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Scope and Themes
“As the economy rebounds, are consumers returning to
their pre-recession ways or do operators need to create a
new, more compelling reason to get consumers to unplug
the home coffee maker? Operators are turning their
attention from their core coffee/donut business to be allday dining options. Also, while different demographic
groups exhibit different preferences, attitudes, and
behavior regarding coffeehouses and donut shops, they
oftentimes do not compete, making it possible to meet the
specific needs of many target groups.”
– Bethany Wall, Foodservice Analyst

In this report we answer the key questions:
•
•
•
•

How can restaurants break free of breakfast-only
sales?
Do restaurants have to be all things to all people?
How has the economy affected consumer behavior?
What can coffeehouses and donut shops do to beat
competitors?

Mintel’s Coffeehouses and Donut Shops—U.S., October 2012
estimates that overall on-premise sales at these
establishments in the U.S. hit $28 billion in 2012, a 6.8% gain
over 2011, and are expected to reach $33 billion by 2017.
Coffeehouses and donut shops are introducing more food items
focusing on baked goods and breakfast items that include a
host of better-for-you (BFY) options. They are also adding a
greater variety of specialty beverages including teas, juices,
and alcoholic drinks, such as beer and wine. While home
brewing, grocery stores, and other restaurants pose a threat,
coffeehouses and donut shops have entered their own products
into these areas, which has added to overall sales instead of
cannibalizing market share. New delivery methods and
advances in technology will be a strong driver of growth while
the economy, health legislation, and commodity prices pose a
challenge.
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Scope and Themes
Among the topics covered in this report are:
• What is driving the current coffeehouse and donut shop market as well as future projections
• Marketing strategies across many advertising media as well as menu and pricing promotions
• Menu trends over the past three years covering multiple daypart and menu sections
• Consumer ordering behavior, including time of day, items purchased, and activities at
restaurants
• Data revealing consumers’ preferences and what influences purchase decisions
• Usage group breakdowns by demographic and their corresponding attitudes and behaviors
This report builds on the analysis presented in Mintel’s Coffeehouses and Donut Shops—U.S.,
October 2011, as well as the June 2010, May 2009, and July 2008 reports of the same title.
The report focuses on coffeehouse and donut shop trends and menu analysis using Mintel’s
Menu Insights database as well as consumer survey analysis revealing behavior and attitudes
toward the segment.
This report covers two types of foodservice operations in which prepared coffee beverages are
often the primary sales item: coffeehouses and donut shops.
•

•

Coffeehouses include freestanding stores, kiosks, and coffee carts, as well as those located
in malls, office buildings, and hospitals, if operated independently of the facility that houses
them. Coffeehouses may sell other items in addition to coffee, such as sweets, tea, travel
mugs, and coffee beans, but the main product is coffee and coffee-based beverages.
Donut shops are similarly housed units where donuts, coffee, and baked goods are featured
prominently on the menu.

The report excludes other types of outlets that sell coffee, such as restaurants, bagel shops,
smoothie shops, truck stops, convenience stores, gas stations, and diners (although some of
these outlets are considered throughout the report as part of addressing the competitive
landscape).

BUY THIS
REPORT NOW

VISIT: store.mintel.com
CALL: EMEA: +44 (0)207 778 7151 |
Americas: +1 (312) 943 5250 | APAC: +61 (0)2 8284 8100
EMAIL: oxygen@mintel.com

oxygen.mintel.com © 2012 Mintel Group Ltd. All Rights Reserved. Confidential to Mintel.

Coffee Houses and Donut Shops - US - October 2012
Contents
SCOPE AND THEMES
What you need to know
Definition
Data sources
Mintel Menu Insights
Consumer survey data
Advertising creative
Abbreviations and terms
Abbreviations
Terms
EXECUTIVE SUMMARY
The market
Figure 1: U.S. sales and forecast of coffeehouses and donut shops, at current prices, 2007-17
Market drivers
Competitive context
Market opportunities
Menu analysis
Figure 2: Top 10 beverages menued at coffeehouses and donut shops, by incidence, Q2 2009-Q2
2012
Figure 3: Top 10 food items menued at coffeehouses and donut shops, by incidence, Q2 2009-Q2
2012
Consumer data
Figure 4: Time of visits, June 2012
Consumer attitudes
Figure 5: Consumer attitudes, June 2012
What we think
ISSUES IN THE MARKET
How can restaurants break free of breakfast-only sales?
Do restaurants have to be all things to all people?
How has the economy affected consumer behavior?
What can coffeehouses and donut shops do to beat competitors?
INSIGHTS AND OPPORTUNITIES
Figure 6: Food and drink purchases, June 2012
Baked goods and breakfast
BFY at Breakfast
Drinking diversity
Coffee, tea, or wine?

BUY THIS
REPORT NOW

VISIT: store.mintel.com
CALL: EMEA: +44 (0)207 778 7151 |
Americas: +1 (312) 943 5250 | APAC: +61 (0)2 8284 8100
EMAIL: oxygen@mintel.com

oxygen.mintel.com © 2012 Mintel Group Ltd. All Rights Reserved. Confidential to Mintel.

Coffee Houses and Donut Shops - US - October 2012
Contents
Technology
Payment methods
Mobile advertising
Other promotions
TREND APPLICATIONS
Trend: Objectify
Trend: Cool Vending
Trend: East Meets West
MARKET SIZE AND FORECAST
Key points
Market size insight
Sales and forecast of market
Figure 7: U.S. sales and forecast of coffeehouses and donut shops, at current prices, 2007-2017
Figure 8: U.S. sales and forecast of coffeehouses and donut shops, at inflation-adjusted prices, 20072017
Fan chart forecast
Figure 9: U.S. sales and forecast of coffeehouses and donut shops, at current prices, 2007-17
MARKET DRIVERS
Key points
Disposable personal income is showing signs of improvement
Figure 10: Real disposable personal income, January 2007-July 2012
Unemployment and underemployment rates remain high but are declining
Figure 11: Unemployment and underemployment rates, January 2007-August 2012
Consumer sentiment increases after seven months of decline
Figure 12: Consumer sentiment, January 2007-August 2012
Cost and inflation of food items
Government legislation
Health concerns continue
Liquor law issues
COMPETITIVE CONTEXT
Coffeehouses versus donut shops
Home brewing and grocery stores
Convenience stores
QSRs and bakery cafés
Teas and juices
FEATURED COMPANIES

BUY THIS
REPORT NOW

VISIT: store.mintel.com
CALL: EMEA: +44 (0)207 778 7151 |
Americas: +1 (312) 943 5250 | APAC: +61 (0)2 8284 8100
EMAIL: oxygen@mintel.com

oxygen.mintel.com © 2012 Mintel Group Ltd. All Rights Reserved. Confidential to Mintel.

Coffee Houses and Donut Shops - US - October 2012
Contents
Caribou Coffee
Honey Dew Donuts
Lavazza
Seattle’s Best Coffee
MARKETING STRATEGIES
Overview of the brand landscape
Television advertisements
Caribou
Figure 13: Caribou Coffee, “Java Love,” TV AD, 2012
Dunkin’ Brands
Figure 14: Dunkin’ Donuts, “Your Drink Your Way,” TV AD, 2012
Honey Dew Donuts
Figure 15: Honey Dew Donuts, “Step Outside,” TV AD, 2012
Krispy Kreme
Figure 16: Krispy Kreme, “Love,” TV AD, 2012
Starbucks
Figure 17: Starbucks, “Get a Boost,” TV AD, 2012
Tim Hortons
Figure 18: Tim Hortons, “Perfect Indulge,” TV AD, 2012
Social media
Facebook
Instagram
Twitter
Mobile marketing
Figure 19: Starbucks, Mobile AD, July 2012
Loyalty marketing
Experiential marketing
Figure 20: Krispy Kreme, Experiential Marketing, 2012
In-store marketing
MENU ANALYSIS—DRINK OFFERINGS
Key points
Drink offerings overview
Figure 21: Top 10 beverage types menued at coffeehouses and donut shops, by incidence, Q2 2009Q2 2012
Figure 22: Top 10 beverage types menued at coffeehouses and donut shops, by price, Q2 2009-Q2
2012*
Coffee beverages

BUY THIS
REPORT NOW

VISIT: store.mintel.com
CALL: EMEA: +44 (0)207 778 7151 |
Americas: +1 (312) 943 5250 | APAC: +61 (0)2 8284 8100
EMAIL: oxygen@mintel.com

oxygen.mintel.com © 2012 Mintel Group Ltd. All Rights Reserved. Confidential to Mintel.

Coffee Houses and Donut Shops - US - October 2012
Contents
Figure 23: Top 10 coffee types menued at coffeehouses and donut shops, by incidence, Q2 2009-Q2
2012
Tea beverages
Figure 24: Top 10 tea types menued at coffeehouses and donut shops, by incidence, Q2 2009-Q2
2012
MENU ANALYSIS—FOOD OFFERINGS
Key points
Food offerings overview
Figure 25: Top 10 food items menued at coffeehouses and donut shops, by incidence, Q2 2009-Q2
2012
Figure 26: Top 10 food items menued at coffeehouses and donut shops, by price, Q2 2009-Q2 2012
Breakfast sandwiches
Figure 27: Top 10 ingredients in breakfast sandwiches at coffeehouses and donut shops, by price, Q2
2009-Q2 2012
Donuts
Figure 28: Top 10 flavors of donuts on coffeehouse and donut shop menus, by incidence, Q2 2009-Q2
2012
RESTAURANT USAGE AND FREQUENCY
Key points
Starbucks leads in usage for drinks; McCafé leads in usage for food
Figure 29: Restaurant usage and frequency, June 2012
Men visit donut shops more; women visit Starbucks and McCafé
Older consumers less likely to visit; 25-34s use small chains the most
Figure 30: Restaurant usage and frequency, by gender, June 2012
Figure 31: Restaurant usage and frequency, by age, June 2012
TIME OF VISITS
Key points
Men visit early morning; women visit midmorning and afternoon
Figure 32: Time of visits, by gender, June 2012
Middle-aged consumers most likely to visit early morning
Figure 33: Time of visits, by age, June 2012
Middle class visit in early morning; affluent visit in midmorning
Figure 34: Time of visits, by household income, June 2012
CHANGES IN BEHAVIOR
Key points
Respondents purchasing less at restaurants; consuming at home
Figure 35: Changes in behavior, June 2012

BUY THIS
REPORT NOW

VISIT: store.mintel.com
CALL: EMEA: +44 (0)207 778 7151 |
Americas: +1 (312) 943 5250 | APAC: +61 (0)2 8284 8100
EMAIL: oxygen@mintel.com

oxygen.mintel.com © 2012 Mintel Group Ltd. All Rights Reserved. Confidential to Mintel.

Coffee Houses and Donut Shops - US - October 2012
Contents
Women are still conserving; men are increasing engagement
Figure 36: Changes in behavior, by gender, June 2012
Young consumers are visiting restaurants more and purchasing more
Figure 37: Changes in behavior, by age, June 2012
ACTIVITIES AT RESTAURANTS
Key points
Consumers use restaurants for bathroom and as a social meet-up place
Men use the dining room more than women for nearly all activities
Figure 38: Activities at restaurants, by gender, June 2012
Young consumers use restaurants as a place to work and play
Figure 39: Activities at restaurants, by age, June 2012
Lifestages dictate income and usage of coffeehouses and donut shops
Figure 40: Activities at restaurants, by household income, June 2012
DRINK PURCHASES
Key points
Men order coffee “black”; women order specialty beverages
Figure 41: Drink purchases, by gender, June 2012
Older consumers order “black” coffee; younger consumers like variety
Figure 42: Drink purchases, by age, June 2012
FOOD PURCHASES
Key points
Men most likely to order donuts; women likely to order baked goods
Figure 43: Food purchases, by gender, June 2012
Consumers at different lifestages order different food items
Figure 44: Food purchases, by age, June 2012
Donuts are the top buy for nearly all household income levels; the most affluent buy upscale items
Figure 45: Food purchases, by household income, June 2012
RESTAURANT SELECTION CRITERIA
Key points
Women seek customized options while men purchase combos and work
Figure 46: Restaurant selection criteria, by gender, June 2012
Younger consumers demand more from coffeehouses and donut shops
Figure 47: Restaurant selection criteria, by age, June 2012
Lower-income consumers interested in premade items, combos, variety
Figure 48: Restaurant selection criteria, by household income, June 2012
CONSUMER ATTITUDES

BUY THIS
REPORT NOW

VISIT: store.mintel.com
CALL: EMEA: +44 (0)207 778 7151 |
Americas: +1 (312) 943 5250 | APAC: +61 (0)2 8284 8100
EMAIL: oxygen@mintel.com

oxygen.mintel.com © 2012 Mintel Group Ltd. All Rights Reserved. Confidential to Mintel.

Coffee Houses and Donut Shops - US - October 2012
Contents
Key points
Women want coupons and rewards programs
Figure 49: Consumer attitudes, by gender, June 2012
Older consumers want variety; younger look for community support
Figure 50: Consumer attitudes, by age, June 2012
Affluent consumers most likely to believe items are overpriced
Figure 51: Consumer attitudes, by household income, June 2012
USAGE GROUPS
Restaurant usage
Time of visits
Figure 52: Time of visits, by usage group, June 2012
Changes in behavior
Figure 53: Changes in behavior, by usage group, June 2012
Activities at restaurants
Figure 54: Activities at restaurants, by usage group, June 2012
Drink purchases
Figure 55: Drink purchases, by usage group, June 2012
Food purchases
Figure 56: Food purchases, by usage group, June 2012
Restaurant selection criteria
Figure 57: Restaurant selection criteria, by usage group, June 2012
APPENDIX—OTHER USEFUL TABLES
Figure 58: Restaurant usage and frequency, by household income, June 2012
Figure 59: Changes in behavior, by household income, June 2012
Figure 60: Drink purchases, by household income, June 2012
Figure 61: Restaurant usage and frequency, by usage group, June 2012
Figure 62: Consumer attitudes, by usage group, June 2012
APPENDIX—TRADE ASSOCIATIONS

BUY THIS
REPORT NOW

VISIT: store.mintel.com
CALL: EMEA: +44 (0)207 778 7151 |
Americas: +1 (312) 943 5250 | APAC: +61 (0)2 8284 8100
EMAIL: oxygen@mintel.com

oxygen.mintel.com © 2012 Mintel Group Ltd. All Rights Reserved. Confidential to Mintel.

