3 times a week. 

Regarding the frequency of purchasing coffee, 44% of the persons 
investigated buy coffee once in a month, 40% once in two weeks, 8% once a 
week and 8% buy coffee twice a week. 

When making the decision what to buy, consumers select coffee 
depending on price, producer, flavor and strength.   

The preferred location to buy coffee is the hypermarket for 78% of 
the persons investigated, 6% of persons buy coffee from stores near their 
homes, 10% from the market and 2% from other locations (i.e. unauthorized 
person).  

The best known coffee brands are Jacobs, Elite and Amaroy. 
Regarding the coffee type, we may observe that 78% drink natural 

coffee, 18% drink soluble coffee and only 4% drink decaffeinated coffee.  
Coffee is consumed, by 58% of the persons investigated, made in 

coffee pot, 24% of these persons make their coffee with the coffee maker, 
16% prefer it espresso and 2% drink it frappe. The coffee is usually had at 
home (72%), 18% have it at work or school from the coffee automat, and 
10% drink coffee in a cafe or on a terrace, with friends.  
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The most consumed coffee brand is Jacobs (36%), followed by 
Amaroy (22%), Tchibo (14%), coffee Elite and 14 % drink other coffee 
brands (Nescafe, Amigo, Caffe Vito, Eduscho). 

According to the researches performed, the coffee Jacobs is 
preferred by 32% of the persons investigated, 18% prefer Amaroy, 14% the 
coffee Lavazza, 12% are for Tchibo, 8% prefer the brad Elite and 16% 
prefer other brands, like Amigo, Nescafe. 

26% of the persons investigated have had during the last days 
Jacobs, 24% have had Amaroy, 14% of the persons have drunk Tchibo, 18% 
Elite and 18% have had other coffee brands (Nescafe, Amigo, Caffe Vito, 
Iulius Mainl, etc).  

Regarding the question ,,What type of package do you buy mostly?”, 
the coffee consumers investigated said: 58% of them buy coffee in vacuum 
package of 500-1000 g, 18% buy coffee in boxes of 200-500 g, 14% buy 
coffee in vacuum packages of 250 g, 2% buy coffee in boxes or vacuum 
packages of 100 g and 8% buy coffee in 2 g- pockets. No one of the 
investigated persons buy bulk coffee. 

At the question „What coffee brand did you see, hear or read 
advertisement during the last month for?”, we may conclude that consumers 
see mostly advertisements for Jacobs (88%), then for Elite (76%). 26% of 
the persons investigated saw or heard advertisements for other coffee 
brands, like Metropolitan Cafe and Nescafe, 24% of them saw 
advertisements for Amigo, and 32% saw advertisements for Tchibo.  

Most advertisements seen by the persons investigated were on TV 
(98%), then 30% of the persons investigated heard the advertisements on the 
radio and 10% saw them in newspapers or magazines, 12% of these persons 
saw advertisements on banners and very few saw folders or brochures (2%). 

Regarding the marital status of the persons investigated, we may 
notice that 50% of the persons investigated are married, 40% are singles and 
10% are divorced.  

We may also conclude, according to these answers, that 48% of the 
persons investigated are males and 52% of them are females. 

42% of the persons investigated are employees with medium education, 
22% are workers, 16% are employees with high education, 12% are pupils or 
students and 8% have another occupation than the specified ones. 
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CONCLUSIONS 
 
Today, consumers are sovereigns on their incomes. Social 

stratification makes the difference between incomes and determines 
significant variations in consumption’s structure. The knowledge of the 
consumer’s attitude structure is a reason to investigate causes determining 
the acceptance or refusal of a product. The most important means remains 
the research on consumers’ desires. 

According to the study performed, we may conclude that 88% of the 
persons investigated drink coffee, the age group of the persons who drink 
more coffee being 16 – 35 years. Most persons drink coffee once a day, and 
an important percentage (40%) of people have two or more coffees a day. 

A great number of people buy coffee once or twice a month, 
especially from hypermarkets and supermarkets. The coffee brands Lavazza, 
Amaroy, Jacobs, Tchibo and Elite are known by almost all the persons 
investigated, although they have never consumed them, and the mostly 
consumed and preferred coffee brand is Jacobs.  

Successive to the analysis of the answers to this questionnaire, we 
observed that the persons investigated buy mostly coffee in vacuum 
packages of 500-1000 g, they make it in the coffee pot and have it at home. 
78% of the persons investigated drink natural coffee, 18% drink soluble 
coffee and a percentage of 4% drink decaffeinated coffee. The consumers 
see the advertisements mostly on TV, and especially for Jacobs and Elite. 
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