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How do you drink your coffee? The effect of consumption style on

sensory perception and liking
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effect of the consumption style — black coffee (B), coffee with sugar (S), coffee with milk (M), and coffee with milk and sugar (MS)

_Untroduction
Coffee is one of the most widely consumed beverages around the world, with various consumption styles observed among consumers. Single-serve coffee brewers are the
second most popular machines on the market, only falling behind drip coffee machines. There is a growing popularity of these single-serve machines and the consumption of
coffee pods. Approximately 79% of American coffee drinkers prefer to add some form of sugar or milk into their coffee over drinking it black?. This research investigated the
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Conclusion/Perspectives

* Coffee consumption style (i.e., black or with milk and/or sugar added) did not
impact the preferences of consumers for a set of experimental coffees nor did it
affect their ability to describe the coffee samples

* This research validated the approach of preparing coffees according to the
consumer’s preferred mode of consumption for consumer testing



