
11Polish Technical Review No. 3/2025 11

NON-ALCOHOLIC FERMENTED BEVERAGES 
DOI: 10.15199/180.2025.3.2

RESEARCH ON POLISH CONSUMERS’ 
PREFERENCES FOR NON-ALCOHOLIC 

FERMENTED BEVERAGES

BADANIA DOTYCZĄCE PREFERENCJI POLSKICH KONSUMENTÓW  
W ZAKRESIE BEZALKOHOLOWYCH NAPOJÓW FERMENTOWANYCH

Summary: The aim of this article was to examine Polish consumers’ preferences 
regarding non-alcoholic fermented beverages. The study was conducted using 
a survey method on a sample of 145 respondents diversified in terms of age, 
education, and employment status. The analysis focused on consumption frequency, 
the types of products most commonly chosen, and consumer motivations. Kefir and 
non-alcoholic beer proved to be the most popular, while kombucha and beverages 
made from fermented fruits remain niche products. The main factors influencing 
the choice of these products were taste qualities and perceived health benefits, 
including the desire to remain sober. The results also indicate a moderate interest 
in market novelties, while maintaining a generally positive consumer attitude toward 
the development of the fermented beverages segment. The data obtained may be 
useful in planning product development by manufacturers and in expanding research 
on consumer behavior.
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Streszczenie: Celem niniejszego artykułu było zbadanie preferencji polskich 
konsumentów w zakresie bezalkoholowych napojów fermentowanych. Badanie 
przeprowadzono metodą ankietową na próbie 145 respondentów zróżnicowanych 
pod względem wieku, wykształcenia i statusu zatrudnienia. Analiza skupiała 
się na częstotliwości spożycia, najczęściej wybieranych rodzajach produktów 
oraz motywacjach konsumentów. Największą popularnością cieszyły się kefir 
i piwo bezalkoholowe, natomiast kombucha i napoje z fermentowanych owoców 
pozostają produktami niszowymi. Głównymi czynnikami wpływającymi na wybór 
tych produktów były walory smakowe oraz postrzegane korzyści zdrowotne, 
w tym chęć zachowania trzeźwości. Wyniki wskazują również na umiarkowane 
zainteresowanie nowościami rynkowymi, przy zachowaniu ogólnie pozytywnego 
nastawienia konsumentów do rozwoju segmentu napojów fermentowanych. 
Uzyskane dane mogą być przydatne w planowaniu rozwoju produktów przez 
producentów oraz w rozszerzaniu badań nad zachowaniami konsumentów.

Słowa kluczowe: bezalkoholowe napoje fermentowane, rynek spożywczy, badania 
ankietowe

Introduction

The fermentation process in beverage production has been 
known to many communities around the world for centuries. 
Fermentation is an effective method of preservation, improving 
nutritional quality, and enhancing the sensory acceptability of 
food [1]. Through the use of fermentation, the nutritional value of 
raw materials such as milk, fruits, and vegetables can be modified 
by spontaneous biological enrichment with essential amino 
acids, vitamins, and bioactive compounds [2]. In recent years, 
there has been a dynamic increase in awareness regarding health 
and nutrition. This has contributed to the growing popularity and 
development of the non-alcoholic fermented beverages sector 
[3]. Products such as kefir, non-alcoholic beer, and kombucha are 
appearing more frequently on store shelves [4,5]. The purpose of 
the survey is to study Polish consumers' opinions on fermented 
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non-alcoholic beverages and their consumption choices. The 
results can make a valuable contribution to the development 
of the market offering and serve as a basis for further research 
into the consumer attitudes towards non-alcoholic fermented 
beverages. 

Methods

Respondents from Poland (n=145) participated in an 
online survey-based study. The respondent population was 
characterized using demographic questions. Each of the 
respondents declared the consumption of non-alcoholic 
fermented beverages, which constituted a prerequisite for 
inclusion in the study. The subsequent part of the questionnaire 
focused on the participants’ consumption behaviors and dietary 
habits related to non-alcoholic fermented beverages. 
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assessment of wellbeing is close to 10 (6.9%) of respondents, 
but none of them chose the option describing their condition as 
very bad. Diet-related diseases affect a minority, 17 (11.7%) of 
respondents. Of whom, however, the diet is followed by a smaller 
proportion of respondents, as it is 40 (27.6%) people. Regular 
physical activity is undertaken by 57 (39.3%), less than half of the 
respondents

Results
Characteristics of the respondents population

The characteristics of the respondent population are shown 
in Table 1. 

Table 1. Metric information characterizing the population of respondents

Criteria
Respondents

Numerically Percentage

Gender

Women 87 60

Men 58 40

Age

Under 20 years of age 14 9.7

21-30 46 31.7

31-40 31 21.4

41-50 37 25.5

51-60 16 11

Over 61 years of age 1 0.7

Education

Higher 102 70.3

Secondary 29 20

Vocational 6 4.1

Elementary 8 5.6

Work situation

Entrepreneur 26 17.9

Employee 80 55.2

Student 36 24.8

Pensioner/Retiree 2 1.4

Unemployed 1 0.7

The survey included 145 residents (60% women, 40% men) 
aged from under 20 to over 61. The largest age group was 21–
30 years old (31.7%). Most respondents had higher education 
(70.3%), and the majority were employed (55.2%). The sample 
also included students (24.8%) and self-employed individuals 
(17.9%). The diversity in age, education, and employment 
status of the respondents allows for the inclusion of different 
perspectives.

Dietary choices are also dictated by the health and wellbeing 
of consumers. Therefore, the survey also included a section of 
questions aimed at determining the wellbeing of the surveyed 
Polish population (Table 2.). 

A considerable number of respondents gave a positive 
assessment of their wellbeing, with 93 people (64.1%) describing 
their wellbeing as very good and 42 people (29%) as good. Negative 

Table 2. Questions assessing the wellbeing of the respondent population

Criteria
Respondents

Numerically Percentage

Assessment of wellbeing

Very good 93 64.1

Good 42 29

Bad 10 6.9

Very bad 0 0

Food allergies and intolerances

Yes 31 21.4

No 114 78.6

Diet-related illness

Yes 17 11.7

No 128 88.3

Adherence to diet

Yes 40 27.6

No 105 72.4

Regular physical activity

Yes 57 39.3

No 88 60.7

Choice of non-alcoholic fermented beverages

The purpose of the survey was to assess the market for non-
alcoholic fermented beverages in Poland. The most commonly 
chosen products and the motives behind their purchase were 
investigated. In addition, the respondents' behavior and their 
assessment of the future of the respective food market sector 
were also checked. Respondents selected the most frequently 
consumed non-alcoholic fermented beverages, each of them 
could vote multiple times (Fig 1.). 

Analysis of the survey results indicates that kefir and 
non-alcoholic beer emerged as the most popular fermented 
beverages, receiving 77 and 73 votes, respectively. Kefir, 
a traditional fermented dairy drink with deep cultural roots in 
Poland, has gained increasing global recognition, driven by 
rising awareness of gut health and the benefits of probiotics. 
The global kefir market is estimated to reach USD 1.83 billion 
in 2025 and is projected to further expand to USD 2.78 billion 
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In the next part of the survey, respondents were asked to 
indicate how frequently they consume fermented beverages. 

Fermented beverages are in the daily diet of 4 (2.8%) 
respondents. They are consumed several times a week by 29 
(20%) of the respondents. However, most often the analyzed 
consumers drink non-alcoholic fermented beverages once 
a week, as 45 (41.1%) people declared this answer. They are 
drunk once a fortnight by 16 (11%), once a month by 31 (21.4%), 
and even less frequently by 20 (13.8%) respondents. The 
majority of respondents, 63.9%, say they consume drinks of 
this type at leastonce a week.

Motivations for reaching for non-alcoholic fermented 
beverages were checked by distinguishing 4 main factors. The 
results are shown in Table 4. 

within the following five years, representing a compound annual 
growth rate (CAGR) of 8.72% [6]. This growth reflects a broader 
consumer trend toward functional foods that support digestive 
health and overall wellbeing. The growing popularity of non-
alcoholic beer is largely attributed to consumers' healthy 
choices and a shift to a sober or reduced-alcohol lifestyle. 
Poland currently ranks as the third-largest producer of non-
alcoholic beer in Europe, ensuring widespread availability 
and accessibility to domestic consumers [5]. Traditional 
fermented vegetable beverages ranked next in popularity. 
Pickled cucumber juice received 45 votes, sauerkraut juice 
29, and beet sourdough 27. Although these drinks attracted 
fewer consumers, their market potential remains strong. The 
global market for fermented vegetable juices is projected to 
grow at a CAGR of 8.49%, with the European market slightly 
higher at 8.76% [7]. These products are deeply rooted in the 
culinary traditions of Central and Eastern Europe, as well 
as the Nordic countries, and this cultural connection may 
positively influence their future development and consumer 
appeal. Bread sour ranked next, with 26 respondents indicating 
consumption. Kombucha, a fermented tea, was selected by 
17 respondents, placing it seventh overall. Despite still being 
perceived as a novelty in the Polish food and beverage market, 
due to limited availability and relatively high prices, kombucha 
is gaining traction. Its global market is expanding rapidly, with 
an estimated CAGR of 13.5%, surpassing that of both kefir 
and fermented vegetable juices [8]. Non-alcoholic wine, often 
positioned as an alternative to traditional wine, received only 
11 votes, seven times fewer than non-alcoholic beer. This 
discrepancy underscores how health-driven consumer behavior 
significantly shapes the perception and market presence of 
dealcoholized wines [9]. Wine, in general, is less commonly 
consumed in Poland compared to beer, and the market for non-
alcoholic wine remains underdeveloped, resulting in limited 
product variety and suboptimal taste experiences. The least 
popular beverage in the ranking was pickled fruit lemonade, 
selected by only 7 respondents. Its marginal presence on the 
Polish market likely contributes to its low level of consumption.

Fig. 1. The most commonly consumed non-alcoholic fermented beverages
 The number corresponds to the number of respondents’ votes. Respondents could vote multiple times

Frequency
Respondents

Numerically Percentage

Daily 4 2.8

Several times a week 29 20

Once a week 45 41.1

Once every two weeks 16 11

Once a month 31 21.4

Less frequently 20 13.8

Table 3. Frequency of consumption of non-alcoholic fermented beverages by 
respondents

Table 4. Motivation for consumption of non-alcoholic fermented beverages

Motivation
Respondents

Numerically Percentage

Taste 85 58.6

Health-promoting pro-
perties 47 32.4

Fashion 4 2.7

Sobriety 9 6.3
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The main motivation for consuming non-alcoholic 
fermented beverages is their taste. Such motivation for their 
consumption was identified by 85 (58.6%) of the respondents. 
Health-promoting properties proved important to 47 (32.4%) 
respondents. Fashion for specific products is an important 
factor for the smallest group, only 4 people (2.7%). Another 
factor gaining popularity in the beverage market segment 
is consumers' desire to stay sober. The choice of motivation 
to stay in sobriety for health reasons was explicitly declared 
by 9 people (6.3%).The most effective approach to develop 
these products and attract consumer interest is to combine 
high sensory quality with properties that impart a functional 
character to the beverages [10, 11].

Respondents' attitude to new food products was decided to 
be assessed by means of three questions about the frequency 
of searching, tasting and introducing new food products into 
their diet (Fig 2.). 

Respondents are little involved in following trends in the food 
market. Most of them, 105 people, track trends occasionally or 
never. Frequently, trends are tracked by 37 people, and only 
3 respondents are up-to-date. The situation changes when 
it comes to buying and trying new products. In this case, the 
majority, 85 people, declare frequent or very frequent testing of 
new foods. A group of 58 people do so occasionally, while only 
2 people never try new foods. Studies have shown that women 
are more open to trying new products. Furthermore, when 
food is labeled as healthy, the likelihood of it being purchased 
by a woman increases significantly [12]. This presents an 
opportunity for more effective marketing strategies targeting 
female consumers in the functional and health food segment. 
The results of the next question indicate that the sampled 
products are not incorporated into the regular diets of the 
surveyed respondents. As many as 88 people introduce new 
foods into their diets occasionally, while 3 do not do so at all. In 
a positive direction, 12 respondents introduce novelties from the 

food market into their diets very often, and 42 frequently. These 
results create the potential for manufacturers to introduce new 
but limited product offerings.

The  respondents’ assessment of the future popularity of non-
alcoholic fermented beverages was the final question (Fig 3.). 

According to most respondents, 104, the increase in 
popularity of non-alcoholic fermented beverages is expected 
in the future. However, some of the respondents, 39 people, 
believe that the popularity will remain stable over the years. 
Only 2 people have the opinion that the non-alcoholic fermented 
beverages may decrease in popularity

Fig. 2. Respondents' attitude to new food products

Fig. 3. Forecast of future popularity of non-alcoholic fermented beverages in 
opinion of respondents
The number in the charts is equal to the number of votes by respondents
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Conclusion

Analysis of the responses of 145 participants showed that 
kefir and non-alcoholic beer are the most popular products in 
the category of non-alcoholic fermented beverages. This can 
be attributed to both their high availability on the market and 
established eating habits. Other traditional drinks, such as juices 
made from fermented vegetables, also have their supporters. In 
contrast, newer products on the market, such as kombucha or 
lemonade made from fermented fruits, remain relatively niche. 
Most respondents consume fermented beverages at least once 
a week, indicating the relatively regular presence of these products 
in their daily diets. The main motives for consumption are taste 
and perceived health benefits. Consumers showed a moderate 
interest in market novelties. Although many respondents 
expressed a willingness to try new products, they rarely include 
them in their regular diet. However, the prevailing optimism about 
the future growth of this market segment, expressed by more 
than 70% of respondents, may encourage manufacturers to 
expand their product offerings. The results of the survey may be 
useful for companies involved in food production and distribution, 
but also for institutions promoting healthy eating habits. Further 
research is recommended, especially covering broader age and 
social groups, as well as an analysis of long term consumer 
behavior in the context of a changing food market.

References 

[1] 	 Sharma, R., Garg, P., Kumar, P., Bhatia, S. K., & Kulshrestha, S. 
(2020). Microbial fermentation and its role in quality improve-
ment of fermented foods. Fermentation, 6(4), 106.

[2] 	 Melini, F., Melini, V., Luziatelli, F., Ficca, A. G., & Ruzzi, M. 
(2019). Health-promoting components in fermented foods: 
An up-to-date systematic review. Nutrients, 11(5), 1189.

[3] 	 Baschali, A., Tsakalidou, E., Kyriacou, A., Karavasiloglou, 
N., & Matalas, A. L. (2017). Traditional low-alcoholic and 
non-alcoholic fermented beverages consumed in Euro-
pean countries: A neglected food group. Nutrition research 
reviews, 30(1), 1-24.

[4] 	 Guzińska, N., & Kordialik-Bogacka, E. (2024). Market of 
fermented beverages in Poland. Polish Technical Review, 
2024(1), 14–17. 

[5] 	 Związek Pracodawców Przemysłu Piwowarskiego Browary 
Polskie. (2025). "Zerówki” zmieniają rynek piwa Rewolucja 
0.0% trwa. https://www.browary-polskie.pl/wp-content/
uploads/2025/04/2025-Raport-Piwa-Bezalkholowe-NAB_
FIN.pdf

[6] 	 Mordor Intelligence. (2025). Kefir Market – Size, Trends & 
Growth (2025–2030). https://www.mordorintelligence.com/
industry-reports/kefir-market [access: 18.07.2025]

[7] 	 Cognitive Market Research. (2025). Global Fermented Veg-
etable Juice Market Report 2025. https://www.cognitivemar-
ketresearch.com/fermented-vegetable-juice-market-report 
[access: 21.07.2025]

[8] 	 Grand View Research. (2025). Kombucha Market Size, Share 
& Trends Analysis Report 2025. https://www.grandviewre-
search.com/industry-analysis/kombucha-market [access: 
21.07.2025]

[9] 	 Meillon, S., Urbano, C., Guillot, G., & Schlich, P. (2010). 
Acceptability of partially dealcoholized wines–Measuring 
the impact of sensory and information cues on overall lik-
ing in real-life settings. Food quality and preference, 21(7), 
763-773.

[10] 	 Tireki, S. (2021). A review on packed non-alcoholic bever-
ages: Ingredients, production, trends and future opportuni-
ties for functional product development. Trends in Food 
Science & Technology, 112, 442-454.

[11] 	 Praveen, M., & Brogi, S. (2025). Microbial fermentation in 
food and beverage industries: innovations, challenges, and 
opportunities. Foods, 14(1), 114. 

[12] 	 Manohar, S., Rehman, V., & Sivakumaran, B. (2021). Role of 
unfamiliarity and information on consumers’ willingness 
to try new healthy foods. Food Quality and Preference, 87, 
104037.

TECHNICAL INFORMATION PORTAL 

The largest database of on-line publications 

www.sigma-not.pl


