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Food Industry Foresight’s consumer research on the coffee and non-alcoholic beverages market has been running for 
several years. It covers consumption under three different circumstances – At Home, At Work and Away from Home & 
Work. This major study is both a quantitative and behavioural study.

The study provides both volume and value estimates of each major type of coffee and non-alcoholic beverage consumed in 
each of the three location types – At Home, At Work, and Away from Home & Work. There is also a wealth of behavioural 
and classificatory data on consumers.

Because this study has been conducted over a number of years, each of our subscribers has access to extremely valuable 
trend data on which to base marketing tactics and strategy.

Our latest study has revealed very significant changes – even over the latest 12 month period.

The coffee market has changed radically in terms of each 
of the following:

1. Where it is consumed
2. What is consumed
3. How much is consumed
4. Where it is obtained

Firstly, overall consumption in both volume and value 
terms has fallen by around 3% between 2014 and 2015. 
This hides considerable movements among places of 
consumption – largely a change in the more expensive 
options of where coffee is purchased and what is consumed. 
This is reflected in a very large fall in total spending by 
consumers.

The study also shows considerable movements in choice of 
coffee type.

You will be able to find vastly more detail in our three 
coffee reports.

The non-alcoholic beverages market has also experienced 
considerable changes between 2014 and 2015.

As an example, consumption of Tea has increased by 
6% while Carbonated Drinks have fallen much more 
substantially. Again, this overall finding hides big changes 
in where these drinks are obtained – also in favour of lower 
cost to the consumer.

Other types of non-alcoholic beverages are also impacted 
by significant changes in consumer behaviour.

Again, there is much more important detail in our three 
beverage reports.
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