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Global research has shown that the coffee industry, including coffee shops and 

franchises, has grown significantly over the last decade. Most research in this field has 

been conducted amongst American populations, typically focusing on health effects of 

coffee consumption. There is limited research exploring growing coffee consumption 

amongst UK populations, including nutritional knowledge and factors influencing rising 

consumption trends. 

/&0-1!*$()79: !

A cross sectional survey of UK female university students aged between 18 and 51 

years. Questionnaires were distributed to suitable participants using a snowball 

sampling method to collect quantitative data.  

/&0;1!<$:8#(: !

A total of 44 participants were recruited and completed the questionnaire. The largest 

portion of respondents were full time students (97.73%, n=43), with 70.45% aged 18-

24 years (n=31). 

The most popular drink choice was teas and flavoured teas (n=14, 31.82%, p=0.853), 

followed by hot chocolate (n=12, 27.27%) and latte (n=12, 27.27%). Factors 

commonly influencing beverage choice include taste (n=32, 72.73%), time of day 

(n=26, 59.09%), level of tiredness (n=26, 59.09%) and beverage cost (n=26, 59.09%).  

Overall, participant (n=44) accuracy for matching calorie and sugar content to the 

correct beverage was 44.33%, however participant’s accuracy was higher when 

matching sugar content (47.73%) compared to calorie content (40.91%). 
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The results suggest female UK university students have a better awareness of coffee 

based beverages sugar content compared to calorie content, however nutritional 

knowledge could be further improved. The results also suggest that environmental and 

personal factors influence beverage choice more so than nutritional factors. 
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The majority of existing research on coffee consumption is US based, focusing on 

health effects of coffee consumption amongst the general population. There is very 

limited UK data on coffee consumption, exploring if nutritional understanding 

influences consumers, which is an important consideration when exploring links 

between increasing coffee consumption and the rise in conditions such as obesity and 

type II diabetes (Santos and Lima 2016). 

Coffee Culture 

Between 1993 and 1997, the coffee shop industry expanded by 847% (Gander, 2016), 

with the British Coffee Association (2015) estimating 55 million cups of coffee are 

drunk in the UK each day. Coffee consumption in the UK has increased by 700% 

between 1995 to 2000 (Olsen 2013), with tea recognised as the British ‘National 

Beverage’ (Debry, 1994), forming the foundations of Britain’s ‘Café culture’ (Gander, 

2016). 

Coffee shops appear to have increasing versatility amongst student populations, with 

National Union of Students (NUS 2014) research reporting 65% of university students 

use campus coffee shops as alternative social meeting points and work spaces. 

Interestingly, Kruger et al. (2016) found individuals aged 18-39 were most likely to 

consume take away coffees. 

In research similar to Olsen (2013) and Shields et al. (2004), university students 

participating in NUS (2014) research highlighted convenience, location and price as 

main reasons for consumption, noting student’s preferred branded coffee over alcohol 

and social events. The study explores the idea that coffee consumption has now 

become ‘an experience, not just a product’, further supporting the idea of coffee culture 

becoming a key part of the British lifestyle. 
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Changing trends amongst university students 

With a 36% rise in university students since the 1960s (Lightfoot 2016), research 

carried out by Marketing Mindfield (2017) suggests with new found budgeting 

responsibilities and lump sum student loans, 18-24 year olds are recognised as the 

most profitable consumer group. These findings may suggest students are finding new 

methods of coping with the financial pressures of modern day higher education. 

In 2016, Witts surveyed 1000 UK students on their beverage consumption habits, 

finding 87% rate campus coffee shops more useful than campus bars (74%), 

supported by a fall in alcohol sales and an 11% rise in hot beverage sales.  

Along with the findings of Lightfoot (2016), Witts (2016) found that this change is linked 

to a rise in students being more cautious over personal finances. Similar findings by 

Aubrey (2013) show a 39% increase in 18-24 year olds swapping alcohol consumption 

for coffee, up from 25% in 2002. These findings suggest changes in student beverage 

consumption - further supported by Olsen (2013), who found American student’s 

coffee consumption has become more popular that the previous soda beverage 

favourite, with 40% of 18-24 year olds in America drinking coffee every day (Saad, 

2012). This shift can be linked to an increase in coffee franchises on university 

campuses, offering beverages ranging in size and speciality (Kruger et al. 2016). 

Gender and coffee consumption  

There is currently limited research exploring the reasons for coffee consumption 

amongst female students. Research suggests that there is greater nutritional 

awareness and understanding amongst females compared to males.  

A study conducted by Davy et al. (2006), using 105 males and 181 female students at 

a large Midwestern university, found more women reported trying low fat and low carb 

diets (p=0.0075 and p=0.0285 respectively), with knowledge originating from 
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magazines and family members. Davy et al (2006) also found that women are more 

likely to seek nutritional information for products and Ingrid et al. (2005) found women 

more likely to seek nutritional education due to weight dissatisfaction, which may be 

linked to the high prevalence of body dissatisfaction amongst females. With 44-66% 

of females reporting to have attempted dieting and weight loss during their teenage 

years (Findlay 2004), methods of dietary manipulation may be reflected in beverages 

choices.  

Research conducted by Demura et al. (2013) in Japan explores trends between 

genders and coffee consumption, using 567 males and 622 females aged between 17 

and 20.  While rates of coffee consumption were significantly higher in males (50.8%) 

than females (32.8%), the study found that females are more interested in the 

nutritional content of coffee than males.  

 

Olsen (2013) alternatively found that men and women are equally as likely to drink 

coffee, with consumption trends remaining consistent since 1999. This could be linked 

to introduction of new coffee beverages along with coffee cups now being significantly 

larger than before (Saad, 2012), potentially masking the increase in actual volume of 

coffee consumption. 

Influencing factors 

When exploring dietary trends, it is important to consider factors which influence 

personal preferences and choice. There is currently little research exploring if 

nutritional factors influence beverage choice for female students.  

Research at the University of California by Demura et al. (2013) found increased 

energy levels and productivity to be common factors influencing beverage choice, 
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suggesting young adults chose to consume coffee for its stimulating effect on their 

busy lives. 

A review of research findings by Soederberg, Miller and Cassady (2015) looked at 

how nutritional knowledge influenced food choices, suggesting most individuals 

possess a basic understanding of nutrition however food labels are the primary source 

of nutritional understanding for most. The study also found those with specific dietary 

goals are more likely to make health conscious decisions.  

A randomised control study of 147 males and 148 females by Roberto et al. (2010) 

studied the impact of nutritional knowledge on dietary choices. Results showed that 

where information was listed, individuals were 14% more likely to chose lower calorie 

options, and 50% of participants reported that labelling influenced their choices.  

Nutritional content of coffee 

There is a small number of studies investigating consumer reasons for consuming 

coffee, however there is very limited data linking the nutritional content to choice.  

 

With the increasing popularity of coffee based beverages, there is now a wider range 

available significantly higher in fat, sugar and calorie content than a standard coffee 

beverage, ranging from 5 to 500 calories per cup (Kruger et al 2016); 

Starbucks Nutritional Information – Large, semi-skimmed milk!(Starbucks 2017)!

 kCal Fat (g) Total Sugars (g) 

Black coffee 6 0.1 0 

Cappuccino 161 5.7 13.8 

Latte 248 9.2 22.2 

Chai Tea Latte 297 5.0 52.0 

Caramel Macchiato with vanilla syrup  329 9.3 42.1 

Frappuccino with whipped cream 385 14.8 53.1 

Mocha with whipped cream 495 18.2 50.1 
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An analysis of nutritional content of 131 hot drinks sold at high street cafes carried out 

by Perrett (2016) found 98% would be classified as ‘red’ in sugar content using the UK 

traffic light labelling system (Food Standards Agency 2018), with 35% containing the 

same or more sugar than a can of cola.  

With growing awareness of nutritional content amongst consumers and UK 

Government introducing a sugar tax, there is opportunity to explore effects of such 

changes on UK consumer habits and nutritional knowledge. 

Online survey of consumers by Kim and House (2012) suggests sugar content seems 

to play an important role in consumer perception of ‘healthiness’ of beverages. Results 

from the 1010 randomly recruited male participants aged 18 to 60 years, show 51% of 

participants were concerned with sugar content and 47% concerned with calorie 

content. The research suggests that consumer eating habits are directly linked to what 

nutrients they are most interested in, with consumers more likely to purchase products 

where front of label packaging is displayed.  

Contrasting research conducted by Aron et al. (1995), found displaying of nutritional 

information in a college cafeteria had no positive effect on consumption habits. 

 

Coffee culture in the UK has increased over recent years, with young adults being a 

particular peer group who consume most coffee based beverages. The aim of this 

study is to explore coffee consumption habits amongst female university students 

through a questionnaire designed to analyse coffee beverage choices, factors 

influencing choice and nutritional knowledge. 
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(3.1) Study design 

The proposed research consisted of a quantitative, cross sectional study of female 

university students aged 18 to 51 years, designed to assess coffee beverage 

consumption trends, factors influencing consumer choice and nutritional knowledge. 

Data was collected in the form of a questionnaire, available in both paper format and 

online format to improve response rate (Bowling 2005). The questionnaire was 

designed to be a quick and convenient method of capturing key data, with minimal 

burden or anxiety caused to participants. Cross-sectional surveys have previously 

been used to gather information on nutritional and dietary habits at a specific point in 

time (Sedgwick 2014). 

 

The self administered style questionnaire was chosen to minimise researcher 

influence on participant response seen in interview style data collection (Bowling 

2005). Observation groups were initially considered, however this method may have 

proven difficult given the time restraints, specific participant inclusion criteria and 

variety of personal data captured. A pilot questionnaire prior to data collection may 

also have minimised participant confusion and error when completing the final 

questionnaire (Denscombe 2014). 

 

Images of example beverages were included in the questionnaire for relevant 

questions, standardising questions and proving an objective measure of beverage 

consumption by removing participant’s personal interpretations for beverage size 

(Denscombe 2014). Questionnaire frame work was adapted for questions on 
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frequency of beverage consumption from Mulligan et al. (2014) as an effective method 

of data collection for this study type. 

 

The questionnaire was designed to minimise stigma and bias and improve reliability 

and accuracy of results by capturing personal data on age, education and employment 

status at the end of the questionnaire (Choi and Pak 2005).  

(3.2) Participants 

The inclusion criteria ensured participants were female, aged between 18 to 51 years 

and a current UK based University student. Suitable candidates for participation from 

the researcher’s peer group were approached via group message on social media.  

Participants were encouraged to suggest additional suitable participants, generating 

a snowball effect of recruitment which provided a total of 44 participants (n=44) from 

the desired range of 30 to 50. This adequate sample size was selected to provide an 

adequate response rate for the intended research and suited the resources available 

to the researcher (Kelley et al. 2003). 

 

Information on the research purpose and what participation involved was provided 

(Appendix 1). Individuals who expressed an interest in participation were provided with 

their preferred format of information sheet and questionnaire. 

 

All suggested participant’s suitability was assessed based upon inclusion criteria prior 

to being provided with the questionnaire, as per inclusion criteria. This method of 

recruitment was used given the specific inclusion criteria, making use of available 

resources in the form of initial participants recruited, minimising burden to the 

researcher’s time and cost limitations (Denscombe 2014). Participants were given the 
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option to request a BDA Sugar Factsheet (Appendix 3) to minimise any anxiety 

following completion of the questionnaire (Bowling 2005). 

 

This study was approved by the Cardiff School of Health Sciences ethics panel of 

Cardiff Metropolitan University prior to data collection (Appendix 4). No incentive or 

reimbursement was offered for participation. 

(3.3) Materials 

Data was gathered using an online questionnaire, with a paper version available if 

preferred (Appendix 2). This method of data capture was chosen as it allows collection 

of precise information relating to the research aim with minimal production cost (Wright 

2006). The anonymous data collection method used in the questionnaire also 

increases the likelihood of data accuracy, minimising the burden of completion and 

bias for participants (Denscombe 2014). 

 

The questionnaire consisted of ten quantitative style questions, with a variety of tick 

box, ordering and frequency style questions for ease of participant completion. 

Pictures were also used to objectively measure size of beverages. Food frequency 

style questions were also adapted from Mulligan et al. (2014), previously used to 

accurately capture information on individual dietary habits.  The questionnaire was 

designed to capture data on participant beverage preferences, nutritional knowledge 

and demographics, including age, education and employment status.  

 

Quantitative data collection was chosen as it allowed numerical values to be applied 

to data collected to objectively measure participant nutritional knowledge, compare 
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participant results and calculate averages across from the population sample 

recruited. No pilot questionnaire was issued due to time and cost restraints.  

(3.4) Procedure 

Data was collected for research purposes between the 6th and 26th July 2017. 

Following recruitment, participants were provided with a Participant Information Sheet 

(Appendix 1) and a private message containing a one time link to the online 

questionnaire. The option of paper based version was available on request. If after 

reading the information sheet participants completed the questionnaire, informed 

consent as assumed. Participants were advised they were free to withdraw at any time 

by not submitting their questionnaire. There was no time limit for questionnaire 

completion, however completion time was estimated around ten minutes. 

Information from the British Dietetic Association (BDA) on sugar consumption 

(Govindij, Phillips and Rex 2017; Appendix 3) was also available on request to reduce 

potential participant anxiety following completion of the questionnaire (Denscombe 

2014).  

(3.5) Data analysis 

Quantitative data collected through the online questionnaire was formulated into a 

report and displayed on a spreadsheet using Microsoft Excel 2007 (Appendix 5), used 

to calculate mean, median, range and standard deviations for data collected in each 

question. Tables and graphs were also created from the data collected to easily depict 

data trends.  

 

The Excel data sheet was then used in order to allow further data analysis through 

inferential statistics using Statistical Program for the Social Sciences (SPSS) version 

19 (IBM 2011), where p<0.05 was considered statistically significant. Independent t-
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test was used to explore and determine the statistical significance of results on 

beverage preferences between age categories. A code book was devised to interpret 

data (Appendix 8). 

 

For questions measuring knowledge of calorie and sugar content of beverages, a clear 

scoring system was used to measure participant’s nutritional knowledge (Kelley et al. 

2003). For ease of data analysis, the results were coded to provide simple ‘yes’ if 

answered correctly and ‘no’ if incorrect (Appendix 8). ‘Yes’ answers were given a score 

of 1 and ‘no’ answers were given 0 score. Overall scores out of a total possible 6 were 

calculated for each participant for both questions measuring knowledge of popular 

beverages calorie and sugar content. Results for the two questions were also 

combined for each participant to give an overall score out of a possible 12. Nutritional 

information included used to assess participant nutritional knowledge of coffee based 

beverages was taken from Starbucks (2017), as this is the main coffee franchise on 

campus at the University where initial participants were recruited, to ensure a 

standardised assessment of participant’s nutritional knowledge (Denscombe 2014). 
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(4.1) Participant demographics 

A total of 44 females aged 18 to 51 years were recruited for the study, with the biggest 

proportion of participants within the 18 to 24-years category (n=31, 70.45%). Standard 

deviation for age range was 0.87. 

/=0&0&1!C!>)+6(!7D!E+6(?3?E+%(!+5$: !

 

97.73% of participants were full time university students, however detailed analysis of 

results found that one participant selected both part time and full time for student 

status. 

Only 11 participants (25%) provided details on their employment status. Feedback 

from some participants following completion of the questionnaire highlighted how 

employment status varies throughout the year, with education breaks often resulting 

in seasonal full-time work. 

(4.2) Milk preference 

The results show that the preferred milk type for coffee based beverages is semi 

skimmed milk for 47.73% (n=21) of participants. Skimmed milk was the second 
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favoured choice by 22.73% (n=10) of participants. Comparisons between choice of 

milk for coffee based beverages for the two largest age groups (18-24 years (n=31, 

70.45%) and 25-30 years (n=9, 20.45%) were made using Statistical Program for the 

Social Sciences (SPSS) version 19 (IBM 2011), however this was not statistically 

significant (Independent t-test p=0.227, t=1.227, df=38) (Appendix 6). The least 

preferred option for milk preference was shown to be full cream, with only 1 

participant (2.27%) selecting this option. 
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(4.3) Cup size 

Participants selected their preferred beverage size from a range of images showing 

five common cup sizes. Results show only two of 5 potential size options were chosen 

by participants, with 13 (29.55%) choosing small beverages and 31 (70.45%) choosing 

medium. 

(4.4) Beverage preference 

The most popular preference for beverage choice is ‘($+!+%9!D#+H786$9!($+:I, with 14 

participants (31.82%) selecting this option. Comparisons in consumption of the most 

popular beverage of choice (‘tea and flavoured teas’) were made between the two 

largest age groups (18-24 years (n=31, 70.45%) and 25-30 years (n=9, 20.45%) using 

SPSS (IBM 2011), however was found to be of no statistical significance (Independent 

t-test, p=0.853, t=-1.457, df=38) (Appendix 7). 

The second most popular beverage choice was equal between ‘hot chocolate’ and 

‘latte’, with 27.27% of participants (n=12) selecting each of these beverages. The third 

most popular beverage choice was cappuccino, with 11 participants (25%) of 

participants selecting this beverage as beverage of choice. 

(4.5) Consumption frequency  

Using a food frequency style question, participants selected the regularity of 

consumption for 10 popular beverages. 

The most popular beverage choice was tea and flavoured teas, the only choice to be 

consumed 5+ times a day by 5 (11.36%) participants. The least popular beverage 

choice was espresso, with 88.64% (n=39) of participants never consuming this 

beverage. 
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(4.6) Additional extras  

Coffee based beverages often have the option of additional extras. Participants 

selected any extras they would request from a list of common ‘additional extras’. 

The most popular option was chocolate dusting for 56.82% (n=25) of participants. 

Whipped cream was the second favourite extra, with 38.64% (n=17) choosing this 

extra.  
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Further analysis of additional extras choices found 40.91% (n=18) of participants 

would choose only 1 additional extra and 29.55% (n=13) of participants would chose 

2 additional extras. Only 9 (20.45%) participants would not choose additional extras 

for their beverage.  

(4.7) Influencing factors 

Participants were asked to select factors which influence their beverage choice from 

a list of 12. The most influential factor when choosing a beverage is taste, with 72.73% 

(n=32) of participants selecting this as influential in beverage choice. Cost, time of day 

and level of tiredness were each chosen as the second most influential factor by 26 

participants (59.09%). 

The nutritional content of coffee beverages, including calorie, sugar and fat content 

were amongst the less influential factors, shown in the chart below. 
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The number of factors that influence beverage choice was also analysed, with 4 

factors being most common (n=12, 27.27%).  
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(4.8) Matching calorie content (n=44) 

Participants were provided with descriptions for 6 coffee based beverages to match to 

the correct calorie content. There was an option to leave the question blank if they did 

not know or understand, resulting in two data sets for this question. 

The graph below shows the results for all participants (n=44) accuracy when matching 

calorie content to popular beverage description. 
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Total scores out of 6 ranged from 0 to 6, with an average accuracy of 40.91% and a 

standard deviation of 1.93. 25% (n=11) of participants made 0 correct answers, with 

the same result for 3 correct answers. Only 9.09% (n=4) of participants correctly 

matched the calorie content to all 6 beverages. 

(4.9) Matching calorie content (n=36) 

A total of 8 participants (18.18%) did not attempt the question, giving a response rate 

of 81.82% (n=36). The average accuracy amongst participants who attempted the 

question (n=36) was 50%, with scores ranging from 0 to 6 and a standard deviation of 

1.71. 
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Only 4 participants (11.11%) matched all correctly whilst 3 participants (8.33%) failed 

to make any correct matches. 

(4.10) Matching sugar content (n=44) 

Participants were provided with the same descriptions for 6 coffee based beverages 

to match to the correct sugar content, to assess nutritional knowledge. There was an 

option to leave the question blank if they did not know or understand, again resulting 

in two data sets for this question. 

The graph below shows the results for all participants (n=44) accuracy when matching 

sugar content to beverage. 
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The average accuracy amongst participants (n=44) was 47.73%, with total scores 

ranging from 0 to 6. Only 13.64% (n=6) of participants made all correct matches for 

sugar content. 

(4.11) Matching sugar content (n=36) 

A total of 8 participants (18.18%) did not attempt the question, giving a response rate 

of 81.82% (n=36). The average accuracy amongst participants who attempted the 
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question (n=36) was 58.33%, with 6 participants (16.67%) making all correct matches. 

Only 1 participant (2.78%) failed to make any correct matches. 

(4.12) Matching calorie and sugar content (n=44) 

Scores for all participants (n=44) for both calorie and sugar content questions were 

combined, allowing analysis of overall nutritional knowledge and accuracy of matching 

calorie and sugar content to beverages. The accuracy of these 12 matches are 

presented in the graph below. 

/=0&-0&1!>)+6(!:)7B?%5!7H$6+##!+3386+3,!G$+%!D76!G+(3)?%5!3+#76?$!+%9!:85+6!37%($%(!

(7!K$H$6+5$!/%P==1 

 
Total scores ranged from 0 to 11 out of a possible 12, with 9 participants (20.45%) 

failing to make any correct matches. Only 1 participant (2.27%) made 11 of 12 correct 

matches. 

 

 

 

 

%%,$$-

&&,'( -

A4567873496!;9<%%=!D049!:8150:!215!D468O79/!84H1570:!49E!
:G/45!;Z(!49E!Z)=!

-!P155086 -!798155086



! #$!

/=0&-0-1!>)+6(!:)7B?%5!(7(+#!3766$3(!+%:B$6:!D76!G+(3)?%5!3+#76?$!+%9!:85+6!37%($%(!

(7!K$H$6+5$!D76!E+6(?3?E+%(:!/%P==1!

 
 
(4.13) Matching calorie and sugar content (n=36) 

Analysis of the 36 (81.82%) participants who attempted the two questions matching 

calorie and sugar content to beverages was also carried out, with an average accuracy 

of 54.17%. 

The most common score was 9 out of a potential 12, with a standard deviation of 2.82. 

Only 1 participant (2.78%) failed to make any correct matches for calorie and sugar 

content. 
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The main aim of this study was to explore female university student’s beverage 

consumption habits, factors influencing beverage choice and to assess participant’s 

nutritional knowledge. 

 
There were some limitations to this research. Primarily, this study is undergraduate 

based research, limited by time constraints and financial resources. 

As participants were initially recruited from the researchers own peer group, the 

demographics of participants resulted in a large cluster of participants being South 

Wales based university students. This is a result of using a snowballing recruitment 

strategy, a factor which may be restrictive when making generalisations about ‘UK’ 

female university students. 

As no pilot study was conducted, minor issues with question ambiguities were not 

amended prior to data collection. This became a limitation to the study, as participants 

expressed some confusion with a question on employments status, with feedback 

highlighting how employment status can vary throughout the academic year. Although 

this does not directly impact upon the findings, it may be difficult to form 

generalisations linking employment status to other factors explored within this study. 

Such confusion amongst participants may also be used to explain the reduced 

response rate (n=36, 81.82%) for questions exploring participant’s nutritional 

knowledge. 

 
Several findings from this research can be linked to and supported by the current 

evidence base. Kruger et al. (2016) found 18-39 year olds most likely to consume take 

away coffees. The research conducted found more specifically 18-24 year olds were 

most likely to consume take away coffees - however as participants were recruited 
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from researcher’s peer group where a large portion of participants (n=31, 70.45%) 

were within this age range, this trend may not be consistent within a larger sample 

size.  

With Olsen (2013) finding consumption trends between males and females have 

remained relatively consistent within the last decade, this may support the need for 

further research exploring consumption trends between male and female university 

students. It would be interesting to compare such studies with contrasting research of 

Demura et al. (2013), who found males are more likely to consume coffee beverages 

than females.  

 

The research conducted found 70.45% of participants (n=31) consumed at least one 

hot beverage per day and 93.18% (n=41) at least once a week, results which are 

strikingly similar to the British Coffee Association’s (2015) estimates of 80% of the UK 

population visiting a coffee shop on a weekly basis. This finding is further strengthened 

by NUS (2014) research, reporting 65% of university students have visited a campus 

based coffee shop at some point as a student. Both studies were conducted amongst 

UK university students, sharing demographics with participants of this study.  

In comparison, the results show 31 of 44 participants (70.45%) drink coffee based 

beverages daily, contrasting results compared to Saad (2012) who reports only 40% 

of 18-24 year olds consume coffee beverages daily. 

On a more novelty finding, the result of ‘tea and flavoured tea’ being the most popular 

beverage choice amongst participants in this study supports Debry (1994) suggestion 

that tea is Britain’s ‘national beverage’. However, this preference was found to be of 

no statistical significance when analysed.  
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The research conducted also explored factors influencing beverage choice, finding 

cost to be one of the top three influencing factors for 26 (59.09%) participants. This 

could be linked with the trend suggesting a change in student habits with students 

being more financially cautious as a result of rising education costs, as found by Witts 

(2016). This suggestion can also be linked with beverage size, as smaller and 

potentially cheaper beverages were chosen. This raises further questions on reasons 

for beverage choice, whether higher costs for larger beverages or a link to nutritional 

content are the influencing factors.  

 
Larger scale research conducted amongst individuals with similar demographics to 

this research by Demura et al. (2013) also found that several factors influence 

consumer beverage choice, with stimulant effects, increased energy and productivity 

levels being main persuaders in beverage choice. This further supports NUS (2014) 

suggestion increased coffee consumption is one coping mechanism for university 

pressures amongst modern day students. Collectively, these studies demonstrate how 

beverage choice is rarely an uninfluenced decision. 

 

The research also explored factors influencing consumers when purchasing coffee 

based beverages, finding taste, cost, time of day and level of tiredness being the most 

common influential factors for participants. These findings are supported by NUS 

(2014) research, which also found price of coffee beverage to be main factor 

influencing beverage choice. This finding links with Marketing Mindfield (2017) 

reporting 18-24 year olds are most profitable age group for businesses, demonstrating 

how cost is a key consideration for both customer and business. 
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Findlay (2004) found 44-66% of adolescent females reported dietary restrictions in 

attempt to loose weight. However, this research found that fat, sugar and calorie 

content were amongst the lowest ranking factors influencing beverage choice for 

participants, 70.45% of whom were aged 18 to 24 years. Furthermore, the research 

conducted also demonstrates the poor demonstration of nutritional knowledge 

amongst this population sample. With an average accuracy of 54.17% amongst the 

36 participants who attempted the questions matching calorie and sugar content to 

beverages, this suggests dietary restrictions were not a concern amongst this 

population. However, it raises further concerns that young females may be making 

dietary changes with lack of knowledge on nutritional content of beverages. 

 
Preference of beverage size can also be linked to nutritional reasoning. With 

participants only opting for small (n=13, 29.55%) or medium (n=31, 70.45%) 

beverages, this narrow range could be linked to nutritional awareness, raising 

suggestions that females may be opting for smaller beverages in an attempt to 

minimise nutritional intake from a ‘dieting’ perspective. 

Such suggestion can be further supported by the findings of milk choices amongst 

participants. 70.45% (n=31) of participants opted for skimmed and semi skimmed 

milks, both of which are distinguished as the lower calorie and fat options (McCarthy 

et al. 2017), whilst only 9.09% (n=4) participants opted for full cream or full fat options.  

With 9 (20.45%) of the 44 participants also opting not to include any additional extras 

with their beverage of choice, further analysis may link this finding with nutritional 

reasons, such as limiting calorie, fat and sugar intake. As suggested by Soederberg, 

Miller and Cassady (2015), individuals with specific dietary goals are more likely to 

make healthy food and beverage choices and Grigg (2002) found health risks 

influenced dietary choices. However, this is an unlikely suggestion as the nutritional 
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contents of beverages were not ranked as highly influential reasons for beverage 

choice.  

In addition, these findings could be linked to the evidence base supporting a degree 

of basic nutritional knowledge amongst all individuals (Soederberg, Miller and 

Cassady 2015), with higher rates of nutritional knowledge amongst adolescent 

females (Demura et al. (2013) and Davy et al. (2006)) and the idea of young females 

being more likely to express concerns with body image (Findlay 2004) and introduce 

dietary manipulation for reasons linked to body image perception. 

 
In 2012, research conducted by Kim and House found 51% (n=505) of males would 

explore the sugar content of their food and beverage choice, whilst only 47% would 

be concerned with calorie content. These results support the findings of this research, 

which demonstrated a better awareness of sugar content over calorie content of coffee 

based beverages. However, this research was conducted amongst different gender 

groups. Future research exploring male and female’s nutritional knowledge would 

strengthen this evidence base, which may support Davy et al. (2006) findings that 

females are more aware of the sugar content of foods and beverages than males. 

 
 
The results of this research can be used to support the need for further, longer term, 

larger scale studies exploring gender differences including nutritional knowledge and 

factors influencing choices in more detail. 

The results suggest nutritional knowledge and application to real life settings could be 

improved, with a maximum accuracy of 58.33% amongst participants when matching 

calorie and sugar content to beverages. Research by Roberto et al. (2010) also found 

displaying calorie information influenced 50% of consumer’s beverage choice, with 

14% more likely to choose lower calorie options. This growing evidence base could 
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be used to support the need for improvements in nutritional education. In turn, such 

improvements may contribute to a reduction in the rise of health conditions liked with 

diet, such as obesity and diabetes (Santos and Lima 2016).  

With Richardson (2016) demonstrating the shift in British Public Health initiatives 

moving towards ‘prevention is better than cure’, improvements in nutritional education 

at a younger age may also be beneficial in preventing a rise in such health issues, 

supported by Ingrid et al (2005) findings that dietary changes begin to emerge 

amongst the sexes during adolescence. 

 

To conclude, this research has shown female university students have a better 

understanding of sugar content of popular coffee based beverages than calorie 

content, although personal and environmental factors often influence these choices 

more so than nutritional factors. 

This research also highlights the need for further research in this field, with more 

detailed exploring of coffee consumption habits between genders, consumer 

perceptions on health and how this translates into dietary and nutritional choices. 
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This project was stimulated by previous research investigating public knowledge and 
understanding of nutritional content of take-away coffee based beverages. We want 
to find out female university students awareness of the calorie and sugar content of 
popular coffee based beverages, popularity of such drinks, frequency of 
consumption and factors influencing consumer choice. We want to find this out in 
order to help develop further future research within this field of nutrition. 
 

¥ This is an invitation to you to join the study, and to let you know what this 
would involve. The study is being organised by Amy Allen, a final year BSc 
(Hons) Human Nutrition and Dietetics student at Cardiff Metropolitan 
University 
 

¥ If you want to find out more about the project, or if you need more information 
to help you make a decision about joining in, please contact the study 
supervisor Vicky Gould on 02920 416883 or email vjgould@cardiffmet.ac.uk 

 
X48<!/:<;=2=@:;=45!=5!;K?!$?6?:<2K!/<4V?2;!
 
FKN!N48!K:D?!C??5!:6G?> !
We are asking adult female university students aged 18+ to take part.  
 
FK:;!K:@@?56!=E!N48!O:5;!;4!2K:5Y?!N48<!9=5>Z!
If you decide to join the study you can change your mind and stop part way through 
the completing the questionnaire.  You will not be asked why you’ve stopped. We will 
completely respect your decision. 
 
If you choose to complete the questionnaire in full, you are consenting to take part in 
the research. 
 
FK:;!O48A>!K:@@?5!=E!N48!V4=5!;K?!6;8>NZ!
If you agree to join the study, then we will ask you to complete a questionnaire about 
your coffee and hot beverage consumption habits. This will be given to you in online 
format with the option to complete paper if preferred, and we think this would take 
you about 10 minutes to complete and hand back to us.   
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#<?!;K?<?!:5N!<=6G6Z!
We do not think there are any significant risks if you take part in the study.   
 
#5N!6@?2=:A!@<?2:8;=456!5??>?>Z!
None 
 
FK:;!K:@@?56!;4!;K?!M8?6;=455:=<?!<?68A;6Z!
Amy Allen is responsible for putting all the information from the study into a computer 
programme. We will then look to see if there is a link between understanding of 
calorie and sugar content of drinks and consumption habits. Information and data 
gathered during the research will remain anonymous and stored securely in a locked 
location. 
 
#<?!;K?<?!:5N!C?5?E=;6!E<49!;:G=5Y!@:<;Z!
There are no direct benefits to you for taking part. 
 
)4O!O?!@<4;?2;!N48<!@<=D:2NB!
 
All the information we get from you is anonymous, and everyone working on the 
study will respect your privacy.   
 
All questionnaires are anonymous and we will not require your name or any personal 
details from you. There is no information on the questionnaire that could let anyone 
work out who you were.   
 
At the end of the study we will destroy the information we have gathered.   
 
Contact Details: 
Vicky Gould - Research Supervisor 
Direct dial: 02920 416883 
Email: vjgould@cardiffmet.ac.uk.  
!
!
!
!
!
!
!
!
!
!
!
!
!
!
!
!
!
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Sugar
!"#$%&''(%&)*+%,"--+%.#//%"-/0%1'2%+'%23(-4$+)3(%"'.%
$25)4%6)1%)77-*+%1'24%"-)/+"%)3(%.-//8-#359

Is the amount of sugar some of us 
eat and drink, damaging to our 
health?
�6�P�D�O�O���D�P�R�X�Q�W�V���X�V�H�G���W�R���V�Z�H�H�W�H�Q���I�R�R�G�V���D�U�H���¿�Q�H�����S�U�H�I�H�U�D�E�O�\��
�D�W���P�H�D�O�W�L�P�H�V�����V�R���W�K�H�U�H���L�V���O�H�V�V���U�L�V�N���R�I���G�D�P�D�J�L�Q�J���\�R�X�U��
�W�H�H�W�K�����+�R�Z�H�Y�H�U�����P�D�Q�\���R�I���X�V���K�D�Y�H���W�R�R���P�D�Q�\���K�L�J�K���V�X�J�D�U��
�I�R�R�G�V���D�Q�G���G�U�L�Q�N�V���W�R�R���R�I�W�H�Q�����$�G�G�H�G���V�X�J�D�U���L�V���Q�R�W���Q�H�F�H�V�V�D�U�\��
�I�R�U���D���K�H�D�O�W�K�\���G�L�H�W�����D�Q�G���V�X�J�D�U���V�Z�H�H�W�H�Q�H�G���E�H�Y�H�U�D�J�H�V��
�K�D�Y�H���E�H�H�Q���O�L�Q�N�H�G���W�R���R�E�H�V�L�W�\�����H�V�S�H�F�L�D�O�O�\���L�Q���F�K�L�O�G�U�H�Q�����7�K�H��
�*�R�Y�H�U�Q�P�H�Q�W�¶�V���6�F�L�H�Q�W�L�¿�F���$�G�Y�L�V�R�U�\���&�R�P�P�L�W�W�H�H���R�Q���1�X�W�U�L�W�L�R�Q��
���6�$�&�1�����S�X�E�O�L�V�K�H�G���D�Q���H�[�W�H�Q�V�L�Y�H���U�H�Y�L�H�Z���R�I���W�K�H���V�F�L�H�Q�F�H���R�Q��
�F�D�U�E�R�K�\�G�U�D�W�H���L�Q���-�X�O�\���������������D�Q�G���P�D�G�H���U�H�F�R�P�P�H�Q�G�D�W�L�R�Q�V��
)8'2+%"'.%0-'0/-%$"'2/(%#604':-%+"-#4%(#-+$%$'%)$%+'%"):-%
�D���E�H�W�W�H�U���E�D�O�D�Q�F�H���R�I���F�D�U�E�R�K�\�G�U�D�W�H���I�R�R�G�V�����H�V�S�H�F�L�D�O�O�\���³�I�U�H�H��
$25)4$;9

What are Òfree sugarsÓ?
&4--%$25)4$%)4-%+"'$-%)((-(%+'%7''(%<-959%$2*4'$-%
���W�D�E�O�H���V�X�J�D�U�������J�O�X�F�R�V�H�����R�U���W�K�R�V�H���Q�D�W�X�U�D�O�O�\���S�U�H�V�H�Q�W���L�Q��
�K�R�Q�H�\�����V�\�U�X�S�V���D�Q�G���X�Q�V�Z�H�H�W�H�Q�H�G���I�U�X�L�W���M�X�L�F�H�V�����E�X�W���H�[�F�O�X�G�H��
�O�D�F�W�R�V�H���L�Q���P�L�O�N���D�Q�G���P�L�O�N���S�U�R�G�X�F�W�V���D�V���Z�H�O�O���D�V���W�K�R�V�H���V�X�J�D�U�V��
�F�R�Q�W�D�L�Q�H�G���L�Q���I�U�X�L�W���W�K�D�W���L�V���V�W�L�O�O���L�Q�W�D�F�W���±���L���H�����Q�R�W���M�X�L�F�H�G�����6�$�&�1��
")$%4-*'66-3(-(%+")+%74--%$25)4$%)**'23+%7'4%3'%6'4-%
�W�K�D�Q���������R�I���G�D�L�O�\���H�Q�H�U�J�\���L�Q�W�D�N�H�����7�K�L�V���L�V���H�T�X�L�Y�D�O�H�Q�W���W�R��
�‡�������J���R�U�������V�X�J�D�U���F�X�E�H�V���I�R�U���F�K�L�O�G�U�H�Q���D�J�H�G�������W�R������
�‡�������J���R�U�������V�X�J�D�U���F�X�E�H�V���I�R�U���F�K�L�O�G�U�H�Q���D�J�H�G�������W�R��������
�‡�������J���R�U�������V�X�J�D�U���F�X�E�H�V���I�R�U���������\�H�D�U�V���D�Q�G���R�Y�H�U�����E�D�V�H�G���R�Q��
):-4)5-%0'02/)+#'3%(#-+$9

Why is sugar such an issue?
�7�K�H���6�$�&�1���5�H�S�R�U�W���I�R�X�Q�G���W�K�D�W���K�L�J�K���L�Q�W�D�N�H�V���R�I���V�X�J�D�U��
�Z�H�U�H���D�V�V�R�F�L�D�W�H�G���Z�L�W�K���J�U�H�D�W�H�U���U�L�V�N���R�I���W�R�R�W�K���G�H�F�D�\���D�Q�G��
�R�E�H�V�L�W�\�����6�X�J�D�U���V�Z�H�H�W�H�Q�H�G���E�H�Y�H�U�D�J�H�V�����V�X�J�D�U���U�L�F�K���G�U�L�Q�N�V����
�L�Q���S�D�U�W�L�F�X�O�D�U���Z�H�U�H���V�K�R�Z�Q���W�R���L�Q�F�U�H�D�V�H���%�R�G�\���0�D�V�V���,�Q�G�H�[��

���%�0�,�����L�Q���W�H�H�Q�D�J�H�U�V���±���W�K�L�V���D�J�H���J�U�R�X�S���W�H�Q�G�V���W�R��
�G�U�L�Q�N���W�K�H���K�L�J�K�H�V�W���Y�R�O�X�P�H���R�I���V�X�J�D�U�\���G�U�L�Q�N�V�����7�K�H�U�H��
#$%)/$'%$'6-%4-$-)4*"%+")+%$255-$+$%+")+%"):#35%
�W�R�R���P�X�F�K���V�X�J�D�U���L�Q���W�K�H���I�R�U�P���R�I���V�X�J�D�U���V�Z�H�H�W�H�Q�H�G��
�E�H�Y�H�U�D�J�H�V���L�Q�F�U�H�D�V�H�V���W�K�H���U�L�V�N���R�I���W�\�S�H�������G�L�D�E�H�W�H�V����

What kinds of food and drink 
tend to be high in sugar?
�+�L�J�K���V�X�J�D�U���I�R�R�G�V���L�Q�F�O�X�G�H���P�D�Q�\���E�L�V�F�X�L�W�V����
�F�D�N�H�V�����S�X�G�G�L�Q�J�V�����V�Z�H�H�W�V�����F�K�R�F�R�O�D�W�H���D�Q�G���V�X�J�D�U��
�V�Z�H�H�W�H�Q�H�G�����Q�R�W���µ�G�L�H�W�¶�����\�R�J�X�U�W�V�����'�U�L�Q�N�V���D�U�H���D�O�V�R��
�D���P�D�M�R�U���V�R�X�U�F�H���R�I���V�X�J�D�U�����6�X�J�D�U�V���D�G�G�H�G���W�R���I�R�R�G��
�R�U���G�U�L�Q�N���F�D�Q���E�H���O�L�V�W�H�G���L�Q���Y�D�U�L�R�X�V���Z�D�\�V���L�Q�F�O�X�G�L�Q�J��
�V�X�F�U�R�V�H�����J�O�X�F�R�V�H�����V�\�U�X�S�����G�H�[�W�U�R�V�H�����K�R�Q�H�\����
�I�U�X�F�W�R�V�H�����W�U�H�D�F�O�H�����P�R�O�D�V�V�H�V�����O�D�F�W�R�V�H�����F�R�U�Q���V�\�U�X�S���R�U��
�I�U�X�L�W���M�X�L�F�H���F�R�Q�F�H�Q�W�U�D�W�H�V��

How can I tell if a food is high in sugar?
=7%'3-%'7%+"-%:)4#'2$%7'46$%'7%$25)4%#$%"#5"%20%+"-%
�L�Q�J�U�H�G�L�H�Q�W���O�L�V�W�����L�W���Z�L�O�O���E�H���K�L�J�K���L�Q���V�X�J�D�U����
�$�Q�R�W�K�H�U���Z�D�\���L�V���W�R���O�R�R�N���R�Q���W�K�H���Q�X�W�U�L�W�L�R�Q���L�Q�I�R�U�P�D�W�L�R�Q���S�D�Q�H�O��
���R�Q���W�K�H���E�D�F�N���R�I���W�K�H���S�D�F�N�H�W�������Z�K�L�F�K���O�L�V�W�V���µ�V�X�J�D�U�V�¶�����7�K�L�V��
�¿�J�X�U�H���L�V���E�D�V�H�G���R�Q���D�O�O���W�K�H���I�R�U�P�V���R�I���V�X�J�D�U���L�Q���W�K�H���S�U�R�G�X�F�W����
�D�G�G�H�G���W�R�J�H�W�K�H�U�����W�R���J�L�Y�H���D���W�R�W�D�O�����,�W���L�V���O�L�V�W�H�G���µ�S�H�U���������J�¶�����R�U��
�S�H�U���������P�O�V���I�R�U���G�U�L�Q�N�V�������D�Q�G���µ�S�H�U���V�H�U�Y�L�Q�J�¶�����+�L�J�K���V�X�J�D�U���I�R�R�G��
�F�R�Q�W�D�L�Q�V���P�R�U�H���W�K�D�Q�����������J���S�H�U���������J�����D�Q�G���D���O�R�Z���V�X�J�D�U��
�I�R�R�G���F�R�Q�W�D�L�Q�V���O�H�V�V���W�K�D�Q�����J���S�H�U���������J�����$���K�L�J�K���V�X�J�D�U���G�U�L�Q�N��
�F�R�Q�W�D�L�Q�V���P�R�U�H���W�K�D�Q�������������J���S�H�U���������P�O�����D�Q�G���D���O�R�Z���V�X�J�D�U��
�G�U�L�Q�N���F�R�Q�W�D�L�Q�V���O�H�V�V���W�K�D�Q���������J����

�$�V���Z�H�O�O���D�V���W�K�H�V�H���¿�J�X�U�H�V�����W�K�H�U�H���L�V���D�O�V�R���D���K�L�J�K���V�X�J�D�U���F�X�W��
�R�I�I���S�R�L�Q�W���W�R���V�K�R�Z���I�R�R�G���D�Q�G���G�U�L�Q�N�V���Z�K�H�U�H���D���Q�R�U�P�D�O���S�R�U�W�L�R�Q��
�Z�R�X�O�G���O�H�D�G���W�R���H�D�W�L�Q�J���R�U���G�U�L�Q�N�L�Q�J���D���K�L�J�K���O�H�Y�H�O���R�I���V�X�J�D�U����
�7�K�H�V�H���I�R�R�G�V���D�Q�G���G�U�L�Q�N�V���D�U�H���D�O�V�R���O�D�E�H�O�O�H�G���D�V���K�L�J�K���L�Q��
�V�X�J�D�U���U�H�G�������L�I���W�K�H�\���F�R�Q�W�D�L�Q���K�L�J�K���O�H�Y�H�O�V���R�I���V�X�J�D�U���L�Q���D���Q�R�U�P�D�O��
0'4+#'3%$#>-%4-5)4(/-$$%'7%+"-#4%$25)4%*'3+-3+%0-4%?@@6/$9%

�6�R�P�H���S�U�R�G�X�F�W�V���L�Q�F�O�X�G�H���F�R�O�R�X�U���F�R�G�H�G���O�D�E�H�O�O�L�Q�J�����R�Q���W�K�H���I�U�R�Q�W��
�R�I���W�K�H���S�D�F�N�H�W�����V�K�R�Z�L�Q�J���F�R�O�R�X�U���F�R�G�H�G���O�H�Y�H�O�V���R�I���H�Q�H�U�J�\�����I�D�W����
�V�D�W�X�U�D�W�H�G���I�D�W�����V�X�J�D�U���D�Q�G���V�D�O�W���S�H�U���V�H�U�Y�L�Q�J�����5�H�G���P�H�D�Q�V���K�L�J�K����
�D�P�E�H�U���P�H�D�Q�V���P�H�G�L�X�P�����D�Q�G���J�U�H�H�Q���P�H�D�Q�V���O�R�Z��������

How can I tell if a food is high in 
free sugars?
�1�R�W���H�D�V�L�O�\���D�W���W�K�H���P�R�P�H�Q�W�����)�R�R�G���O�D�E�H�O�V���G�R�Q�¶�W���F�X�U�U�H�Q�W�O�\��
�G�L�I�I�H�U�H�Q�W�L�D�W�H���E�H�W�Z�H�H�Q���I�U�H�H���V�X�J�D�U�V���D�Q�G���R�W�K�H�U���V�X�J�D�U�V���O�L�N�H��
�P�L�O�N���V�X�J�D�U�����O�D�F�W�R�V�H�������)�X�U�W�K�H�U�����V�X�J�D�U���Q�D�W�X�U�D�O�O�\���S�U�H�V�H�Q�W���L�Q��
742#+%)3(%:-5-+)8/-$%+")+%6)1%8-%#3%)%7''(%04'(2*+%<$2*"%
�D�V���I�U�X�L�W���S�L�H���R�U���Y�H�J�H�W�D�E�O�H���O�D�V�D�J�Q�H�����Z�R�X�O�G���Q�R�W���E�H���F�R�Q�V�L�G�H�U�H�G��
)$%74--%$25)4$%$#3*-%+"-1%)4-%$+#//%)3%#3+4#3$#*%0)4+%'7%+"-%
�I�U�X�L�W���R�U���Y�H�J�����6�R���Z�R�U�N�L�Q�J���R�X�W���K�R�Z���P�X�F�K���I�U�H�H���V�X�J�D�U�V���\�R�X��
"):-%#3%)%()1%#$3A+%-)$19%

�7�\�S�L�F�D�O�O�\�����V�X�J�D�U���V�Z�H�H�W�H�Q�H�G���E�H�Y�H�U�D�J�H�V���O�L�N�H���¿�]�]�\���V�R�I�W���G�U�L�Q�N�V��
)3(%*'37-*+#'3-41%#+-6$%$2*"%)$%$.--+$%)3(%*"'*'/)+-$%
�D�U�H���U�L�F�K���L�Q���I�U�H�H���V�X�J�D�U�V�����V�R���L�W�¶�V���E�H�V�W���W�R���N�H�H�S���W�K�H�V�H���W�R���D��

Food Fact Sheet
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www.bda.uk.com/foodfacts
�,�I���\�R�X���Z�D�Q�W���V�R�P�H�W�K�L�Q�J���V�X�J�D�U�\�����L�W���L�V���E�H�V�W���W�R���K�D�Y�H���L�W���D�W��
�P�H�D�O�W�L�P�H�V�����)�U�H�V�K���I�U�X�L�W���D�V���D���V�Q�D�F�N���E�H�W�Z�H�H�Q���P�H�D�O�V���L�V��
�¿�Q�H�����E�X�W���W�K�H���µ�I�U�H�H�¶���D�F�L�G���D�Q�G���V�X�J�D�U�V���L�Q���S�X�U�H���I�U�X�L�W���M�X�L�F�H�V��
�F�D�Q���G�D�P�D�J�H���W�H�H�W�K�����V�R���L�W�¶�V���E�H�V�W���W�R���G�U�L�Q�N���W�K�H�P���L�Q���O�L�P�L�W�H�G��
�D�P�R�X�Q�W�V���D�Q�G���R�Q�O�\���Z�L�W�K���D���P�H�D�O�����µ�'�L�H�W�¶���V�R�I�W���G�U�L�Q�N�V���F�R�Q�W�D�L�Q��
�O�L�W�W�O�H���R�U���Q�R���V�X�J�D�U�����K�R�Z�H�Y�H�U�����P�R�V�W���D�U�H���V�W�L�O�O���D�F�L�G�L�F���H�Q�R�X�J�K���W�R��
�K�D�U�P���\�R�X�U���W�H�H�W�K���L�I���F�R�Q�V�X�P�H�G���W�R�R���R�I�W�H�Q�����:�D�W�H�U���D�Q�G���P�L�O�N�����R�U��
�X�Q�V�Z�H�H�W�H�Q�H�G���W�H�D���R�U���F�R�I�I�H�H���D�U�H���W�K�H���E�H�V�W���F�K�R�L�F�H�V���I�R�U���D���G�U�L�Q�N��
between meals. 

Do sugary drinks make children 
hyperactive?
�7�K�H�U�H���L�V���Q�R���H�Y�L�G�H�Q�F�H���W�K�D�W���W�K�H���V�X�J�D�U���L�Q���G�U�L�Q�N�V���F�R�Q�W�U�L�E�X�W�H�V���W�R��
�K�\�S�H�U�D�F�W�L�Y�L�W�\���L�Q���F�K�L�O�G�U�H�Q���R�U���W�K�D�W���L�W���D�I�I�H�F�W�V���P�R�R�G�����D�W�W�H�Q�W�L�R�Q���R�U��
�E�H�K�D�Y�L�R�X�U�����$���I�H�Z���K�L�J�K���V�X�J�D�U���S�U�R�G�X�F�W�V���V�W�L�O�O���X�V�H���F�R�O�R�X�U�L�Q�J�V��
that affect some children’s behaviour but most companies 
�K�D�Y�H���U�H�P�R�Y�H�G���W�K�H�V�H���Q�R�Z�����,�I���W�K�H�\���D�U�H���X�V�H�G�����W�K�H�U�H���Z�L�O�O���E�H���D��
warning on the label that the colouring used ‘may have an 
adverse effect on activity and attention in children’.

Is it okay to give sweetened drinks 
to children?
�7�K�H�\���D�U�H���Q�R�W���W�K�H���E�H�V�W���F�K�R�L�F�H���I�R�U���F�K�L�O�G�U�H�Q�����,�I���W�K�H�\���G�U�L�Q�N��
�¿�]�]�\���G�U�L�Q�N�V���R�U���V�T�X�D�V�K�H�V���W�R�R���R�I�W�H�Q�����W�K�H�\���P�L�J�K�W���¿�Q�G���L�W��
�K�D�U�G���W�R���D�S�S�U�H�F�L�D�W�H���W�K�H���V�X�E�W�O�H���V�Z�H�H�W�Q�H�V�V���R�I���E�H�U�U�L�H�V����
�S�H�D�V�����V�Z�H�H�W�F�R�U�Q���R�U���R�W�K�H�U���Q�D�W�X�U�D�O�O�\���V�Z�H�H�W�����Q�X�W�U�L�W�L�R�X�V��
�I�R�R�G�V�����6�X�J�D�U�\���G�U�L�Q�N�V���F�D�Q���S�U�R�Y�L�G�H���H�[�F�H�V�V���H�Q�H�U�J�\���D�Q�G��
unnecessary weight gain and/or they will replace 
�V�R�P�H�W�K�L�Q�J���P�R�U�H���Q�X�W�U�L�W�L�R�X�V�����'�L�O�X�W�H���D�Q�\���V�Z�H�H�W���G�U�L�Q�N�V����
�L�Q�F�O�X�G�L�Q�J���I�U�X�L�W���M�X�L�F�H�����Z�L�W�K���Z�D�W�H�U���Z�K�H�U�H���S�R�V�V�L�E�O�H�����D�Q�G���R�I�I�H�U��
�D�W���P�H�D�O�W�L�P�H�V���R�Q�O�\�����3�O�H�D�V�H���E�H���D�Z�D�U�H���W�K�D�W���µ�H�Q�H�U�J�\���G�U�L�Q�N�V�¶��
contain caffeine as well as sugar and should not be 
�F�R�Q�V�X�P�H�G���E�\���F�K�L�O�G�U�H�Q���X�Q�G�H�U���������\�H�D�U�V���R�I���D�J�H��

Sugar in fruit
�)�U�X�L�W���F�R�Q�W�D�L�Q�V���¿�E�U�H�����Y�L�W�D�P�L�Q�V�����P�L�Q�H�U�D�O�V���D�Q�G���V�R�P�H���V�X�J�D�U�����,�W��
is a healthy alternative to foods high in free sugars and fat. 
�$�O�W�K�R�X�J�K���S�X�U�H���I�U�X�L�W���M�X�L�F�H�V���D�Q�G���V�P�R�R�W�K�L�H�V���D�U�H���X�Q�V�Z�H�H�W�H�Q�H�G��
�D�Q�G���W�K�H���V�X�J�D�U���F�R�P�H�V���Q�D�W�X�U�D�O�O�\���I�U�R�P���I�U�X�L�W�����W�K�H�\���V�W�L�O�O���S�U�R�Y�L�G�H��
�I�U�H�H���V�X�J�D�U�V�����D�V���Z�H�O�O���D�V���V�R�P�H���Y�L�W�D�P�L�Q�V���D�Q�G���P�L�Q�H�U�D�O�V�����)�U�X�L�W��
�M�X�L�F�H���Z�L�O�O���Q�R�W���P�D�L�Q�W�D�L�Q���W�K�H���¿�E�U�H���I�U�R�P���W�K�H���Z�K�R�O�H���S�L�H�F�H�V���R�I��
�I�U�X�L�W�����$���V�P�D�O�O���������P�O���J�O�D�V�V�����R�Q�F�H���D���G�D�\�����L�V���¿�Q�H����

Summary
�,�Q���Q�D�W�X�U�H�����I�R�R�G�V���F�R�Q�W�D�L�Q�L�Q�J���V�X�J�D�U�V���X�V�X�D�O�O�\���D�O�V�R���F�R�Q�W�D�L�Q��
�¿�E�U�H�����Y�L�W�D�P�L�Q�V���D�Q�G���P�L�Q�H�U�D�O�V���D�Q�G���Z�D�W�H�U�����)�U�X�L�W���D�Q�G���V�R�P�H��
�Y�H�J�H�W�D�E�O�H�V���D�U�H���J�R�R�G���H�[�D�P�S�O�H�V���R�I���I�R�R�G�V���Z�H���V�K�R�X�O�G���E�H��
�H�D�W�L�Q�J���P�R�U�H���R�I�����E�X�W���Z�K�L�F�K���D�O�V�R���F�R�Q�W�D�L�Q���V�X�J�D�U���Q�D�W�X�U�D�O�O�\����
�$���O�L�P�L�W�H�G���L�Q�W�D�N�H���R�I���V�X�J�D�U���L�V���Q�R�W���K�D�U�P�I�X�O�����+�R�Z�H�Y�H�U�����P�D�Q�\��
�S�H�R�S�O�H���L�Q���W�K�H���8�.���K�D�Y�H���W�R�R���P�D�Q�\���K�L�J�K���V�X�J�D�U���I�R�R�G�V���D�Q�G��
�G�U�L�Q�N�V���L�Q���W�K�H�L�U���G�L�H�W���W�R�R���R�I�W�H�Q�����Z�K�L�F�K���L�V���D���U�L�V�N���W�R���W�K�H�L�U���G�H�Q�W�D�O��
�K�H�D�O�W�K���D�Q�G�����D�O�R�Q�J�V�L�G�H���D�Q���H�[�F�H�V�V���L�Q���W�R�W�D�O���H�Q�H�U�J�\���L�Q�W�D�N�H�����K�D�V��
�E�H�H�Q���O�L�Q�N�H�G���W�R���G�L�D�E�H�W�H�V�����K�H�D�U�W���G�L�V�H�D�V�H���D�Q�G���Z�H�L�J�K�W���J�D�L�Q��

�P�L�Q�L�P�X�P�����$�Q�G���D�V���D���J�H�Q�H�U�D�O���U�X�O�H�����L�I���\�R�X���O�L�P�L�W���W�K�H���D�P�R�X�Q�W��
�R�I���V�X�J�D�U���U�L�F�K���I�R�R�G���D�Q�G���G�U�L�Q�N���\�R�X���H�D�W���L�Q���D���G�D�\�����\�R�X�¶�O�O���E�H��
cutting down on your free sugars.

How might a high-sugar diet 
affect your health?
�,�Q���Q�D�W�X�U�H�����V�X�J�D�U���X�V�X�D�O�O�\���F�R�P�H�V���Z�L�W�K���¿�E�U�H�����Y�L�W�D�P�L�Q�V����
minerals and water – this combination is not harmful 
�D�Q�G���L�V���J�H�Q�H�U�D�O�O�\���J�R�R�G���I�R�U���X�V�����)�U�H�V�K���I�U�X�L�W�����S�H�D�V�����D�Q�G��
�V�Z�H�H�W�F�R�U�Q���D�U�H���J�R�R�G���H�[�D�P�S�O�H�V�����6�R�P�H���S�U�R�F�H�V�V�H�G���I�R�R�G�V��
�F�D�Q���E�H���V�X�U�S�U�L�V�L�Q�J�O�\���K�L�J�K���L�Q���I�U�H�H���V�X�J�D�U�V�����6�R�P�H���H�[�S�H�U�W�V��
�E�H�O�L�H�Y�H���W�K�H���O�L�Y�H�U���K�D�Q�G�O�H�V���K�L�J�K���L�Q�W�D�N�H�V���R�I���V�X�J�D�U���L�Q���D���Z�D�\��
�W�K�D�W���L�V���G�D�P�D�J�L�Q�J���W�R���R�X�U���K�H�D�O�W�K�����H�V�S�H�F�L�D�O�O�\���L�I���Z�H���D�U�H��
overweight or not physically active. This could lead to 
�D�Q���L�Q�F�U�H�D�V�H�G���U�L�V�N���R�I���G�L�D�E�H�W�H�V�����K�H�D�U�W���G�L�V�H�D�V�H���D�Q�G���R�W�K�H�U��
�K�H�D�O�W�K���S�U�R�E�O�H�P�V�����$�O�V�R�����P�D�Q�\���K�L�J�K���V�X�J�D�U���I�R�R�G�V���D�U�H���O�R�Z��
�L�Q���Q�X�W�U�L�H�Q�W�V���D�Q�G���¿�E�U�H�����7�K�L�V���P�H�D�Q�V���W�K�D�W���D���K�L�J�K���V�X�J�D�U���G�L�H�W��
can be low in nutritional value. 
�6�R�����L�W�¶�V���L�P�S�R�U�W�D�Q�W���W�R���F�R�Q�V�L�G�H�U���W�K�H���Z�K�R�O�H���I�R�R�G���D�Q�G���Q�R�W��
�M�X�V�W���W�K�H���V�X�J�D�U�����6�R�P�H���I�R�R�G�V���W�K�D�W���F�R�Q�W�D�L�Q���V�X�J�D�U���F�R�P�H��
�Z�L�W�K���D�G�G�H�G���Q�X�W�U�L�H�Q�W�V�����D�Q�G���W�K�H�V�H���P�L�F�U�R�Q�X�W�U�L�H�Q�W�V���F�D�Q���I�U�R�P��
�D�Q���L�P�S�R�U�W�D�Q�W���S�D�U�W���R�I���W�K�H���G�L�H�W�����$���\�R�J�X�U�W�����I�R�U���H�[�D�P�S�O�H�����Z�L�O�O��
�G�H�O�L�Y�H�U���S�U�R�W�H�L�Q���D�Q�G���F�D�O�F�L�X�P�����$���I�U�X�L�W���D�Q�G���Y�H�J���V�P�R�R�W�K�L�H���Z�L�O�O��
�J�L�Y�H���\�R�X���¿�E�U�H���D�Q�G���S�R�W�D�V�V�L�X�P�����)�U�X�L�W���M�X�L�F�H���E�U�L�Q�J�V���Z�L�W�K���L�W��
�Y�L�W�D�P�L�Q���&���D�Q�G���S�R�W�D�V�V�L�X�P�����7�K�H���S�U�R�E�O�H�P���L�V���W�K�H���D�P�R�X�Q�W���Z�H��
�W�H�Q�G���W�R���H�D�W���R�U���G�U�L�Q�N�����.�H�H�S���D�Q���H�\�H���R�Q���\�R�X�U���S�R�U�W�L�R�Q���V�L�]�H����
�:�L�W�K���I�U�X�L�W���M�X�L�F�H�����R�Q�H���V�P�D�O�O���������P�O���J�O�D�V�V���R�I���X�Q�V�Z�H�H�W�H�Q�H�G��
�I�U�X�L�W���M�X�L�F�H���F�R�X�Q�W�V���R�Q�F�H���W�R�Z�D�U�G�V���\�R�X�U���¿�Y�H���D���G�D�\���I�U�X�L�W���D�Q�G��
�Y�H�J���L�Q�W�D�N�H�����$�Q�G���Z�K�H�Q���L�W���F�R�P�H�V���W�R���V�R�I�W���G�U�L�Q�N�V���R�U���\�R�J�X�U�W�V����
�O�R�R�N���R�X�W���I�R�U���O�R�Z�H�U���V�X�J�D�U���R�U���G�L�H�W���Y�H�U�V�L�R�Q�V������

Does sugar make you overweight?
�$���V�P�D�O�O���D�P�R�X�Q�W���R�I���V�X�J�D�U���Z�L�O�O���Q�R�W���P�D�N�H���\�R�X���R�Y�H�U�Z�H�L�J�K�W����
�$���K�L�J�K���V�X�J�D�U���G�L�H�W�����W�\�S�L�F�D�O���R�I���P�D�Q�\���S�H�R�S�O�H�����P�D�\���P�D�N�H��
�H�[�F�H�V�V���Z�H�L�J�K�W���J�D�L�Q���P�R�U�H���O�L�N�H�O�\���L�I���R�Y�H�U�D�O�O���F�D�O�R�U�L�H�����H�Q�H�U�J�\����
�L�Q�W�D�N�H���L�V���K�L�J�K�H�U���W�K�D�Q���W�K�H���E�R�G�\���Q�H�H�G�V�����+�L�J�K���V�X�J�D�U���G�L�H�W�V��
�D�U�H���Q�R�W���W�K�H���R�Q�O�\���F�D�X�V�H���R�I���Z�H�L�J�K�W���J�D�L�Q�����W�R�R���P�X�F�K���H�Q�H�U�J�\��
�I�U�R�P���D�Q�\���V�R�X�U�F�H���Z�L�O�O���P�D�N�H���\�R�X���S�X�W���R�Q���Z�H�L�J�K�W�����$���K�L�J�K��
�V�X�J�D�U���L�Q�W�D�N�H�����O�H�D�G�L�Q�J���W�R���H�[�F�H�V�V���H�Q�H�U�J�\���L�Q�W�D�N�H�����L�V���O�L�Q�N�H�G��
to weight gain in both children and adults. Sugary 
�G�U�L�Q�N�V���D�U�H���W�K�R�X�J�K�W���W�R���E�H���W�K�H���E�L�J�J�H�V�W���S�U�R�E�O�H�P�����D�V���W�K�H�\��
�W�H�Q�G���W�R���E�H���O�R�Z���L�Q���¿�E�U�H�����)�U�X�L�W���R�U���Y�H�J�H�W�D�E�O�H���V�P�R�R�W�K�L�H�V���G�R��
�S�U�R�Y�L�G�H���¿�E�U�H�����E�X�W���\�R�X���V�W�L�O�O���Q�H�H�G���W�R���Z�D�W�F�K���\�R�X�U���S�R�U�W�L�R�Q��
�V�L�]�H���D�V���W�K�H�\���F�R�Q�W�U�L�E�X�W�H���W�R���\�R�X�U���I�U�H�H���V�X�J�D�U�V���L�Q�W�D�N�H�����,�W�¶�V��
�I�D�U���H�D�V�L�H�U���W�R���G�U�L�Q�N���D���O�D�U�J�H���D�P�R�X�Q�W���R�I���I�U�X�L�W���M�X�L�F�H���R�U���D��
�V�P�R�R�W�K�L�H���F�R�P�S�D�U�H�G���W�R���H�D�W�L�Q�J���Z�K�R�O�H���I�U�X�L�W�����V�R���N�H�H�S���W�R��
�U�H�F�R�P�P�H�Q�G�H�G���S�R�U�W�L�R�Q���V�L�]�H�V�����$�O�V�R�����V�R�P�H���H�[�S�H�U�W�V���E�H�O�L�H�Y�H��
that the hormones controlling our sense of hunger and 
�I�X�O�O�Q�H�V�V���U�H�V�S�R�Q�G���G�L�I�I�H�U�H�Q�W�O�\���W�R���D���K�L�J�K���V�X�J�D�U���G�L�H�W�����I�U�R�P��
�G�U�L�Q�N���R�U���I�R�R�G����

Will sugar rot my teeth?
�+�L�J�K���V�X�J�D�U���L�Q�W�D�N�H�V���R�I�W�H�Q���O�H�D�G���W�R���W�R�R�W�K���G�H�F�D�\�����,�W���L�V��
�L�P�S�R�U�W�D�Q�W���W�R���D�Y�R�L�G���I�U�H�T�X�H�Q�W���V�X�J�D�U�\���G�U�L�Q�N�V���D�Q�G���V�Q�D�F�N�V���I�R�U��
your teeth and your overall health. 

This Food Factsheet is a public service of The British Dietetic Association (BDA) intended for information only. 
It is not a substitute for proper medical diagnosis or dietary advice given by a dietitian.  If you need to see a 
dietitian, visit your GP for a referral or: www.freelancedietitians.org for a private dietitian. 
To check your dietitian is registered check www.hpc-uk.org   
This Food Fact Sheet and others are available to download free of charge at www.bda.uk.com/foodfacts

Written by Azmina Govindji, Dr Frankie Phillips and Dave Rex, Dietitians.
The information sources used to develop this fact sheet are available at www.bda.uk.com/foodfacts
© BDA March 2017. Review date March 2020.
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milkt
ype 

cup_siz
e pref_lat 

pref_c
ap pref_moc pref_fra 

6 3 1 2 3 6 
2 3 3 1 4 2 
2 3 1 2 8 6 
1 3 3 2 7 8 
5 3 1 6 5 2 
2 2 5 6 7 8 
2 3 4 3 7 9 
5 3 6 7 2 8 
2 3 3 4 7 8 
2 3 9 2 4 3 
1 3 2 3 5 6 
2 2 5 6 4 9 
5 3 1 4 5 7 
3 3 3 4 5 7 
5 3 5 6 3 4 
3 3 1 8 4 7 
6 2 4 2 3 6 
3 2 3 4 2 1 
4 3 2 6 4 5 
1 3 1 5 2 7 
2 3 1 4 6 2 
2 3 9 3 6 5 
2 3 1 4 3 9 
2 2 3 4 7 5 
2 2 3 2 5 6 
1 2 1 3 6 7 
2 3 2 6 1 4 
1 2 5 6 4 7 
2 3 6 4 2 3 
2 3 4 5 3 6 
1 2 10 8 4 3 
2 3 3 4 5 6 
1 3 3 1 7 6 
2 2 3 2 7 5 
2 3 6 3 4 7 
5 2 2 4 5 6 
1 3 3 1 7 8 
2 2 3 6 5 7 
5 3 2 5 1 3 
2 3 5 4 6 3 
1 2 1 2 6 3 
5 3 1 3 4 6 
1 3 1 3 9 4 
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2 3 1 2 6 4 
Pref_fla pref_hot pref_tea pref_esp 

7 4 8 9 
7 6 8 9 
7 4 3 9 
4 6 1 9 
3 7 4 8 
3 2 1 9 
2 5 6 8 
9 5 3 4 
2 6 1 9 
1 5 6 8 
1 4 7 8 
7 2 1 10 
3 6 2 8 
6 2 1 9 
8 2 1 9 
6 2 3 10 
7 5 9 8 
5 6 8 7 
7 1 3 8 
4 3 6 9 
5 7 3 8 
7 4 1 8 
5 2 6 8 
6 1 2 9 
1 8 9 4 
4 2 5 9 
5 3 7 8 
8 2 1 10 
8 1 5 10 
7 2 1 10 
9 5 2 6 
8 1 2 9 
4 2 5 9 
4 6 1 9 
8 2 1 9 
7 3 1 9 
5 6 4 9 
2 4 1 9 
6 4 7 10 
7 2 1 8 
4 7 8 10 
2 5 8 9 

5 6 2 8 

5 7 3 9 
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freq_ca
p freq_moc freq_fra freq_ame freq_fla 

1 1 1 1 1 
2 2 2 2 3 
1 1 2 1 2 
4 1 1 6 2 
3 3 2 1 3 
1 1 1 2 1 
3 2 1 4 4 
1 1 1 5 1 
2 2 2 2 6 
3 2 2 6 3 
2 2 2 1 4 
1 1 1 1 1 
2 2 1 1 2 
1 1 1 1 1 
1 2 2 1 1 
2 3 2 1 3 
2 1 1 6 1 
2 1 3 1 3 
2 2 1 1 1 
3 3 3 1 3 
2 2 3 1 2 
2 2 2 4 1 
2 2 2 2 5 
1 1 1 1 1 
4 1 1 2 3 
2 1 1 1 3 
2 3 2 2 5 
2 2 2 2 2 
2 2 2 2 2 
2 3 1 1 1 
1 2 2 5 1 
2 2 2 1 1 
6 2 3 1 2 
4 2 2 1 4 
3 2 1 1 1 
2 2 2 1 2 
3 1 1 3 1 
2 2 2 2 2 
2 4 3 2 2 
1 1 1 1 1 
3 1 2 2 2 

3 3 2 3 3 

3 1 2 1 4 
4 1 2 1 3 
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freq_tea freq_esp freq_oth extras influenc 
1 1 1 1 5,6,7 
7 1 4 1,3,6,7 1,2,3,9,10,11 
5 1 2 8 2,3,8 
6 1 1 7 1,5,6,7 
2 1 1 3,7 1,2,8,10 
6 1 1 8 8 
6 1 1 4,7 1,5,6,7,8,9,10,11 
4 1 1 8 3,9 
7 1 1 2,3,7 1,3,5,7,9,10,11 
4 2 2 2,3,4,7 1,4,5,6,11 
3 2 1 1,2,6,7 1,2,9,10 
6 1 1 8 1,3,8,9,11 
7 1 1 3,7 5,6,7,8,9,10 
5 1 1 1,6,7 8 
4 1 1 8 1,3,4,7,8 
4 1 4 2 8,10,11 
1 1 1 7 5,6,7,8 
3 1 1 1,2,5,6,7 1,8,9,10 
3 1 2 1,2,6,7 1,4,8,9,10,11 
4 1 1 1,6,7 8,9,10 
6 1 1 8 1,8,9,10 
6 1 1 1,2,6,7 1,8,9,10 
7 1 2 1,3,6,7 1,2,3,4,7,9,10 
2 1 1 6,7 1,2,3,8,9,11 
4 2 2 7 1,2,3,7,9,10,11 
4 1 1 7 6,8,10 
4 1 1 1,2 1,2,8,9,11 
6 1 2 8 1,3,5,6,7,9,10 
4 1 1 1,7 1,2,3,8,10,12 
5 1 1 1,6 1,2,8,9 
6 1 1 1,4 1,2,8,9,10,11 
4 1 1 1,6,7 1,8,9,10,11 
4 1 1 2,7 3,8,9,10 
6 1 1 1,2,7 1,2,3,8,9,10,11 
6 1 1 8 1,3,8,9,10,11 
5 1 2 2,3,7 8,9,10,11 
2 1 1 3 5,7,8,11 
7 2 2 8 1,3,4,5,7,8,9 
3 1 2 2,3 3,8,9,10,11 
3 1 1 1,6 8,11 
4 1 2 2,7 7,9,11 
3 2 2 3 5,6,8,10 
3 1 1 1,6 1,5,8,9,10 
4 1 1 7 1,3,8 

cal_latt cal_tea cal_amer cal_moch cal_hotc cal_capp 
2 2 3 2 2 2 
4 6 6 2 1 5 
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2 3 4 1 2 2 
3 5 6 2 1 4 
3 5 6 2 1 4 
2 5 6 4 1 3 
2 5 6 1 1 4 
  6    
3 5 6 1 2 3 
2 5 6 1 1 4 
      
2 5 4 1 1 2 
2 5 6 1 1 3 
      
2 4 6 1 1 3 
      
      
      
      
3 4 4 2 1 3 
3 5 6 2 1 3 
1 5 4 2 2 2 
2 6 6 2 1 3 
4 4 4 3 2 3 
3 5 6 2 1 4 
3 6 4 2 1 5 
4 5 6 2 1 3 
4 6 6 2 1 3 
2 3 2 1 2 2 
3 5 6 1 1 4 
2 4 5 1 1 2 
5 6 4 2 1 3 
3 4 4 2 1 3 
1 5 6 1 1 2 
      
2 4 5 1 1 2 
3 5 6 1 1 4 
3 5 6 2 1 4 
2 4 5 2 1 3 
      
2 6 5 2 1 3 
3 5 6 1 2 4 
3 5 6 1 2 3 

3 5 6 1 2 4 
sugar_lat sugar_tea sugar_ame sugar_moc sugar_hot sugar_cap 
3 3 5 4 3 2 
3 5 5 2 1 4 
3 3 4 2 1 2 
4 4 6 2 2 5 
3 5 6  1  
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3 5 6 2 1 4 
3 6 6 2 1 4 
  6    
4 5 6 1 2 4 
6 6 6 2 1 5 
      
2 4 6 1 1 1 
3 6  1 1 3 
      
5 5 6 2 1 3 
      
      
      
      
3 5 5 2 1 4 
3 5 6 1 1 3 
4 4 4 2 1 4 
1 6 5 1 1 3 
4 4 3 2 1 3 
4 6 5 2 1 3 
4 6 3 2 1  
3 4 6 2 1 4 
3 6 6 1 1 4 
      
4 5 6 2 2 4 
4 4 6 1 1 2 
4 5 6 3 1 2 
4 4 4 3 2 4 
4 6 6 2 1 3 
      
4 6 6 1 1 2 
3 5 5 2 1 4 
4 5 6 3 1 4 
4 5 5 3 2 5 
      
3 5 5 4 2  
4 5  2 1 3 
3 4 6 2 1 3 
3 5 6 2 1 4 
age edu&empl 
5 1,2,3 
2 2 
1 2 
1 2 
1 2 
2 2 
1 2 
1 2 
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1 1,3 
1 2,5 
1 2,4 
1 2 
1 2 
1 2 
1 2 
1 2 
1 2 
1 2 
1 2 
1 2 
4 2 
1 2 
2 2,4 
1 2 
1 2,4 
1 2,4 
2 2 
1 2,4 
1 2,4 
1 2 
2 2,4 
1 2 
1 2 
2 2 
1 2 
2 2 
2 2 
3 2 
1 2,4 
1 2 
3 2 
1 2 
2 2 
1 2 
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1 Milk preference 1 = Skimmed 
2 = Semi-skimmed 
3 = Full fat milk 
4 = Full cream milk 
5 = Soya/nut/plant 
alternative 
6 = None 

Nominal milktype 

2 Coffee size 1 = Shot 
2 = Small 
3 = Medium 
4 = Large 
5 = Extra Large 

Ordinal cup_size 

3 Rate drinks personal 
preference 

1-10,  
1= most favourite  
10 = least favourite 

Ordinal Pref_lat 
Pref_cap 
Pref_moc 
Pref_fra 
Pref_fla 
Pref_hot 
Pref_tea 
Pref_esp 

4 How often consume latte 1 = never 
2 = Rarely 
3 = 1-4 times a 
month 
4 = 1-6 times a 
week 
5 = Once a day 
6 = 1-3 times a day 
7 = 5+ times a day 

Ordinal freq_lat 
 

 How often consume 
cappuccino 

1 = never 
2 = Rarely 
3 = 1-4 times a 
month 
4 = 1-6 times a 
week 
5 = Once a day 
6 = 1-3 times a day 
7 = 5+ times a day 

Ordinal freq_cap 

 How often consume 
mocha 

1 = never 
2 = Rarely 
3 = 1-4 times a 
month 
4 = 1-6 times a 
week 
5 = Once a day 
6 = 1-3 times a day 
7 = 5+ times a day 

Ordinal freq_moc 
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 How often consume 
frappe 

1 = never 
2 = Rarely 
3 = 1-4 times a 
month 
4 = 1-6 times a 
week 
5 = Once a day 
6 = 1-3 times a day 
7 = 5+ times a day 

Ordinal freq_fra 

 How often consume 
Americano/black 

1 = never 
2 = Rarely 
3 = 1-4 times a 
month 
4 = 1-6 times a 
week 
5 = Once a day 
6 = 1-3 times a day 
7 = 5+ times a day 

Ordinal freq_ame 

 How often consume flat 
white 

1 = never 
2 = Rarely 
3 = 1-4 times a 
month 
4 = 1-6 times a 
week 
5 = Once a day 
6 = 1-3 times a day 
7 = 5+ times a day 

Ordinal freq_fla 

 How often consume hot 
chocolate 

1 = never 
2 = Rarely 
3 = 1-4 times a 
month 
4 = 1-6 times a 
week 
5 = Once a day 
6 = 1-3 times a day 
7 = 5+ times a day 

Ordinal freq_hot 

 How often consume 
tea/flavoured teas 

1 = never 
2 = Rarely 
3 = 1-4 times a 
month 
4 = 1-6 times a 
week 
5 = Once a day 
6 = 1-3 times a day 
7 = 5+ times a day 

Ordinal freq_tea 

 How often consume 
espresso 

1 = never 
2 = Rarely 
3 = 1-4 times a 
month 

Ordinal freq_esp 
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4 = 1-6 times a 
week 
5 = Once a day 
6 = 1-3 times a day 
7 = 5+ times a day 

 How often consume other 1 = never 
2 = Rarely 
3 = 1-4 times a 
month 
4 = 1-6 times a 
week 
5 = Once a day 
6 = 1-3 times a day 
7 = 5+ times a day 

Ordinal freq_oth 

5 Additional Extras 1 = Whipped cream 
2 = Flavoured syrup 
3 = Sugar free 
syrup 
4 = Extra shot of 
coffee 
5 = Sauce 
6 = Marshmallows 
7 = Chocolate 
dusting 
8 = None 

Nominal extras 

6 Factors influencing drink 
choice 

1 = Cost 
2 = Convenience 
3 = What is 
available 
4 = Friends choice 
5 = Low sugar 
content 
6 = Low calorie 
content 
7 = Low fat content 
8 = Taste 
9 = Time of day 
10 = Tiredness 
11 = 
Feelings/emotions 
12 = Other 

Nominal influenc 

7 Match kcal to drink 1 = latte 
2 = tea 
3 = americano 
4 = mocha 
5 = hot choc 
6 = cappucino 

Scale Cal_latt 
Cal_tea 
Cal_amer 
Cal_moch 
Cal_hotc 
Cal_capp 

8 Match sugar to drink 1 = latte 
2 = tea 
3 = americano 

Scale Sugar_lat 
Sugar_tea 
Sugar_amer 
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4 = mocha 
5 = hot choc 
6 = cappucino 

Sugar_moch 
Sugar_hotc 
Sugar_capp 

9 Age 18-24 = 1 
25-30 = 2 
31-40 = 3 
41-50 = 4 
51+ = 5 
Prefer not to say = 
6 

Ordinal age 

10 Education and 
employment 

Part time Student = 
1 
Full time student = 
2 
Unemployed = 3 
Par time employed 
= 4 
Full time employed 
= 5 
Zero hours = 6 

Nominal Edu&empl 
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