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Abstract 

The aim of this study is to determine the tea and coffee consumption habits of individuals in Adana and İzmir and to 
identify how the new trends are effective in consumption patterns. Therefore, the research is based on a comparison 
of two cities with distinctive culinary culture. Questionnaire technique was used to collect the data. Surveys were 
administered to 806 people in Adana and İzmir, Turkey. The research shows that tea is preferred in Adana (63.3%), 
whereas participants in İzmir opt for coffee (53.4%). The ratio of tasting international regional coffees is higher in İzmir 
than in Adana. In both cities, black tea and Turkish coffee are among the most consumed drinks. Despite the increas-
ing tendency of foreign beverages due to the impact of globalization, the local people kept their interest in tea and 
Turkish coffee drink which is a component of the national intangible cultural heritage of Turkey. It is recommended 
that foreign businesses should include these traditional drinks on the menu.
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Introduction
Intangible cultural heritage is defined as “practices, rep-
resentations, narratives, knowledge, skills and related 
tools, materials and cultural spaces that communities, 
groups and, in some cases, individuals define as part of 
their cultural heritage” [1]. Traditional drinks are also 
classified as the intangible cultural heritage, and they are 
described as beverages produced by using region-specific 
ingredients that may have different regional presentation 
techniques and cultural characteristics [2].

Tourism marketing strategy is intertwined with the 
localization. For instance, multinational companies in 
Turkey such as McDonald’s (Turkish meatballs for Tur-
key market, spicy Big Mac, Ayran) [3], Starbucks (Turkish 
coffee and various teas) and the Dominos (Turkish, Kay-
seri ateşi, Konyalım pizzas) localize the products in their 
menus as a marketing strategy. Although these compa-
nies follow a standard menu policy in all countries, they 

include traditional products in line with the demands of 
the society. In this context, it is important to determine 
the extent to which consumers are affected by new trends 
or the sustainability of tea and coffee consumption habits 
as a traditional beverage.

In recent years, coffee chain stores have increased and 
the consumer market for coffee has also expanded. Many 
types of cafes have been opened, and there have been 
changes in consumers’ tendencies, which has increased 
the interest of researchers on the coffee chain market 
[4]. It is evident that young and middle age groups with 
a high level of interest are open to the consumption of 
new brands and product types. There is an opportunity 
to introduce different products into this market. For this 
reason, in this study, it is aimed to examine the effects of 
changing new consumer trends in the globalizing world 
on tea and coffee, which are the traditional beverages of 
Turkey, and to determine the consumption differences 
between the cities of Adana and İzmir, which are in two 
different regions.
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Literature review
Tea culture and tea consumption in Turkey
Tea is the most popular drink consumed after water 
[5]. China and India are regarded as the homeland of 
tea. From the sixteenth century onwards, it spread to 
European countries and from there to the rest of the 
world [4]. Formerly considered a relaxing, enjoyable 
and warming beverage, tea has been associated with 
relaxation and clarity of mind [5]. Turkey was the most 
tea-consuming country in the world with approxi-
mately 6.96 kilos in 2016. This figure is 1.25 kilos per 
person per year in China [6]. Turkey ranks 7th in the 
world in terms of the size of tea cultivation land, 5th in 
dry tea production and 1st in per capita tea consump-
tion in 2019. In 2020, 1.445.181 kg of fresh tea was pro-
cessed and 280.000 tons of dry tea was obtained. Of the 
fresh tea, 46.75% by the private sector and 53.25% by 
the government-owned Çaykur was processed [7]. Tea 
is grown on the coastline from the city of Rize to the 
Georgian border in the Black Sea region in the north 
of the country. Turkey’s 2020 production period’s tea 
production areas are 66.4% in Rize, 20.3% in Trabzon, 
10.8% in Artvin and 2.4% in Giresun [8]. Many families 
in Turkey make a living from tea farming [9].

Turks met with tea in Central Asia before entering 
Anatolia in the eleventh century [10]. Turkish peo-
ple are known for their hospitality, and serving tea to 
guests is very common in Turkish culture. When con-
sidered together with its teapot, thin-waisted glass, 
teaspoon, saucer and brewing method, Turkish tea, 
which is the symbol of friendship and hospitality, has 
a traditional feature. In Turkey, the day starts with tea 
and ends with tea. Since Turks always offer tea to their 
guests, it is customary for every bride to have a guest 
tea set in her dowry. Tea is the main drink of Turkish-
style breakfast. In addition, tea is as vital a function as 
drinking soup or eating bread for Turks [9].

Turks consume 65% of tea at home, 13% at work, 
11% in hospitality, 5% in cafes, 4% in coffees and 2% in 
schools. In workplaces, there are tea vendors in charge 
of preparing tea and similar beverages, and there are 
“çay ocağı” (tea houses) in the bazaars and inns that 
serve drinks to the shops [9]. In every province in Tur-
key, there are also “çay bahçesi” (tea gardens) where all 
non-alcoholic hot or cold drinks can be served, where 
you can read newspapers or books, meet friends to chat 
or play backgammon okey. Tradesmen usually offer a 
Turkish tea to every customer as a sign of friendship 
and hospitality, whether they sell something or not. 
Apart from the tea gardens where people sit down and 
get service, there are also tea houses where tea is made 
and distributed to the shops by one person, where there 
are sales shops and customers.

Turkish-style tea is brewed with ground roasted black 
tea in a teapot or samovar over continuous boiling water 
and served in small glasses known as distinctive thin 
waist (Fig.  1). The ideal ratio of tea pouring from the 
“demlik” (top of the teapot) to the glass and the hot water 
pouring from the kettle (bottom of the teapot) to the 
glass is described as “rabbit blood”. For children, the tea 
obtained by adding cold water to hot tea is called “pasha 
tea”, and the transition from “pasha tea” to “rabbit blood 
tea” symbolizes the transition from childhood to adult-
hood. If sugar is desired in the tea, it is added later while 
it is in the glass [9].

Turkish coffee culture and tradition
Although coffee culture is considered as a sub-category 
of culinary culture, it has its own tools, techniques, soci-
ality, space, economy and identity [11]. The homeland of 
coffee, which dates back to B.C 900, is known today as 
the geography of Ethiopia and Kenya. The invention of 
instant coffee in 1901, the first coffee machine in 1910, 
the first coffee grinder in the 1920s and the first auto-
matic espresso machine in 1933 increased the coffee 
consumption all over the world [12]. Coffee consump-
tion is becoming widespread because of the effort to dif-
ferentiate and classify itself with the effect of developing 
technology. Thus, coffee consumption is consumed both 
in brand coffee shops and with coffee machines that are 
becoming more common at home, or it can be buy take 
away [13]. The consumption habits of individuals are 
shaped according to global culture; global coffee brands 
also structure their marketing and brand strategies by 
considering the consumption habits of the society [14].

Although coffee is not grown in Turkey, “Turkish cof-
fee” is known worldwide for its unique cooking technique 
and presentation [15], and since 2013, “Turkish Coffee 
and Tradition” has been included on the Representative 
List of Intangible Cultural Heritage of Humanity [16]: 
“The tradition itself is a symbol of hospitality, friendship, 
refinement and entertainment that permeates all walks 
of life. An invitation for coffee among friends provides 
an opportunity for intimate talk and the sharing of daily 
concerns. Turkish coffee also plays an important role on 
social occasions such as engagement ceremonies and holi-
days; its knowledge and rituals are transmitted informally 
by family members through observation and participa-
tion. Turkish coffee is regarded as part of Turkish cultural 
heritage: it is celebrated in literature and songs, and is an 
indispensable part of ceremonial occasions”. The charac-
teristics of Turkish coffee, which are stated in the inter-
national registration with UNESCO, meet the five basic 
criteria determined by the French for inscription of a 
gastronomic meal on the Representative List [17]. Turk-
ish coffee is a cultural value that has an identity handed 
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down from generation to generation, contributes to 
mutual respect and intercultural dialogue, is promoted 
and protected, and registered in the intangible cultural 
heritage inventory.

In this way, “Turkish Coffee” has become one of Tur-
key’s internationally registered brands. Turkish coffee, 
which is stated in various sources that its first use was 
started by the Ottomans in the early 1500s, became wide-
spread during the reign of Sultan Suleiman, and the first 
coffeehouse was opened in Tahtakale area, Istanbul, in 
1555 [18] (Fig. 2). In Turkey, as in the cities, there is a vil-
lage coffee house in every village where the people of the 
village gather, chat and play card games. Although every-
one goes to the tea garden, women do not usually go to 
village coffee houses, except in the west of Turkey. There 
is also a strong link between coffee and cigarettes.

In ancient times, the elements used in the presenta-
tion of coffee ceremonies can be unique works of art 
(Fig.  3). The Turkish word for breakfast is derived from 

“kahve-altı”, meaning pre-coffee [19]. Turkish coffee is 
prepared with high-quality moderately roasted Ara-
bica coffee beans. Unlike the filter coffees traditionally 
consumed in the West, the desired foam Turkish coffee, 
which is extremely finely ground, is prepared by adding 
cold water and sugar to the “cezve” (coffee pot) and boil-
ing it slowly on the stove [18]. There is more than one 
“fincan” (cup) set in every house in Turkey, and fincan 
had no handles in traditional when first used until the 
nineteenth century. Handleless cups were served by put-
ting them in sleeves called “zarf” (envelopes) in order not 
to burn hands. Coffee was roasted on the “kahve tavası” 
(coffee skillet) and ground fresh [19] (Fig. 3).

Coffee served with a glass of water and Turkish delight 
in a small glass is a symbol of hospitality, friendship, 
kindness and fun and is mostly drunk in coffee houses or 
homes where people meet to chat, share news and read 
books [16]. For Turkish society, coffee has many mean-
ings and ritual uses, which are explained below:

Fig. 1 Turkish-style tea--serving tools. a Traditional Turkish tea cup, teaspoon and saucer (https:// tr. aliex press. com/ item/ 40013 66656 290. html) b 
Traditional copper teapot (https:// www. trend yol. com/ morya/ bakir- cayda nlik- eskit me- ve- isiti ci- ocak-5- 6- kisil ik-2- 4- lt-p- 49313 912) c modern steel 
teapot (https:// www. krc. com. tr/ urun/ karaca- power steel- kano- cayda nlik- takimi- 316- celik) d wood–coal samovar (https:// www. amazon. com. tr/ 
Odunlu- K% C3% B6m% C3% BCrl% C3% BC-G% C3% B6r% C3% BCn% C3% BCml% C3% BC- Demli kli- Semav er/ dp/ B093Y KG797/ ref= pd_ lpo_1? pd_ rd_i= 
B093Y KG797 & psc=1) e Copper tea stove in tea houses (https://m. n11. com/ kutlu- sadra zam-3- demli kli- bakir- cay- kazani- P5054 05572? adBid ding= 
true) f Tea hanger (http:// www. bakir cim. com/ index. php? route= produ ct/ produ ct& produ ct_ id= 131)

https://tr.aliexpress.com/item/4001366656290.html
https://www.trendyol.com/morya/bakir-caydanlik-eskitme-ve-isitici-ocak-5-6-kisilik-2-4-lt-p-49313912
https://www.krc.com.tr/urun/karaca-powersteel-kano-caydanlik-takimi-316-celik
https://www.amazon.com.tr/Odunlu-K%C3%B6m%C3%BCrl%C3%BC-G%C3%B6r%C3%BCn%C3%BCml%C3%BC-Demlikli-Semaver/dp/B093YKG797/ref=pd_lpo_1?pd_rd_i=B093YKG797&psc=1
https://www.amazon.com.tr/Odunlu-K%C3%B6m%C3%BCrl%C3%BC-G%C3%B6r%C3%BCn%C3%BCml%C3%BC-Demlikli-Semaver/dp/B093YKG797/ref=pd_lpo_1?pd_rd_i=B093YKG797&psc=1
https://www.amazon.com.tr/Odunlu-K%C3%B6m%C3%BCrl%C3%BC-G%C3%B6r%C3%BCn%C3%BCml%C3%BC-Demlikli-Semaver/dp/B093YKG797/ref=pd_lpo_1?pd_rd_i=B093YKG797&psc=1
https://m.n11.com/kutlu-sadrazam-3-demlikli-bakir-cay-kazani-P505405572?adBidding=true
https://m.n11.com/kutlu-sadrazam-3-demlikli-bakir-cay-kazani-P505405572?adBidding=true
http://www.bakircim.com/index.php?route=product/product&product_id=131
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Fig. 2 Coffee and coffee houses in Ottoman and Safavid lands, 1500–1800 (https:// sites. lsa. umich. edu/ khams een/ short- form- videos/ 2021/ 
coffee- and- coffe ehous es- ottom an- safav id- lands/)

Fig. 3 a Hand mill (https:// kahhve. com/ sozen- degir menle ri- super- kahve- degir meni- kahve- degir menle ri) b, c coffee skillet and cezve 
with foldable handle (https:// mehme tefen di. com/ turk- kahve si/ gelen eksel- aracl ar) d, e gold, diamond and emerald embroidered 
antique cup holder (http:// www. antik alar. com/ osman li- sarayi- hazin esiden- fincan- zarfl ar) f fincan in zarf (https:// www. arzum. com. tr/ 
ok906- okka- ismail- acar- 2li- fincan- ve- kucuk- tepsi- set- beyaz) g modern Turkish coffee set (https:// www. bbkutu. com/ produ ct/ ikili- kahve- finca 
ni- lokum luk- bardak- ve- karolu- ahsap- tepsi- seti-4/)

https://sites.lsa.umich.edu/khamseen/short-form-videos/2021/coffee-and-coffeehouses-ottoman-safavid-lands/
https://sites.lsa.umich.edu/khamseen/short-form-videos/2021/coffee-and-coffeehouses-ottoman-safavid-lands/
https://kahhve.com/sozen-degirmenleri-super-kahve-degirmeni-kahve-degirmenleri
https://mehmetefendi.com/turk-kahvesi/geleneksel-araclar
http://www.antikalar.com/osmanli-sarayi-hazinesiden-fincan-zarflar
https://www.arzum.com.tr/ok906-okka-ismail-acar-2li-fincan-ve-kucuk-tepsi-set-beyaz
https://www.arzum.com.tr/ok906-okka-ismail-acar-2li-fincan-ve-kucuk-tepsi-set-beyaz
https://www.bbkutu.com/product/ikili-kahve-fincani-lokumluk-bardak-ve-karolu-ahsap-tepsi-seti-4/
https://www.bbkutu.com/product/ikili-kahve-fincani-lokumluk-bardak-ve-karolu-ahsap-tepsi-seti-4/
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Fortune telling with coffee: After drinking the coffee, 
the remaining grounds in the cup are turned clockwise 
several times and the saucer is covered and turned upside 
down. After it has cooled completely, the shapes formed 
by the grounds in both the cup and the plate are inter-
preted by fortune-tellers (interpreters) or friends. It is left 
on a wedding ring or other gold ring to allow the cup to 
cool quickly (Fig. 4).

Marriage rituals (Girl request ceremony): The bride-
to-be makes Turkish coffee to the groom and his family 
and is evaluated according to how well she prepares and 
presents Turkish coffee. The bride-to-be just puts a lot of 
salt in the groom’s coffee, and the groom is expected to 
drink this salty coffee to prove what he will endure for the 
bride.

Traditional chat meetings: The idiom “A cup of cof-
fee commits one to forty years of friendship”, which 
expresses that Turkish coffee has become the symbol of 
friendship and conversation and Turkish proverb “souls 
are after neither coffee nor coffee houses; they are after 
close companionship; coffee is an excuse” is frequently 
used in the country.

There are so many coffee types consumed in Turkey. 
Some of them are Yemen, menengiç (Pistacia terebin-
thus), Nigella sativa, carob, kenger, okra, almond [20], 
myrrh, dibek, cilveli [21], çedene [22] and chickpea [23] 
coffees are among the other types of coffee consumed in 
Turkey. Ulusoy [24] stated that Turkish coffee is preferred 
more than foreign coffees.

Although Turkish coffee has an important place 
in Turkish tradition, instant coffee consumption has 
increased in recent years. According to the International 
Coffee Organization, coffee consumption in Turkey has 
increased by an annual average of 15.6%. Therefore, both 
national and international coffee chains have increased 
their investments in Turkey. Starbucks, Tchibo, Caffe 
Nero, Gloria Jeans, MOC, Federal Coffee, Petra, Kahve 

Dünyası, Kahve Diyarı, Coffee Mania and Kronotrop 
are among the fastest growing brands. According to 
2020 data, there are 523 Starbucks branches in Tur-
key, and Turkey is the second country with most Star-
bucks branches in Europe [25]. For all these reasons, it is 
desired to examine how these trends in coffee consump-
tion affect consumer preferences for traditional Turkish 
coffee and tea.

Methods
The data were collected through a questionnaire form 
which was formed deriving from the literature. The 
questionnaire includes six demographic information 
questions and a total of 26 questions about tea and cof-
fee varieties consumption habits of the participants. The 
sample of the study consists of the participants in the 
food and beverage establishments in Adana and Izmir 
city centre. Both are metropolitan cities, which make 
them feasible for data collection. These two cities have 
different culinary traditions and have diverse and suffi-
cient number of restaurants/and cafes. İzmir (in the west) 
is Turkey’s third and Adana (in the south) is the sixth 
largest city [26]. Since there is no list of customers com-
ing to these enterprises, the research aimed to reach the 
sample size of 384 units calculated by the unlimited uni-
verse formula used for the rate by using the easy sampling 
method (variance with the highest ratio (p: 0.5) consider-
ing 0.05 error margin). The data were collected between 
March and June 2016, and 806 face-to-face question-
naires were administered (467 questionnaires in Adana 
and 339 in İzmir). The data were edited and statistical 
methods such as frequency and percentage were used 
for descriptive analysis. Chi-square analysis was used to 
determine whether there was a difference between the 
participants from the two cities in terms of tea and cof-
fee consumption habits. The limitation of the study is the 
collection of data from two cities representing two differ-
ent regions of Turkey, rather than the whole of Turkey.

Results and discussion
Participants were based in İzmir (42.1%) and in Adana 
(57.9%). Table  1 summarizes the demographic charac-
teristics of the participants. The number of men par-
ticipating in the study was higher in both cities. The 
participants were mostly students, and this was followed 
by private sector employees in the second place. Most of 
the respondents had bachelor’s degree, and this was fol-
lowed by high school and associate degree holders. While 
the participation rate of those aged 16–30 was 62.5% in 
Adana, it was 70.2% in İzmir. Young people prefer food 
and beverage enterprises in both cities, but when the 
two cities are compared, the participation of young peo-
ple in İzmir is higher. This result aligns with the finding 

Fig. 4 Cups prepared for fortune telling (https:// ich. unesco. org/ en/ 
RL/ turki sh- coffee- cultu re- and- tradi tion- 00645)

https://ich.unesco.org/en/RL/turkish-coffee-culture-and-tradition-00645
https://ich.unesco.org/en/RL/turkish-coffee-culture-and-tradition-00645
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that those aged between 20 and 29 in Taiwan consume 
tea more than anyone else in the country [27]. In Food 
and Agriculture Organization (FAO) reports, young 
urban consumers emerge as the fastest growing segment. 
Particularly, young upper-middle-class income consum-
ers are looking for stylish products and tend to consume 
them in the sophisticated environments of private tea-
houses and select restaurants, hotels and cafes [28]. In 
both cities, middle-income participants consume more 
tea or coffee than others. Approximately one-quarter of 
those with bottom of the middle income in İzmir visit 
cafes for tea and coffee. This rate is higher than those 
with above of the middle income. There is a difference 
between the participants from the two cities according to 
their education, occupation and income level.

The top three drinks consumed in both cities remain 
unchanged, but consumption rates vary. Adana mostly 
consumes tea and İzmir consumes Turkish coffee. When 
it comes to the preference of tea or coffee, tea is preferred 
in Adana and the participants in İzmir opt for coffee. 
Coffee reminds consumers of Adana mostly of chats in 
Adana and of smoking in İzmir (Table 2).

Table 1 Distribution of participants by demographic variables

Adana İzmir

F % F %

Gender

Female 223 47.8 150 44.2

Male 244 52.2 189 55.8

Total 467 100 339 100

Pearson χ2: 0.970, s.d.: 1, p: 0.352

Occupation

Student 203 43.6 117 34.5

Tourism sector employee 11 2.3 15 4.4

Artisan 31 6.7 39 11.5

Public sector employee 82 17.6 32 9.4

Private sector employee 84 18.0 73 21.5

Retired 9 1.9 13 3.8

Housewife 28 6.0 30 8.8

Other 18 3.9 20 5.9

Total 466 100 339 100

Pearson χ2: 32.462, s.d.: 9, p: 0.000 < 0.05

Age group

16–30 290 62.5 238 70.2

31–40 95 20.5 61 18.0

41–50 48 10.3 26 7.7

51 and more years 31 6.7 14 4.1

Total 464 100 339 100

Pearson χ2: 6.186, s.d.: 3, p: 0.103

Married 164 35.1 120 36.0

Single 303 64.9 213 64.0

Total 467 100 333 100

Pearson χ2: 0.007, s.d.: 1, p: 0.934

Education

Illiterate 1 0.2 2 0.6

Primary education 15 3.2 5 1.5

Secondary education 12 2.6 10 2.9

High school 103 22.1 112 33.0

Associate degree 80 17.2 66 19.5

Bachelor’s degree 249 53.4 127 37.5

Postgraduate 6 1.3 17 5

Total 466 100 339 100

Pearson χ2: 32.862, s.d.: 6, p: 0.000 < 0.05

Income

Low 55 11.8 9 2.7

Bottom of the middle 14 3.0 78 23.0

Middle 287 61.6 181 53.4

Above of the middle 95 20.4 64 18.9

High 15 3.2 7 2.1

Total 466 100 339 100

Pearson χ2: 92.820, s.d.: 4, p: 0.000 < 0.05

Table 2 Participants’ basic ideas on tea and coffee

*Because multiple options are checked, the total has exceeded 100% and  
p value cannot be calculated

Adana İzmir

F % F %

Top three consumed beverages*

Tea 347 74.0 201 59.3

Water 235 50.1 162 47.8

Turkish coffee 222 47.3 207 61.1

Preference of tea and coffee

Tea 295 63.3 158 46.6

Coffee 171 36.7 181 53.4

Total 466 100 339 100

Pearson χ2: 22.234, s.d.: 1, p: 0.000 < 0.05

Things that coffee reminds

Cigarette 86 18.4 118 34.8

Friend 107 23.0 55 16.2

Chat 213 45.7 80 23.6

Dessert 19 4.1 42 12.4

Chocolate 41 8.8 44 13.0

Total 466 100 339 100

Pearson χ2: 72.633, s.d.: 4, p: 0.000 < 0.05
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Results regarding the tea consumption habits
The findings regarding the tea consumption habits of 
the participants are summarized in Table 3. As the table 
shows, 59.1% of the participants in Adana and 43.4% of 
the participants in İzmir consume between 1 and 5 cups 
of tea per day. Black tea is the most common tea used 
for brewing tea in both provinces, and this is followed 
by green tea. This may be due to the positive effects of 
green tea on health. Green tea lowers both body fat and 
cholesterol levels [29], and drinking a few cups of green 
tea every day can prevent cancer [4]. While yellow tea, 
Oolong tea and instant tea are not consumed in Adana 
at all, they are consumed very little in İzmir. This finding 
is similar to Gunes’ [9] finding that 95% of the consumed 
tea is classic black tea and the remaining 5% is tea bag. 
Mainly brewing method in black tea is used in both cities 
(A: %57, İ: %47). The most preferred four types of herbal/
fruit tea bags are linden, sage, rosehip and green tea. In 
Adana, people mostly use linden, whereas in İzmir green 
tea is preferred. In recent years, interest in high-quality 
specialty teas is increasing. Particularly, green tea, herbal 
teas and fruit tea have several health benefits; therefore, 
product variety and accessibility have also increased. 
All of this characterizes a tea market that attracts an 
increasing number of young customers and a developing 
middle-income class [6]. There is a difference in the tea 
consumption frequency of the participants of the two cit-
ies, the tea they consume the most, and the herbal/fruit 
tea varieties (p < 0.05).

While the most important factor in prefer of herbal/
fruit tea bag in Adana is practical usage, it is preferred 
for practicality and rich variety in İzmir. Approximately 
one-fifth of the participants in İzmir prefer tea bag to 
lose weight. In Adana, tea bags are not preferred due to 
its taste, smell and aroma. Also, some people reported 
not to enjoy the tea bags as much as the leaf tea. On the 
other hand, in İzmir, there is no habit of using tea bags 
because of thinking they are not natural. The new market 
trends in the beverage sector show that consumers prefer 
tea as a healthier alternative to other beverages such as 
fizzy drinks. Ready-to-drink teas and new tea products 
with high added value such as fruity and flavoured teas 
increased green tea consumption outside Asia [6].

Results regarding the coffee consumption habits
The rate of participants who say that they cannot start 
the day without drinking coffee is 22.4% in İzmir and 
23.7% in Adana. Table 4 presents participants’ coffee con-
sumption habits. Accordingly, approximately half of the 
participants in Adana consume coffee once or several 

Table 3 Tea consumption habits of participants

*Because multiple options are checked, the total has exceeded 100% and  
p value cannot be calculated

Adana İzmir

F % F %

Consumption frequency

Never 10 2.1 3 .9

Once in a month 7 1.5 30 8.8

Once/a few weeks 79 16.9 74 21.8

1–5 cups per day 276 59.1 147 43.4

6–10 cups per day 69 14.8 59 17.4

More than 10 cups per day 26 5.6 26 7.7

Total 467 100 339 100

Pearson χ2: 39.008, s.d.: 5, p: 0.000 < 0.05

Most consumed tea

Black tea 428 92.2 276 81.4

Green tea 34 7.4 53 15.6

White tea 2 0.4 1 0.3

Yellow tea 0 0.0 1 0.3

Oolong tea 0 0.0 1 0.3

Instant tea 0 0.0 7 2.1

Total 464 100 339 100

Pearson χ2: 27.509, s.d.:5, p: 0.000 < 0.05

Reasons of herbal/fruit tea bags preference*

Be of many varieties 114 24.3 238 70.2

Practical use 307 65.5 207 61.1

Taste/smell/aroma 35 7.5 26 7.7

Be healthy 42 9.0 39 11.5

Be natural 24 5.1 24 7.1

To lose weight 49 10.4 65 19.2

Good for stomach problems 40 8.5 44 13.0

Most consumed herbal/fruit tea bags

Linden 157 34.1 74 21.8

Sage 65 14.1 50 14.7

Rosehip tea 89 19.3 57 16.8

Green tea 79 17.1 77 22.7

Camomile 9 2.0 29 8.6

Blackberry 11 2.4 2 0.6

Fennel 4 0.9 6 1.8

Apple 11 2.4 7 2.1

Lemon 10 2.2 12 3.5

Mint 7 1.5 21 6.2

Herbal slimming teas 9 2.0 4 1.2

Other 10 2.2 0 0

Total 461 100 339 100

Pearson χ2: 58.730, s.d.: 11, p: 0.000 < 0.05

Reasons not to prefer of herbal/fruit tea bags*

Unfavourable taste/smell/aroma 153 32.6 67 19.8

Dislike the use of tea bags 148 31.6 83 24.5

No habit of using tea bags 58 12.4 98 28.9

Non-economic 35 7.5 58 17.1

Not natural 91 19.4 97 28.6

Not quality 38 8.1 62 18.3
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times a week, while in İzmir more than half consume 
one to five cups of coffee per day. The ratio of those who 
do not consume any coffee is higher in Adana. Based on 
these results, it is possible to say that coffee consumption 
is higher in İzmir.

In terms of consumption of coffee during the day, the 
coffee is mostly preferred in evening and later in the 
morning in Adana, while people mostly consume coffee 
at noon in İzmir. The research on coffee consumption 
determined that the most important time of the day for 
drinking coffee was breakfast [30]. In Adana, coffee is 
mostly consumed at home and secondly in coffee shops, 
while this is vice versa in İzmir. It is also consumed in 
the workplace. Mostly, moderate roasted coffee is con-
sumed in both cities. However, one-fifth of the partici-
pants prefer dark roasted coffee in İzmir. The top three 
coffee houses visited by participants are Kahve Dünyası 
(Turkish brand), Starbucks and Gönül Kahvesi (Turk-
ish brand). In Adana, only 32.2% of the participants 
tried international regional coffees and Colombian cof-
fee was the most popular one. 49% of the participants 
in İzmir prefer 3-in-1 instant coffee and mostly opt for 
chocolate aroma. Additionally, in both Adana (81.3% at 
home; 66.1% outdoors) and İzmir (51.6% at home; 47.5% 
outdoors), Turkish coffee is the most widely consumed 
coffee. These results are similar to those of Ulusoy [24]. 

Table 4 Coffee consumption habits of participants

Adana İzmir

F % F %

Consumption frequency

Never 11 2.3 2 0.6

Once in a month 45 9.6 18 5.3

Once/a few weeks 240 51.4 102 30.1

1–5 cups per day 161 34.5 184 54.3

6–10 cups per day 6 1.3 25 7.4

More than 10 cups per day 4 0.9 8 2.4

Total 467 100 339 100

Pearson χ2: 69.422, s.d.:5, p: 0.000 < 0.05

Consumption venue

Home 209 45.0 111 32.7

Coffee shops 131 28.2 126 37.2

Trip/Picnic 7 1.5 1 0.3

Workplace 67 14.4 75 22.1

Beach 3 0.6 2 0.6

Social surroundings 41 8.8 16 4.7

Travel 7 1.5 8 2.4

Total 465 100 339 100

Pearson χ2: 27.214, s.d.:6, p: 0.000 < 0.05

Coffee consumption in home

Turkish coffee 378 81.3 175 51.6

Espresso 6 1.3 2 0.6

Filter coffee 19 4.1 40 11.8

Decaf coffee 3 0.6 1 0.3

Instant coffee 29 6.2 109 32.1

Mocha 4 0.9 1 0.3

Americano 7 1.5 0 -

Latte 13 2.8 4 1.2

Macchiato 1 0.2 3 0.9

Frappuccino 0 - 2 0.6

Cappuccino 5 1.1 2 0.6

Total 465 100 339 100

Pearson χ2: 133.508, s.d.:11, p: 0.000 < 0.05

Consumption time

Morning 131 28.2 64 18.9

Mid-morning 26 5.6 22 6.5

Noon 99 21.3 140 41,3

Evening 156 33.5 92 27.1

Mid-afternoon 32 6.9 9 2.7

Night 21 4.5 12 3.5

Total 465 100 339 100

Pearson χ2: 43.585, s.d.:5, p: 0.000 < 0.05

Coffee density

Light and soft 55 11.8 59 17.4

Medium and balanced 351 75.3 210 61.9

Dense and hard 60 12.9 70 20.6

Total 466 100 339 100

Pearson χ2: 16.728, s.d.:2, p: 0.000 < 0.05

Table 4 (continued)

Adana İzmir

F % F %

Roasting degree

Lightly roasted 49 10.6 54 15.9

Moderate roasted 364 79.0 220 64.9

Dark roasted 48 10.4 65 19.2

Total 461 100 339 100

Pearson χ2: 20.171, s.d.:2, p: 0.000 < 0.05

Coffee consumption in outdoors

Turkish coffee 307 66.1 161 47.5

Espresso 4 0.9 20 5.9

Filter coffee 37 8.0 51 15.0

Decaf coffee 2 0.4 6 1.8

Instant coffee 20 4.3 14 4.1

Mocha 16 3.4 5 1.5

Americano 9 2.0 25 7.4

Latte 43 9.2 25 7.4

Macchiato 9 2.0 10 2.9

Frappuccino 4 0.9 7 2.1

Cappuccino 13 2.8 15 4.4

Total 464 100 339 100

Pearson χ2: 63.380, s.d.:11, p: 0.000 < 0.05
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The researcher stated that the Turkish coffee culture is 
very popular, although there is little publicity compared 
to foreign coffee and beverage types. However, the ten-
dency to consume new coffee varieties, especially out-
doors, is also common in İzmir. These results show that 
İzmir, located in the west of Turkey, is more adapted to 
new trends. Although globalization creates a common 
perception that threatens local gastronomic identity and 
image, it may also provide discovery of local gastronomic 
products and identity [31].

Table  5 presents consumption preferences of the par-
ticipants regarding Turkish coffee. In Adana, copper cof-
fee pots are preferred in Turkish coffee making. In İzmir, 
although there is no clear distinction, about one-third of 

the participants prefer copper or steel coffee pots, while 
about a quarter prefer electric coffee pot. Copper cof-
fee pot has a long handle that makes it easy to keep it on 
fire, a large base for making the best use of the heat of the 
fire, and a beak mouth used for pouring coffee into the 
cup [18]. While 59.3% of the participants in Adana prefer 
Turkish coffee on ember, it is more widely used to make 
coffee on the cooker in İzmir. This may be related to the 
barbecue culture of Adana. In both cities, participants 
consume coffee with medium sugar. In Adana, milk, 
mastic or menengiç flavours are used for Turkish coffee, 
whereas in İzmir, mastic, milk and dibek are preferred.

Conclusions
The use of traditional food as a gastronomic element 
due to the competition conditions of the business is an 
important issue in ensuring differences in destinations. 
Therefore, it can be used as a method in tourism mar-
keting by promoting local food traditions and customs 
such as tea and coffee consumption and increasing their 
gastronomic value. Tea and Turkish coffee as the tradi-
tional drinks of Turkey are the main cultural indicators 
of marketing strategies. The research shows that par-
ticipants prefer Turkish coffee and tea compared to the 
foreign coffee and beverage types. This is important in 
terms of ensuring the sustainability of traditional drinks 
in tourism and the value of such traditional beverages as 
gastronomic attraction. The participants often visit local 
coffee businesses, which shows the desire to combine tra-
ditional line and new trends in both cities.

In Adana, participants’ desire to make coffee with tra-
ditional method, using copper coffee pots, is an indica-
tion that Turkish coffee culture can be preserved and 
transferred to future generations. Especially in multina-
tional enterprises, it is important to pay attention to the 
traditional way of preparation of coffee for the purposes 
of tourism marketing. Also, we can argue that local peo-
ple maintain traditional way of brewing tea and hold on to 
their cultural traditions. On the other hand, tea should be 
considered not only in terms of its economic contribution 
to the enterprises but also in terms of producers. Especially 
in the Black Sea region, it is recommended to develop tea 
tourism and increase the number of tourists who come to 
the province for tea. A tea museum can be a good starting 
point to promote cultural and tourism visits.

It is possible to use the different types of coffee depend-
ing on the regions in Turkey as a means of differentiating the 
destinations and to register them as geographically marked 
products. The geographical indication of the gastronomic 
products is not at the desired level. The fact that the “national 
registration” of Turkish coffee (10.09.2012) [32], which has 
a history of at least 600 years, is still at the application stage 

Table 5 Participants’ consumption habits of Turkish coffee

*Multiple options are checked, the total has exceeded 100% and p value cannot 
be calculated

**It is obtained by adding a mixture of double roasted, ground almonds and two 
kinds of spices to the surface of the frothy Turkish coffee

Adana İzmir

F % F %

Cooking tools

Copper coffee pot 266 58.0 108 31.9

Steel coffee pot 82 17.9 106 31.3

Electric coffee pot 44 9.6 79 23.3

Turkish coffee machine 67 14.5 46 13,6

Total 459 100 339 100

Pearson χ2: 67.148, s.d.:3, p: 0.000 < 0.05

Sugar ratio

Black 84 18.3 55 16.2

A little sugary 75 16.3 70 20.6

Medium sugary 243 52.8 145 42.8

Sugary 50 10.9 56 16.5

Well-sugary 8 1.7 13 3.8

Total 460 100 339 100

Pearson χ2: 14.514, s.d.:4, p: 0.006 < 0.05

How it is made

On ember 271 59.3 116 34.2

On the cooker 81 17.8 119 35.1

Machine 39 8.5 86 25.4

On sand 66 14.4 18 5.3

Total 457 100 339 100

Pearson χ2: 99.086, s.d.:3, p: 0.000 < 0.05

Coffee types*

With milk 218 46.5 101 29.8

With mastic 206 43.9 205 60.5

Myrrh 61 13.0 60 17.7

Dibek (Mortar) 77 16.4 88 26.0

Menengiç 136 29.0 28 8.3

Cilveli** 12 2.6 32 9.4
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and the registration of black tea as “Rize Tea” [33] has just 
been made in 2021, in fact, is an indication that the protec-
tion measures have been delayed. However, the geographi-
cal indication system protects regional tradition and culture 
from the negative effects of globalization [34].

These results show that the changing consumption hab-
its with globalization do not negatively affect Turkey’s tra-
ditional tea and coffee culture. As a result, although the 
traditions of coffee and tea are still maintained in the coun-
try, new trends in consumption outdoor may be preferred 
more in the west of the country. Global brands also benefit 
from the local characteristics of countries while developing 
their marketing strategies. Therefore, it would be beneficial 
for both local and multinational beverage establishments to 
include traditional beverages in their menus and to increase 
the number and variety of these beverages. This will also 
promote Turkish coffee and tea to foreign tourists.
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