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Just over half of consumers in the UK support the idea of a sugar tax.
With 6 out of 10 consumers thinking Energy Drinks should be taxed, followed by carbonated soft drinks (excluding diet
varieties).
Those who are aged 55+ are significantly more likely than those aged 16-24 and 35-44 to think it’s a good idea.

What type of drinks should be taxed?
Energy Drinks

60%

Carbonated soft drinks
(excl. diet varieties)

52%

Sports drinks

56%

Support the idea
of a sugar tax.

Squashes and cordials (excl.
No added sugar varieties)

45%

28%

Luxury hot drinks

23%

Smoothies

21%

Fruit juices

19%

M1 There have been growing calls for sugary soft drinks to be taxed to address the
damage they do to the health of the nations. Do you support this idea? Base: 2,028
M2 Which if any, of these types of drinks should be taxed? Base: 2,028

Around half of consumers would not be discouraged from
purchasing sugary drinks at a higher rate than the proposed 15% tax
rate.
What price increase would discourage you from purchasing?
15%

16%

47%
24%

55%

19%

Willing to pay higher
than proposed tax of
15%

Willing to pay higher
than proposed tax of
15%

13%

15%
18%
13%
9%

10%

22%

25%

330ml can of sugary carbonated soft drink
Based on average cost 69p

1.75 litre bottle of sugary carbonated soft drink
Based on average cost £1.86

Current is too much
10% increase
50% increase

5% increase
20% increase
Price increase would not discourage me

MQ3 The average price of a 330ml can of sugary carbonated soft drink is 69p. What price increase would discourage you from buying it?
Base: 2028
MQ4 The average price of a 1.75 litre bottle of sugary carbonated soft drink is £1.86. What price increase would discourage you from

Around two thirds of consumers agree that the sale of caffeine energy
drinks and high sugar drinks to children should be banned.

% that agree/ strongly agree that the sale of high sugar/caffeine
drinks to children should be banned

68%

Caffiene energy drinks

60%

High sugar drinks
Women are significantly
more likely than men to
agree that both should be
banned
MQ5 Currently there are no laws regulating the sales of high sugar of caffeine energy
drink to children. Do you think the sale of high sugar of caffeine energy drinks to
children should be banned? Base: 2028

Drinks which consumers consider to be
most unhealthy
Energy drinks

78%

Regular cola

76%

Carbonated fruit drinks

65%

Squashed with added sugar

58%

Sports drinks

56%

Cola with artificial sweeteners

53%

Carbonated fruit drinks with
artificial sweeteners

46%

Luxury hot drinks

40%

Flavoured bottled water

19%

Fruit smoothies

17%

Fruit juice
Squashes with no added sugar
Fruit and Veg smoothies

13%

From the following list of drink
types, energy drinks are seen
as the most unhealthy, with just
under 8 out of 10 classifying
them as unhealthy.
This is followed by regular Cola
and Carbonated fruit drinks.
At the bottom of the list are fruit
and veg smoothies, squashes
with no added sugar and fruit
juice.
Looking at the top 5 drinks on
the list, women and those aged
55+ are significantly more likely
to consider them as unhealthy.

13%
9%
MQ6 Which of the following products would you describe as unhealthy? Base: 2028

There are low level of awareness of the actual sugar content of some
drinks. Just under half of consumers are not aware that Coke Zero
contains no sugar.
What percentage of sugar do you think there is in the drinks below,
compared to a standard 330ml can of Coca-Cola?
50%

46%
are aware that Coke Zero
contains no sugar

45%
40%
35%

30%
30%

are aware that Diet Coke
contains no sugar

25%
20%
15%
10%
5%
0%
0%

10%

20%

30%

40%

50%

Diet Coke 330ml can

60%

70%

80%

Coke Zero 330ml can

90%

100%

Equal
amount
MQ8. Base: 2028

Levels of awareness regarding sugar content are even lower when looking
at Diet Pepsi and Pepsi Max.
What percentage do you think there is in the drinks below, compared to a
standard 330ml can of Pepsi?
35%

30%
are aware that Diet Pepsi
contains no sugar

30%

26%
are aware that Pepsi Max
contains no sugar

25%

20%

15%

10%

5%

0%
0%

10%

20%

30%

40%

50%

Pepsi Max

60%

70%

Diet Pepsi

80%

90%

100%

Equal
amount
MQ9. Base: 2028

General attitudes towards sugar consumption
I avoid added sugar,
but naturally occurring
sugars are fine

43%

I don’t really think
about the sugar
content of soft drinks

I avoid artificial
sweeteners

I avoid all (artificial or
natural) sweeteners

I avoid all sugar at all
costs

32%

20%

15%

13%

Women are significantly more likely
men to agree with this statement (49%
vs 37%)
Younger people care less, with those
between the ages of 16-34 significantly
less likely to care than other age
groups.

A fifth of consumers avoid artificial
sweeteners all together.

Men are significantly more likely to
agree with this statement than women
(17% vs 13%)

Those aged 55+ are more likely to
agree with this statement than those
aged 16-44
MQ6 Which of the following products would you describe as unhealthy? Base: 2028

Key Take Outs…
• There are age and gender differences in opinions towards
sugar in drinks and the sugar tax itself – it is vital Drinks
Brands understand and can respond to these varying
consumer perceptions so products can be targeted
accordingly.
• For half of consumers in the UK, the sugar tax increase
would not discourage them from purchasing a sugary
drinks – Drinks Brands need to understand how this varies
between heavy & lite drinkers over time, so they can
establish the impact on their brands

• Luxury hot drinks and fruit juices are less of an area for
consumer concern at this moment in time. Instead Energy
Drinks and Colas are the perceived as the most unhealthy
areas, with a large number of consumers stating selling
them to children should be banned – this area represents a
real opportunity for Drinks Brands to innovation and
develop new health drinks to sit with the Cola and Energy
category.
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