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Preference towards hot beverages is fairly equally split between tea and coffee

Q1. Which of the following do you prefer? 
Base: n= 2,114

Hot beverages preference 

Tea
45%

Coffee
47%

Neither 8%18-24 year olds are also the most likely 
to say that they do not have a 

preference for either hot beverage. 

Men are more likely to prefer coffee compared to 
women 

(49% vs 45%)
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Over half (56%) consume tea everyday, with just over three quarters of consumers 
drinking tea on a weekly basis. 

Q2.How often do you drink tea? 
Base: n= 2,114 

Frequency of tea consumption
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56%

14%

6% 4% 6%

14%

Everyday Two or three times
a week

Once a week Once or twice a
month

Less than once a
month

Never

NET: Weekly or more often 
76%



10% of people consume either tea or coffee from a coffee shop/ café or restaurant 
on a daily basis. On a weekly basis this rises to just under half, with consumers 
being slightly more likely to consume coffee out of home

Q3. How often do you drink tea out-of-home – for example in coffee shops, cafés or restaurants?
Base: n= 1,810

Q4. How often do you drink coffee out-of-home – for example in coffee shops, cafés or restaurants?
Base: n= 2,114 

Frequency of consuming hot beverages outside of the home
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10%

14%
17%

15%

23% 22%

10%

16%
19% 18%

16%

21%

Everyday Two or three
times a week

Once a week Once or twice a
month

Less than once a
month

Never

Tea Coffee

NET: Weekly or more often 
40% / 45%

25-34 year olds are significantly more likely than all other age groups to 
consume hot beverages in coffee shops, cafés or restaurants. 

Men are more likely to consume both tea and coffee more often than 
women in the out-of-home environment 



6 in 10 consumers agree that coffee feels like a treat, with a similar amount of 
consumers also stating that there are exciting options available for coffee. Fewer 
people think the same is true for the choice of tea available in the market.  

Q5. Thinking about the choice of tea in the out-of-home environment, to what extent do you agree with the following statements? 
Base: n= 1,423 

Q6. Thinking about the choice of coffee in the out-of-home environment, to what extent do you agree with the following statements? 
Base: n= 1,667

6% 4%

16%
7%

35%

27%

32%

43%

11%
18%

Tea Coffee

Strongly
agree

Somewhat
agree

Neither
agree nor
disagree
Somewhat
Disagree

Strongly
disagree

42%

62%

10% 5%

20%

8%

34%

23%

28%

44%

8%
20%

Tea Coffee

Strongly
agree

Somewhat
agree

Neither
agree nor
disagree
Somewhat
Disagree

Strongly
disagree

36%

64%

“There are exciting 
options”

“The [hot beverage] on 
offer feels like a treat”

Those aged between 18-44 
are more likely to agree that 
there are exciting options for 
tea compared to those aged 

45+. 

Women are much more 
likely than men to agree that 

there are exciting options 
available for coffee (66% 

and 57% respectively)

Men and younger age groups (18-44) are 
more likely to believe the current selection 

feels like a treat. 
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Women are 
significantly more 
likely to agree that 
coffees available 
feel like a treat 

compared to men
(69% vs 59%)

Thoughts on hot beverages in the out-of-home environment (1)



A larger proportion of consumers believe that the coffee available outside of 
the home environment cannot be replicated at home (63%), this compares to 
just 27% for tea. Both hot beverages score similarly on being value for money. 

Q5. Thinking about the choice of tea in the out-of-home environment, to what extent do you agree with the following statements? 
Base: n= 1,423 

Q6. Thinking about the choice of coffee in the out-of-home environment, to what extent do you agree with the following statements? 
Base: n= 1,667

Thoughts on hot beverages in the out-of-home environment (2)

10% 9%

17% 22%

34% 32%

30% 28%

9% 10%

Tea Coffee

Strongly
agree

Somewhat
agree

Neither
agree nor
disagree
Somewhat
Disagree

Strongly
disagree

39% 37%

17%
5%

24%

10%

32%

23%

21%

40%

7%
22%

Tea Coffee

Strongly
agree

Somewhat
agree

Neither
agree nor
disagree
Somewhat
Disagree

Strongly
disagree

27%

63%

“The [hot beverage] on offer 
represents value for money”

“The [hot beverage] on offer are made 
in a way I couldn’t replicate at home”

25-34 year olds are more 
likely to agree (47%) 

compared with those over the 
age of 45. 

Men are more likely to 
strongly disagree with out-of-
home coffee being value for 
money compared to women 

(11% vs 7%)

Men (31%) and younger age groups are 
more likely to agree that they could not 

replicate the tea that is available outside of 
the home. 
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Men are less likely to think 
that the coffee available in the 

out-of-home environment is 
made in a way that they can’t 

replicate at home. 
(60% of men agree with the 

statement compared to 65% of 
women).



A quarter of consumers would be persuaded to drink more tea if the taste was better. 
Around a fifth would if the value for money was greater (22%) and if tea had more heath 
benefits (20%).  However 41% say nothing would drive greater tea consumption

Q7. What, if anything, could persuade you to drink tea more? Please select all that apply 
Base: n= 2,114 

Drivers of tea consumption
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41%

7%

9%

10%

15%

20%

22%

25%

None of the above

Higher caffeine content

More premium options

Easier to prepare

More exciting flavours

More health benefits

Better value for money

Better taste

EASY

Men (25%) vs Women (20%)

Men (11%) vs Women (8%)

Men (10%) vs Women (4%)

18-24 year olds are significantly more 
likely to be persuaded by taste (40%), 

compared to all other age groups. 

25-34 year olds are significantly more 
likely than all other age groups to want tea 

to contain more caffeine.HIGHLOW



41% of people have been for afternoon tea in the past year, with this being a more 
popular activity amongst females and those aged between 25 and 34 years old. 

Q8. Have you been for an afternoon tea over the past year? 
Base: n= 2,114 

Afternoon Tea
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59%

41%

Women are much more likely 
to have been for afternoon 
tea in the past 12 months 

compared to men 
(44% vs 38%) 

25-34 year olds (50%) are significantly more likely to have been 
for afternoon tea in the past year compared to older age groups 

(45-54: 39% & 55+: 36%)



Key take outs…

Overall preference between tea and coffee is fairly similar, while men and 18-24 
year olds are much more likely to prefer coffee. 

More than 50% of people drink tea on a daily basis, with around 1 in 10 
purchasing tea from coffee shops or other establishments every day. 

Around 4 in 10 people have been out for afternoon tea in the past year, with this 
activity being more popular amongst women and those aged between 25 and 34 
years old. 

People who consume hot beverages from coffee shops/ cafés etc are more 
inclined to agree (around 60-65%) that coffee feels more like a treat; that there are 
more exciting options available and that they believe the coffee on offer would be 
very difficult to replicate at home. While fewer people say the same about the 
selection of tea available in the same kinds of establishments. However, when it 
comes down to value for money, consumers believe that both tea and coffee are 
fairly equal. 

In order to persuade consumers to consume more tea, improvement to the overall 
taste was the most important factor, followed closely by even greater value for 
money and for products that offer more health benefits to the consumer. 
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Appendix
Approach & Demographics



Approach and Panel

We conducted an online omnibus survey with 2,114 adults aged 18+ across England, 
Scotland, and Wales between 3rd – 7th September 2018.

The survey took place using our sister-company toluna.com online panel which consists 
of members of the general public who have opted in and voluntarily agreed to participate 
in online research studies. 

• Through careful recruitment and management, we are able to rapidly survey large numbers of 
the general population and accurately represent the views of the nation.

11



Omnibus Audience
A representative Sample

The results of the study were weighted to best reflect the size and shape of the 
population of the UK

This means that the results in this report reflect an audience that is as true as possible 
of the GB population with the same age, gender and regional profile.  The audience 
profile is detailed below.

49% 51%

12%

17%

19%
17%

35%

18 - 24
25 - 34
35 - 44
45 - 54
55+
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Gender Age Region

9%

4%
12%

9%

16%
5% 9%

12%
14%9%

Social Grade

31% 26% 17% 27%

AB C1 C2 DE



For further information about this study, 
please contact:

Umair Afridi | Business Development Manager| uafridi@harrisinteractive.co.uk
07817 079766| 020 8832 1642
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