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“The healthfulness of tea has been heavily pushed through
media and marketing. However, consumers’ focus may be

switching away from health, which they have most likely
come to expect from the category, and are now looking for

flavor and product innovation to keep them interested."
– Elizabeth Sisel, Beverage Analyst

This report looks at the following areas:

• Is tea losing its health appeal?
• Do consumers prefer other beverages to tea and RTD tea?
• Is tea considered an everyday beverage?

Consumers’ attention to healthful beverages and product innovation within the US tea market has
helped the category receive consistent sales growth. Sales of refrigerated RTDs and bagged/loose leaf/
single-cup tea are driving category growth. However, the stagnant bottled and canned RTD segment
remains the largest segment in the category, while the instant tea segment continues to struggle and
decline in sales. According to Information Resources Inc. Builders Panel data, household penetration
and volume per buyer had no significant change this year compared to last, indicating sales growth at
current prices are partly fueled by price increases.

Interest in more flavors and varieties of tea create opportunity for manufacturers to continue to adapt
it to US consumers’ palates, and expand and strengthen their audience outreach. Tea is currently
considered less of a staple beverage compared to milks, juice drinks, bottled waters, and even
carbonated soft drinks; presenting it as a healthy but versatile drink choice will help increase and
expand occasion consumption.

This report builds on the analysis presented in Mintel’s Tea and RTD Tea – US, July 2013 and the same
report title from July 2012, July 2011, May 2012, May 2009, May 2007, and May 2005, as well as
Mintel’s Non-alcoholic Beverage Drinking Occasions – US, January 2014 , Non-alcoholic Beverages: The
Market – US, April 2011 , and Non-alcoholic Beverages: The Consumer – US, May 2011 .
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Manufacturer sales of segment
Figure 37: MULO sales bagged and loose leaf tea at retail, by leading companies, rolling 52-weeks 2013 and 2014
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Volume buying and household penetration decline in the shrinking segment
Figure 41: Key purchase measures for instant tea brands, by household penetration, 52-weeks ending April 21, 2013 (year ago) and
April 20, 2014 (current)
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Hispanics, Blacks prefer flavored and green teas; Whites, “other” races interested in unblended and black teas
Figure 57: Attributes of bagged, loose leaf, single-cup tea at retail, by race and Hispanic origin, May 2014
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Men aged 18-34 most likely to drink tea with a snack
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Millennials most likely to drink tea on its own as a snack
Figure 64: Occasions for tea consumption – As a snack on its own, by gender and age, May 2014

Bagged, loose leaf tea best for socializing
Figure 65: Occasions for tea consumption – When socializing with friends, family, or acquaintances, by gender and age, May 2014
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Figure 66: Locations for tea consumption, May 2014
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RTD teas most popular for on-the-go drinking
Figure 68: Locations for tea consumption – While out of home (eg, running errands, shopping, driving), by gender and age, May 2014

Preferences for Bagged, Loose Leaf, Single-cup Tea
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Millennials most likely to drink tea at work or school
Figure 69: Locations for tea consumption – At work/school, by gender and age, May 2014
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Respondents take notice of the healthfulness of tea
Figure 70: Attitudes toward tea, by gender and age, May 2014

Key points

Young adult consumers most interested in tea innovation
Figure 71: Agreement with attitudes and behaviors toward tea, by gender and age, May 2014

Respondents with children in the household are significantly more likely to be interested in new varieties and flavors
Figure 72: Agreement with attitudes and behaviors toward tea, by presence of children, May 2014

Multicultural consumers most interested in flavor, variety expansion
Figure 73: Agreement with attitudes and behaviors toward tea, by race and Hispanic origin, May 2014
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Locations for tea consumption by race and Hispanic origin
Figure 74: Locations for tea consumption – At home, by race and Hispanic origin, May 2014
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May 2014
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Figure 79: Time of day for tea consumption – Evening, by race and Hispanic origin, May 2014

Meal occasions for tea consumption by race and Hispanic origin
Figure 80: Occasions for tea consumption – With breakfast, by race and Hispanic origin, May 2014
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Figure 82: Occasions for tea consumption – With dinner, by race and Hispanic origin, May 2014
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Drinking habits for tea
Figure 86: Drinking habits for tea, May 2014

Figure 87: Drinking habits for tea – Any consumption, by generations, May 2014

Preferences of ready-to-drink teas at retail
Figure 88: Attributes of ready-to-drink tea at retail, May 2014

Figure 89: Attributes of ready-to-drink tea at retail, by drinking habits for tea – Drinking more, May 2014

Attitudes towards Tea

Behaviors and Attitudes towards Tea and Tea Innovation

Race and Hispanic Origin

Appendix – Other Useful Consumer Tables
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Figure 90: Attributes of ready-to-drink tea at retail, by drinking habits for tea – Drinking more, May 2014 (continued)

Preferences of bagged, loose leaf, single-cup tea at retail
Figure 91: Attributes of bagged, loose leaf, single-cup tea at retail, May 2014

Figure 92: Attributes of bagged, loose leaf, single-cup tea at retail, by drinking habits for tea – Drinking more, May 2014

Figure 93: Attributes of bagged, loose leaf, single-cup tea at retail, by generations, May 2014

Time of day for consuming tea
Figure 94: Time of day for tea consumption – Morning, by gender and age, May 2014

Figure 95: Time of day for tea consumption – Afternoon, by gender and age, May 2014

Figure 96: Time of day for tea consumption – Evening, by gender and age, May 2014

Attitudes toward tea
Figure 97: Attitudes toward tea, by race and Hispanic origin, May 2014

Behaviors and attitudes toward tea and tea innovation
Figure 98: Attitudes and behaviors toward tea, May 2014

Experian Market Services, consumption of RTD iced tea by brand
Figure 99: Adult personal consumption of ready-to-drink iced tea by brands, by age, January 2013-March 2014

Figure 100: Adult personal consumption of ready-to-drink iced tea by brands, by presence of children in household, January
2013-March 2014
Figure 101: Teen personal consumption of ready-to-drink iced tea by brands, by gender, November 2012-December 2013

Experian Market Services, consumption of RTD iced tea by brand
Figure 102: Adult personal consumption of ready-to-drink iced tea by brands, by age, January 2013-March 2014

Figure 103: Adult personal consumption of ready-to-drink iced tea by brands, by presence of children in household, January
2013-March 2014
Figure 104: Teen personal consumption of ready-to-drink iced tea by brands, by gender, November 2012-December 2013

Information Resources Inc. Consumer Network Metrics

Appendix – Information Resources Inc. Builders Panel Data Definitions

Appendix – Trade Associations
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