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Almost two-thirds of people buy lunch and dinner on the go, with just under half
also buying breakfast on the go. Men are much more likely than women to buy food
on the go, especially on a weekly basis or more frequently.
Frequency of eating food on the go
NET: Buy food-to-go:

NET: Weekly or more often
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10% respectively)
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Q1. How often do you buy lunch to go during the working week?
Q10. How often do you buy breakfast to go?
Q11. How often do you buy dinner to go?
Base (All respondents): n=2,074 2

Over half of those who purchase lunch-to-go during the week, prefer to buy
sandwiches, compared to just over a quarter that prefer to have hot food. Women
are much more likely to chose salads, while men prefer hot food.
Food-to-go (lunch) product preferences
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Q2. What type of product do you most prefer to buy?
Base (All who buy lunch-to-go during the week): n=1,356 3

Two-fifths of those who buy lunch-to-go describe the options available at the local
supermarket as being ‘value for money’, whilst the options available in cafés and
coffee shops are considered by over half to be ‘too expensive’.
Descriptions for lunch-to-go options
Local Supermarket

Café and coffee shop chains
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Q3. How would you describe lunch-to-go options at your local supermarket? Please select all that apply.
Q4. How would you describe lunch-to-go options in café and coffee shop chains (e.g. Pret, Eat, Caffè Nero)? Please select all that apply..
Base (All who buy lunch-to-go during the week): n= 1,356 4

Over half of people spend on average between £3 and £4.99 on lunch-to-go. With
nearly 4 in 10 spending between £3- £3.99. Men are much more likely than women
to have a higher average spend for their lunch.
Average spend
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Q5. How much on average do you spend on a lunch to go?
Base (All who buy lunch-to-go during the week): n=1,356 5

Indian tikka wrap and Mexican tacos are the two most popular options of lunch-togo products (39%) we tested. Only 15% would not be willing to pay extra for more
varied lunch-to-go options.
Interest in potential lunch-to-go product options and
willingness to pay extra
Indian tikka wrap
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Mexican tacos
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South American corn rolls (filled with
meat or plantain, salsa, guacamole
and salad)
Korean bibimbap (spicy rice bowl
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traditionally topped with egg)
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vegatables with salad)
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How much more
would consumer pay
for these options?
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Over 55’s are significantly more
likely than all other age groups
to not be interested in trying any
of the options (47%)
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Q6. Which of the following options would you be interested in buying if they were available in the lunch to go section? Please select all that apply.
Base (All who buy lunch-to-go during the week): n=1,356
Q7. How much more would you be willing to pay for those options compared to your usual lunch to go?
Base (All who would purchase one of the lunch-to-go options): n=991 6

Nearly two-fifths of consumers have no preference whether a supermarket food
counter is retailer-branded or separate brand.
Manned and Self-service counters score equally, with 18-24 year olds showing a
strong preference for self-service food-to-go counters.
If your local supermarket were to open a new food to go counter,
would you prefer it to be run by the retailer or a brand?
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18-24 year olds are significantly more
likely than all other age groups to
prefer self-service (55%).

19%

No preference

No Preference 39%
Automated
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Q8. If your local supermarket were to open a new food to go counter, would you prefer it to be run by the retailer (e.g.
Sainsbury’s) or a separate brand (i.e. Pizza Express, Ben & Jerry’s)?
Q9. Ideally, would you prefer a food to go counter in store to be manned, self-service or automated?
Base (All who buy lunch-to-go during the week): n=1,356 7

Key take outs…
Food to go is a popular category, with more than almost two-thirds stating that they buy lunch and
dinner on the go. Breakfast-to-go is popular with just under half (46%) of people. Men are more
likely than women to purchase food to go for both lunch and dinner, and tend to do so on a weekly
basis or more frequently. But on a daily basis, 25-34 year olds are more likely than all other age
groups to buy breakfast and dinner on the go.
Out of those who frequently purchase lunch-to-go during the working week, over half (55%)
choose sandwiches as their most preferred lunch-to-go product, with hot food coming in second at
27% and being more popular amongst men.
Meanwhile, the lunches that are available from supermarkets are most commonly described as
being ‘value for money’ (41%), while similar options available at cafés and coffee shops are
considered by half to be ‘too expensive’ (53%). From this, it is clear to see that price is an
important factor for consumers, with the majority of people spending between £3 and £4.99 (53%)
or less than £3 (32%) when they are purchasing food on the go.
Only a third of people consider the current lunch-to-go options as being ‘tasty’ in both
supermarkets and cafés/ coffee shops, suggesting there are opportunities to improve current
options and introduce new products. With nearly 4 in 10 consumers being receptive to trying new
product ideas such as Indian tikka wraps and Mexican tacos and 85% being willing to pay slightly
more than their usual lunch for more varied lunch-to-go options.
Nearly 4 in 10 have no preference as to whether a supermarket in-store food to go counter is run/
managed by retailers or brands. There is a stronger preference for having the counters either
being manned (37%) or self-service (36%), as opposed to being automated (8%) - with 18-24 year
olds preferring to use a self-service food to go counter .
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Appendix

Approach & Demographics

Approach and Panel
We conducted an online omnibus survey with 2,074 adults aged 18+ across England,
Scotland, and Wales between 1st – 5th October 2018.
The survey took place using our sister-company toluna.com online panel which consists
of members of the general public who have opted in and voluntarily agreed to participate
in online research studies.
• Through careful recruitment and management, we are able to rapidly survey large numbers of
the general population and accurately represent the views of the nation.
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Omnibus Audience
A representative Sample
The results of the study were weighted to best reflect the size and shape of the
population of the UK
This means that the results in this report reflect an audience that is as true as possible
of the GB population with the same age, gender and regional profile. The audience
profile is detailed below.
Gender

Region

Age
12%
35%

18 - 24
17%

48% 52%

35 - 44

9%

45 - 54

19%

17%

25 - 34
4%

55+

12%

Social Grade
29%

24%
AB

C1

19%
C2

5%

28%

9%

9%

16%

9%
13%
14%
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For further information about this study,
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