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Green, herbal or regular: what’s your cup of tea?

In the 12 months to March 2015, the proportion of Australians 14+ buying tea of any kind in an
average four-week period was 42%, only slightly lower than the 45% who buy coffee. Regular
tea is by far the most popular type, purchased by 35% of Aussies, well ahead of green tea (11%)
and herb/fruit tea (8%).
Young Australians aged under 25 are the least likely to buy tea of any kind. This tendency is
especially striking for regular tea, purchased by just 15% of Aussies under-25 and 54% of those
aged 65+ in any given four weeks, but is also evident for green and herbal/fruit varieties of tea.
Who buys which kind of tea?
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FOR IMMEDIATE RELEASE

Australia’s fixation with coffee has been well documented, not least by Roy Morgan Research.
But what of the country’s tea-drinkers? After all, almost as many Australians buy tea as
coffee in an average four weeks — but when it comes to hype, media attention and hipster
adulation, the leaf is generally overshadowed by the bean. In an effort to redress the
imbalance, we take a well-deserved tea break...
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Source: Roy Morgan Single Source (Australia), April 2014 – March 2015 (n=15,913).
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Tea: the healthy choice
Whether a person buys (and drinks) green, regular or herbal/fruit tea appears to be closely
linked to their attitudes towards their dietary health in general.
For example, compared to the average Aussie, people who buy green tea are:




51% more likely to agree that “I avoid dairy foods whenever possible”
57% more likely to agree that “The food I eat is all, or almost all, vegetarian”
49% more likely to agree that “I try to buy organic food whenever I can.”
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Herbal/fruit tea shoppers are also well above average for these statements, as well as being:




25% more likely than the average Aussie to agree that “I won’t buy genetically modified
food if I can help it”
21% more likely to agree that “I restrict how much I eat of fattening foods”
20% more likely to agree that “I prefer to eat healthy snacks”.

Green tea buyers exceed the national average for these attitude statements too.
With the exception of the statements about vegetarian and dairy foods, Australians who buy
regular tea also tend to be more likely than the average Australian to agree with these dietary
attitudes. However, the difference is less marked than for those who buy green and/or herbal
teas.
Angela Smith, Group Account Director, Roy Morgan Research, says:
“Dating back to ancient China, tea has long been associated with its health-giving
qualities. And our data shows that it apparently still is, revealing that people who
purchase green, herbal and/or regular tea tend to be more diet-conscious than the
average Australian. Age also appears to play a role in the decision to buy tea, with older
Aussies being more likely than younger generations to purchase it in an average four
weeks.
“Regular tea remains the best-selling type by far, but the proportion of the population
buying it in an average four weeks has declined slightly since 2010. Although it is still
relatively niche, herbal/fruit tea is being purchased by a higher proportion of consumers
than it was five years ago. The market for green tea has been stable since 2010.
“To succeed in this crowded market and stand out from the pack, tea brands need to
ensure they have an in-depth understanding of their consumers and tailor their
communications accordingly. Age and diet attitudes are just two of the factors that
influence a person’s shopping decisions.”

For comments or more information about Roy Morgan Research’s non-alcoholic
beverage data, please contact:
Vaishali Nagaratnam
Office: +61 (3) 9224 5309
Vaishali.Nagaratnam@roymorgan.com
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Related research findings
View our range of tea buyer profiles, including our Green Tea Buyers profile, our Herbal/Fruit Tea Buyers
profile and our Regular Tea Buyers profile.
Compiled with data from Roy Morgan’s Single Source survey (the largest of its kind in the world, with
50,000 respondents p.a), these ready-made profiles provide a broad understanding of the target
audience, in terms of demographics, attitudes, activities and media usage in Australia.
About Roy Morgan Research
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Roy Morgan Research is the largest independent Australian research company, with offices in each state
of Australia, as well as in Indonesia, the United States and the United Kingdom. A full service research
organisation specialising in omnibus and syndicated data, Roy Morgan Research has over 70 years’
experience in collecting objective, independent information on consumers.
Margin of Error
The margin of error to be allowed for in any estimate depends mainly on the number of interviews on
which it is based. Margin of error gives indications of the likely range within which estimates would be
95% likely to fall, expressed as the number of percentage points above or below the actual estimate.
Allowance for design effects (such as stratification and weighting) should be made as appropriate.
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