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Coffee is one of the most widely consumed beverages globally and has been the focus of intense 

research in the field of Sensory Science. Its consumption is based on two core motivations: the pursuit of 

sensory pleasure and the need for stimulation. Furthermore, coffee has a direct impact on the consumer's 

emotions. The perceived quality of a product is profoundly shaped by its sensory attributes and, 

crucially, by the emotional responses it evokes in the consumer. Coffee consumption is also modified by 

internal factors of individuals, such as mood and emotional state, extending beyond merely 

physiological needs. Thus, emotions function as key variables that modulate the motivation for 

consumption, frequency of choice, and sensory evaluation. These variables can significantly affect 

product acceptance, directly influencing choices, which, in turn, alter the consumer's mood and 

emotions. The identification and measurement of these emotions are critical. Therefore, sensory science 

has been actively seeking improved methods to understand consumer perception. These efforts aim, for 

example, to understand acceptance by exploring how different sensory characteristics, such as aroma, 

flavor, and roast, influence emotions and impact acceptance. Additionally, they enable the segmentation 

of consumer groups based on distinct emotional motivations related to coffee consumption. Although 

challenges exist for the accurate identification of emotions, understanding those that occur during 

consumption is fundamental to deciphering consumer behavior and ensuring the success of products in 

the coffee market. Consequently, the combination of emotional responses and acceptance holds greater 

predictive power in consumer choice, making emotion a vital factor for acceptance and consumption. 

mailto:tca@ufv.br


Orientador Orientado(a  

Referências bibliográficas: 

 
SOUZA, Clarisse Machado de; RODRIGUES, Delane da Costa; SOUSA, Paulo Henrique Machado de. 
Development of the coffee Taster’s emotion wheel for the coffee drinking experience. International 
Journal of Gastronomy and Food Science, [s. l.], v. 27, 2022, p. 100451. Disponível em: 
https://www.sciencedirect.com/science/article/pii/S1878450X21001505 

 
BHUMIRATANA, Natnicha; ADHIKARI, Koushik; CHAMBERS IV, Edgar. The development of an 
emotion lexicon for the coffee drinking experience. Food Research International, [s. l.], v. 61, 2014, 
p. 83-92. DOI: 10.1016/j.foodres.2014.03.008. Disponível em: 
https://www.sciencedirect.com/science/article/pii/S0963996914001653 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 

https://www.sciencedirect.com/science/article/pii/S1878450X21001505
http://www.sciencedirect.com/science/article/pii/S0963996914001653

		2025-11-03T15:09:53-0300




