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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:

• Coffee and tea are most often sourced at home
• A third of consumers are non-spenders
• Most consumers visit only a few coffee/tea locations

Restaurants face strong competition from CPG (consumer packaged goods) brands, yet the continued
innovation and convenience of restaurants keeps them one step ahead of retail.
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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

Data sources

Sales data: Mintel Market Sizes

Consumer survey data

Consumer qualitative research

Mintel Menu Insights

Abbreviations and terms

Abbreviations

Terms

Interpretation of results
Figure 74: Level of satisfaction with Starbucks, McDonald’s, and Dunkin’ Donuts—Key driver output, September 2016

Figure 75: Level of satisfaction with Starbucks—Key driver output, September 2016

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

Figure 78: Coffee/Tea Additions, October 2016

Figure 79: Total audience on social media by platform, Nov. 11, 2016

Figure 80: Total activity on social media by platform in the last 90 days, Nov. 11, 2016

Figure 81: Total social engagement on social media by platform in the last 90 days, Nov.11, 2016

Figure 82: Total number of coffee houses in the US, 2010-20

Figure 83: Share of coffee house units, multiples vs independents, 2014-15

Figure 84: Population by race and Hispanic origin, 2012-22

Reasons for Visiting Coffee/Tea Establishments

Appendix – Data Sources and Abbreviations

Appendix – Key Driver Analysis

Appendix – Coffee/Tea Tracker

Appendix – Social Media

Appendix – Market

Appendix – Consumer

Report Price: £3199.84 | $3995.00 | €3775.81

Coffee and Tea On Premise - US - December 2016

The above prices are correct at the time of publication, but are subject to
change due to currency fluctuations.

BUY THIS
REPORT NOW

VISIT: store.mintel.com
CALL: EMEA +44 (0) 20 7606 4533 Brazil 0800 095 9094
Americas +1 (312) 943 5250 China +86 (21) 6032 7300
APAC +61 (0) 2 8284 8100
EMAIL: reports@mintel.com

http://reports.mintel.com//display/store/748139/
mailto:reports@mintel.com


Figure 85: Median household income, by race and Hispanic origin of householder, 2015

Figure 86: Household income distribution, 2015
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