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Online data collection

Interviewing January 11 – January 26, 2016

2,782 respondents

Aged 18+

Distribution of region, age, gender, ethnicity 

match census

Survey offered in both English and Spanish



Additional Data Sources

SCORES™
tests every new menu item and LTO from major chains
with consumers across six key measures:

Purchase Intent (PI) would you order this item?

Branded PI would you order it at this place?

Uniqueness is it new and different?

Frequency how often would you have it?

Draw would you go there just for this?

Value is it a good value at that price?

THE DATABASE

SCORES™ covers 5,000 new real-world menu 
items and LTOs each year, spanning 2.5 million 
individual ratings.  



Additional Data Sources
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WHAT ARE WE

DRINKING? 



38%

PERCENT DRINKING YESTERDAY

46%57%

Percent of population 18+

Coffee Tap Water Soda



DRINKING YESTERDAY CONT’D
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38

44

46

54

57

Sports drinks/energy

drinks/energy shots

Juice

Alcohol

Milk

Soda

Tea

Tap water

Bottled water

All Coffee

Percent of population 18+



DRINKING YESTERDAY CONT’D

44
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13

11

5

6

2

2

2

1

1

1

1

All tea (net)

Regular Tea (cold)

Regular Tea (hot)

Green tea (hot)

Green tea (cold/iced)

Herbal tea (e.g. mint, chamomile)

Hot chai tea latte

Chai

Iced tea latte (not chai)

Hot tea latte (not chai)

Iced chai tea latte

Bubble tea

Matcha tea

Percent of population 18+
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PERCENT DRINKING COFFEE YESTERDAY 



A GLOBAL PERSPECTIVE
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PERCENT DRINKING COFFEE PAST-WEEK
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Flat white

Iced coffee infused with Nitrogen

Macchiato

Cold brew coffee

Caffè Americano

Café Mocha

Frozen Blended Coffee

Espresso

Latte

Cappuccino

Traditional Coffee - Gourmet

Percent of population 18+

TYPES OF GOURMET COFFEE BEVERAGES DRUNK PAST 

WEEK
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Q: Please rate your familiarity with each of the following SPECIALTY COFFEE beverages.n=1719

Can Define It

Know It 

(but not able 

to define it)

Heard of It

(but not sure 

what it is)

Not At All 

Familiar

Cappuccino 42% 44% 12% 2%

Latte 38% 43% 16% 3%

Shot of espresso 37% 35% 21% 7%

Café Mocha 33% 43% 19% 5%

Café Americano 21% 28% 27% 24%

Macchiato 20% 35% 30% 15%

Café Au Lait 20% 24% 27% 28%

FAMILIARITY WITH SPECIALTY COFFEE

Although most consumers have heard of different specialty coffee drinks, only 

a minority truly know what they are. This indicates a significant gap in knowledge and a 

potential need for greater specialty coffee education.
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GetGo’s Breakfast Blend, may have suffered from 
the lack of specificity. 
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Wawa’s Signature Blend Coffee scores well 
among away from home consumers.  Call outs 
include “toasty aroma” and “100% Arabica 
Beans.”
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Beverages like Eat’n Park’s Caramel Macchiato 
generate far more interested among consumers.  



DRINKING YESTERDAY

92%

Hot Coffee
9%

Cold / Frozen

Percent of past-day coffee drinkers 18+



3.0 cups

Among past-day coffee drinkers 18+

CUPS PER DAY 
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WHO IS DRINKING? 



50

63 65
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41
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51

62 63 65

45

57
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48

60
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18-24 25-39 40-59 60+

2012
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2016

Significantly higher / lower vs. previous year

Percent of population 18+

PAST-DAY PENETRATION OF COFFEE BY AGE



The age profile is different when 

we look within coffee type.
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HOW COFFEE IS PREPARED AND

CONSUMED



44

19
9 12

22

Whiten &
Sweeten

Whiten ONLY Sweeten ONLY Other Nothing

ADDITIVES
Percent of past-day coffee drinkers 18+
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Age

WHITENING
Percent of past-day coffee drinkers 18+
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WHERE AND WHEN COFFEE IS

CONSUMED



79% 

Drinking

In-Home

40% 

Drinking

Out-of-Home

PLACE OF CONSUMPTION

Percent of past day coffee drinkers 18+



PLACE OF CONSUMPTION

Percent of past day coffee drinkers 18+

Home Out-of-

Home (NET)

Work Eating Place Traveling / 

Commuting

Significantly higher / lower vs. previous year
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Q: From which of the following places did you get your BREWED COFFEE away from home?n=6320

SHARE OF BREWED COFFEE AWAY FROM HOME

Coffee shops, donut shops, QSR’s, and c-stores 

are leading AFH coffee venues, collectively 
establishing the limited service channel as the 
most common source for AFH coffee.

Commercial: LSR 58%

Coffee shop 19%

Donut shop 12%

C-store 10%

QSR 10%

Bakery Café 2%

Supermarket deli 2%

Food truck / stand 1%

Dessert shop 1%

Fast casual 1%

Commercial: FSR 7%

Midscale dining restaurant 4%

Casual dining restaurant 2%

Fine dining restaurant 1%

Upper casual restaurant 1%

Buffet 0%

On-Site 16%

Work 10%

Cafeteria 3%

Lodging 1%

Casino 1%

Hospital 0%

Recreation venue 0%

Long-term care facility 0%

Full-service restaurants contribute much less 
volume.  Within FSR’s, the midscale segment is 
most prominent – owing largely to its inclusion of 
breakfast offerings.

Workplace occasions drive the majority of On-
Site coffee, far ahead of cafeterias, lodging, 
healthcare, and other segments.



39
Q: From which of the following places did you get your SPECIALTY COFFEE away from home?n=3497

SHARE OF SPECIALTY COFFEE AWAY FROM HOME

Coffee shops are clearly the most common AFH 
source for specialty coffee. Donut shops also 
contribute sizeable volume.

Commercial: LSR 84%

Coffee shop 47%

Donut shop 12%

Fast food restaurant 6%

C-store 6%

Bakery Café 4%

Dessert / shop 3%

Food truck / stand 3%

Fast casual 2%

Supermarket deli 1%

Commercial: FSR 6%

Midscale dining restaurant 2%

Casual dining restaurant 1%

Buffet 1%

Upper casual restaurant 1%

Fine dining restaurant 1%

On-Site 6%

Cafeteria 3%

Work 1%

Lodging 1%

Casino 0%

Recreation venue 0%

Long-term care facility 0%

Hospital 0%

Comparatively little specialty coffee volume 
moves through full-service restaurants.  

Similarly, specialty coffee is also less common in 
On-Site venues. Whereas the workplace 
segment represents a major share of AFH 
brewed coffee volume, it currently has a much 
smaller impact on specialty coffee.



45

BREWING METHOD TRENDS



Percent of past day coffee drinkers 18+

50

28

12
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2

6

4

4

3

2

2

2

1

Drip coffee maker

Single-cup brewer

Espresso machine

Instant coffee - Can or jar

Instant coffee - Stick Pack

Purchased ready-to-drink in a bottle or can

Cold brewing (NET)*

Moka stove top (octagonal Italian style brewer)

French press/plunger

Percolator

Pour Over (e.g. Chemex)

Coffee Strainer

Coffee concentrate

BREWING METHOD YESTERDAY



29%

SINGLE-CUP BREWER OWNERSHIP

of US households claim to own 

a single-cup brewer as of 2016.

Percent of population 18+



SINGLE-CUP BREWER PURCHASE INTENT

of those who know single-cup brewers 

and do not currently own one say that 

they will definitely or probably buy 

one in the next 6 months.10% 

They are more likely to be:

Aged 18-39 Live in a major city Have kids in HH

Percent of those aware of single-cup brewers and do not own one aged 18+



MOST COMMON SC ASSOCIATIONS

A single-cup brewer is able to make a wide variety of coffee 

flavors or roasts

A single-cup brewer is a fast way to make 

coffee

No one has to compromise 

– we each have whatever coffee we want

A single-cup brewer is able to make a wide variety of 

beverages

% 

Agreement

77%

75%

72%

68%

Aware of single cup brewers aged 18+

Percent agree completely / somewhat



LEAST COMMON SC ASSOCIATIONS

With a single-cup brewer I would visit coffee shops less often

Single-cup brewers are reasonably priced

A single-cup brewer makes better tasting coffee than other 

brewing methods

A single-cup brewer is the only way I know 

how to make coffee

% 

Agreement

36%

35%

33%

18%

Aware of single cup brewers aged 18+

Percent agree completely / somewhat
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INFLUENCING BEHAVIOR



REASONS DRINKING COFFEE

78

74

66

60

60

59

58

56

54

43

43

29

27

27

25

When I need to wake up

When I need to warm up

When I need an energy boost

When I want a treat

When I need energy that lasts for some time

When I need a relaxing moment

When I need to focus

When I need a break during the day

When I need a moment to myself

When I want something to help pass the time

When I need something refreshing

When I’m thirsty

When I want an antioxidant boost

When I need to cool down

When I want a healthy drink

Coffee drinkers aged 18+

Percent very often / sometimes drink coffee for this reason



SITUATIONS DRINKING COFFEE

72

61

60

57

52

51

50

50

50

47

47

47

While getting ready for my day

When socializing with friends or family outside of my home

When socializing with friends or family inside my home

When working or studying on a computer

While commuting or going from place to place

When watching TV or reading or listening to music

Something to drink with dessert

When working or studying but not on a computer

When using technology but not for work (e.g. surfing the
internet or playing games)

When working or studying at a coffee shop

As an accompaniment to a snack

As an accompaniment to a meal

Coffee drinkers aged 18+

Percent very often / sometimes drink coffee in this situation




