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The majority of consumers struggle to sleep, with over 6 in 10 having
difficulty sleeping weekly or more often. Women and 18-24s are the most
likely to struggle to sleep.
How often do you struggle to sleep?
NET struggle to sleep: 86%

NET weekly or more often: 61%

Females are significantly more
likely than males to struggle to
sleep weekly or more often (63%)
18-24s are more likely than any
other age group to struggle to sleep
weekly or more often (73%)

30%

Every night/ nearly every
night

Over 55’s are significantly
more likely than under
45’s to never struggle to
sleep (18%)

31%

Once or twice a week

13%

12%

Once or twice a month

Less than once a month

14%

Never

SQ1. How often do you struggle to sleep, either in falling asleep or staying asleep during the night?
Weighted Base (all respondents): 2,144
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Amongst those who struggle to sleep, lack of sleep does impact their lives,
and for just under a quarter it has a huge impact.

To what extent does lack of sleep impact your life?
Those aged 25-34 are
more likely than any other
age group to find lack of
sleep to have a huge
impact (36%)

Over 55s are more likely than
any other age group to find lack
of sleep to have little (31%) or
no impact (11%)

6%

24%

No impact
0%

20%

47%

A little impact
40%

23%

Some impact
60%

Huge impact
80%

100%

Londoners are the
most likely to find lack
of sleep to have a
huge impact (38%)

120%

SQ2. To what extent does lack of sleep have an impact on your life?
Weighted Base (all who struggle to sleep): 1,838

3

A fifth who struggle to sleep have tried bath products, pillow sprays, herbal
sleeping tablets and sleep drinks as sleeping aids.

Which sleeping aids have you tried?

23%

Bath products
(e.g. lavender bubble bath)

17%

Eye masks

Londoners are the
most likely to use eye
masks (27%) and
sleep podcasts (21%)

23%

Pillow sprays

15%

Over-the-counter sleeping
tablets

4%
Other

22%

Herbal sleeping tablets

14%

Prescription sleeping
tablets

38%

None of the above

21%

Sleep drinks (e.g. milk with
valerian or other sleep-inducing
ingredients)

12%

Sleep podcasts

Over 55s are more likely
than any other age group not
to use sleeping aids (51%)
Males are significantly
more likely than
females not to use
sleeping aids (43%)

SQ3. Which of the following sleeping aids have you tried, if any? Please select all that apply.
Weighted Base (all who struggle to sleep): 1,838
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Three quarters of those who struggle to sleep are/would be worried about the
effects of taking sleeping tablets – significantly more so for women.

To what extent would/ do you worry about the
effects of taking sleeping tablets?
Females are
significantly more likely
than males to be
worried (77%)

NET worried: 74%

9%

17%

Not at all worried
0%

20%

43%

Not that worried
40%

31%

Somewhat worried
60%

80%

Very worried
100%

120%

SQ4. To what extent would/ do you worry about the effects of taking sleeping tablets?
Weighted Base (all who struggle to sleep): 1,838
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Nearly 6 in 10 of those who struggle to sleep find the idea of a herbal or
natural sleeping aid appealing, rising to 7 in 10 Londoners.

To what extent does a herbal or natural sleeping aid
appeal to you?
Londoners are more
likely than other
regions to find a herbal
or natural sleeping aid
appealing (70%)

NET appealing: 57%

8%

8%

27%

Very unappealing
0%

38%

Somewhat unappealing

20%

40%

Neither/nor
60%

19%

Somewhat appealing
80%

100%

Very appealing
120%

SQ5. To what extent does a herbal or natural sleeping aid appeal to you?
Weighted Base (all who struggle to sleep): 1,838
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Despite just a quarter having heard of sleep drinks, more than half would be
interested in purchasing them. 25-34 year olds and those who struggle to
sleep every night or nearly every night are more likely to be very interested.
Had you heard of sleep drinks
before today?
Yes

To what extent would you be
interested in buying these sleep
drinks?
NET
interested:
55%

25%
7%

18%

Don’t know
36%

68%

No

18-44s are significantly
more likely to have
heard of sleep drinks
previously (28-34%)

Those who struggle to sleep every
night or nearly every night are more
likely to have heard of them (33%)

25-34s are
significantly more
likely than any other
age group to be very
interested (33%) as
well as those who
struggle to sleep
every night or nearly
every night (31%)

18%

22%

Not at all interested

Not that interested

Somewhat interested

Very interested

SQ6. A number of brands have introduced sleep drinks, which contain natural ingredients such as valerian and
lemon balm to promote better sleep. Had you heard of these before today?
SQ7. To what extent would you be interested in buying these sleep drinks?
Weighted Base (all respondents): 2,144
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Over a third would give sleep drinks a try and their taste would be of high
importance. Consumers who struggle sleeping at least weekly are more likely
to want to try them.
Thinking about sleep drinks, which of the following
statements do you agree with?
Those who struggle to sleep
every night or nearly every
night or once or twice a
week are more likely to say
they would give the drinks a
try (44%) and to like the idea
of a calming drink before bed
time (37%-38%).

I would give these drinks a try

36%

Taste would be important to me

36%

The natural ingredients appeal to me

33%

(40%)
(38%)

I like the idea of having a calming drink before bedtime

32%

(35%)

I would feel safer drinking these products than taking sleeping tablets

32%

(36%)

I doubt their efficacy

26%

They sound like a gimmick
None of the above

22%

(29%)
(25%)

11%

SQ8. Thinking about sleep drinks, which of the following statements do you agree with, if any?
Please select all that apply. Weighted Base (all respondents): 2,144
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Key Take Outs…
The majority of consumers struggle with sleep – for over 6 in 10 this occurs at least weekly or
more often, with females and 18-24s more likely to find it difficult to drift off.
Lack of sleep impacts the lives of those who struggle sleeping, and for almost a quarter it has a
huge impact, particularly notable amongst those aged 25-34 years old.
Usage of sleeping aids is relatively low, with bath products and pillow sprays the most commonly
used, but this is still by less than a quarter of those who struggle to sleep.
The majority of those who struggle to sleep are or would be worried about the effects of taking
sleeping tablets, with women more likely to be concerned. Herbal or natural sleeping aids could be
an appealing alternative, particularly to Londoners where 70% find them appealing.
Despite just a quarter having heard of sleep drinks as a sleeping aid prior to the study, over half
would be interested in buying them. Again, it is 25-34 year olds who are more likely to be very
interested, along with those who struggle to sleep every night or nearly every night.
Over a third of consumers would give the sleep drinks a try, with those struggling to sleep regularly
more willing to try them. The natural ingredients appeal particularly to females, who would also feel
safer using these than sleeping tablets.
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Appendix

Approach & Demographics

Approach and Panel
We conducted an online survey with 2144 adults aged 18+ across England, Northern
Ireland, Scotland, and Wales between 4th March – 8th March 2019.
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

Demographics
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.

Gender

Region

Age

18 - 34

29%

35%

35-54

51%

4%

55+

36%

49%

9%

Social Grade
32%

25%
AB

C1

9%

12%

5%

18%
C2

25%

9%

17%

9%
13%
14%

DE
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For further information about this study,
please contact:
Lucia Juliano | Head of CPG & Retail Research | ljuliano@harrisinteractive.co.uk
0161 242 1371

