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Wednesday, 9 March 2016 

When you’re hot, you’re…icy?! Frozen drinks a hit 
with young Aussies 

They’re sweet, cheap and colder than a polar bear’s nose: they’re frozen drinks such as 
Slurpee and Slushie, and a growing number of Australians 14+ are drinking them. In fact, the 
latest findings from Roy Morgan Research reveal that these frosty concoctions are among the 
few cold beverages to have gained popularity in the last couple of years. 

Between January 2013 and December 2015, the proportion of Aussies consuming frozen drinks 
in an average seven days grew from 2.2% (or 415,000 people) to 3.3% (637,000 people). While 
this is just a fraction of the proportion of Australians who consume carbonated soft drinks 
(47.6%, down from 49.2%) or fruit juice (26.5%, down from 28.5%), it is the only one of the 
three to have increased its consumers during this time. 

 

Younger Aussies are much more likely than older ones to consume frozen drinks like Slurpees 
and Slushies. In fact, almost three-quarters (72.9%) of the people who consume this kind of 
beverage are aged under 35 years old, compared with 40.0% of soft-drink consumers and 
40.8% of fruit juice drinkers. 

 

Age breakdown of Aussies who drink frozen drinks, soft drinks and fruit juices in an average 7 
days 

 
Source: Roy Morgan Single Source (Australia), January – December 2015 (n=15,367).  

40.8%

40.0%

72.9%

23.8%

27.0%

21.7%

35.4%

33.0%

5.4%

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

TOTAL fruit juices/drinks

TOTAL flavoured carbonated soft drink

Frozen drinks (eg. Slurpee, Slushie)

Under 35 years 35-49 years TOTAL 50+ years

Base: Australians 14+

http://www.roymorgan.com/
http://www.roymorganonlinestore.com/Browse/Australia/Media.aspx
mailto:melbourne@roymorgan.com
http://www.roymorgan.com/


 
 
 

Roy Morgan Research Ltd. A.B.N. 91 007 092 944 Quality System Certified to AS/NZS ISO 9001 
401 Collins Street, Melbourne, Victoria, 3000 – GPO Box 2282U, Melbourne, Victoria, 3001, Australia 

Tel: (03) 9629 6888 Fax: (03) 9629 1250  (03) 9224 5387  melbourne@roymorgan.com   www.roymorgan.com 

FO
R

 IM
M

ED
IA

TE
 R

EL
EA

SE
  

Only 5.4% of total frozen drink consumers are aged 50 or older, a much smaller proportion 

than for soft drinks (33.0%) and fruit juices/drinks (35.4%). 

Of course, with frozen drinks costing little more than a gold coin at quick service restaurant 

chains such as McDonalds and Hungry Jacks, it is not surprising that people who consume these 

drinks are around 50% more likely than the average Aussie to visit a fast food place in an 

average three months. 

Their thirst is not restricted to frozen drinks, either: a mighty 87.9% of people who consume 

frozen beverages such as Slurpees and Slushies in any given seven-day period also drink at least 

one carbonated soft drink in that time, making them 85% more likely to do so than the average 

Australian. 

Andrew Price, General Manager – Consumer Products, Roy Morgan Research, says: 

“While frozen drinks are nowhere near as widely consumed as carbonated soft drinks or 

fruit juices, our data indicates that their popularity is rising. With their low cost, sweet 

taste and bright colours, it is not surprising that these beverages are especially popular 

with younger Aussies; nor is it surprising to see that their marketing communications 

are firmly focused on this demographic. Slurpee, for example, has a massive social 

media presence which engages its youthful audience even when they’re not ‘slurping’. 

“Although frozen drinks are currently a niche beverage, their growing popularity is 

certainly worth monitoring, especially as consumption of soft drinks and fruit juices 

declines. In fact, soft drink and fruit juice brands would benefit from gaining an in-depth 

understanding of who drinks frozen beverages so they can maximise any crossover 

potential. Meanwhile, frozen drink brands wishing to grow their market also stand to do 

so more successfully if they can pinpoint exactly who they wish to target and how best 

to reach them. 

“Of course, like soft drinks and many juices, frozen drinks like Slurpees and Slushies are 

extremely high in sugar, so health authorities concerned about the incidence of obesity 

in Australia would also do well to understand who and what is driving the rise of this 

beverage .” 

For comments or more information about Roy Morgan Research’s consumer product and 
beverages data, please contact: 

Vaishali Nagaratnam 
Office:  +61 (3) 9224 5309 
Vaishali.Nagaratnam@roymorgan.com 

Related research findings 

View our extensive range of Non-Alcoholic Drinks profiles, including our profile of people who drink 
frozen drinks, as well as our soft-drink profiles and fruit juice/drinks profiles.  

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. 
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http://www.roymorganonlinestore.com/Browse/Australia/Consumer-Products/Non-Alcohol/Fruit-Juice-and-Drinks.aspx
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About Roy Morgan Research 

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. 

Sample Size Percentage Estimate 

 40%-60% 25% or 75% 10% or 90% 5% or 95% 

5,000 ±1.4 ±1.2 ±0.8 ±0.6 

7,500 ±1.1 ±1.0 ±0.7 ±0.5 

10,000 ±1.0 ±0.9 ±0.6 ±0.4 

20,000 ±0.7 ±0.6 ±0.4 ±0.3 

50,000 ±0.4 ±0.4 ±0.3 ±0.2 
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