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EXECUTIVE SUMMARY

Regular hot coffee is now the most widely consumed beverage, either at home or away 

from home, surpassing even carbonated regular soft drinks and plain bottled still 

water. This means that understanding the coffee occasion and consumer trends around 

the brewed beverage is more crucial than ever. In this report, you’ll learn:

• Coffee consumption behaviors and preferences by demographic, as well 

as how they have changed over time

• Trends in coffee that operators shouldn’t ignore

• Coffee program best practices to lure today’s consumers
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Almost four in five consumers (79%) drink coffee once 

a month or more. At least two-thirds of all demographic 

groups consume coffee at least occasionally, which means 

that understanding coffee behaviors, preferences and trends is 

essential for all operators, no matter which demographic group 

they’re most trying to draw. However, there are a number of 

sectors of the population with higher skews than others. So 

who are the chief coffee consumers?

• Millennials (84%) and Gen Xers (80%)

• Westerners (84%) and Northeasterners (80%)

• $50K-$100K income (86%)

Coffee Behaviors

Consumption vs. 
Purchases

Regular hot coffee may be 
the most widely consumed 

beverage, but people 
purchase it less often than 

cold, iced or specialty 
varieties. One reason for this 
is that specialty beverages 

are more difficult to replicate 
at home. 

Change in Consumption 
Compared to Two Years Ago

It’s clear that the majority of consumers are maintaining 

their coffee consumption habits over recent years. 

Consumption of regular hot coffee is the most stable, with 

55% of consumers saying they are purchasing the beverage 

at restaurants or other food establishments the same amount 

as they were two years ago. Slightly more consumers are 

purchasing regular hot coffee more often (27%) than less often 

(17%). However, significantly more consumers are likely to 

purchase hot specialty coffee drinks (37%) and cold, iced or 

blended coffee beverages (39%) more often than they were two 

years ago. Thus, operators need to turn their focus more toward 

specialty and iced drinks going forward, while maintaining 

strong regular hot coffee platforms.

Q: Of all the beverages you consume (both at home and away from home), are you 
purchasing any of these at restaurants or foodservice establishments more often, the 
same or less often today than you were two years ago?

Base: 895 consumers

Note: Percentages may not add up to 100% due to rounding

59% 
of consumers drank 
regular hot coffee in 
the past month, making 
it the most widely 
consumed beverage.

More often The same Less often

Regular hot coffee 
(caffeinated or decaf)

17%

27%

55%

Hot specialty coffee drink

19%

37%

44%

Cold/iced or blended coffee

19%

39%

42%



Q: When you purchase coffee away from home on a ______, which of the following do 
you order occasionally? Select all that apply.

Base: 517 consumers (weekday) and 508 consumers (weekend)

Coffee Variety Preferences

Weekday Weekend

Regular iced/hot
coffee

44%

52%

Hot cappuccino
25%

21%

Mocha
22%

20%

Iced blended 
coffee

20%

16%

Hot latte
19%

20%

Iced cappuccino
17%

12%

Iced latte
15%

14%

Macchiatto
14%

16%

Pour-over coffee
14%

17%

Espresso shot
11%

12%

Hot americano
11%

13%

3

COFFEE TREND REPORT

Some 88% of consumers say that consistent taste and flavor 

is important for the coffee they purchase from a restaurant 

or other foodservice location, but aroma is a close second 

(81%) when it comes to most important attributes. Here are 

some more specific preferences regarding caffeine, beverage 

type and roast.

CAFFEINE:
The majority of consumers (60%) drink coffee for the caffeine fix. 

Millennials are the most likely to agree (68%), followed by Gen 

Zers (67%). However, Millennials and Gen Zers are also the most 

likely to say they prefer decaffeinated coffee over caffeinated 

(35% and 28%, respectively, compared to 23% overall), proving 

that both options are critical offerings in foodservice.

TYPE:
Broken down by general coffee type, we can see further 

inclinations. For example, men are more likely than women 

to order drip coffee, whereas women are more likely to 

order specialty coffee. Baby Boomers favor drip coffee, while 

Millennials prefer specialty coffee. Looking at the breakdown 

by more specific coffee types, here are some learnings:

• Regular hot or iced coffee is the most preferred  

coffee beverage. 

• Younger consumers drive interest in iced coffee  

beverages, including iced blended coffee, iced  

cappuccino and iced lattes. 

• With the exception of regular coffee, preferences 

tend to be similar for weekday versus weekend 

occasions across coffee options, indicating that 

consumers stick to their favorites, regardless of 

occasion or the amount of free time they have.

Coffee Preferences



Roast Preferences  
(1 = Lightest/Mildest, 10 = Darkest/Strongest)
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ROAST:
Overall roast preferences lean medium to dark. Some 59% of 

consumers prefer their roast to be a 7 or higher on the roast 

scale, with 1 being the lightest and mildest and 10 being the 

darkest and strongest. However, demographic differences 

are vast:

• Women skew lower on the scale compared to men. 

Some 46% of women prefer their roasts to be a 4, 

5 or 6, while just 23% of men say the same.

• Asian consumers like their coffee strong—75% 

prefer their coffee roast to be a 7 or higher.

• Within the U.S., Westerners prefer their coffee 

the strongest (67% prefer a 7 or higher), and 

Midwesterners are the least likely to prefer dark 

coffee (50%).

Coffee competition is fierce. Some 44% of commercial 

operators menu coffee, with heavy skews for fine-dining 

(86%) and family-style operations (85%), and 63% of 

noncommercial operators menu coffee, including 97% of 

convenience stores and 87% of lodging facilities. This gives 

consumers an extensive range of options from where to 

source their coffee. So how do you make your coffee program 

stand out? Here are some best practices to consider.

Coffee Program 
Best Practices

Q: On a scale of 1-10 where 1 = lightest/mildest roast and 10 = darkest roast, how would 
you rate your preference for roast of coffee?

Base: 788 consumers who drink coffee at least occasionally

101

12%

8%

19%

20%12%

16%

6%

3%

2%

2%
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Coffee Trends Consumers 
Want to See More Of

Cold-brew coffee

Coffee paired with 
non-dairy milks

Coffee paired with 
liquid sweeteners

Ready-to-drink 
bottled coffees

Coffee shakes

Uniquely flavored 
coffees*

Protein-enhanced 
coffees

Functional coffees/
wellness lattes

Coffee slushies

Affogatos

Nitro coffee

46%

40%

38%

38%

38%

28%

25%

25%

24%

21%

14%
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Q: Which of the following coffee trends would you like to see restaurants or other 
foodservice establishments offer? Select all that apply.

Base: 788 consumers who drink coffee at least occasionally
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*“Uniquely” was not defined for respondents in the survey

How important is 
coffee country of 
origin?
In today’s coffee shop culture, guests are constantly 

inundated with claims about various countries’ coffee beans 

being the best. Top coffee cafe chains spotlight roasts from 

the Asia Pacific to South America and beyond. Yes, the 

country of origin is incredibly important to consumers. In 

fact, 54% say that knowing the coffee country of origin 

is somewhat or very important, and 46% pay greater 

attention to the origin of the coffee they’re drinking now 

than in prior years.

More than half of consumers (56%) expect a diverse 

selection of coffee drinks when visiting a restaurant 

or other foodservice establishment, including 

noncommercial facilities. Premium and specialty 

coffee beverages have been on the rise for years, driven 

especially by younger consumers who grew up drinking 

fancy frappes and lattes. Make your beverage program 

stand out by offering a range of coffee trends.

Coffee Trends You 
Shouldn’t Ignore
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The coffee shop effect has heightened consumer 

expectations around coffee to a degree, but at the same 

time, people are really pleased to just get their caffeine fix  

in a way that’s convenient and affordable.

The majority of younger consumers visit coffee shops solely 

for the atmosphere as opposed to the beverage quality.  

In fact, 53% of Gen Zers and 54% of Millennials say they 

frequent coffee chains more for the coffee shop atmosphere 

than for the taste/quality of the coffee. This means 

noncommercial facilities need to up the ante on and more 

heavily promote the quality taste of their coffee, and create 

a better experience when it comes to coffee. Here are some 

ways to attack these goals:

• Add customizable flavor suggestions with syrups, 

creamers and sweeteners to make for more 

premium or specialty coffee beverages.

• Provide details around coffee preparation processes, 

flavors and aromas, origin stories and more through 

signage and more formal education sessions.

When we asked consumers about specific branded products 

that they would like to see more of at restaurants or other 

foodservice locations, the specific brand of coffee proved 

to be most important, while branded sweetener types 

trailed slightly behind. What this means for operators is 

that providing branded coffees is not enough—making sure 

branded add-ins are available is also crucial.

Competing With 
Coffee Shop Culture

Recognizable brands are incredibly important to consumers. 

In fact, 69% of consumers overall say recognizable and trusted 

brand name coffees are important for restaurants and other 

foodservice establishments to offer. And brands are significant 

for all generations across the board.

The Brand Stamp 
of Approval

“Recognizable and trusted brand name 
coffees are important for restaurants and 
other foodservice establishments to offer.”  
(Top Two Box = Agree Completely and Agree)

Q: For each statement below regarding coffee, please indicate how much you agree or 
disagree on a scale from 1–5, where 1 = disagree completely and 5 = agree completely.

Base: 788 consumers who drink coffee at least occasionally

Gen Z

Millennials

Gen X

Baby Boomers

Matures

67%

75%

69%

63%

71%

• Surprise guests with heightened coffee 

experiences, either via coffee delivery to hotel or 

hospital in-patient rooms, coffee food trucks on 

college campuses or amped-up coffee-designated 

areas in office buildings and convenience stores.

MORE
THAN HALF 
of younger consumers 
say they frequent 
coffee chains more 
for the coffee shop 
atmosphere than for 
the taste/quality of 
the coffee.



7

COFFEE TREND REPORT

01 Coffee Consumption is High and Growing

More consumers drink coffee on a regular basis than any other beverage type. And most are 

drinking regular hot coffee, hot specialty coffee and iced or blended coffee the same amount as 

or more often than they were two years ago. This means that understanding coffee consumption 

preferences is vital regardless of your core demographic.

03 Promote Transparency

Consumers are placing increased importance on where the food and drink that they are 

consuming comes from. This growing preference also extends to coffee. Calling out the country 

of origin of the coffee beans you’re using will connect consumers more with your products and 

give them more of an insight into your brand.

05 Say Cheers to Brands

Quality taste and flavor is the most important element consumers look to when selecting coffee. 

And to most consumers, recognizable coffee brands (as well as branded sweeteners and other 

add-ins) provide that trustworthy and consistent taste and flavor they crave. Promoting the 

branded products you’re using in your operations will further entice consumers to purchase 

your products over a competitor’s.

Coffee Competition is Considerable

Coffee can be purchased at a variety of foodservice establishments across the industry, making 

the decision of where to purchase coffee overwhelming at times. The commercial coffee 

business, especially, is challenging noncommercial operators to step up their game to attract 

more traffic to hospitals, colleges, hotels and such. Understanding behavior dynamics and 

preferences will help operators compete in this crowded market.
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Key Takeaways

02 Preferences Vary

Caffeinated versus decaffeinated, light roast versus dark roast, regular hot or iced versus 

specialty or premium coffees—the preferences are vast and vary by demographic. It’s true that 

most consumers prefer regular hot, medium- to dark-roast coffee with caffeine. However, 

more than half of consumers also expect an array of options when purchasing coffee at any 

foodservice establishment, so prepare to offer an assortment.



8

Good memories in the making.™

©/TM/® The J.M. Smucker Company

COFFEE TREND REPORT

Coffee is now the most widely consumed beverage away from home.  

High-quality coffee brands, recognizable sweeteners and a robust coffee 

bar experience is more crucial to success than ever. Providing branded 

coffees, sweeteners and more from Smucker Away From Home is an ideal 

way to boost perceptions of your beverage program. For more information, 

contact a Smucker Away From Home representative or visit

www.SmuckerAwayFromHome.com/contact
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