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International Coffee Agreement 2007
Chapter I

Article 1 (7) 

“The Objective of this Agreement is to strengthen the 
global coffee sector…by:

…promoting the development of consumption and 
markets for all types and forms of coffee…” 

Coffee & Health:
Communicating the Message



Coffee & Health:
Communicating the Message
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 Can Consumption Grow?
 What is Important to Consumers?
 What do Consumers know about Coffee & 

Health?
 Can Health Information Change Consumer 

Behavior?
 What does the Research say?
 How Can Health Messages be Communicated?



US Consumption:  Room for Growth
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• While levels vary year-to-year – currently trending up –
consumption is below historical highs

NCA, 2018  NCDT Study



What is Important to Consumers?
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 Consumer values are driving changes in product 
choices, behavior, and attitudes.

 Coffee trends include premiumization, 
convenience, customization, single-origin, and 
roast type.  

 Consumers increasingly value: ethical sourcing, 
sustainability, certification, and products that 
support health (but still taste great!)

 These changing values are seen most clearly 
when examining generational differences 



What is Important to Consumers?
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Millennials:         Born 1981-1996 (22-37 in 2018)
Baby Boomers:  Born 1946-1964 (54-72 in 2018)

“Ask millennials and boomers what companies 
they value most, and you’ll get very different 
answers.  If brands want to make an impact with 
the consumers of the future, they need a clear 
mission.”  

Fast Company, 5 Oct 17



What is Important to Consumers?
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What is Important to Consumers?
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What does “Healthy” Mean?

 For Baby Boomers, “being healthy” is “getting 
recommended screenings or checkups”…

While for Millennials, “being healthy” is “having good 
eating habits” and “getting regular exercise.”

Aetna Health Survey, “What’s Your Healthy,” 2013



What is Important to Consumers?
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Goldman Sachs
Data Story: Millennials



What do Consumers Know about Coffee 
and Health?
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NCA, 2018  NCDT Study



What do Consumers Know about Coffee 
and Health?
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NCA, 2018  NCDT Study
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What Do Consumers Know 
About Coffee and Health?
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NCA, 2018.  NCTD Drinking Trends Study

 69% of Consumers have Not Heard About 
Coffee’s Beneficial Effect on Specific Diseases



Changing Behavior:  Opportunities
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#1 Cause 
of Death

NCA, 2018  NCDT Study



The Research:  Substantial and Clear
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• Coffee is one of the most heavily studied foods in history

• When the UN’s World Health Organization (IARC) 
studied coffee and cancer in 2015-2016, they examined 
over 1,000 studies solely with respect to coffee and 
cancer (omitting other studies i.e. Type II Diabetes, etc.)

• “Literature Reviews,” “meta-analyses” or “umbrella 
studies” allow us to look across this body of research



Communications: How Consumer 
Perception of Coffee & Health Is Shaped

• Many mixed messages on 
Coffee & Health come from:
– Physicians / Medical 

Practitioners
– Media – Newspapers, 

Magazines, Websites, 
Blogs, Tweets

– Family & Friends
– Researchers
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“A group of medical scientists have reported 
data that just uncovered that your morning 
cup o’ joe can also lead to hearing loss.” 
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Design, Setting, and Subjects This 
experiment at the McGill University Auditory 
Sciences Laboratory used 24 female albino 
guinea pigs (age, 6 months; weight, 500-
600 g)…Group 1 was exposed to caffeine; 
group 2, acoustic overstimulation events 
(AOSEs); and group 3, both. 
Interventions Daily caffeine dose for 
groups 1 and 3 consisted of 25 mg/kg 
administered intraperitoneally for 15 days.
The AOSEs were administered on days 1 
and 8 and consisted of 1 hour of 110-dB 
pure-tone sound.(Injected with the equivalent of 

about 18 cups of coffee/day) 18
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Messages from California 
Prop 65 Legal Ruling
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https://www.sciencenews.org/article/science-behind-cancer-warnings-coffee-murky-best

https://www.forbes.com/sites/omribens
hahar/2018/03/31/carcinogenic-laws-
coffee-shop-cancer-warnings-do-
more-harm-than-good/#6f69fcb95062



Sample Page Headline
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Communicating 
the Message

• Tailor communications to targeted audiences in accessible and 
convenient forms/channels

• Use and repeat key messaging points
• Targeted audiences: Doctors / Medical professionals, Media, 

Consumers, Influencers, and Industry
• Identify and Engage 3rd party independent experts and allies
• Let audience draw their own conclusions.
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Key 
Messages

3rd Party Validation



24

3rd Party Validation

Key 
Message
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Key 
Message

3rd Party Validation
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Crippa et al., 2014.  American Journal of Epidemiology, 180(8): 763-775.

Key 
Message

3rd Party Validation
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Key 
Message
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Economic Burden of Non-Alcoholic Fatty Liver Disease
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Secondary Messages
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Secondary Messages



Caution on Labeling & Health Claims
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• Most countries have stringent requirements on health-
related information such as:

– Nutritional information on product packaging
– Advertising & Marketing claims
– Product informational sources

• Adhere to local regulations, and seek the advice of 
knowledgeable experts before communicating the science! 

• Important to distinguish between reporting on research and 
making statements about health and coffee.



Conclusions
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 Consumer attitudes are changing – and need to know more 
about “value” related aspects of their food, including health

 “Values” can help drive consumption, such as by promoting 
the good news on Coffee & Health

 Important to separate the clutter from the credible science
 Communicate in factually accurate, simple, and straight-

forward messages
 Develop key messaging points, and reinforce these with 

examples, 3rd party experts, stories, and repeat, repeat.
There is a very positive story to tell on Coffee & Health.  

Please help spread the message
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“Let food be thy 
medicine and 

medicine be thy 
food.”  -

Hippocrates
Bill Murray, CAE
President & CEO, NCA USA
WMMurray@ncausa.org

Thank You


