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companies within the food & drink industry in Ireland to better prepare for the future needs and

desires of their consumers.
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Consumers want moments of discovery and delight that enhance their day, sharing
exciting stories and spaces with others.

Consumers want to
than well today and tomorrow.

eat ,

Consumers want to use their time to be as productive and sociable as possible,
flowing from one thing to the next - and want to be helped, not hindered, by tech.

Consumers want to have a positive impact on society and the environment, and take
pride in a sustainable way of living.

Consumers want to express the views and values of themselves and their community,
and have their uniqueness and creativity respected and celebrated.
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Research Overview

1,001 Online Interviews in ROI

amongst adults aged 18+
(Nationally Representative)

Research Partner:

S Y Commissioned by: 1,005 Online Interviews in the UK
amongst adults aged 18+
(Nationally Representative)

All Fieldwork was conducted from
26 " April T 2 May 2019
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¥87% of adults “
in the UK

Coffee Is
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B GenZ and Millennials ' driving the
purchase of Hot Beverages To  -Go
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During the Weeké
Mid -Morning the most

popular time of the day to
purchase Hot Beverages

To-Go

Fuel Stations (41%) a
spopular choice for  Early

‘Morning purchases during
the week

At the Weekend ’

Lunch Time the most
popular time of the day
| to purchase Hot
_ Beverages To -Go
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To lead Fuller Lives is primarily driving Hot Beverages
To-Go purchasing in ROl (35%) and the UK (37%)
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bigger driver to purchase
amongst Millennials (24%) &
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In the,WK;  Gen Z much more likely to cite Responsible
Living (26%) as the main _driver to purchase of Hot |
Beverages To -Go
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89% of Irish adults el - 81% of adults in the
consume Cold ' ' UK consume Cold

Beverages To -g;o\ (o . Beverages To, -Go
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Lunch (12pm  -3pm) most
| popular time during the week
® and on weekends to purchas
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