MINTEL

Coffee Shops & Sandwich Shops - Ireland - July 2015

e The above prices are correct at the time of publication, but are subject to
Report Price: £1095.00 | $1773.30 | €1390.99 change due to currency fluctuations.

“A generation of café goers are now at ease using coffee
shops to catch up with friends over some lunch or as a
place to relax with a cup of coffee. Indeed, as the growing
craze for coffee continues to develop the Irish café culture,
we could witness more consumers opting for a coffee in a
coffee shop as opposed to a pint at the pub.”

— Emma McGeown, Research Analyst
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