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The downward trajectory within the overall tea market
continues. Overall volume sales dropped by 15% between
2010 and 2014, with an annual decline of 7% forecast for

2015. Despite a rise in average selling price, the value of
. the market has also been steadily slipping over the 2010-15
period, with an overall decline of 6% to £654 million.

This report looks at the following areas:

BUY THIS

= Encouraging people to use tea in more ways other than simply drinking it hot can help to REPORT NOW
boost usage frequency
Encouraging experimentation can help to inject more excitement into the tea market
Gifting can be more actively encouraged by tea operators VISIT:

store.mintel.com

This poor performance, however, masks very contrasting performances from the different segments
within the tea market. The downfall is almost completely attributable to diminishing sales of ordinary
teabags, which dominate the market. Meanwhile, fruit/herbal tea, speciality tea and green tea continue CALL
to enjoy strong growth. As such, these segments have become hotbeds of innovation activity. EMEA
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This report is part of a series of reports, produced to provide you with a
more holistic view of this market
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Clipper has ethical point of difference
Figure 22: User profile of Clipper, June 2015

PG Tips enjoys high usage due to its accessibility, value and reassuring nature
Figure 23: User profile of PG Tips, June 2015

Yorkshire Tea is considered masculine compared to other brands
Figure 24: User profile of Yorkshire Tea, June 2015

Tetley has similar overall image to PG Tips but struggles to engage 16-24s as much
Figure 25: User profile of Tetley, June 2015
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Most people drink standard tea daily
Figure 28: Frequency of usage of tea, by type, April 2015

One in three stick to one type of tea
Figure 29: Repertoire of types of tea used, April 2015

Tea usage varies by age and socio-economic status

Figure 30: Consumers who drink speciality tea, green tea, fruit/herbal tea and instant tea at least once a day, by gender, age and
socio-economic group, April 2015
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Tea is most likely to be drunk in the morning and afternoon
Figure 32: Times of day at which tea is typically drunk, April 2015
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Key points

Mood enhancement and health are key to the appeal of green and herbal teas
Figure 34: Attitudes towards fruit, herbal and green tea, April 2015

Smaller packs can encourage experimentation

Scope to build on diet connotations with green/fruit teas

Interest from 16-24s in creating their own cold tea-based drinks

The Consumer — Qualities Associated with Hot Drinks

Key points
Methodology

Standard tea is set apart by its traditional quality
Figure 35: Correspondence Analysis — tea, April 2015

Figure 36: Qualities associated with different hot drinks, April 2015
Figure 37: Further qualities associated with different hot drinks, April 2015

The health benefits of green tea are widely accepted
Higher-caffeine tea could heighten energy-boosting associations

The tea market is characterised with a lack of excitement

Appendix — Market Size and Forecast

Figure 38: Best and worst case forecasts for the total UK tea, by value, 2014-19

Figure 39: Best and worst case forecasts for the total UK tea, by value, 2014-19
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