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Introduction

Consumer eating habits are in a state of constant flux. Consumers are being bombarded with
messages regarding healthy eating while at the same time being tempted by a vast array of food
in both supermarkets and catering establishments such as cafes, coffee houses and fast food
outlets.

This report looks at consumer behaviour with regard to breakfast, considering how often it is
eaten, what constitutes a breakfast meal, where it is eaten and who with, as well as how long it
takes to prepare and eat.

For this report, YouGov SixthSense commissioned a survey among YouGov’s online panel,
drawing on a nationally representative sample of 2,049 UK adults aged 16+. Questions covered
the following topics:

General lifestyle questions/attitudes
Current working status

Day(s) of the week normally spent at work
Self perception of weight

Influence on food choices

Time spent getting ready in the morning
Propensity to cook/prepare meals at home
Self perception of cooking skills

Cooking for others

Typical amount spent on dining out for various occasions
Propensity to snack

Location for snacking

Attitudes towards snacking

Outlets used for dining out

Breakfast during the week

Frequency of eating breakfast during the week

Type of food or foods consumed at breakfast during the week

Frequency of consumption of food or foods consumed at breakfast during the week
Type of drink or drinks consumed at breakfast during the week

Frequency of consumption of drink or drinks consumed at breakfast during the week
Location breakfast is consumed during the week

Time spent PREPARING breakfast during the week

Time spent EATING breakfast during the week

Time breakfast is normally eaten during the week

Breakfast at the weekend

Frequency of eating breakfast at the weekend

Type of food or foods consumed at breakfast at the weekend

Frequency of consumption of food or foods consumed at breakfast at the weekend
Type of drink or drinks consumed at breakfast at the weekend

Frequency of consumption of drink or drinks consumed at breakfast at the weekend
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Location breakfast is consumed at the weekend
Time spent PREPARING breakfast at the weekend
Time spent EATING breakfast at the weekend
Time breakfast is normally eaten at the weekend

Breakfast in general

Breakfast eating habits in general
Propensity for eating toast

Type of bread used for toast
Typical toppings for toast
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Report Summary

Enjoyable eating

e Two thirds of respondents say ‘l enjoy eating good food’, far more than the 46% who
say they ‘take care to eat healthily’.

e Although ABC1s have long being associated with having greater knowledge and
involvement in healthy eating, they are also the most likely to enjoy ‘good food’.

e Just 7% of men are currently on a diet, while this is true for 16% of women.

e However, health consciousness does seem to increase with age, with women aged 55+
being particularly likely to be careful about what they eat.

Women are slower than men in the morning

e The amount of time available for breakfast is, of course, influenced by the amount of
free time available in the morning. YouGov SixthSense therefore asked respondents how
long it takes them to get ready on a typical morning.

e Most respondents take between 10-30 minutes to get ready (includes showering,
shaving, applying make-up, etc), with the average time being 19 minutes.

o  Women are likely to spend longer than men getting ready. This is strongly influenced by
the fact that almost half (49%) of women aged 16-24 spend more than 30 minutes doing
so.

Traditional roles

e Three quarters of women are responsible for all or most of the cooking/preparing food
in their household, which would, of course, include breakfast.

e However, the emergence of the ‘new man’ is apparent, with older women much more
likely than younger women to have to shoulder the responsibility in the kitchen.

e The majority of people describe their cooking skills as either ‘good’ (48%) or ‘okay’
(36%). Men are slightly more likely to see themselves as ‘bad’ or ‘terrible’, with 16-24
year old men especially prone to say this.

Breakfast benefits
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e Just over half of respondents recognise the importance of eating a ‘good’ breakfast,
although only 5% say they cannot get through the morning without a ‘big’ breakfast.

o  Only slightly more respondents (57%) always eat breakfast, with a quarter saying they
rarely or never do.

e Some 13% of respondents feel that they ‘don’t really have time to eat a proper
breakfast on a working day’ (rising to 19% of those who work full-time).

Cereal and toast are weekday breakfast staples

e Cold cereal and/or toast are the most popular choices by a wide margin and are eaten
regularly by 47% and 26% respectively.

e A further 60% of consumers eat toast occasionally and 35% cold cereal.

e Despite being the staples of an English breakfast, cooked items such as eggs and bacon
are eaten regularly by only a minority of respondents. However, they are popular on an
occasional basis, especially among men.

Indulgent weekend breakfasts

e Just over a third (36%) of respondents says they like to ‘treat’ themselves at the
weekend. Among those who are working full-time, 46% say this.

e Ason aweekday, cold cereal and/or toast remain the most popular breakfast food
eaten on a regular basis, but significant numbers also like to eat eggs, bacon, hot cereal
and/or fruit.

Could the tea habit slip away?

e Teais the most likely drink to be consumed at breakfast, both on a weekday and at the
weekend.

e Almost half of consumers drink it for breakfast on a regular basis — twice as many as for

its nearest rival, fruit juice. Furthermore, just over two in five respondents drink tea
occasionally.

e However, it is much less likely to be drunk regularly by younger consumers, suggesting
that the traditional view of the British as great tea drinkers may no longer hold true.
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Breakfast is a home-based meal

e Most consumers eat breakfast at home, with almost two thirds (63%) doing so every
weekday and 73% on weekend days.

e However, weekday breakfasts are most likely to be eaten at home every day by those
who are retired (85%). Among those who work, 36% of full-timers and 21% of part-
timers eat breakfast at work/in the office at least occasionally.

e The youngest group are the most likely to have breakfast in the car, on public transport,
on foot or in fast food restaurants.

Breakfast is quick to prepare...and to eat

e The majority of people do not spend much time preparing breakfast: six in ten take less
than 5 minutes and three in ten take around 6-10 minutes. The average is just 5.2
minutes.

e Even at the weekend, when even many full-timers do not need to rush, the average
time taken to prepare breakfast is only 8.7 minutes.

e When it comes to eating on a weekday, a quarter of respondents take less than 5
minutes and around half (46%) 6-10 minutes, meaning that the average time is only 8.3
minutes.

e At the weekend, eating breakfast only takes slightly longer (on average 11.6 minutes),
with most respondents taking under 15 minutes.

e However, those who enjoy ‘good food’ are likely to spend slightly longer than average

(12 minutes), with those who regularly eat cooked breakfasts also spending
considerably longer.

Toast is not just for breakfast

e Although toast is widely seen as a breakfast food, it is also connected with snacking
occasions by a significant number of people, with late night snacking especially likely to
be mentioned.

e Toast is more likely to be seen as a breakfast food (and eaten) by those aged 25 and
over, with consumption peaking among men aged 25-54 (83%).

e People aged 25-39 are the most enthusiastic toast snackers, particularly at mid-morning
and late at night.
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