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"The on premise coffee and tea market is characterized by
the sustained growth of existing establishments and the
influence of third wave coffee shops. While most
consumers are satisfied with current coffee/tea options, a
new generation of consumers is driving the trend to
premium beverages."

- Caleb Bryant, Foodservice Analyst

This report looks at the following areas:

BUY THIS
e Coffee and tea are most often sourced at home RE PO RT NOW
e A third of consumers are non-spenders
e Most consumers visit only a few coffee/tea locations
VISIT:
Restaurants face strong competition from CPG (consumer packaged goods) brands, yet the continued sto re.m | nte| .COm

innovation and convenience of restaurants keeps them one step ahead of retail.
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DID YOU KNOW? This report is part of a series of reports, produced to provide you with a
. more holistic view of this market
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Chain/Segment Visitation
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Figure 29: Chain/segment visitation for coffee/tea, September 2016

Men are an important coffee-drinking segment
Figure 30: Chain/segment visitation for coffee/tea, by gender, September 2016

Millennials primary consumers for coffee houses and tea shops
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Satisfaction Drivers by Big Three Chains

Methodology
Understanding satisfaction drivers of the Big Three
Figure 47: Key drivers of satisfaction with coffee houses, September 2016

KDA: Starbucks
Figure 48: Key drivers of satisfaction with Starbucks, September 2016
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KDA: McDonald'’s
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KDA: Dunkin’ Donuts
Figure 50: Key drivers of satisfaction with Dunkin” Donuts, September 2016

Emerging Drink Interest

The tap is where it’s at
Figure 51: Coffee/tea drink interest, September 2016

Drink interest falls into gender lines
Figure 52: Coffee/tea drink interest, by gender, September 2016

Adventurous Millennials and the “45 cliff”
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Appeal to the “super spenders”
Figure 57: Coffee/tea drink interest, by spender types, September 2016

Factors Consumers Would Pay More for

Many consumers aren’t willing to spend more for unique drinks
Figure 58: Factors consumers would pay more for, September 2016

Understanding spender types
Figure 59: Spender type breakdown, September 2016

Figure 60: Spender type index against those who have purchased a coffee/tea beverage from a foodservice establishment in the past
three months, September 2016

Men will pay more for a unique drink
Figure 61: Factors consumers would pay more for, by gender, September 2016

Half of Boomers wouldn’t pay more for any special beverage
Figure 62: Factors consumers would pay more for, by generation, September 2016
Figure 63: Desired coffee functionality, June 2016

Attract Hispanics with non-dairy milk
Figure 64: Factors consumers would pay more for, by Hispanic origin, September 2016

Appealing to the most affluent consumers
Figure 65: Factors consumers would pay more for, by HH income, September 2016

Figure 66: Factors consumers would pay more for, by HH income >$75K, September 2016

Coffee and Tea Daypart Consumption

Hot drinks in the morning, cold in the afternoon
Figure 67: AFH coffee consumption by daypart, among drinkers, September 2016

Opportunity for night time herbal teas
Figure 68: AFH tea consumption by daypart, among drinkers, September 2016
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Reasons for Visiting Coffee/Tea Establishments

Convenience drives a majority of coffee/tea purchases
Figure 69: Reasons for visiting last location for a coffee/tea drink, September 2016

Men driven by quality and experimentation
Figure 70: Reasons for visiting last location for a coffee/tea drink, by gender, September 2016

iGens seek deals, are creatures of habit
Figure 71: Reasons for visiting last location for a coffee/tea drink, by generation, September 2016

Loyalty programs appeal to the affluent
Figure 72: Reasons for visiting last location for a coffee/tea drink, by HH income, September 2016

Parents want variety
Figure 73: Reasons for visiting last location for a coffee/tea drink, by parental status, September 2016
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Abbreviations
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Interpretation of results
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Figure 76: Level of satisfaction with McDonald’s—Key driver output, September 2016

Figure 77: Level of satisfaction with Dunkin” Donuts—Key driver output, September 2016
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Figure 81: Total social engagement on social media by platform in the last 90 days, Nov.11, 2016
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Figure 84: Population by race and Hispanic origin, 2012-22
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Figure 85: Median household income, by race and Hispanic origin of householder, 2015

Figure 86: Household income distribution, 2015
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