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FOREWORD BY THE AUTHOR

Timing is so crucial to almost everything in life. From a
well-timed word of thanks to the launch of a business:
success rises and falls, even to a split second in time.
It was interesting, then, that just as we were ready
to publish this document in March of 2020, that one
of the greatest pandemics of the last 100 years,
COVID-19 should befall us. While the original reaction
on completion of this document was ‘why now’
(indeed, why ever!), ultimately we believe that there
has never been a more appropriate time to release
a document of this type. We are all seeking answers
and certainty for the future, and while no-one can
guarantee anything with certainty (despite being
more technologically advanced than any generation
before us), we believe the analysis in this document
should help remove some of the murkiness that the
future holds.
In terms of the document published here, it was
sobering to see just how many of the trends we
have observed are now going to be accelerated
because of COVID-19. Some things are already being
implemented, such as cashless payment systems,
many more are likely yet to come. Some of these
trends will likely include the introduction of smart
ordering systems, tied in with automation where
appropriate in a cafés workflow. The near-tsunami-like
wave of customers seeking to buy and use coffee at
home when panic-buying started around Easter (late
March-early April 2020) resulted in an increase in the
curiosity of consumers as to how to brew good coffee
at home. This, correspondingly, results in a more
educated consumer (or one who at least appreciates
the complexity of coffee-making!). How will this
affect future consumption habits and expectations?
We seek to answer questions like these throughout
this publication.
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In the final published version of Café 2025, we have
combined the thinking both pre- and post-COVID-19.
This thinking is not quantized into sections, as for the
most part, what will happen post-pandemic is what
was likely to have happened independent of it. Those
trends that have been influenced by the pandemic
(such as the widespread adoption of cup exchange
programs, which we were sceptical of in the first
place) are discussed in light of the pandemic, but only
briefly. Those tends that are not directly influenced by
the pandemic, for example, the growing preference
of consumers for alternative milks are therefore
not discussed in light of COVID-19. So, while we
acknowledge the impacts of the pandemic, we do not
analyse all trends under its shadow.
It is interesting how something like a pandemic can
shake us out of our daily rhythm and force us to
question what we do and how we do it. An outworking
of this is exemplified in the extreme responses that
businesses have had to the pandemic. We have
seen many cafés and restaurants either face their
demise or rise up to the challenge and embrace new
business models, fuelled by some of the technologies
presented in this document. Some may argue that
stresses such as those imposed by COVID-19
ultimately accelerate the inevitable. To this point,
we would agree in part, and hope that the analysis
in this document provides some proof as to why.
We think cafés, restaurants and roasteries would do
well to apply at least some of the intelligence
provided in this document to safeguard their future.
There has never been a better time to enact change!

Dr Adam Carr
Coffee Science and Education Centre Manager,
Seven Miles Coffee Roasters

EXECUTIVE SUMMARY

At the beginning of 2020, the Australian marketplace
was saturated with coffee. The implications of this
statement across the marketplace across the next five
years are manifold, but we ascertain that the key to
differentiation in a saturated marketplace is to provide
exceptional consumer experiences. One of the key
complicating challenges moving forward to 2025
will be providing this customer experience while
managing the increasing labour costs, and high staff
turnover rates in an industry that, traditionally, requires
a skilled workforce.
In this report, we identify several trends that will define
the next five years in coffee. Being able to focus
innovative effort into these trends will likely result in
the greatest return for the café/restaurant. We analyse
these trends in 5 parts, looking at roasting trends,
café trends, consumer trends, technology trends
and other potentially disruptive trends (largely
‘sustainability’ focused). Ultimately, we paint a
picture of what a café might look like in 2025 if all the
recommendations presented in this document are
applied in the real world.
Consumer taste preferences for certain roast styles
have evolved significantly across the last decade. Up
to 5 years ago, the industry saw a movement towards
lightly roasted styles of coffee. However, our analysis
indicates that this trend has now reversed. We expect
that, by 2025, the medium-light roasts that dominate
the market will reduce by 16%, while medium-dark
roasts will increase by about 23%. This doesn’t take
into account the shifting consumer preference to
filter coffee, however based on consumer trends, we
don’t expect this to account for more than 2% of the
Australian menu, at least by 2025.
Changing technologies in connectivity and software
means that the business owner may be able to capture
larger market share. This is possible by leveraging
automated machinery through self-serve kiosks as a
means of empowering consumers to have a choice
between ‘fast’ and ‘slow’ coffee. Therefore, a business
doesn’t have to focus on only one of these types of
coffee service, if implemented with the appropriate

software. Indeed, an owner/operator could fully
connect automated technologies with mobile ordering
services, such that a consumer could order a coffee
and collect it, or, have a coffee delivered (a highly
successful service overseas, though time will tell if
this will take of in Australia) without ever needing to
physically handle the coffee.
Another key for unlocking growth to 2025 is to be
able to follow the trend in craft and authenticity in
cuisine. This can range from showcasing culture
to communicating craft through presentation and
marketing of the café/restaurant. Similarly, being
able to offer food and beverages that are associated
to market trends, such as wellness (i.e. foods that
are sustainable, high in antioxidants, vegan options
etc). will be important moving forward. This will be
especially important for the emerging Generation
Z, who above most other things, are curious and
explorative, yet highly loyal, a café would thus do
well to continuously refine their menu (both drink and
food) to capture this emerging market sooner rather
than later.
The place of specialty coffee across the next
5 years is as nebulous as it has been across the
last 5 years. Consumers and industry tend to differ
in their definitions of specialty coffee. However, as
long as the end result is a well presented, finely tuned
espresso-based drink then it is likely that business
will be sustainable across the next five years.
To ensure growth, communication of the quality
through seasonal menus (food and beverages),
consistent architecture and natural flow in design,
and sustainability initiatives will be important.
A key growth demographic across the next 5 years
is the introduction of Generation Z (aged 16-23) to
the marketplace. Many in this generation are already
drinking coffee, and indeed are specifically choosing
to drink ‘specialty coffee’. The generation has the
capacity to be highly loyal so long as their exploratory
tendencies are satisfied, so innovative products
and drinks, or seasonal offerings will be particularly
important.

EXECUTIVE SUMMARY

3

In terms of specific coffee offerings, consumption
trends into the future will continue to be we predict
that milk-based beverages will continue to be the
most in demand drink. However, as a proportion of
all coffee sold, we expect ‘white’ coffee sales to
decrease by 10%. Of these ‘white’ coffee sales, we
also expect that there will be a decline in diary sales,
and an increase of about 8% in milk alternatives, the
most popular currently being almond milk. We expect
sales of oat milk-based coffees to grow the fastest
of all alternative milks, but ultimately will not overtake
dairy milk. Despite this, the unpredictability of health
trends may mean a resurgence dairy milk could occur,
due to the occasionally emphasised health benefits
(over milk-alternatives). In terms of black coffee
(espresso, long blacks etc)., we expect sales will grow
from 9 drinks per 100 sold to 12 drinks per 100 sold,
with 20% of the black coffee sales being cold brew.
So, for cafés, it seems likely that at least 6 different
varietals of milk will be required to capture all portions
of the market, and the development of a good black
coffee offering (particularly long black, filter, and cold
brew offerings) will be important towards 2025.
Technology for extracting coffee now has a focus
around tight control of the extraction, to ensure coffee
is consistent from barista to barista, and ultimately,
cup to cup. Indeed, many automated control
mechanisms have now become a significant part of
the barista’s arsenal. It is not hard to envision, then,
how a café could be fully automated (in terms of the
coffee making process) in five years-time. While the
industry is clearly shying away from using the word
‘automated’, with some companies going far enough
to re-badge a super-automatic machine ‘supertraditional’, there are many technologies coming,
and indeed exist now, that can effectively operate
as a barista in real time. Implementation of these
technologies can save not labour costs, training costs,
a reduction in the requirement to retain coffee-making
staff, and a focus around hospitality-focused staff.
This in turn will improve customer experience, not only
driving top-line sales, but reducing bottom-line costs
(through staff optimization, and even reduction
in wastage).
In addition to the technology to extract coffee,
one of the most powerful new tools available to the
industry is that of telemetry. Telemetry is data fed
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back through the supply chain that enables strategic
ordering/servicing of machinery. Being able to predict
demand and breakdown times has the potential to
significantly decrease operating costs by facilitating a
lean supply chain and enabling real-time preventative
maintenance. The industry is just starting to introduce
these systems in grinders, though super-automatic
machines have been doing this for the last 4 years.
We don’t think it will be long before all machines
have a level of ‘cloud’-based connectivity. The best
operators will already be working on systems like this
to capture, process and use data to best service their
customers (both roasteries and cafés alike).
Environmental sustainability has become an
increasingly important factor in the marketplace.
Several initiatives have been launched in the last five
years, however pending a full disposable packaging
ban, there are very few initiatives (beyond reusable
cups) that will have any significant impact, or market
penetration. Perhaps the most interesting possibility
in the next 5 years is Terracycle’s new Loop program,
where centralization of sanitizing reusable packaging
is implemented. This program is not set to launch
until 2021. Beyond this program, automation has the
capacity to have the most positive, if incremental,
impact in terms of environmental sustainability,
as it can minimize waste due to accurate dosing
technologies. As sustainability continues to grow in
the forefront of consumer’s minds, perhaps the best
visible change cafés can make are to offer the sale of
shop-specific reusable cups in the café.
Ultimately, coffee is a relationship drink. In the next
five years, we see the industry focusing more towards
hospitality, rather than a focus on machines and the
technicalities around the coffee itself. This, therefore,
steers coffee culture to back where it always was
intended to be: a home away from home. Technology
has been developed that facilitates this hospitality,
which will lead to more exceptional customer
experience, along with a reduction in costs and an
increase in value-added activities. Despite having
reached peak coffee, we believe there is significant
capacity in the next 5 years to grow businesses in
a way that serves consumers better, and at the same
time reduces stress on both café owners
and operators.

PURPOSE, SCOPE AND
REPORT BOUNDARIES

The purpose of this report is to provide intelligence on decision-making to the
Australian coffee industry, in the lead-up to 2025. The Australian industry includes
Australian cafés, restaurants, hotels, retail chains and roasteries. Indirectly, raw material
suppliers (including green coffee importers, brokers, suppliers of dairy and alternative
milks, flavour manufacturers etc) may also find useful information in this document.
This report focuses on the following factors that will influence what a café
(our customer) may look like by 2025:
1. Australian roasting trends
2. Australian café market trends
3. Australian coffee consumption trends
4. Café technology trends
5. Other emerging, potentially disruptive trends
There are some limits to the scope in this report. For example, we do not cover industry
trends pre-2011, also, while we may reference to the ‘coffee wave’ construct presented
by the Allegra Group, we will not present a treatise on waves as they are somewhat
irrelevant to the Australian market. Finally, while sourcing of green coffee and the
pricing of coffee is always ‘front of mind’ for supply and delivery and ethical reasons,
we do not analyse this in this document. Indeed, a thesis could be written about the
prediction of NY’C’ trends, the influence of specialty on coffee pricing, and other
factors of these sorts.
As outlined in the foreward, this document will give some analysis on the impact of
COVID-19 on many of the trends reported in this document. This is not done uniformly
through the document, as not all trends and analysis will be impacted. However, where
appropriate, our analysis is conducted. One of the key modifications of this document
post-COVID-19 was the significant addition to the analysis on take-home coffee
influence on cafés and restaurants.

PURPOSE, SCOPE AND REPORT BOUNDARIES
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REPORT STRUCTURE
AND DISCLAIMER

This report is divided into several major sections, wherein both historical trends are
mapped and future trends are predicted. We have strived to predict future trends
both in light of both historical new trends observed in the marketplace. In some cases,
we have extrapolated data to predict what the distribution of, for example, products
and services may look like in 2025.
The future values presented in this report (e.g., fraction of coffee expected to be very
dark roast colour) are extrapolations based on values found in the available literature
and what we have observed in our business. While these values have been modelled
based on factual current and historical data, the future true values are likely to diverge
from our modelling predictions. We will not be held liable for any losses incurred by
applying our research and modelling.
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STAKEHOLDER ENGAGEMENT

This report is made freely accessible to the industry and those who want to enter the
industry. As such, the results in this report may have a direct impact on:
1. Seven Miles, the internal stakeholder
2. the cafés that we supply, an external stakeholder
3. and the coffee industry as a whole, as external stakeholders
As such, each section will impact these three stakeholders in varying degrees of
importance. We map the importance in the stakeholder materiality matrix in Figure 1.
The matrix defines the level of importance to internal stakeholders (Seven Miles Coffee
Roasters), quantified across the horizontal axis and external stakeholders (the coffee
industry more broadly), quantified on the vertical axis. This was rationalized and built
based on the feedback from management within Seven Miles and from interviews with
café stakeholders that Seven Miles supplies, and an industry survey. The number values
in Figure 1 correspond to the chapters in the proceeding document.

Materiality for Stakeholders

Stakeholder Materiality Matrix

3

Technology Trends

Roasting Trends

1

4
5

2

Consumption Trends

Cafe Trends

Other/Sustainability Trends

Materiality for Seven Miles

Figure 1: Stakeholder Materiality Matrix, as at the end of December 2019. This maps the relative
importance of categories published in this document between Seven Miles and our defined
stakeholders external to Seven Miles, including cafes that we supply and the broader
coffee industry.

STAKEHOLDER ENGAGEMENT
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CURRENT COFFEE
MARKET AND VALUE

Overview
Revenue derived from Coffee in Australia has was greater than the rate of inflation
in Australia until 2016. The revenue growth was about 5% per annum, and so was
an industry in growth mode. However, over the last year the momentum has slowed
significantly [1]. Indeed, the forecast growth rate moving forward will be at about
1.9% per annum across the next 5 years, which is reflected in Figure 2. This matches
the expected inflation rate in Australia [2]. Ultimately this means that the coffee is
expected to be fully mature by 2025, with little room for natural growth in the future.
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3.65

5.8

3.6

5.6
Revenue
(Billion
USD)

3.55

5.4
5.2
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5

Per capita
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3.45
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Figure 2: Australian coffee consumption vs café and coffee shop industry revenue. The lines
serve as guides to the eye to observe the trends. Clearly the rate of increase in revenue in
greater than the rate of coffee consumes. Data indicates that we may have reached peak coffee.
Data obtained from the ABS and statista [3,4], calculations done by Seven Miles.

An interesting trend observed over the last 3 years, is that while coffee as an industry
as a whole has grown economically, coffee consumption rate per capita has started to
decline. This is shown in Figure 2. This is likely the result of several factors, including:
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1. We’ve reached ‘peak coffee’. In this case,
all Australians now have access to decent
coffee, such that any future increase will likely
correspond only to population growth.
2. Drinking trends are now changing such that
people are willing, as is identified in American
markets, to drink slightly fewer coffees, but
are willing to pay more for it.
3. As revenue in the café and restaurant industry
has grown while per-capita consumption has
reduced, it’s possible that cafés are switching
to a focus on food offerings than coffee to
drive revenue.
We believe that it is a combination of these three
factors which are simultaneously driving both growth
on one metric and decline in another.
The impact of these trends on existing cafés will
largely be felt by those wanting to open a new café,
along with those who rely solely on coffee to support
their business. Most Australians are buying as much
coffee as they want (based on the data above, is
about one per work-day per person), and indeed,
many are buying less (despite spending more per cup).
Ultimately, this results in fewer coffees served in a
café over time.
Perhaps Australian cafés have been safeguarded as
businesses from this due to the Australian café model
having changed over time, as described in more
detail in the ‘Café trends’ section. The Australian café
model has long since departed from a coffee-centric
service, instead relying primarily on a food offering to
support sustainable business. This will be amplified
in the future, unless new technology enablers are
implemented to support cost-savings in the café,
especially through automation.
Based on these trends, the flat true growth of the
industry will make a more competitive environment
in the future across the whole coffee supply chain.
Growth will require some inventiveness across the
board to gain ground. We hope that throughout this
report, insight will be given into how one might be able
to gain in the future based on the key we expect to see
in the next 5 years.

Impacts of COVID-19 and Coffee Industry
Recovery Period
The full impact of COVID-19 on the trends identified
here is complex, and there is little data to indicate
precisely how the consumption of coffee will be
affected moving towards 2025. IBIS released their
update to the 2015 findings, indicating that in 2020,
a 22.8% reduction in revenue is expected.
We observed a significant decline of about 1.5kg/
person/year consumption rate, shown in Figure 3.
This corresponds to a sharp decline of about 45%
in the month of April. Clearly the pandemic dealt
a severe blow to the coffee industry. However, as
we discuss in the next chapter more fully, we would
expect the coffee industry to recover faster than
many others.
Here, we attempt to predict how long it will take for
the market to readjust and reach the peak already
achieved in 2019. Of course, any prediction is only
as good as the assumptions used to make the
predictions, and in our case, we assume that the
observed rate of growth post-social distancing
measures continues. This assumes that no second
wave of the pandemic hits Australia (which is possible
and will likely result in another significant decline), and
that people start slowly returning to cafés, regardless
of whether social distancing measures are loosened or
tightened. The predictions are shown in Figure 3.
We extrapolated three different models fit to the
COVID-recovery curve we observed in April: a linear
extrapolation, an exponential extrapolation, and a
sigmoidal (S-curve) extrapolation. An average of the
three predicted curves suggests that we would expect
at least 90% of the recovery of the per-capita
consumption by the 2nd of September. We think this
may be realistic in Australia as we are now entering
peak coffee season, where demand is, seasonally,
at its peak (between April and November).
Given these values, we would therefore expect the
volume of coffee across the calendar year of 2020 to
reduce by about 16%, which falls slightly under the
predictions of IBISWorld (though IBISWorld reported
revenue reduction, which is likely to be higher as this
includes the sale of food and other beverages). This
value was calculated (in April 2020) based on return
to normal consumption, the days already at normal
consumption rates, and the average impact across
the rest of the year.
CURRENT COFFEE MARKET AND VALUE
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Per Capita Consumption, Theory, Observation and Predicted Recovery Period
4.5

Social Distancing Rules
Enforced 23 Mar

4
3.5
3
2.5
Per Capita
Coffee
Consumption
(kg/person/yr)

Expected
>90%
per-capita
consumption
recovery
date range

5
1.5
1
0.5

Per Capita Growth Theory

14 Sep 20

14 Aug 20

14 Jul 20

14 Jun 20

14 May 20

14 Apr 20

14 Mar 20

14 Feb 20

0

Exponential Extrapolation

Per Capita Growth Observed + Linear Extrapolation

Sigmoidal Extrapolation

Figure 3: Per capita consumption, theory (based on trends shown in Figure 2), observed (normalized consumption based on
Seven Miles data), and based on recent data, different extrapolations indicating when we may return to the pre-COVID-19
per-capita consumption level. We indicate that we expect at least 90% recovery by mid-September, within about 20 days of
certainty. Data compiled until the 30th April, 2020, with extrapolations beginning on 30th of April. The extrapolation lines were
computed according to fitting of 3 functions: a linear extrapolation, an exponential extrapolation, and a sigmoidal (S-curve)
extrapolation, all computations indicated that recovery will occur between the 17th of August and the 14th of September.

Section References
Lauren Magner (2017), Ibisworld Industry Report
4511B, Cafés and Coffee shops in Australia,
accessible from Ibisworld.com.au

[1]

Statista, Inflation Rates in Australia from 1974 to
2019 https://www.statista.com/statistics/271845/
inflation-rate-in-australia/
[2]

12

CAFÉ 2025

[3]
Statista, australian Consumption of Coffee
(metric in 60kg bags) https://www.statista.com/
statistics/866543/australia-domestic-consumption-ofcoffee, accessed January 2020 (current)

Australian Bureau of Statistics, Population of
Australia, https://www.abs.gov.au/population,
accessed January 2020

[4]

01

AUSTRALIAN
ROASTING TRENDS

Summary
Roasting trends are not commonly reported in the
literature. What is clear is that several factors will be
pertinent to roasteries in the coming years, including:
1. Changing taste preferences (i.e. light/medium/
dark roast colours)
2. Competitiveness of the roasting landscape
3. The accessibility of cafés to roast their
own coffee
On the above points, we found that Australian taste
preferences are trending back towards darker coffees,
with medium-dark coffees expected to be the most
popular roast style. With regards to companies who
roast coffee, it will be interesting to see how many
cafés begin roasting coffee in-house. The barrier
to enter coffee roasting has always been relatively
low, and with newer technologies available to roast
(relatively) emission free in a compact space, we may
see a slightly decreasing dependency of larger cafés
on wholesale roasters.

Roast Style Preferences
One of the trends that has been apparent in the data
available to Seven Miles in the last five years has been
the movement away from lighter style roasts.
For reference, we refer to roast styles with reference
to the Scott Rao Handbook descriptions [4]. We expect
to see significant increase in coffee blends in the
medium- to dark roast range (i.e between full city and
French roast colours), with a reduction in cinnamon
and Italian style roasts across the next
five years.

Initially, Australian tastes for out of home coffee were
based on Italian style espresso profiles. Traditionally,
these coffees were dark to very dark roasts (indeed
one of the darkest roast colours before being burned
is referred to as ‘Italian’ – a colourtrack reference
of >72), which were developed for the primary
consumers of espresso in Australia.
However, with the growth of specialty coffee in
Australia, roast colours evolved to be significantly
lighter, with some coffees roasted closer to filter/
Scandinavian style roast (traditionally referred to as
city roasts, or coffees that are quenched in a later
stage of first crack). This style of roast became
popular with roasters from about 2010 until
about 2015.
Across the last 5 years, tastes have trended back
towards darker style roasts. Since 2016, the
proportion of roasts darker than a ‘medium-light’ roast
(i.e. colourtrack 66 and higher) have increased, while
those roasts with colours lighter than medium-light
have proportionally decreased, as shown in Figure 4.
This demonstrates a shift back to slightly darker,
more fully developed roasts (Viennese and French
style roasts).
While the average taste profile is swinging back
towards darker style roasts, the very dark style
roasts are also declining in their popularity.

AUSTRALIAN ROASTING TRENDS
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Fraction of Roasts of each Colour (normalized per year to remove growth factor)
45%
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Figure 4: Historical trends observed of roast colour sales in Australia. This is based on Seven Miles data across our roasted
coffee range.

In terms of flavour profile, as the trend in Australia is
darker in colour, taste preferences are moving towards
coffees that have well developed roasted flavours.
These roasts are characterised by bitterness and a low
acidity (though both are still present in a balance), with
sweeter caramelized flavours dominating the flavour
profile. The ‘Third Wave’ movement towards more
acidic/Nordic roast style and flavour profiles appears
to be losing traction in the Australian marketplace,
at least as was observed in the available data.
Looking forward to the next five years, one might
expect these trends to continue. Indeed, even in 2020
Seven Miles Coffee Roasters have seen an increase
in the requests by customers to improve coffee clarity
through milk. Improved clarity is typically achieved
through darker roast profiles.
To predict where these trends are going, we
extrapolated the data. These results are shown in
Figure 5. It should be noted that we assumed that
Australian cafés continue to buy the majority of
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their coffee for espresso, and not batch-style filter
extracted coffees. Indeed, while filter is on the rise,
it’s unlikely to account for more than 10% of
coffees sold in a café by 2025 (up from about 1%).
Interestingly, this is about the observed rate of growth
of lighter roasted coffees, shown in Figure 5.
Based on this prediction, we expect that the Australian
coffee landscape will be dominated by darker roasted
coffees, providing up to 60% of the volumes expected
in Australia. Lighter coffees will still be a part of the
mix, which may be increased partially by sales of
coffee for filter-style coffees. However, light-espresso
roasts are expected to decline by about 20% by 2025.
These trends are not too surprising considering
Australia’s preference for milk-based coffees.
We do not expect this trend to disappear any
time soon, despite recent data indicating that
the consumption of black- and cold-black coffee
beverages are on the rise.

Expected Variation in Roast Colour
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Figure 5: Prediction on variance in roasting colour preference to 2025. Clearly Australian preferences are moving towards darker
roasts, with medium and darker than medium roasts predicted to account for more than 65% of total roasted coffee sold to cafes.

Competitiveness of the
Roasting Landscape
To this point (January 2019), roasting coffee has had
a relatively low barrier to entry. The technology is
well-developed. Recent developments in technology
have lowered this barrier even further, which may
lead to coffee shops/cafés roasting their own coffee
to increase profit margins for coffee sales. Based on
discussions below, we believe that we are likely to see
coffee wholesalers due to consolidation, and more
cafés roasting their own coffee.

LOW BARRIER TO ENTRY
As of 2018, there were an estimated 2000 roasters in
Australia, not including cafés that have roasters in their
café. These roasters range in size from dozens of kilos,
to well over 10T roasted per day, a cross section (by
no means exhaustive) of Australian roasters is shown
below in Figure 6.

Typically, modern roasters start out as specialty
cafés, which at some point (normally to cut costs or to
grow specialty credentials) begin roasting their own
coffee. This is either done through hiring a consultant,
followed by expanding operations to multiple cafés
(either through chains or contract roasted to specific
cafés/restaurants), or by training a staff member to
roast at a communal roasting space. Roasting then is
scaled up to fulfil demand across multiple sites.
The roasting landscape, however, is now close to
being saturated to the point that one may expect to
find it difficult to expand operations to be competitive
either with the quality of specialty operators, or the
efficiency of larger commercial operators, as such,
the Australian roasting landscape is now one that
is highly primed for market consolidation, where
territories are combined to achieve greater roasting
volumes, or where a café that may historically be
a commercial operation obtains specialty credentials
by buying smaller special roasteries.
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15

Figure 6: Illustration of the large number of roasters present in Australia currently. This is only a handful of the most popular
roasteries (besides Seven Miles!) Australia.

It seems likely then that existing roasting operations
may decline in number as the market consolidates.
This may result in overall lower priced kilos of coffee,
resulting in a much more difficult market to penetrate
for new operators. However, technology is becoming
so well automated that most cafés may not want to
expand roasting operations beyond the café level.

COVID-19, it is likely to be even more ready for it
post-COVID. The only barrier here is that those
roasteries that were looking to consolidate have also
lost their buying power (aside from those who service
supermarkets). However, in the coming years we
expect that this barrier will be removed as roasteries
and businesses recover in the wake of COVID-19.

CHANGES DUE TO COVID-19

Potentially more worrying for roasters in the future is
the forecasted recession, or even depression that may
occur post-pandemic. There are two contrary schools
of thought on this subject. There are some that believe
that coffee is recession-proof. Certainly in 2011, in
the midst of the financial crisis of 2007-2008, sales
of coffee increased to the point where over $5 billion
AUD was added to the Australian economy from cafés
[6]
in 2011. Similarly, anecdotally and logically, cafés
may be recession proof on the grounds that coffee is
seen as a ‘cheap luxury’, with cafés also being popular
meeting spots, and locations to buy relatively cheap
food options.

A small potion here needs to be dedicated to the
impact COVID-19 will have on the roasting landscape.
Certainly, there has been significant financial strain
placed on cafés and restaurants, which has resulted in
reductions in roasting volumes ranging between 40%
and 100% (based on discussions with coffee brokers,
and roastery owners). Many restaurants and hotels
have closed to coffee service completely.
As most roasters are primarily business to business
(B2B) service models, this can mean that roasteries
who service hotels chains and restaurants will see
their revenue source all but disappear. Similarly, many
cafés were required to close on account of many of
the population working from home. In this respect,
we do expect some roasteries either to, sadly, go
bankrupt, or to be more open to being bought out by
larger roasteries. In this respect, where the Australian
roasting industry was ready for consolidation before
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However, Australia was perhaps one of the only
countries that was not significantly affected by this
crisis (comparatively to the rest of the world). Similarly,
while the recession was primarily economic in nature,
the medical risks associated with the pandemic saw
the implementation of social distancing measures,

which is unprecedented in terms of the impact on
cafés and restaurants. If these measures continue, it
is expected that coffee sales will decline significantly,
with IBISWorld suggesting that an expectation of
a 22.8% decline in revenue is expected in 2020 [7].
In terms of roasteries, if this does occur, it is possible
that many of the smaller roasteries are likely to close.
Once social distancing measures are reduced,
we do expect the coffee industry to be one of the
industries most likely to recover from the pandemic,
and roasteries that do survive are likely to become
stronger over time than they were, or were projected
to be, pre-pandemic, as there is likely to be a
reduction in the saturation of roasteries in Australia.

ACCESSIBILITY OF ROASTING
TECHNOLOGIES WITHIN THE CAFE
There are increasing numbers of technologies that
have come on the market since 2019 to automate and
assist the café in roasting coffee within the coffee
shop itself. These systems range from large cupboard
sized roasting systems such as the Bellwether system
(recently gathering $40million USD in investment),
capable of roasting about 1kg every 15 minutes [8]
and the recently launched Roastelier system by Nestle
(which uses QR codes from beans supplied by Nestle
to launch pre-programmed roast profiles) [9], to the
small benchtop units developed by Ailio [10].
These roasting technologies have emerged in the last
5 years, with the largest scale systems only recently
launched towards the end of 2019.
While small roasting systems been available for
decades from commercial manufacturers such as
Brambati, Probat, Loring and others, most have been
specifically developed for industrial operations.
What differentiates the new technologies is both
the size and simplicity by which the systems work.
The new systems, for example from Bellwether and
Nestle, have a focus on operating within confined
spaces, where unburned methane, smoke, chaff and
roasted off-gases (VOCs and carbon dioxide and
carbon monoxide, for example) are either burned
off, or separated in such a way as to be safe in the
installed volumes within a café, with potentially
minimal ventilation.

can be roasted, used and packaged for a lower
cost than buying beans directly from a wholesaler.
We expect that this will affect wholesalers in a small
way, however there are complications in the ageing
of the product, storage and space concerns that
most cafés will have to consider. Similarly, floorspace
is becoming increasingly expensive in Australia,
so space optimization will be an important factor in
cafés moving forward with technologies such as this.
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Summary
The Australian café model has been highly successful
both domestically and abroad. This is centred around
a high-quality food offering with excellent coffee
served in parallel. Growth in this sector, however, is
slowing down, indicating that the market is reaching
saturation. Driving growth in the sector is still possible.
The marketplace as it may be in 2025 will require
a focus on:
• improvements in speed of service
• mobile and self-service ordering
• drive-through
As such, automation, or at least digitization of the
café/restaurant is important. This will be increasingly
important across the next 5 years, not just for
enhancing customer experience, but also as a means
of balancing wage and rental costs. Thankfully,
technology is becoming easier to implement and
more business owners are entering the marketplace
to facilitate digitization and automation through:
• Cashless payment systems and telemetry
through software (such as Square)
• Automated kiosk setup (for faster service,
such as in Seven Eleven)
• Partnerships with delivery companies (such as
Uber Eats)
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In the wake of COVID-19, we believe that the
implementation of automation for the purposes of
hygiene and continued business will be essential for,
not only profitability, but survival to 2025.
Another key for unlocking growth to 2025 for
cafés is to be able to capture the growth in craft
and authenticity in cuisine. This can range from
showcasing culture to communicating craft through
presentation and marketing of the café/restaurant.
Similarly, being able to offer food and beverages that
are associated to market trends, such as wellness
(i.e. foods that are sustainable, high in antioxidants,
vegan options etc). will be important moving forward.

Past Coffee Trends
OVERALL SALES
Over the last decade, cafés in Australia have grown
strongly, however this appears to be slowing over
time, according to data from IBISWorld [1]. While the
café sector is expected to grow over the next few
years, this growth is slowing from 7%pa (2012 to 2017)
to 4%pa (2017-2022). The lower growth rate
indicates that the market is reaching saturation.
This is discussed in more detail in “Current Coffee
Market and Value”.
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Figure 7: Retail sales for cafes and restaurants [2].

In addition to the overall growth rate declining, the barrier to entry for cafés is
increasing. Independent cafés have become such popular businesses, we are reaching
the limit of available locations and of consumer demand. One could conclude that the
industry is a victim of its own success.
When it comes to demand there may still be some upside left over the next few years.
Even though household discretionary income has not been encouraging, as shown in
Figure 7, expenditure on recreation and culture has continued to grow strongly. This has
affected the coffee industry directly, where coffee may be seen as an affordable luxury.
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Figure 8: Comparison between discretionary income change and the change in expenditure on recreation and culture [3].
It is possible that this is the result of changing generational priorities.
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CAFÉ PROFIT
In terms of Net Profit, ATO benchmarks [4] (shown in Table 1) show the averages have
remained stable at 12% over the period 2014-2017. However, While the ATO doesn’t
show any movement in café profitability, IBISworld claims that “Industry profitability
has weakened slightly over the past five years as competition has restricted margins”.
Certainly cafés tend to be highly competitive on pricing their offerings, so the
profitability of a cup of coffee may be significantly lower that it used to be.
Table 1: ATO benchmarks for coffee shops with annual revenues between $250,000 and
$600,000 AUD.

ATO Benchmarks - Coffee Shops (250k - 600k range)
FY

2014

2015

2016

2017

Ave COG ($1000’s)

37

38

38

37

Ave total expenses ($1000’s)

88

88

88

88

Ave Net Profit ($1000’s)

12

12

12

12

Labour (%) - Low

19

19

19

20

Labour (%) - High

28

28

28

29

Rent (%) - Low

10

10

10

10

Rent (%) - High

17

16

16

16

LABOUR COST
Labour is the largest variable cost for café businesses and continues to increase along
with the rising standard of living in Australia.
While the high cost of labour in Australia is a concern for all types of café business,
it is actually a comparative advantage for smaller, owner/operated businesses - and
remains a significant barrier to company-owned chains (like Starbucks among
others) who don’t use an owner/operator model.
For now, café businesses have been able to manage these through a combination
of price increases and through the early adoption technology that requires less
barista input.

RENTAL COST
According to the ATO numbers (on the left), café occupancy costs (i.e. the percentage
of rent and other rental costs to overall Net Sales) have remained steady over the last
5 years.
Rising property prices in Australia have been offset by traditional retailers’ closing
stores and moving more of their business online [5]. Landlords then look to food
businesses to fill the gap, helping keep rents lower than they would otherwise be [6].
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Downward pressure on rents is always welcome,
however it also means more competition in an
already saturated market.
Considering that retail leases in Australia are already
expensive by international standards, up to 134%
higher in Australia than in the USA per m2 [7] expensive
retail space is likely to be a factor for many years
to come.

CHANGES TO THE CAFÉ BUSINESS MODEL
OVER THE LAST 10 YEARS
The now world-famous ‘Australian Café’ model has
been a resounding success over the last 10-15 years.
The combination of specialty coffee and a restaurantquality breakfast/lunch offer in beautifully designed
environment has been effective in outperforming
competition from coffee chains, fast food outlets
and traditional restaurants.

1. Convenience
With increasing discretionary income and time
pressures, it’s inevitable that convenience will become
an even bigger priority with customers.
This is likely to take a few different forms, including:
• improvements in speed of service
• faster and more accessible delivery
• mobile and self-service ordering
• drive-through
One to watch in the next 5 years is likely to be selfordering kiosks (an example is shown in Figure 9).
These have been hugely successful in supermarkets
and QSR (McDonalds particularly) and a discreet,
low cost version could be ideal for a high labour cost
business like cafés.

From a financial perspective, while this model is labour
intensive, it also allows a higher ‘average sale’ than
a typical espresso bar.
As this business model has expanded out from
inner city areas to suburban shopping centres, strip
malls and regional towns – the pressures of local
competition have had an effect.
To compete in an increasingly crowded market, cafés
have been forced to specialise to appeal to smaller
segments of the market rather than focus on a more
broad approach.
These specialties often fall into one or more of these
categories:
• Culinary // e.g. middle-eastern / vegan /
indulgent / locally-grown
• Service-based // e.g. Quick service /
Order ahead
• Ethical // e.g. plastic-free / Fairtrade , animal-free

Café Trends: Future
In Australia, as expenditure on recreation and
culture continues to grow [2]. Eating out in cafés and
restaurants is set to increase through to at least 2023.

Figure 9:Self ordering kiosks [8].

While existing touch-screen kiosks use proprietary
software and hardware, the next generation are
likely to come in the form of a cloud-based platform
combined with some relatively affordable hardware.
This may take the form of a business like Kounta or
Square – assuming one or both of these aren’t already
working on it.
Delivery is likely to be a factor for mealtimes, however
the potential is limited for other occasions, such
as coffee, australia’s high labour costs mean that
delivery will remain prohibitively expensive for smaller
transactions.
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2. Location Partnerships
As eating out increases and traditional retail stores
decrease, the opportunity arises for smaller coffee
businesses to partner with traditional retailers.
Each business can benefit as they share the prime
retail space, offset high rents and drive more traffic
to the one location.
While this is already happening in larger locations
(supermarkets, hardware, etc), this could well extend
to smaller sites like fashion retail, chemists, banks, etc
particularly as automation reduces the need for staff.
Partnerships sites (aka ‘store-within-a-store’) are best
suited to smaller, espresso-bar type operations with
a simplified food offer.

POSSIBLE FUTURE THREATS TO INDEPENDENT
CAFÉS BUSINESSES IN AUSTRALIA
1. Landlords get into the café business
As automated coffee improves, competition may not
be limited to other café operators. Landlords and/
or existing tenants may well decide not to offer their
space to a café operator, but to start selling coffee,
and keeping the profit, for themselves.
This could be facilitated by coffee roasters or thirdparties offering ‘plug & play’ packages including
equipment, branding, supplies and a maintenance
valet. These unstaffed (or barely staffed) self-service
kiosks would make the most sense in convenient
public locations that already have seating. Perhaps
the lobby of corporate offices and hotels, libraries,
arenas, medical centres or in larger retailers and even
shopping centres.
2. Restaurants move into specialty coffee
As quality coffee gets easier to make, the barrier
for restaurant venues to grab extra business in
the morning.
Restaurants often have good locations and expensive
fitouts, if they can find a way to change public
perception and improve the quality of their coffee,
they could be a threat to café businesses.

Figure 10: German fashion retailer MCM collaborates with
the local coffee brand Coffeelism at a pop-up espresso bar
[9]
.

A more likely outcome is that many cafés and
restaurants will simply merge into the same thing
over time as restaurants open earlier and cafés stay
open later.

3. Dinner / Night Service

3. Convenience / QSR

As the menu and service model of many cafés moves
closer to a restaurant model, the opportunity exists
for many destination café businesses to bring in extra
income by expanding into the dinner timeslot.

Convenience operators, like 7-Eleven and Caltex’s
‘The Foodiary’ are ramping up their automated coffee
offering, as the demand for cheap, convenient coffee
keeps growing.

As well as the extra sales from meals and alcohol,
these businesses can also benefit from reduced
occupancy costs (as a percentage of sales) . The
downside is that many owner/operators would need to
take a different approach to managing their business
as the extra hours require multiple teams.

McDonalds is now Australia’s largest coffee chain,
with much of growth coming from the convenience
of drive through.
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4. Coffee Chains strike back
Australia’s independently owned cafés have done well
to outperform branded coffee chains over the last
10 years.

By global standards however, we seem to be defying
gravity. Branded coffee chains make up over 30%
of coffee outlets in the UK [10], in contrast the largest
branded coffee operator in Australia, RFG makes up
only 5% of total café revenue [11].
While there are some specialty focussed franchise
chains growing, notably Soul Origin. The next wave of
branded café chains may come from an unexpected
player – coffee roasters. The early signs are starting
to appear, with St Ali (13 locations – including Sensory
Lab), Toby’s (11 locations – excluding international),
Campos (7 locations), Veneziano (4 locations).
This expansion allows these roasters to grow and
leverage their own brands. However, these roasters
need to navigate the challenge of competing with
their own wholesale customers.
Despite the challenges, solutions exist. One solution
to this is through licencing agreements or joint
ventures – allowing quality café operators to benefit
from becoming a flagship branded site. Certainly this
overcomes the requirement of roasters to move into a
business model that may be unfamiliar (from wholesale
supply to hospitality), thought the aformentoned
pitfalls remain.

2. Coffee as a service / Café Subscription. Like
an Opal card for coffee - Pay a monthly fee, get
unlimited coffee at participating cafés, possibly
through a third-party software platform
3. Pay by Time Cafés, a model that has been tested
in the US in areas where freelance workers use
cafés as a temporary office. They rent tables by
time and include the coffee for free.

POSSIBLE FUTURE PRODUCT TRENDS
For independent café operators, competitive
pressures from restaurants targeting mornings and
the growing popularity of coffee in convenience
stores (service stations, supermarkets, etc) are set to
increase pressure on these businesses – particularly
those at the bottom end of the market.
In terms of product mix, growth of coffee as a
product category is slowing over time as the market
approaches saturation. To offset this, café businesses
are increasing their food offer and other drinks to
continue to grow.
Non-coffee Drinks
Other hot drinks, including Tea and Hot Chocolate
seem to be moving the way of coffee – towards
specialty.
‘Tea’ lattes
The trend towards some milky non-coffee hot drinks,
like Tumeric, beetroot, lattes (amongst others) seems
to have peaked in 2017. However, according to the
Square 2018 Australian Coffee Report [12], Matcha and
Chai are still growing.
Specialty Hot Chocolate

Figure 11: St Ali’s site at Melbourne Airport. Image obtained
from Broadsheet.

OTHER POSSIBLE BUSINESS MODELS /
CONCEPTS WE MIGHT SEE OVER THE
NEXT 5 YEARS
1. Specialty self-service kiosks for store-in-store
business models (fashion, hairdressers, other
service-based businesses)

Cafés are increasingly turning to ‘specialty hot
chocolates’13 to help differentiate their offer. Unlike
traditional drinking chocolate powders, brands like
Mork, Heirloom & Grounded Pleasures focus on
origins, traceability and a high cocoa content to set
them apart.
Kombucha
Kombucha keeps picking up market share as an
alternative to juices, smoothies and hot tea. It’s
predominantly bottled product, but some cafés serve
it on tap or brew their own as a point of difference.
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An interesting cross-over Cascara Kombucha,
which has been around for a few years now (2015
first reference, [14]), bringing the benefits of coffee
(including caffeine) to this fermented drink. Could be
ready now for wider appeal?
A related trend is the growth of Kefir [15], a traditional
Russian fermented milk drink said to promote
gut health.
Alcohol (or low alcohol content beverages)
Newly relaxed drinking laws in many states within
Australia make alcohol a possibility for some cafés.
However, the overall trend in bars seems to be
towards non-alcoholic and low alcohol alternatives [16],
such as low alcohol beers and high-end mocktails.
This could present an opportunity for cafés to move
into ‘small bar’ territory in the afternoon / early evening
daypart.

FOOD
Plant-based ingredients
The broader growth of Vegan / Vegetarian and
reduced-meat diets are also having an effect on café
menus. Overall, australians currently spend $150
million a year on plant-based products but could
spend as much as $4.6 billion by the end of the 2030,
according to estimates by Deloittes [17].
According to the same research, one in 3 Australians
are ‘consciously cutting back on meat’ which is set to
have an either greater effect on café menus.
In Australia, the CSIRO are getting in on the imitationmeat bandwagon with their new v2food venture [18],
which has already hit the streets through their
partnership with Hungry Jacks.

It is likely that laws in Australia will change in the
same direction in the next few years. I’m sure some
businesses will want to get involved – whether we
think it’s a good idea or not.

WELLNESS FOR YOUNGER AUDIENCES
Children and minors have been offered the same
generic, largely unhealthy menu items for a long time.
With the global trend towards wellness and ethical
eating some restaurant and café menus [20] are putting
effort into this segment – with healthier versions of
classic burgers, pizzas, etc designed for little ones.
Chicken Nuggets are unlikely to become extinct any
time soon, but it’s worth tracking. Perhaps one
could expect to see high-end, healthier café drinks
designed for kids soon.

OTHER ITEMS
Cafés are increasingly adding take-home products
and merchandise. These fall into a few distinct
categories:
Coffee Making
The obvious item is coffee beans, whole bean or
ground to use at home. It is expected that this will
grow, and we’ll see more cafés offering a range of
brands (roasters) beyond the typical house blend.
In addition to coffee beans, we’re seeing more cafés
stocking other coffee formats including Pods/capsules
for retail sales, ‘specialty’ instant and bulk Cold Brew –
as well as home coffee-brewing equipment.
Drinking

The underlying motivation seems to be a combination
of health and environmental concerns.

Mostly reusable cups, but also other sustainabilityfocussed products like reusable straws, flasks, carry
trays, etc. This is discussed in the section “Reusable
Cups and Exchange Programs”

Cannabis

Lifestyle Products

As a tool to help relieve stress and anxiety,
CBD (Cannabidiol) as an ingredient for beverages is
starting to take off around the world as laws change,
according to US data [19] (perhaps a very different
legal situation to Australia’s) 2018 saw a 99 percent
increase in CBD menu items. These include CBD
infused menu items and drinks.
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Some coffee brands, and even cafés, are starting to
become mini lifestyle brands. With huge Instagram
followings, recognisable logos and ‘street cred’. They
use this to sell apparel, like t-shirts, hoodies, hats,
socks. In the case of brands like St Ali [21] this can also
include completely unrelated items like beer glasses,
candles and even ashtrays.

Possible Product Opportunities
– next 5 years
To make the most of afternoons and evenings,
an opportunity exists to popularise caffeine-free /
low-caffeine drinks in café businesses.
These could include:
• Decaf – which suffers a reputation problem,
but could be a real growth driver if it can get
past this
• Frappes – yes, a 90’s throwback. However, they
are a popular format and could be presented in
a more adult friendly way with healthy ingredients
and quality coffee
• Low / No Alcohol drinks [22] such as low/no
alcohol beer, cider as well as mocktails. This is
a significant global trend in bars and restaurants
could transfer into cafés in some form.

Conclusions and the Impact of COVID-19
Several trends have been identified that will likely
prevail across the next 5 years in cafés. Trends in craft
and authenticity in cuisine are valuable to customers,
and some of the trends in modern vegetarian cuisine,
alternative therapeutic ingredients in drinks (ranging
from turmeric lattes, to filter coffee with cannabis
extract in it!) may be important for cafés to be across.
Moreover, the impact of COVID-19 on several
emerging trends is likely to accelerate them. This
is particularly true with automated ordering and
contactless payment technologies. This enables fast,
hygienic delivery of coffee. Many coffee chains were
already embracing this technology to bolster sales,
it’s likely that this will become more popular, even in
smaller privately owned businesses. While this will not
be to every customers preference (as discussed in the
next chapter), as many consumers certainly prefer the
‘slow coffee’ service model, it is likely that cafés that
embrace these technologies will do well to at least
provide the ‘fast coffee’ option moving towards 2025.
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COFFEE
CONSUMPTION TRENDS

Summary
Coffee consumption trends hold high importance to
both roaster and café owner alike. There are three key
trends that have emerged in the last 5 years which are
expected to continue through the next 5 years in the
marketplace. These are:
1. Coffee quality is becoming increasingly
important in consumption decision-making
2. Black and iced coffee, perhaps in the wake of
the above, are gaining popularity in the
Australian market
3. Craft and experimental drinks will be important
in unlocking untapped future markets of both
women and Generation Z
The changes in coffee consumption habits (in terms
of drinks consumed) over the last 5 years indicate that
the communication of quality is becoming paramount.
The question as to whether this quality will be in the
form of specialty coffee sourcing or simply better
presented drinks is difficult to say. Despite this,
consumers are spending more money on fewer drinks
(per capita), with ‘craft’ drink consumption on the
rise. Thus, the perception of quality will continue to
be important in the coming years to maintain growth
of café businesses, as people are willing to consume
more expensive coffee.
Consumption of coffee as a black or iced beverage
is also increasing. It is unlikely that this trend will
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represent a significant portion of coffee consumption
in the next 5 years, however it is a category that
cannot be ignored on account of the growth of cold
coffee, filter coffee and long black consumption over
the last 3 years.
Consumption of craft beverages, whether classed
as specialty or not, are on the rise. This is especially
important for the upcoming Generation Z, who care
more about novelty and craft than any other preceding
generation. Similarly, innovation in craft will be an
important factor in the choice of future, which will help
facilitate loyalty within the emerging marked that is
Generation Z.

Consumption by Demographic
CONSUMPTION BY AGE
Coffee consumption out of home is most prevalent
for those under the age of 55. This demographic
accounts for 73% of all coffees sold, as shown in
Figure 12. Within this 73%, a very slight majority is
given to those under 34. However, if one normalizes
the values from Figure 9 to account for the differing
population distribution within Australia in terms of
coffees sold per capita, this value swings slightly in
the other direction. Regardless, most coffee sold is to
those between the ages of 15 and 54. Generationally
speaking, this means that most coffees sold are to
millennials, Generation Y and Generation X (according
to Pew Research [2].

Age 15–34, 37%

Age
Demographic

Age 55 and over, 27%

Age 35–54, 36%

Figure 12: Breakdown percentage of out of home coffee consumption by age demographic.
Data from Ibis Report 2017 [1].

The results here imply that coffee is a drink that currently appeals to drinkers premiddle age. Coffee may be seen as a fashionable drink that is consumed within this
demographic because of it’s psychoactive effects (for men and women) and its taste
(for men) [3]. For these reasons, coffee has also displaced other caffeinated drinks,
including soft drinks (often for health reasons [3]), tea (for the physiological action of
caffeine [3,4]) or because of the decline of smoking as commercially acceptable social
work practices (i.e. the ‘water cooler conversation starter’[4]).
Whether this trend continues into the future remains uncertain. However, as most
consumers within the brackets shown in Figure 12 are pre-middle age, it’s likely that
they will continue to consume coffee in at least the rate currently consumed. Similarly,
there are two competing factors in terms of upcoming generations (especially
millennials/Generation Z) and their capacity to rapidly change based on new trends/
fashions [5] and the mildly addictive properties of caffeine [6]. These two may cancel
each other out, unless another delivery format of caffeine, one that is fashionable and
pleasing to taste, becomes popular (i.e, a disruptive product).

GENERATION Z
How the generation after the millennials (Generation Z) consumes/will consume coffee
is difficult to say, as not a lot of this generation is currently consuming coffee (most
being younger than 18). However, there are more coffee drinkers in the pre-19 age
bracket than there ever have been, which indicates that the upcoming generations may
be the greater consumers of coffee than any previous generation, as such, it’s worth
evaluating the potential of this market and what the key to unlocking future growth in
this generation may be.
Generation Z has been described as loyal, spontaneous, adventuresome, risk averse
and determined and open minded and curious [7]. The last two qualities, combined
with loyalty when taken in combination implies that Generation Z is willing to try new
things and if it aligns their values, they will be willing to continue consumption of said
new thing.
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Coffee as a beverage may be, and perhaps already is
readily marketable to Generation Z, as its origins and
farms are typically from a country the consumer is not,
with flavour variations by origin giving the opportunity
a chance to explore new things. Innovation in drink
type will also be an important factor. Moreover, coffee
is more likely to be consistently served at high quality
with new machines available to cafés (see machine
section), particularly specialty cafés (see specialty
section). These factors taken in combination likely
mean that coffee will be popular with the upcoming
generation Z, as long as innovative craft and
consistency is present in terms of how the drink
is both marketed and consumed.
The analysis above is solidified based on sales of
specialty coffee, in proportion to other coffee, is
trending. These are discussed in the Consumption
of Specialty Coffee section.
As a whole, it is likely that coffee consumption will
continue to increase per capita, with a growing
proportion of the population ageing, bringing
higher consumption to higher age brackets,
and a growing consumption in the 15-34 age
bracket range.

CONSUMPTION BY GENDER
There are little data available for Australian drinking
trends broken down by gender. The most widely cited
article was a survey done in Japan [3], and while the
data match well with survey results in the USA, it may
or may not represent Australia. Nevertheless, those
results will be discussed here.
In a survey of 1189 men (567) and women (622),
it was found that 51% of males and 39% of women
consumed coffee. It is interesting to note that these
consumers were identified in the most prevalent age
demographic (15-34), on average being millennial/
Gen Z consumers. Men were most interested in the
psychoactive benefits of coffee (‘it wakes me up’),
with taste coming second. For men, this data matches
up to data obtained in the USA [8], where coffee helps
the demographic ‘get the job done’. Women typically
didn’t like coffee because of the taste, requiring the
drink to be sweeter to be enjoyable.
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These results show that, for cafés and restaurants,
having a product that appeals to more women may be
the key to unlocking growth, as 61% of the females
in the population do not like the taste coffee.
Ironically, this may mean that alternative drinks such
as higher quality teas, or healthy sweet drinks, such
as ‘shrubs’ or sweetened iced teas/coffees widely
available in the USA, may be more important to place
on a café/restaurant menu. Certainly, in Australia, a
country with a traditionally tea-dominant background,
sweetened and healthy teas may be an effective
way of delivering the café experience to female
populations that don’t typically like the taste of coffee.
Interestingly, the type of environment that women
drink coffee in may also have a larger impact on
consumption than for men. In the USA, the most
popular reason for drinking coffee for women is
‘to relax’ [8], This may indicate providing comfortable,
inviting drinking spaces is more important than the
coffee itself.

CONSUMPTION OF SPECIALTY COFFEE
Specialty coffee refers to coffee outlets that are
marketed as serving superior quality coffee, with
a focus on having the highest end equipment to get
the most flavourful, consistent extraction (through
espresso and/or filter/batch brewing) methods.
These cafés and restaurants may or may not use
specialty grade beans (commonly measured as having
a Q-grade cup score of over 80 points, according
to the SCA).
Over the last 20 years, specialty coffee has risen in
popularity worldwide, especially in the USA. Since
2001, daily consumers of specialty coffee have [9]
increased from 14% to 42%. Similarly, small growth
has been seen in occasional and weekly coffee
consumption, which has translated to specialty coffee
(as of 2018) holding more than 57% of the market
share of coffee consumed in the USA.
Amongst Generation Z, the age demographic
(18-24 years old) in 2014 showed that 51% drink
specialty coffee, which was up from 25% in 2000
(Gen X/Y at the time) [10]. This is a significant change
in the consumption habits of the newer generation

compared to the previous one before it. Reasons
for this are discussed specifically in the previous
subsection, but to summarize: craft and quality
are clearly paramount to the current and emerging
generation.

opposed to a batch-brewed coffee) equated with
specialty coffee. For example, e-imports consulting,
the data from whom indicate that about 31% of
Americans drink ‘specialty espresso-based drinks’ [8],
the remainder being ‘brewed’ coffee. Regardless,
consumer perception is that specialty coffee holds
value, and is more desirable than non-specialty coffee.

Both Generation Z and Generation Y generation
(as well as those in the older millennial category,
25-34) are buying more expensive coffee. The amount
of coffee consumed in the US has remained relatively
constant (at about 2 per day, [11]), but the total earnings
in the coffee industry increased by 14.2% [12]. This
may well carry through to Generation Z, and so it is
expected that the consumption of specialty coffee
will increase in the coming 5 years.

In Australia, the consumption of specialty coffee may
be considered to be similar that of other parts of the
world, particularly the USA. However, unlike the USA,
australia proportionally drinks far more espresso ‘craft’
style beverages than in the USA – where Australians
are 90% drinking espresso, compared to the
American’s 31%, as such, the majority of Australians
are already drinking craft beverages. Whether the
sourcing of higher quality coffee beans for the
Australian market is an important will likely be tied to
whether there is perceptible flavour differentiation in
the cup.

What was unclear in the data was whether the
definition of specialty coffee was consistent with
the definition as described above, or whether it was
simply assumed that ‘gourmet coffee’ (e.g. ‘a latte’ as

Growth in Specialty Coffee Consumption
50%
45%
40%
Fraction of
Consumers
Drinking Specialty
Coffee Daily

35%
30%
25%
20%
15%
10%
2000

2005

2010

2015

2020

Figure 13: Consumption of specialty coffee amongst daily coffee drinkers. This figure may indicate that coffee may no longer
only simply be a functional beverage, but perhaps a more enjoyable one also. Original data obtained from [8].
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Consumption by Drink Type
A history of the last three years of drinks sold in a café is reported in Figure 14, a discussion of each major
category described in the subsections below.

Trends: Coffee Type by Year (Based on Square Reports)

100%
80%
60%
40%
20%
0%
Other

Chai

Mocha

Iced
drinks

Filter

Hot
Espresso
chocolate

2016

2017

Long Cappuccino Flat
black
white

Latte

Black Milk-based
coffee
coffee

2018

Figure 14: Coffee drinking trends based on categorical data above sourced from Square Reports [13-15].

MILK COFFEE SALES TRENDS
The last 3 years of coffee consumption in Australia,
based on Square report data [13-15], show that the
consumption of milk based coffee dominates all
units of coffee sold, with averaging 77 units sold
per 100 sales in cafés and restaurants. The greatest
changes observed in the milk category was sales of
the latte has significantly dropped, by 5 units per 100
units each year, all other milk drinks have increased
slightly in unit sales.
Our data, collected through our internal blend selector
(data withheld) mirror these trends, with 80 in every
100 consumers (over 2500 responses) indicating that
they drink coffee with milk. We note that this data was
obtained from any user available on the internet, so
participation may have been global. Regardless of
international participation, the data clearly show that
the bulk of coffee is consumed with some kind of milk.
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MILK FOR COFFEE SALES TRENDS BY
MILK TYPE
Dairy
As 77 units per 100 coffees are sold with milk, the
supply of dairy milks (both full cream and skimmed
milks) is significant to the Australian market.
About 25% of dairy milk sold is low fat milk [16] ,
and accounting for the 3.75% of sales coming from
non-dairy milks, about 19 units per 100 are sold
as ‘skim’ lattes (or equivalent), the remainder
showing 55 coffees sold per 100 are served with
full cream milk.
While the proportion of dairy milk is expected to drop
slightly (we expect no more than 5%) over the next
few years, the number of coffees served per year is
expected to increase by about 10% by 2025, as such,
we expect dairy milk-based coffee drinks to continue
to be the most popular coffee beverage in the next
5 years. The net change to the proportion of
beverages shown is summarized in Figure 16.

Non-dairy
There are currently at least 7 different alternative dairy-milk products available on
the market. The proportional breakdown is shown in Figure 12. These drinks are sold
as having health and environmental benefits over traditional milks. For example,
soymilk is sold to those who are lactose intolerant. Non-soy alternatives have similar
benefits, with the addition that it can be consumed by those who may also have a
soy intolerance. Nut milks (i.e. macadamia milks, almond milks etc). also have these
benefits, despite being intolerable by those with nut allergies.
As of 2019, the alternative milk industry is estimated to be about $150million (AUD),
or about 3.75% the value of the dairy industry. This translates to roughly 3 units per
100 coffees are sold with some milk alternative.
Of milk alternatives, almond milk is the most popular non-dairy milk used in cafés.
This is a significant departure to five years ago, when soy milk was by far the dominant
non-dairy alternative milk product, according to the Café Pulse report [17], Oat sales
have increased 425% since June 2017. What’s more, Oat milk is forecast to grow 8.2%
per annum until 2027.

Soy 11%
Almond Blend 7%

Coconut 5%
Almond 68%

Cashew 2%
Oat 2%
Other 5%

Figure 15: Non-dairy milk alternatives available for the Australian market. Data sourced from [17].
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Though trends are indicating that milk-based such
as lattes are in very slight decline, the sales of milk
alternative-based coffees are increasing. Growth is
particularly prevalent for soy alternatives, particularly
almond and oat milk, as shown in Table 2.
Table 2: Annualized growth rates of top 3 dairy alternative
products.

Milk Type

2019 Compound
Annualized Growth Rate

Source

Almond

8.0%

[17]

Soy

5.9%

[17]

Oat

8.2%

[17]

It is expected that in general, alternative milks as
a category are expected to grow at about 8% per
annum across all alternatives (especially oat, almond
and soy). This will result in a non-dairy milk coffee sale
rate of about 4 units per 100 sold by 2025, of which
we’d expect half to be almond, one unit oat and one
unit soy.
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Black coffee, on the other hand, has slowly been
increasing in popularity, despite its relatively low unit
sales per 100, as shown below, from 9 units per 100
to 12 units per 100. The greatest change in this
category has been in the long black service, which
has grown about 3% average yearly growth since
2016. The breakdown of these sales and the projection
of trends to 2025 are described below for filter coffee,
cold coffee/cold brew and other black-coffee
based drinks.
Filter coffee

One of the complexities facing cafés is the growing
number of alternative milks served. There are at least
8 varieties of non-dairy milk available currently. While
there is no harm in variety, there is a potential concern
on cafés being required to serve so many products
to people with allergies, and the potential for error
may result in harmful consequences. It is possible
then that automated dispensing systems may
play a vital role for more popular cafés to enhance
the cafés ability, not only to reach a large target
market, but also to ensure accuracy in serving the
correct beverage for the right customer.
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Unfortunately, filter coffee data is not present in the
square data, however there is anectodal evidence to
suggest that this format of coffee is likely to grow in
the coming years. This seems like a likely scenario,
at least in terms of black coffee sales, largely as:
1. Filter coffee has near-immediate service
(preferred by Australians as top 3 most important
factors in good coffee service)
2. Filter coffee translates well to take-away coffee
service
3. The most popular black coffee drink is currently
a long black (diluted espresso), which closely
approximates a filter coffee. Making the switch
would not be difficult
4. Filter coffee is closer to the ‘specialty’ and ‘craft’
trends of recent years, which has been identified
by the SCA (2018) as a key driver of growth over
the last 3 years, and what expected to be the
next 5 years
However, without conclusive data from the last
5 years on filter coffee consumption, we cannot make
quantitative predictions on its popularity. However, we
believe it will complement the observed growth of the
long black coffee, and as a combined ‘black coffee’
category, will contribute to measurable growth.

Cold Coffee and Cold Brew

Consumption At-Home

Cold coffee in this context refers to iced coffee-based
drinks, which includes cold brew, flash chilled hot
brew, traditional ‘iced coffees’, and other drinks of
the type.

In this section, we discuss how at-home consumption
will impact cafés in light of COVID-19. We limit our
discussion to coffee that is brewed through direct
extraction of the coffee, rather than soluble, or
‘instant’ coffee.

Cold brew was not a category of coffee sales
measured by data in the SQUARE report, nor the
IBISWorld research data. However, there is significant
evidence that suggests that this will be a major growth
category in the future, as of 2019, the global cold
brew market is conservatively valued at $29 million
USD. In cafés globally, this translates to about 6 drinks
served to every 100 in a café [18]. In an internal research
study specifically, we only saw sales of 2 drinks in
every 1000 sold that were classed as ‘iced’, which
includes cold brew, so perhaps the Australian market
is not yet as mature as those internationally (figures
from our espresso window).
Despite the low relative consumption of cold coffee
in Australia based on current data, it is clear that cold
coffee is a key growth category for the future. If the
CAGR growth rate for the next 5 years is adopted,
then this will result in a conservative estimate of
2 cold coffee drinks sold per 100 in cafés in
Australia by 2025.
Other Drinks/Café
We have discussed some emerging drinks available to
cafés in the Café Trends section. Here we look at the
future predictions of this category as a whole as a part
of the café’s beverage selection.
Beverages other than coffee on average 12% of the
cafés service of drinks, which seems to be consistent
across the three years of data. Iced drinks (1%) and
Chai (2% per year) seem to the be only two categories
with any significant growth over the last 3 years.
Hot chocolate is the dominant ‘other’ drink category,
which sells about on par with espresso drinks in the
coffee category. The demand for hot chocolate has
remained the same for the last 3 years and doesn’t
appear to be losing or gaining any ground. We expect
this trend to continue for the foreseeable future.

MARKET FOR RETAIL SALES
At home coffee consumption as a segment represents
a significant portion of coffee consumed worldwide.
Market research indicates that 86% of those who
drink coffee will make at least one coffee at home on
a weekday. Most of these consumers, however, are of
an older generation of Australians [19].
Those Australians who prefer espresso coffee,
which more closely aligns to the outcomes in this
document, are more likely to drink coffee at a café
(60%). For these consumers, popular alternatives to
café coffee are espresso pods, which composes 60%
of consumers in this category, and 37% for instant
coffee [19]. This indicates that only 3% of consumers
drink other forms of coffee at home, which would likely
be either filter-style coffee (or plunger), or espresso
made at home (either through automatic machines, or
the traditional ‘café’ method). So, while most espresso
drinkers do drink coffee at home, the vast majority of
the coffee consumed is not espresso (or, espresso as
would be made at a café).
Certainly roasters have started producing pods for
at-home consumption, aside from Seven Miles,
including ONA, St Ali, Five Senses, Pablo & Rusty’s.
A whole host of Australian roasteries have attempted
to capture some market share, no doubt in part to the
relationship between out of home espresso drinkers
and the desire for capsules coffee at home. This has
all been observed in the marketplace despite the
lack of growth in the category (i.e. capsule sales).
Ultimately, it was a good choice for many roasters to
start producing capsules, as COVID -19 significantly
increased the demand for these products.

COFFEE CONSUMPTION TRENDS

33

Concurrently with an increase in pod/capsule sales
during COVID-19, sales of ‘whole bean’ roasted
coffee increased significantly [20]. In recent months,
the sales of at-home coffee machines increased
significantly [21]. Interestingly, one of the fastest
growing segments is machines with price points
greather than $4000, indicating that Australians are
willing to pay a premium to attempt to match the
quality of coffee experienced in a café. The impacts
that these trends have on a café are significant.
These impacts are discussed below.
1. Increased coffee knowledge of the consumer,
thereby increasing the expected standard
of the coffee
This has several impacts. The first is that coffee
baristas will need to be able to select coffee and
recommend machines for home consumption. This
means that baristas will need to have a high base-level
understanding of coffee making and the products that
are sold at retail.
Second, and similarly to the first point, the baristas
will need to understand their coffee intimately so
that recommendations on grinding coffee for French
press/filter/espresso is understood. Similarly,
understanding of single origins/coffee flavour profiles
to provide recommendations to the consumer based
on taste preferences will be important.
The third is that consumers will have a higher
expectation of the standard of coffee served at the
shop. Over-steamed milk, unclean machines and other
(rather commonplace) taints that can result in a coffee
will become more unacceptable, which will over time
erode sales and popularity.
Ultimately, if this is the broader result that occurs
from the COVID-19 crisis, those shops that have fully
educated staff, and serve coffee to a high standard
will thrive in the post-pandemic world. Those that do
not may suffer significantly post-Pandemic.
2. Increased appreciation on complexity of coffee
making by consumer
The second impact may be more likely. Automation
for the at-home machine still lacks the refinement of
professional offerings. As such, to get a true ‘café’
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coffee, the consumer still requires a traditional/manual
machine and grinder. For most consumers, there is
a dial-in step that is likely to dissuade all but the most
dedicated of enthusiasts (prosumers, as some might
designate them). The increased involvement in the
making of a ‘café’ coffee might well give consumers
a renewed appreciation for the complexity of
coffeemaking, increasing the desirability for an
out-of-home coffee experience.
So, while it is highly likely that consumers will have
a greater appreciation post COVID-19, the education
of consumers across that time will likely lead to
a heightened sensitivity to ‘good’ coffee. The best
cafés, then, will respect the educated consumer,
and maintain a high degree of craftsmanship
and knowledge of the product to retain and gain
new customers.

DIRECTION OF THE SEGMENT BASED ON
MACHINE TRENDS
Certainly, the at-home ‘espresso’-based market
has been dominated by pods/capsules. There are
indications growth of pod sales has slowed such
that the market (in terms of per capita consumption)
has peaked. Manufacturers are therefore, seeing
2019-2025 as a time where consumers can “graduate”
from pods to fresh-ground coffee. This would seem
like a natural progression for consumers, moving from
instant coffee to coffee pods, and then from coffee
pods to freshly ground/brewed coffee.
Based on this hypothesised natural progression,
we expect that the consumption trends may change
across the next 5 years, particularly if one observes
the development of technology for at-home coffee
making. Many manufacturers, of both automatic/
consumer focused machines and traditional singlegroup espresso machines are making a move into
at-home consumption, facilitating the extraction of
coffee that is comparable to what might be served at
a cafe. Notable manufacturers moving in this direction
are DeLonghi (e.g. the Primadonna and Maestosa),
Breville (with their home barista range), Rocket and
La Marzocco, though certainly there are many others.

The greatest challenge to success in transitioning
from a pod-centric espresso offering to a ‘baristastyle’ espresso technology is removing the complexity
from coffee making process, while still delivering an
acceptable beverage. DeLonghi have attempted to
do this in two ways. The first, as exemplified in its
specialista espresso machine, is to semi-automate
a traditional style espresso machine. The second
is to fully automate the entire process, as with their
Maestosa machine (which is significantly more
expensive). While both machines produce good
quality espresso for home use, the more demanding
consumer will find the result to be incomparable
to espresso produced from a café. In other words,
consumers may still be disappointed at the result
(despite both machines being incredibly competent
within their price point).
Another sign that this is a key area for growth is the
movement of La Marzocco into this sphere. While the
Linea Mini, GS3 and other at-home machine programs
have been going for several years, there is clearly
a push into this sphere by involving local specialty
roasters to promote the machine. Similarly, continued
developments in this area through increasing
connectivity between the machine and La Marzocco
Apps, provide some insight into the direction the
industry sees the market proceeding. Clearly control
and automation (despite being present on a ‘barista
grade’ machine) are important, and the ability of the
industry to connect the machine to automatic ordering
systems, training videos and, hopefully, a means of
controlling the grind-extraction interface, should help
bridge the gap between consumer knowledge and
exceptionally extracted coffee.

CONCLUSIONS ON IMPACTS OF AT-HOME
CONSUMPTION IN LIGHT OF COVID-19
The espresso-at-home consumers are likely to
increase in both number and knowledge throughout
the COVID-19 crisis. The desire of the market for
premium at-home machines (both automatic and
traditional) has never been stronger, and retail sales
to make use of these machines has increased due
to the pandemic. Clearly moving into the freshground brewed coffee is higher in priority with
consumer machine manufacturers, as demonstrated

by DeLonghi; having released more than 3 machines
(Primadonna, Specialista and Maestosa) in 3 years,
all aimed at providing an exceptional consumer
experience in terms of fresh brewed coffee. It is clear
that consumers want excellent coffee at home.
While many manufacturers have reduced the barrier
for making freshly brewed espresso coffee at home,
the desire of the consumer to have a near-café level
experience is still high. Machine sales data indicate
this to be true, as machines that retail for greater
than $4000 are the highest growing segment in the
marketplace. So, consumers are willing to put their
money into high quality coffee at home. The biggest
issue with this trend is that
1. Coffee in at-home automatic machines is still not
on par with the quality of café-level espresso
2. Making café level espresso at home still requires
traditional techniques, which are complex and
difficult to master
It is likely, then that when consumers return to drinking
their coffee at cafés, they will both have a greater
appreciation for the quality of the coffee in a café
and have a higher expected standard for the coffee
quality served by the barista. Consequently, it will be
important for baristas to have a greater demonstrable
knowledge of their products, as retail sales from
cafés is expected to grow. If a café can sustain a high
quality coffee offering, paired with intimate knowledge
of their products, that café will likely sustain growth to
2025, especially post COVID-19.

The Next 5 Years for Beverages
While we have made several observations on what
we expect to occur for each beverage type across
the next 5 years, here we discuss what we believe
beverage service will look like in 5 years time.
In total, the expectation for the category is that black
coffee to increase significantly as a proportion of
total coffee drinks sold in Australia. A percentage
extrapolation of the literature observed data is shown
below in Figure 16.
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Figure 16: Linearly extrapolated values of proportional consumption of milk and black coffee
drinks. Per 100 drinks sold, we expect that black coffee will makeup about 20 drinks, with about
2 in every 10 sold as cold-brewed coffee.

As shown, we expect, for every 100 drinks sold, about 11 will be a chai product, 20 will
be a black coffee, of which 2 drinks will be iced, and 65 will be milk-based. Of these
65 milk based-coffees, based on the current trends, we would expect about 4 of these
units to be a non-dairy based milk drink, 45 to be full cream milk-based, and 16 to be
skim milk-based.
Perhaps the most controversial trend here is the relatively significant proportional
decline in milk-based coffee sales. This decline is mostly driven by the increasing
popularity of black and iced-coffees, however some of it is because of health reasons
(lactose intolerance, or the desire to have a low fat diet, and some is because of
environmental concerns.
Despite this forecasted drop, there are some indications that full cream milk may
become more popular again. The status of full cream milk as being more healthy than
other skimmed or non-dairy options, due to high protein content and other minerals
(especially calcium), may reverse the predicted trends based on current and historical
data. Supermarket trends are already showing an increase by 15% of full cream milk,
and a corresponding 7% drop in skimmed milk sales. However, with the rise in
non-dairy alternatives, it’s likely that dairy milk will drop as a proportion of coffee sales,
at least in a 5-year outlook.
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Summary

Introduction

The last 10 years has seen small, yet significant
changes in the way that espresso is extracted. There
has been a move towards automation and away from
the hand-crafted approach. The most significant
advancement of technology across the last five years
of coffee machine development was the introduction
of gravimetric (weighing) systems, which promised
improved accuracy and consistency (despite barista
skill level). Indeed, these systems are now present in
both espresso machines and grinders. The result of
this is that, once the coffee is ‘dialled in’, the perceived
quality of that café will be higher to consumers.

In this section we will be focusing on the changes,
improvements and trends over the last 5-10 years
and how these technology advancements have been
adopted by the leading equipment manufacturers and
implemented into the everyday café. A large portion
of this section details some of the major technical
innovations and, more importantly, identifies the key
trends across the last 10-year timeperiod. We will then
focus on the technologies we observed emerging in
2019 as a window in the future of coffee technologies
to 2025.

Automation has allowed for an increase in interaction
between the barista and the customer. Concentrating
less on each individual aspect of the coffee making
process, rather facilitating the process that was been
pre-determined, can accelerate service and allows for
a more personalised experience.
In the past, there was a clear division between the
artisan nature of espresso vs the automation of “just
a cup of coffee”. With the dawn of higher end “super
automatic” machines like the Eversys Cameo with may
see the distinction muddy.

Technology trends are broken into tables, grouped
by equipment type (i.e. espresso machines, grinders,
etc)., presented chronologically, and then subdivided
by manufacturer. To simplify the technology, we have
also grouped the technological innovation into one of
five major impact categories:
1. Tunability (i.e. the machine features new
interactive tools to modify the coffee in
previously unmodifiable ways)
2. Automation (i.e. the machine hands control over
to an electronic control module)
3. Control (i.e. the machine features tighter/more
accurate delivery of the target variable, such as
grind size, flowrate)
4. Efficiency (i.e. optimization of power usage,
speed of delivery, reduced work and waste
required to deliver the desired result)
5. Ease of use (i.e. designed with barista useability
in mind, such as easier interface, easy to learn,
etc).
We then analyse the impact categories as a function
of year and extrapolate the trends to 2025.
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The Past: 2013-2019
KEY FINDINGS
• There has been a clear focus on quality and empowerment of baristas to craft
signature drinks throughout the past decade
• Consistency (i.e. tight control on parameters subject to variations) has been
important
• Automation is on the rise, as shown in Figure 17, though manufacturers are being
cautions of using ‘automation’ as a term to describe their machines
• Craft and tuneability is still popular, with recent advances in machinery being
highly tunable while also being easy to use

Trends in Cafe Technology

Mass ratio Flow control

Espresso Machines
Auto-Mass Dosing
Degree of
Automation

Constant pressure Flow control

Grinders
Manual Pressure Profiling
Auto-Timer Dosing

2012

2013

2014

2015

2016

2017

Figure 17: Changing role of automation in cafes, and some of the key technology across the last
5 years. Note that automation here doesn’t refer only to full robotic control, more the degree to
which automation is required to perform the primary function of the machine.
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Espresso Machines
Table 3, Table 4 and Table 5 show some of the major innovations from popular (in Australia) espresso machine
manufacturers.

2010-2015
Table 3: Espresso machine innovation trends from 2010-2015, by manufacturer. The key impact of the innovation in one of the
5 impact categories is identified in the last column.

Manufacturer

Innovation

Key Impact

Slayer

The Slayer Espresso [1] utilized a patented flow control system using
a precision needle valve to manipulate the water flow rate, which in
turn impacted espresso flavour. Other innovations were included, all
controllable, to give the barista precise control over the espresso extracted.
This signalled a departure from conventional machinery that relied on
modifications to the grind particles to influence flowrate.

Control,
Tunability

Victoria Arduino

The Black Eagle Gravimetric machine took the focus away from brew time
and towards extraction mass. The machine featured a new gravimetric
weighing system [2] which has individual load cells stored inside the machine
and mounted within the drip tray grates. Flowmeters were removed from
this machine and replaced with scales due to the fact that whilst flowmeters
are relatively consistent, “they can be unreliable” [3]. The target output
being 1g of variation.

Control

Sanremo

The Opera was developed with heavy user input, one being UK Barista
Champion John Gordon [4]. The primary feature of the machine was the use
of brew ratio control technology. This machine also featured 5 boilers to
facilitate more rigid temperature control within the machine

Tunability,
Control

La Marzocco

La Marzocco launched their Linea PB. The machine has a user friendly
interface allowing control over boiler temperature, brewing volume, hot
water tap dose [7]. Concurrently, LM applied for a patent which pertained
to integrating scales in the drip tray. Introduction of scales in these systems
was a precursor to automation of the brew ratio, which lead to greater
reproducibility of shot flavour than a volumetric system may allow.

Consistency,
Ease of Use

Unic / Malkönig

UNIC released their Stella di Caffe machine, introducing a new thermalink
heating technology [10], which optimized energy usage in the machine
without sacrificing consistency in the extraction. During this time, UNIC
collaborated with Mahlkonig and unveiled a grinder in 2013 which
incorporated the same dosamat technology, telling the grinder which
handle was being used, to therefore grind the appropriate amount of
coffee [11].

Automation,
Efficiency

Modbar

Modbar popularized the modular espresso system. The technology was
primarily underbench, but featured the same technology as traditional
machines.

Efficiency
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2015-2017
Table 4: Espresso machine innovation trends from 2015-2017, by manufacturer. The key impact of the innovation in one of the
5 impact categories is identified in the last column.

Manufacturer

Innovation

Key Trend

Victoria Arduino

The newest to the Victoria Arduino portfolio was the White Eagle in 2015,
a new feature we saw in the White Eagle was the Easy Cream frothing
technology which allowed the milk to be frothed to suit your preference
using “tangential holes” and a steam-air mixing system [12]. Ergonomics
were in mind with this machine which is evident by cool touch steam
wands, push and pull steam levers and LED user interface.

Ease of use

Sanremo

Café Racer came along to create something that sat in between their
current models. They wanted it to be easy for barista to use with high
end technology and accuracy. Steam wands were re-designed from the
Opera with 360 degrees activation and cool touch. [13]. The Opera Version
2 was also released, which the original by refining controls on the delivery
system by integrating a linked acaia Bluetooth scale and improved flow
control software. Finally, UX was experienced by linking the system with
a tablet to control machine variables.

Ease of Use,
Control

La Marzocco

The Linea PB ABR (automatic brew ratio control) improved on the PB
model by featuring an integrated flowmeter along with a scale in the drop
tray [14]. This was used to accurately control the brew ratio (mass wate to
mass extact).

Ease of Use,
Control,
automation

2017-2019
Table 5: Espresso machine innovation trends from 2010-2015, by manufacturer. The key impact of the innovation in one of the
5 impact categories is identified in the last column.

Manufacturer

Innovation

Key Trend

Astoria

Astoria showcased the Storm at HOST 2017. The new models feature
anti-scale and cantilevered steam wands with dry-steam technology, a
5” display for easy adjustment, along with real-time analysis of extraction
variables. The two machine models have a low environmental impact
with 47.6% reduced consumption when compared with other traditional
machines [16]. Two years after releasing the Storm, astoria have created the
Storm Profilo, while adding the ability to have more manual control of the
espresso [17].

Control,
efficiency

Sanremo

The Sanremo Brave builds on the original model. New software designed
to allow the machine to monitor extraction parameters can automatically
adapt to changes in the grind setting to maintain the ideal extraction. It
can also perform pseudo ‘filter-style’ extractions, and has other impressive
functionality. The Brave also features Sanremo’s IOT wifi system which
remotely controls the machine’s service functions and settings [18].

Automation,
Control

TECHNOLOGY TRENDS

41

La Marzocco

Control,
La Marzocco released 3 very different machines. Firstly, LM released
ease of use
a novel lever-actuated espresso machine. They debuted the ‘Leva’ which
featured lever activation alongside whilst still delivering temperature
stability. The product differentiated itself based on aesthetic ‘wow’ factor,
and a novel taste experience [18]. On the other end of the spectrum,
LM developed the KB90, the core innovation being improved ergonomics
via a redeveloped portafilter engagement mechanism. It was claimed that
this reduced the strain on a baristas wrists by a factor of 12. new steamcleaning function was inbuilt also, reducing the frequency of services.
Finally, in 2019, LM released the Strada EP2. It has the pressure profiling
abilities of the original version with the addition of the integrated scales with
auto brew ratio technology [18].

Rancilio

In 2018, Rancilio launched the RS1 thermal profiling machine. It was
Control,
designed to ease workflow, allow fine tuning of the espresso and deliver
ease of use,
stability. It features patented temperature profiling technology which allows efficiency
dynamic control of temperature during the extraction achieved by its small
100ml boilers. The machine also focuses on sustainability with an insulated
steam boiler and programmable eco mode for lower power consumption [19].

Carimali

Carimali released a prototype of their boilerless espresso group at HOST
2019. The system makes use of inline induction heating, rather than a boiler.
This has the potential to improve energy efficiency [20]

Efficiency

Slayer

Since 2018, Innovations by slayer focused around espresso-based milk
quality, through higher degrees of superheat in the steam boiler. In 2019,
the Slayer LPx and Steam X were released, which incorporated these steam
technologies, but also a raft of control software to allow baristas to control
almost every aspect of extraction, and to setup workflow according to
a baristas personal style [21].

Control

Dalla Corte

In 2018, Dalla Corte released the Zero, which features multi boiler
technology (0.75L per group), cool touch steam wands and a new userfriendly digital touchscreen. The machine also has flow regulation, which
enables variation in flowrate across the espresso extraction [22].

Ease of use,
control
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MACHINE TRENDS SUMMARY
Combining the trends from the data obtained above, we can observe the major themes
as summarized in the last columns. These are shown in Figure 18. One observation
is the changing language around machines, where now control is the dominating
language, where tunability is now effectively non-existent. Interestingly enough,
“automation” is a category that, while seemingly on the rise to 2017, has been less
marketed. Perhaps the perceived positioning of these technologies away from craft,
and the influence of the specialty coffee market (dominated by barista champions), has
meant that manufacturers are cautious of full automation. Interestingly, however, the
controlling mechanisms inside “traditional” machines that are now so ubiquitous are,
themselves, automated programs.

Traditional Espresso Machines
0.6

0.5

0.4

Normalized
Impact
Category
Count

0.3

0.2

0.1

0
2010 to 2015

Ease of Use

2015 to 2017

Control

Automation

2017 to 2019

Efficiency

Tunability

Figure 18: Changing trends across impact categories for espresso machines.
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Grinders
2013-2015
A summary of the key grinders released across this time-period is shown in table 6. Control over temperature
stability was a big focus at the time. Grinder manufacturers seemed to be trying to combat the fluctuating
temperatures in a café environment, as well as the rapid heating and cooling of a grinder during peak periods.
Heating and cooling inside the grinder were the focus to try to deliver a consistent temperature and therefore
a consistent coffee.
Table 6: Grinder innovation trends from 2013-2015, by manufacturer. The key impact of the innovation in one of the 5 impact
categories is identified in the last column.

Manufacturer

Innovation

Key Trend

Victoria Arduino

Mythos One grinder. It featured Clima Pro technology which manages
the temperature in the milling chamber, using a cooling system that starts
automatically as soon as the sensor detects the need. The grinder also
featured a clump crusher system, which eliminates the effects of static
electricity in the ground coffee, ensuring maximum regularity of the output
stream. The third big feature was the filter holder hook meaning the barista
does not need to hold on the handle during the filling phase. Ergonomic
design to reduce extra stress on the barista’s wrist. The grinder also featured
a heating system in the burr chamber, stop and go function, angled burrs to
eliminate residue in the grinding chamber [23].

Ease of Use,
Efficiency

Mazzer

Kold – this grinder focuses on temperature stability by keeping the burr-set
cool. This is achieved by separating the blades and the motor. Blades are belt
driven as opposed to direct drive [24].

Control

Malkonig

The EK43 Barista model claims to generate consistent particle size
distributions. It also features micro and macro adjustments knobs for
alternating between espresso grind and filter grind, as well as a variable
speed motor, to give the barista the ability to adjust the rate of rotation
between the burrs.

Control

2015-2017
These few years are looking to be all about consistency and serviceability, as shown in Table 7, a lot of grinder
manufacturers are focusing on scales, to deliver a consistent weight in the handle, as well as digital programming
to allow for easy dose/grind selection. Serviceability and cleaning were another big focus, allowing quick and easy
access to the blades without the need for recalibration.
Table 7: Grinder innovation trends from 2015-2017, by manufacturer. The key impact of the innovation in one of the 5 impact
categories is identified in the last column.

Manufacturer

Innovation

Key Trend

Victoria Arduino

Mythos Two was on display at HOST 2017 with its most notable new feature
being gravimetric grinding system. . The dose remains unchanged even if you
are changing the particle size. Wider titanium burrs [25]. The variable speed
motor (from 600 to 122 rpm) is also adjustable through the touch display
and was developed with three main benefits in mind: speed consistency,
temperature reduction to ensure energy saving and flavour.

Control,
Ease
of Use,
automation
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Mazzer

TheMazzer Kold S featured electronic tracking of grinding data, and a
reduction in grind retention of 52%. One of the strongest feature of the Kold S,
is the electronic tracing system, which displays total grinds completed, grams
dosed over a period, and helps with keeping ahead of service by knowing
when to change the burrs based on kgs [23].

Automation

Sanremo

At HOST, the Revo1 and Revo3 were on display. They featured vertical blades,
for direct drop-down grinding and hopper fed grinding in the same unit.
The blades were coated to reduce wear rates and keep grinds consistent for
longer life, an optional 3-hopper feed system enabling 3 blends to be delivered
in the same platform. Isolating valve-type interlock system for precise delivery
of beans. [23]

Control,
Tunability

Fiorenzato

This grinder featured gravimetric dosing – the grinder weighs the dose of
ground coffee, an algorithm was programme such that when a grind is made
finer, the grinder adjusts the objective mass of coffee grinds. Titanium blades
were also present [23].

Ease of use,
control

Malkonig

Mahlkonig featured the K30 grind-by-weight grinder on show. The grinder
featured touch-screen function with a load cell built into the portafilter
hook which allowed the barista to insert the handle, and select the desired
dose [25].

Ease of Use

2017-2019
The trends in this time-period are summarized in Table 8. Efficiency seemed to be the focus, with automation
playing a very strong part of this. Technology continued to advance to the point where grinders were rapidly
generating accurate doses of ground coffee.
Table 8: Grinder innovation trends from 2017-2019, by manufacturer. The key impact of the innovation in one of the 5 impact
categories is identified in the last column.

Manufacturer

Innovation

Key Trend

Markibar

The Izaga grinder was the innovative grinder from Markibar which featured
two operating modes: pre-ground and on demand, with built-in scale.
The pre-ground mode has chamber which is refills each time the dose is
dispensed which means the coffee is always ready to go in peak periods [27].

Efficiency

Mahlkonig

Existing E65S GBW grinder is a new grind by weight technology. It is both
faster and more accurate than most current grinders currently available. It has
hands-free grinding as well as an illuminated spout to assist with workflow [25].

Control,
Efficiency

La Marzocco

A prototype grinder, the ‘swan’ was displayed at HOST 2019, which used
ionizing rings to reduce static. The grinder also claimed high accuracy using
a novel revolution counter

Efficiency

Mazzer

The Mazzer V was developed with integrated cooling systems and telemetry
[28]
.

Automation
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Grinders Systems Summary
Grinders exist to dispense ground coffee with minimal fuss. Tunability of particles is
nearly impossible, as all grinders use common tooling to generate the product, which
is reflected in the results shown in Figure 19. Control over consistency was certainly
very important to 2017, however it seems that by 2019 the industry has mastered
control, particularly with the introduction of gravimetric grinding technology.
Further refinement in 2019 showed that technology is now focused around
efficiently dosing accurate powders for espresso extraction.

Grinders
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Figure 19: Changing trends across impact categories for grinders. No clear trends emerge,
however efficient operation is certainly important moving forward to 2025.

Milk Systems
Milk systems refers to the class of machinery designed to accurately dispense milk,
cold or frothed. These milks systems have been around since about 2012, all of the
systems shown in Table 9 are capable of delivering accurate masses of milk, cold or
hot, and help workflow in a café. These pieces of technology, along with tamping
systems shown in the proceeding subsection, are the start of automating the café,
while still preserving craft.
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Table 9: Automated milk delivery systems from 2010-2019, by manufacturer.
The key impact of the innovation in one of the 5 impact categories is identified in the last column.

Year
Range

Manufacturer

Innovation

Key Trend

2010 –
2015

Juggler

The Juggler is a chilled milk delivery system designed for
cafés. It is a modular system which runs off bladders rather
than milk bottles, which connect to the delivery system,
a sensor detects the size of the jug being used and
dispenses the appropriate pre-set dose of milk.

Efficiency,
automation

i-Milk

I-Milk is another cold milk dispensing system; however, it
dispenses based on weight rather than volumetrics. It has
the ability to run two milks through one tap, an automatic
milk line purging function, hand-free operation and automatic
jug rinsing.

Efficiency,
Ease of use

2015 –
2017

Ubermilk

The Ubermilk is a foamed-milk dispenser. That is, you press
a button and out comes steamed milk, ready to pour, a rough
diagram of how the unit works is shown in Figure 1. The
Ubermilk accurately meters milk through a silking system.
The system produces foam that is highly stable, with a highly
desirable texture [30].

Efficiency,
automation

2017 –
2019

Perfect Moose

The Perfect Moose is a milk frothing unit that comes in two
options; one with an independent boiler and one that connects
the boiler of the espresso machine. Perfect Moose mimics
a barista’s hands moving in and out of the milk to the desired
stretch required. It can steam any milk, which is a limitation
of the previous Ubermilk.

Efficiency,
automation

Automatic Tamp Systems
Tamp systems have been around for about 5 years.
They are designed to improve tamping consistency
from barista to barista, save time through workflow
efficiency, and to reduce the strain on the barista’s
wrist. While a seemingly superfluous device, testing
has shown that they have the capacity to improve
workflow and improve the consistency of shots from
espresso machines (in terms of both extraction recipe
and coffee yield) [31].

PUQPRESS
Launched back in 2011, in The Netherlands, Puqpress
was developed to combat issues like level tamping,
wrist fatigue and inconsistency between baristas. It
was redesigned from its original large shell and the 3rd
generation of the Puqpress Q1 was released in 2015.
The Puqpress Q1 is a stand-alone unit with a small

footprint and the ability to tamp in 1.3 seconds. It has
an adjustable fork to suit multiple different portafilters.
For convenience, the Puqpress M1 and M2 models
were designed as under-grinder solutions. The
benefits of these systems is that they ‘stack’ with
grinders to minimize the presence on, often cramped,
workspaces, as such, these are growing in popularity
within cafés, so it’s likely that we’ll see more
customized versions of these puqpresses in the future.

EAZYTAMP
Developed in Melbourne, Australia, the Eazytamp is
product that is more than ten years in the making.
It works in a very similar manner to the Puqpress.
An evolution of the Eazytamp, the V3, also includes
temperature and humidity sensors that give a reading
of its surrounds, daily and lifetimes press counter,
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date and time function and a patented bracket and
sensor design. The integration of these features is,
hopefully, a precursor to telemetry whereby
preventative maintenance will be a possibility.

Super-automatics
This category refers to machines that deliver a finished
craft coffee (such as a latte) at the push of a button.
Such machines have existed for well over a decade,
with WMF, Thermoplan, UNIC, Dalla Corte, Scanomat
and many others producing high quality machines.
Historically, espresso from these machines has been
acceptable at best.
However, over the last 5 years, have changed the
paradigm in terms of performance and design for this
category, which may see their utlilisation in cafés and
restaurants without a sacrifice to beverage quality.
Two machines in particular standout, which we
discuss below.

EVERSYS AND THE EVERSYS CAMEO
Created in 2009, the Eversys Cameo is a fully
automatic espresso machine that grinds, tamps,
brews and froths milk. It effectively has the capability
to produce a hand-crafted espresso-based drink,
without any human interaction. More impressive, is
that not only is the drink nearly indistinguishable than
one produced by an experienced barista, but also that
the machine can ‘dial itself in’ if there is an error with
the extraction, or at least the extraction does not hit
its target.
The Cameo features Eversys e’Connect telemetry
system which allows online tracking and processing
of data. This is powerful, as customer data can be
collected to improve:
1. Operating time, by real-time knowing when to
perform maintenance
2. Intelligence on what the market is consuming,
thereby optimising reordering and storage space
3. Preventative maintenance and automated
cleaning, minimising downtime by preventing
breakdowns
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Indeed, one could envision a system such as the one
above that was entirely autonomous as a second
machine in a café, where coffee could be ordered
independent of the (via human interaction with the
machine directly, or through apps). For the time poor
consumer that wants a quick cup of coffee, rather than
a sit-down, interactive experience, this could not only
increase coffees served across a given day, but also
access the coffee delivery market, which is beginning
to gain traction in Australia.
In terms of impact categories, the Eversys Cameo C’2
represents a healthy foray into automation, ease of
use and efficiency, if placed in a café.

THE SCANOMAT TOPBREWER
The Scanomat topbrewer is a system that not only
produces good coffee, but also a fully customizable
drink experience. The strongest value proposition
of this machine is the ability of the machine to have
more than 4 separate outlets to dispense beverages
such as sodas (flavoured or unflavoured), decaf, cold
brew [26], alcohol, frothed milk, cold milk, and others.
The machine therefore also has the ability to fully
customize mixed drinks by combining the streams.
An espresso martini, for example, is a drink that could
be served from such a machine.
Beyond drink customizability, there are two other
strong points to this technology. The first is the
simplicity of the design. This is shown in Figure 20A.
To the consumer, the Topbrewer is simply an elegantly
designed multifunctional tap with an iPad located in
the immediate surrounds. iPad can be setup to take
orders and remote payments.
The final strongpoint is the simple user interface setup
to use the telemetry, an example of a snapshot of
orders taken by the Topbrewer is shown in Figure 20B.
The interface is intuitive, easy to digest, and gives the
owner a good sense of the health of their business.
Similarly, one could envision automated reordering
of supplies (roasted coffee, flavourings, etc). based
on a demand planning program linked to this system.
This has the potential to free up owner headspace to
focus on hospitality and customer experience, rather
than the day-to-day accounting of products. In terms
of impact categories, the Topbrewer is certainly strong
on automation, ease of use and efficiency.

A

B

Figure 20: Scanomat Topbrewer, A) the topbrewer itself, B) an example of the telemetry readout
from the machine.

THE FUTURE OF SUPERAUTOMATICS
It may not be widespread in 2019, but based on the two machines presented, one can
easily see how machines such as these could be implemented into the café system.
The ‘hands off’ nature of the machines, including servicing component, means that
hospitality can be a focus. Certainly, with the growing need for cafés to have a
competitive food offering, being able to focus on the major revenue source and find
relief from the complexity of coffee making, could be a major benefit to café owners
and managers. Managers could hire people with good hospitality skills rather than
barista skills.
Of course, for specialty coffee shops, there is relevance to having these machines in
their café. The machines could function as secondary sources of revenue through hightraffic times, where getting a coffee fast is primary, as the machines, especially the
Eversys, is capable of delivering coffee as good as baristas [32], so the taste experience
(especially if linked with a delivery service where face-to-face presentation immaterial)
is preserved, could help capture greater market share by serving people for whom time
is scarce.
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The Future: 2020-2025
Clearly technology is changing towards more automation and telemetry. Grinders
and machines are now communicating with one another, and much of the benchtop
equipment is automated in one form or another.

IMPACT CATEGORY ANALYSIS
In terms of impact category, several key trends emerge, as shown in Figure 21.
We analyse these trends.

Impact Categories across all Technologies
1.4
1.2
1

Normalized
Impact
Category
Count

0.8
0.6
0.4
0.2
0
2010 to 2015

Ease of Use

2015 to 2017

Control

Automation

2017 to 2019

Efficiency

Figure 21: Impact Category count across all technologies reviewed in this document.
Some trends emerge, some appear to be losing ground, and some are transforming
the language, perhaps to prevent dissuading traditionalists from automation.
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Tunability

1.

Ease of Use

Ease of use is a key category for new equipment
development, and it was a significant theme to
2017. However, as of 2019, most manufacturers
have made tools that are easy to use, but no
longer see this as a key selling point. Indeed, most
equipment has been made easy to use through use
of automation. However, it is not enough to only be
easy to use moving forward – it is nearly a given.
Most manufacturers will compete and introduce new
technologies in the other categories.
2. Control
Control is a growing theme, with consistency being
core to this category. Consistency doesn’t just
refer to only one function, consistency also refers
to programmability – for example, programming a
pressure profile that can then be reproduced within
a very small margin of error, a good example of this
is using flow control valves rather than restrictors in
espresso machines. We expect trends such as this to
continue to grow. However, high levels of control are
expensive, so affordability of these technologies to
entry level machines (if required) may be the evolution
of this theme beyond 2025.
3. Automation
Automation has been discussed in many ways in
this chapter, and despite the reduction in observed
‘automation’ shown between 2019-2019 in Figure 21,
we believe it will continue to be a significant theme
to 2025. Much of the reduced 2017-2019 observation
is more around how the manufacturers are selling
the machines than automation not being core.
Indeed, much of the control modules in machines are
automated to be as accurate as they are. With the
emergence of superautomatics that produce coffee of
near-indistinguishable taste to the traditional baristaoperated alternatives, we believe that this will be a
growth category into 2025 and beyond
4. Efficiency
Efficiency is a category that is continually on the
rise, and we expect the trend to continue to grow.
Sustainability, be it environmental or economical,
is highly important to future cafés, especially in terms
of waste minimization (decreasing bottom line spend).
Further, as most consumers of coffee prefer to have
faster service, the potential to increase topline sales

by delivering coffee due to little to no choke-points in
the workflow. We believe this will continue to be
a theme that goes well beyond 2025.
5. Tunability
Tunability, or the ability to customize the espresso
extraction, has been a key theme in the past, and
while many manufacturers still innovate in this sphere,
tunability needs to be married to control. It’s of no
use having a machine deliver a coffee with seven
different pump settings if it can’t be reproduced.
As such, manufacturers have led with control.
While many machines will be released (such as the
Brave at HOST 2019 and the LM Strada EP2), most will
discuss tunability in light of control. We think this trend
will continue.

FAST COFFEE VS SLOW COFFEE
With the rise of automatic machines on the market that
make great coffee, we might see two categories of
coffee being served at a single café. These are:
Fast coffee: self-service on fully automatic machines
like the Eversys Cameo where the customer can order
and pay for their coffee, skip the queue, skip the
interaction and be on their way.
Slow coffee: customers will order with a person,
have their coffee made by a barista, and have the
opportunity to talk, learn, watch, and get lost in the
art of the coffee.
In a café setting, we believe that these may be
separated across a workflow to service:
1. Coffee delivery
2. Coffee for those who want an immersive
experience
3. Coffee for those who just want their morning
coffee as fast as possible
The application of these systems can be tailored to
suit the target market. For example, a larger nonspecialty café may prefer to integrate a number of
everysys cameos to serve slightly cheaper coffee
a more people, alternatively, an operator may want
to setup a hub of superautomatic machines that
only service UberEats/a coffee delivery company,
as a separate revenue stream, a specialty café may
even want to partake in this kind of system – indeed,

TECHNOLOGY TRENDS

51

perhaps such a café could use these machines to
produce their primary coffee offering, but focus their
craft on in-house roasting, or exceptional latte art,
or black coffee service rather than espresso.
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05

OTHER
TRENDS

Most of the trends presented in here focus around
environmental sustainability. What is clear both
anecdotally and from the survey answers we received
(shown in Appendix I: Interview/Survey Data) is that
environmentally sustainable services and products are
going to be very important to the industry, particularly
from a consumer/café demand perspective. As such,
most of the trends that come under this chapter may
be categorized as environmentally sustainable

Reusable Cups and Exchange Programs
One of the interesting trends that has occurred in
Australia is the awareness of disposable takeaway
cups as requiring elimination from the marketplace.
Awareness has largely been driven by consumer
media (especially the War on Waste documentary,
shown on the Australian Broadcasting Company
(ABC) broadcast in 2017). Though our own research
has shown that disposable coffee cups are only 0.04%
of the overall carbon footprint of a café, action and
businesses have been founded to combat the paper
cup environmental footprint.
There are three potential solutions for the café desiring
to eliminate paper cup usage. One is to simply
eliminate disposable cup usage altogether, and to
encourage consumers to either bring a keep cup,
or order a dine-in coffee. The second is to keep
disposables, but to incentivise dine-in or reusable cup
coffee. The final option is to provide a cup exchange
program, such as the Huskee Swap model, where
consumers can buy into a program and still get a
coffee ‘to-go’, without throwing away their cup.
While it’s unclear which is the option that has the
lowest barrier to implementation currently, and no
legislation currently exists to eliminate paper cups,
nor targets set for the industry to minimise their usage,
we still present our analysis and the likely outcomes
by 2025.
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ELIMINATION OF PAPER CUPS IN FAVOUR OF
DINE-IN
We conducted a survey of 116 customers across a
1-week period to see how customers would change
their consumption habits if we eliminated disposable
coffee cups in our café. The results are shown in
Figure 22, answers indicate that 7% of customers
would find somewhere else, and most customers
would choose to BYO cup.
While these results may seem promising, that is,
that eliminating paper cups would reduce sales by
a mere 6%, it may not reflect the reality. This was an
open survey, not the results of implementing a test.
Moreover, most customers at the Seven Miles café
tend to come specifically to the café as it is a coffee
roastery, and there are very few alternatives within
a 500m radius.
These results are likely to be inaccurate to cafés that
are in competition with many cafés in close proximity,
such as in central business districts and malls/
shopping centre. Similarly, real world implementation,
even in our own café, may find retention to be (long
term) much lower, especially if more convenient
options are available nearby.
However, it is clear that customers may be willing to
go to extra effort to ensure they bring their own coffee
cup to get a take-away coffee. This leads us to two
conclusions. One, that take-away coffee is important
enough to customers that they are willing to bring
their own cups, and two, that eliminating paper cups
without providing an alternative option for take-away
coffee (besides allowing reusable cups to be used)
may not be as financially crippling as supposed.
Communication will be an important point so that
customers are prepared to supply their own cups,
if this is a path that is taken.

BYO cup, 53%

Join an interchangeable
cup program, 6%

Go somewhere else, 7%

Have dine in coffee, 34%

Figure 22: Disposable Cup Elimination Impact on Customer Retention.

INCENTIVISED PURCHASE OF DINE-IN
Some cafés may choose to incentivise the purchase
of dine-in or reusable cup for their coffee. Data on
the effectiveness of these campaigns is minimal,
however we doubt the effectiveness of this strategy
for sustained business. This is because most cafés
are sensitive to advertising more expensive coffee,
as the competition in this segment is so fierce. To be
perceived, and indeed actively advertise, that there
may be some additional cost may turn consumers
away, and therefore potentially harm the business.
As such, we do not believe this to be an effective
strategy for either running a sustainable business and/
or for positively acting to reduce carbon emissions.

CUP-SWAP PROGRAMS
Cup swap programs are rising in availability. Many
systems are on the market currently, with the market
leader being the Huskee-Swap. However, while
systems like these have some merit there are several
downfalls that may limit their application.
Firstly, most of the reusable cups, while durable,
are still made of plastic. While many reusable cups
are indeed plastic, many drinkers prefer the feel
and taste of coffee (present without flavour taint
or fear of plastic ingestion) from glass or ceramic
cups. Similarly, the production of plastic cups, with
albeit longer lifespan, is still ultimately contributing
to increasing the amount of plastic produced and
plastic wasted at the end of the lifecycle. So, it may
somewhat reduce short term plastic waste, it may
increase it in the long term (despite some exchanges
having recycling programs inbuilt into the cost).

Secondly, the uptake rate and desirability to share
cups from consumers is significantly limited. Our own
research (see Figure 22) suggests that only 6% of
people would like to become a part of an exchange
program, and anecdotal evidence obtained from users
of the program suggests that the true uptake rate is
even lower (about 4%).
Finally, most of the cup exchange programs are
designed for Western society, who tend to have a
high sense of ownership over what their money is
spent on. The proliferation of customization options in
reusable cup exchanger programs is evidence of this,
with Frank Green, Keep Cup and Stoke cup offering
integrated payment systems, engraving, material
choice, and colour-matching options to personalize
their offers.
The success/growth of reusable cup manufacturers
are likely less to do with the sustainability of using
these cups, and more to do with the ability to
customize the product to the consumers own design.
The continued growth of these companies, indeed,
depends on this, and seasonal colourways as a key
part of the ongoing business model. This is clearly
evident in the Stokke model, where each year the
‘pantone colour of the year’ cup is released.
Ultimately, we do not see cup exchange programs
being a significant player in cafés in 2025, unless
legislation is passed to forcibly remove paper cups
from the supply chain. In this case, we predict
that cafés would do much better at simply selling
customized/personalized keep cups than engaging
in cup exchange programs.
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Figure 23: The reusable cup market is becoming increasingly competitive, with customization a key part in the future growth of
companies selling this class of product. Image taken from [1].

CONCLUSION:
THE FUTURE OF PAPER CUPS
Regardless of whether legislation is passed banning
disposable cups, we believe cafés are unlikely to
require cup exchange programs (low consumer uptake
and desire for such programs), and would be better
off offering café-customized, high quality reusable
cups for direct sale.

Coffee Packaging
In addition to disposable paper cups, the future of
packaging in Australia is uncertain. While currently
in the minority, a number of cafés and roasteries
are substituting existing triple lined bags with tins,
plastic tubs (with inbuilt pressure valves) [2] and other
solutions [3-5] in an effort to reduce their dependence
on disposable packaging materials. Most of these
technologies are rarely seen in use, however they are
a good reusable option for coffee used within the first
2 weeks of roast.
From what we have found, there are three dominant
styles of coffee packaging alternatives available on
the market. Reusable tins/tubs, biodegradable bags
(such as Primepacs offering), and a new curbsiderecyclable bag.
The biggest issue with reusable/tin packaging is the
sanitation and hygiene of the materials. Investment
in cleaning technologies may be necessary, and
represents not only a monetary and process cost, but
also one that may in fact be worse for the environment
than recycling programs (such as our own Terracycle
program), or simply disposing of bags to landfill.

56

CAFÉ 2025

A proper life cycle analysis will need to be conducted
to determine this, and needs to be considered
before investment is warranted.
Biodegradable bags (and cups) are not as
environmentally friendly as advertised. While many of
them are made with sustainable plastics (i.e. those
plastics refined from plant-material feedstocks), those
plastics require specific composting techniques (such
as windrow composting [6]) to biodegrade. There is
also the capability of the packaging to maintain a seal
against atmospheric contamination, however tests
have not yet been done at Seven Miles to confirm
this interaction.
Our own research has demonstrated that most
formats of packaging that are curbside recyclable
(commercially) have significant interaction with the
external atmosphere. Most bags begin to taste stale
within 6 weeks, or sooner, under these conditions.
While this not necessarily a bad thing if the coffee is
used within 1 week from the roast date, the fact that
interaction with the atmosphere does happen can
mean variation in flavour over time is possible and will
be a function of both humidity and elevation.
In the next 5 years, we expect that more technologies
will be developed to tackle the solution of bag waste.
To our knowledge, the best option currently is the
Terracycle program, which we have invested in,
and await to see whether the new Loop programme
introduced by Terracycle in 2020 [7] can be used to
sustainably reuse packaging.

Automation, Labour and Sustainability
It’s worth discussing the link between automation,
labour and sustainability for businesses, particularly
in Australia. The minimum wage in Australia in 2010
was $15.00, while in 2019 it was $19.49 [8]. This is a
30% increase in labour cost, a cup of coffee, on the
other hand, cost $3.38 in 2010 [9], and $3.96 in 2019,
or about a 16% increase. So, the cost of labour has
increased two times more than the price of a cup
of coffee.
It’s also worth noting that not only is labour
proportionally significantly more expensive, but also
harder to find and retain. Our survey data (shown in
the Appendix) identified that staff retention was the
second most challenging business problem faced
by cafés currently. Having a high staff turnover is
also costly to the business, as coffee requires skill to
make (which takes time for training). This cost is not
captured in this report but will significantly vary from
person to person.
In terms of the direct cost of the coffee (not inclusive
of labour cost); coffee used to cost about $0.60/cup,
whereas now it can cost more than $1.00 per cup
(a 60% increase in cost). So, coffee costs more to
make, and business owners are not getting paid close
to what they need to run a sustainable profit margin
on coffee alone.
Automation can help on all levels. The first is to
minimize the cost of a cup, and the second is to
minimize the impact on high staff turnover, and the
third is to reduce waste such that the cost of making
a cup of coffee is reduced.
In the first case, minimizing the cost of a cup of coffee
can be achieved through automation by reducing
in the number of staff required to make coffee.
The economics of this are not so clear cut for smaller
cafés (who may only have one or two staff on making

a coffee – which will always be needed), however
for larger cafés (with 3-4 staff making coffee), the
economics are in favour of automation. We have
shown that most automated equipment has the
capability to provide 30% of the staff labour in a café
[10]
, which means if 3 baristas are working, reducing
headcount by one will directly save 33% of the labour
cost. Clearly this wont be an option for most cafés
(the average café size being 12kg/week, which is
easily operated by 2 baristas), but it could work for
larger ones.
In the second case, automation means that the
machine does the work of making a coffee for the
staff, as such, the time to train staff to use the machine
is reasonably quick. Pouring latte art (particularly for
the Eversys Cameo and the Topbrewer) is the only
skill required, and good, simple art can be learned
within 1-2weeks. Without needing to dial in a coffee
(i.e. modify grind setting, changing timers on espresso
shots and steaming milk) significantly reduces the
average skill level required to serve good quality
coffee. So, automation can help reduce the impact
of high staff turnover.
In the third case, automation is precise, which means
if programmed correctly, waste is minimized. The best
example of this is for Ubermilk, which can dose milk
accurately to within one gram. If one calibrates the
Ubermilk to precisely the volume required for a coffee,
then close to only 1 gram is wasted. This is compared
to up to, on average, 50g of milk per coffee (based
on our testing at Seven Miles). If on average 100 cups
of coffee are served per day (an average Australian
café), this is 5kg (5L) of milk saved per day. This is
literally money that is, otherwise, literally thrown down
the sink. There are other savings to be had (including
ground coffee wasted doing regular shot dial-in,
steam boiler energy usage reduction, and others), but
clearly automation has the potential to reduce waste in
coffee making, which in turn reduces cost.
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CONCLUSIONS

Here we conclude in four sections. The first presents out idea of what a café in 2025
and beyond might look like, should the trends presented in this document all be applied
to a café. Secondly, we discuss the impacts of our predictions on both a café and (in
section 3) a roastery. Finally, we present conclusions for Seven miles and the direction
we look to take from these trends.

A Picture is Worth 1000 Words
Below we have envisioned what we believe a cutting-edge café may feature in 2025
based on the analysis presented in this document. This is shown in Figure 24.
First of all, preservation of craft is essential, and customer service and experience
will be more important than any other feature. As such, the layout of the café must
preserve the experience of personalization and craft (‘specialty’, as consumers would
define the term). Figure 24 captures the nature of ‘design with craft in mind’. The design
communicates comfort and community, while maintaining refinement.
Secondly, a reduction in clutter will be present, available to those who encourage
cashless systems and embrace automation, a well-defined, clear workflow will help
speed delivery of coffee, bolstered by separation of handmade beverages from
machine made. Similarly, automation of order-taking and the distribution of work to
machine arms, automated coffee delivery systems.
Natural flow within a café (that is, consumers are naturally directed to where they want
to be) is an important aspect of café design in 2025. This is especially true if automated
systems are to be integrated, automated, or “fast coffee” would need to not interfere
with the customer experience in, as we proposed, the relaxing community space.
Figure 24 shows how this workflow may be arranged, with automated offerings present
in the most convenient locations, but separated from those who want ‘slow coffee’.
Machine-made beverages will be secondary, but an important part of maintaining
business sustainability, as the boom in coffee delivery continues to advance. The
introduction of these systems will only be possible if shops embrace automation both
in the making of coffee, but also in the administration of tasks through connectivity
between software (such as Square and Hey You!) and hardware (such as the Scanomat
Topbrewer or Eversys Cameo).
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Figure 24: The Café of the Future
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Figure 25: Café 2025 - future proof.

Impact of Trends to 2025 on Cafés
There are a number of positive outcomes for cafés
from the analysis in this document. Automation has the
largest potential impact based on survey results due
to the sensitivity of café profitability to wage costs
and high staff turnover. Similarly, telemetry has the
potential to reduce downtime and keep consistency
through regular servicing of equipment. Café-owners
would also do well to ensure the perception of craft
in coffee is preserved, to capture as much of the
emerging customer base as possible.
Automation has a number of impacts on cafés. The
first is the potential decease in labour costs (up to
33% in cases where scale is sufficient). The second is
that it significantly decreases the investment required
to train new staff by simplifying the coffee making
process. Finally, it has the potential to integrate with
remote ordering systems to facilitate higher coffee
throughput in, otherwise, traditional ‘craft’ cafés.
That is, a café can do both fast and slow coffee. Other
benefits are outlined in this document (e.g. reduced
waste, accurate delivery of orders), however, to be
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able to get the full benefit of automation, business
owners need to be cunning in the way machinery is
applied in the cafe to maintain craft in their business.
Telemetry is still in its infancy for cafés and restaurants
(despite some superautomatic machines possessing
excellent software for capture of data). However, we
see this as being one of the most powerful tools for
the café owners to implement. Firstly, telemetry will be
able to feed real time wear-data to technologists, who
can be called out for repairs (during non-busy periods)
to prevent breakdowns, facilitating continuous
business. Secondly, telemetry could be used to
automate ordering and supply. This significantly
reduces the administrative burden on owner/
operators, enabling to work at growing their business.
The perception of craft will be essential to maintaining
business through to 2025, australians have become
used to ‘specialty’ cafés (as defined by consumers,
not café owners), where good coffee is served in
a location with good ambiance, with high quality
drink and food offerings. However, more than only
maintaining good quality coffee, surroundings and

food, future generations will require owners to be
innovating and presenting new experiences to
ensure loyalty is maintained.
There are several consumption trends that business
owners will need to be mindful of moving forward.
More than any other consumption trend, service of
alternative milks will become more essential. This is
no small task, with no less than 9 dairy-alternatives
available at present. While it’s difficult to say whether
dairy milk will increase or decrease (health data
swings either way) in consumption, the perceived
environmental benefits of alternative milks will become
what is dominating conversations and driving demand,
along with allergy concerns (gluten/nut/lactose/
soy intolerances). Technologies or milk alternatives
that are implemented in cafés need to be monitored
carefully to ensure that the correct milk is served
to the correct customer, to prevent potential
health hazards.
One of the last points to note in this summary, is that
we can see that consumption per capita in Australia is
falling (despite revenue in this sector still increasing,
if only slightly). Peak coffee has, arguably, been
reached, with competition more fierce than it has
been before. Distinction from one café to another is
unlikely now to be on price or quality (arguably this
has been achieved), but will be on quality of service
and customer experience. In these categories, speed
of service along with the perception of craft and care
will be paramount. To get these qualities embedded
into the business model will put cafés ahead of others
as market leaders, and should drive revenue upwards.
Combine these with effective automation (where
appropriate), and a café can expect to grow by 2025.

Impact of Trends to 2025 for Roasteries
Clearly there are a number of practical actions
cafés can take coming out of this research, and
roasters such as Seven Miles would to well to begin
working towards supplying the appropriate tools and
technologies to support these actions. Interestingly,
most actions a roaster can take revolves around
providing new services rather than new technologies
(though providing ‘the latest and greatest’ will always
be required).

The first service is the provision of telemetry to the
café. Telemetry facilitates the real time ordering of
goods and services to the café, and has a twofold
benefit. The first is a satisfied customer, who no
longer has to deal with human error, breakdowns
and administrative chores. The second is reduced
human resource to effectively look after a customer.
The human element can be used to maximum effect
for human interactions (complaints/corrections/valueadd propositions to the café), rather than for tasks that
are best left to software. Thirdly, the real time ordering
of goods according to historical and current data also
greatly simplifies supply and demand planning, as
orders can be placed well into the future, which helps
keep steady supply lines running, freeing up cash flow
in this area (if done appropriately).
The second service that a roastery could provide is
consulting chefs. The reasons for this are twofold.
Firstly, cafés in Australia have long since relied only
on coffee as a tool for generating profit, instead
relying on food offerings. Consulting on optimization
of menus and resources to staff seasonal products
(again, playing in to the craft trend) could be
of significant assistance to the café. Secondly,
sustainability is going to continue to be a major theme
across the next 5 years, and being able to optimize
the foodstuffs used in cafés to reduce wastage
could be extremely beneficial, financially as well
as environmentally.
In terms of novel products roasteries could provide,
these range from new types of machines with in-built
automation, to pre-mixed flavours for mixed drinks.
There are many possibilities here, however we’ll only
mention two for brevity.
In terms of automation, provision of both
superautomatic machines of sufficient quality, along
with a pre-setup telemetry/mobile ordering platform
would help cafés move into capturing the delivery/
remote ordering market. The value proposition/
CAPEX would need to be setup appropriately
(for the roastery) to limit losses.
In terms of alternative mixed products; having
seasonal mixed drinks for in-café service could work
well to generate a sense novelty and seasonality in
the café. These may or may not be alcoholic in nature.
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For example, introducing mixed coffee drinks such as
those in the world barista championships (i.e. pairing
off flavours to highlight a single origins natural taste
qualities) could work very well in high-end coffee
shops. This would help business owners capture
a larger portion of the generation Z demographic,
which looks set to be the largest consumers of coffee
of any generation previously (in terms of financial
value, rather than tonnes of coffee).

Concluding Remarks
It is clear that Australia has reached ‘peak coffee’,
and that across the next 5 years we are going see
some interesting changes to cafés. We expect the
competition in the market to become more fierce, and
that the key differentiator across cafés and restaurants
across Australia will no longer be on competently
extracted coffee, but in consumer experience within
the café/restaurant.
To facilitate this customer experience, the more
future-focused cafés are likely to, ironically, grow
their image in craft/specialty while also implementing
automated solutions to business challenges. Doing
so can increase both the speed of the coffee offering
and increase the capacity for practising hospitality
during service. While we don’t expect automation to
be fully embraced (i.e. fully robotic cafés, though
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we expect to see one or two of these emerge in
Australian CBD areas) across the next 5 years,
the value proposition is already there for cafés should
they choose to implement the technologies identified
in this document.
As a coffee roastery, we see telemetry as being
a powerful tool that links all aspects of the Australian
coffee supply chain, accuracy and predictability
in supply will help cafés, roasteries and, indeed,
origin supplying nations, by being able to operate
manageable and lean supply levels. More than this,
the potential to automate much of the management
of the supply chain means that administrative and
human-resource burdens can be minimized, liberating
businesses to leverage people where they are most
effective: relating with other people.
Coffee has always been a beverage that has
encouraged the growth of relationships. The key
developments both technologically and socially
within coffee across the last 5 years have, more than
ever, been made to help café operators focus on the
customer rather than (only) the making of good coffee.
So while the challenges of ‘peak coffee’ loom ahead,
we firmly expect that those who can make changes
to enhance their customers experience of their
hospitality will not only survive, but thrive and
grow across the next 5 years.

APPENDIX I:
INTERVIEW/SURVEY DATA

Introduction

Analysis

The following data was obtained from a web-survey
designed to confirm trends and insights from this Café
2025 study. The results herein are graphed in groups
of similar questions. The numbers are presented as a
percentage of the total responses. We do not present
all the raw data here, but a summary and snapshot of
the influential results for this study.

We only treat the data in the Appendix here lightly,
as more analysis on this data as well as our
observations of external data and our own trends
is provided in the main document.

Method
A web survey was constructed and disseminated
through known links and public channels available
to Seven Miles. The survey was open for 5 business
days, with the survey closed at 5pm on the final day.
The questions asked and the most popular result
are shown in Table 10. For Question 7, we present
percentages of respondents who marked the top
two impact categories, however we do not have a
cumulative percentage for both the most popular and
second most popular results. This is because it was a
multiple-choice question, and so the cumulation of the
scores do not add to give 100, nor does a cumulative
value indicate any proportional number of value.

QUESTION 1
73% of all respondents thought automation was
important for the next 5 years. Some respondents
(16%) specifically called out to automation of
technology as one of the most impactful trend on their
business. Similarly, combining this with the growing
issue of training and retaining staff in cafés (Q8,
second highest scoring category), one can see that
this will be very relevant to café owners in the next
5 years.

QUESTION 2
87% of respondents thought that environmental
sustainability will be important in the coming 5 years.
This is also backed up in the question 6, where café
owners thought that reusable cups and alternative
milks were having a large positive impact on the
industry. We assume here that alternative milks were
seen as positive due to the perceived lower carbon
footprint. Clearly environmental impacts are front-of
mind in cafés, and ensuring that machinery and the
supply chain is as environmentally sustainable as
possible is very important in the next 5 years.

QUESTION 3
Most respondents thought that the brand of coffee is
about the same level of importance or slight more than
it is currently.

QUESTION 4
Similarly to question 3, most respondents thought that
the brand of coffee machine was about the same as it
is now.
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QUESTION 5

QUESTION 7

Despite our analysis in roasting trends, most café
owners are unlikely to roast their own coffee in the
next 5 years. However, it may be unlikely that the
respondents are aware of the newer technology
available that facilitates automated roasting.
Regardless of awareness, it is also possible that most
respondents facilities wouldn’t permit a roaster to be
placed in their facility, which does require significant
space investment beyond the apparatus itself.

Most respondents believed that specialty coffee is
defined by superior taste, and superior quality beans.
This is somewhat in contrast to what our analysis
has shown. It is important to recognize here that our
survey was sent primarily to the industry, and very few
consumers were asked the question. What is clear
from this is that there is a disconnect between the
industry and consumers in terms of the perception
of quality/specialty.

QUESTION 6

QUESTION 8

We have discussed this in Question 2. Most
respondents firmly believe that environmentally
friendly initiatives have had the biggest positive impact
on the industry. This is amplified when the alternatives
we presented in this question are considered,
including:

Profitability and staff retention were the two biggest
challenges respondents identified in their businesses.
This is not surprising on two levels. The first is that
staff in Australia are expensive, and coffee (while still
profitable) costs 2 times as much as it did 8 years
ago, yet the price of a coffee has not changed in the
café. Moreover, competition is much higher now, and
the volume distribution between cafés is much more
widespread. Finding ways of enabling more profitable
coffee will be important in the next 5 years.

Cold brew coffee

8%

Batch brewed coffee

4%

Automation

16% (the highest
non-environmental impact
regarded as significant)

Delivery services

2%

Mobile Ordering

4%

None

6%

Other

2%

It is possible that most respondents don’t believe the
investment in other systems, such as mobile ordering,
is worthwhile, and so did not apply it.
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Staff retention and finding good staff has been an
issue in coffee for many years. Making good coffee
using traditional tools is a job that requires skill,
and many baristas take up to 6 months to being able
to eventually serve a good coffee with appropriate
latte art.
It is interesting that both staff retention and
profitability are the top two issues in cafés, and that
perhaps a common solution to both the problems is
coming in the next 5 years and, indeed, may already
be here in the form of automation.

Table 10: Questions asked for the Café 2025 survey, along with the proportional responses for the two most popular categories.

Question Wording
Number

Most
popular
answer

Popular
fraction

Second
most
popular
answer

Fraction

Combined
top 2

1

In 5 years from now, do you think
automated equipment will be more
or less important for Australian cafés
than it is right now (e.g, automatic
tamping, milk steaming, etc).?

Much more
than now

46%

More
important

27%

73%

2

In 5 years from now, do you think
environmental sustainability will be
more or less important for Australian
cafés than it is right now?

Much more
important

49%

More
important

38%

87%

3

In 5 years from now, do you think the
brand of coffee a cafe uses will be
more or less important than it is
right now?

More
important

40%

About
the same

33%

73%

4

In 5 years from now, do you think the
brand of espresso machine a cafe
uses will be more or less important
than it is right now?

About the
same

56%

More
important

21%

77%

5

In the next 5 years, how likely is it
that you would start roasting your
own coffee?

Very unlikely

40%

Unlikely

33%

73%

6

Over the last 12 months, which coffee
industry trend has had the biggest
positive impact on your business?

Milk
alternatives

35%

Reusable
cups

18%

53%

7

Which of these best represent what
‘specialty coffee’ means to you
(pick up to 3)

Best tasting
coffee

58%

High
quality
beans

42%

8

Which of these is your single biggest
business challenge right now?

Profitability

34%

Finding/
Retaining
staff

23%

57%
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