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A s I write this, on one hand, I cannot believe it is 
already July. On the other hand, I feel as though 
the last few months have dragged on and on 

and on…By now, most countries are in various stages 
of reopening so it is a welcome relief to see the “hustle 
and bustle” in cities again and things slowly returning 
to some semblance of pre-Covid-19 life. However, all is 
not normal as people and industries are still suffering. 
HoReCa, for instance, remains beleaguered as many 
cities have no or limited indoor dining.

Several of the stories in this issue touch upon the 
impact of Covid-19 on various sectors. And while 
Covid-19 hurt the HoReCa industry, others have flour-
ished during the pandemic – e-commerce, food, drug 
and mass retail, and at-home coffee and tea products 
(including brewing devices) have all done particularly 
well. Our single serve story, for example, explores how 
the booming sales of coffee pods and K-Cups have put 
them in direct competition with HoReCa.

Our artificial intelligence feature discusses how the 
Covid-19 crisis, which is causing devastating and poten-
tially enduring disruptions across the food and beverage 
industry, requires a novel look at new technologies, 
which just a few months ago may have seemed unattain-
able, too expensive, or non-essential.

Instant coffee holds an important role in Asia’s coffee 
culture, which is why major players are quickly innovat-
ing to appeal to younger coffee consumers, whose tastes 
greatly differ from those of older consumers, as our story 
details. Dalgona coffee is an example of a trendy instant 
coffee drink among young South Korean consumers that 

gained popularity around the world via social media 
during the global lockdown.

It has been well documented that tea offers many 
functional and healthy benefits, which made wellness 
and “immune boosting” teas particularly coveted by 
consumers while stay-at-home orders were in place. Our 
feature examines five teas and their numerous wellness 
attributes.

While consumers are gravitating to tea for its pur-
ported healthy benefits, its “essence” is emerging as a 
popular flavour ingredient for many products, as our 
feature reveals.

The primary focus of our cover story is on the 
research being done in coffee genetics, which is vital to 
developing new varieties to combat challenges such as 
climate change, disease and infestation. However, it also 
delves into a significant obstacle to coffee R&D – the 
unwillingness of countries to share their research and 
resources.

Reading the coffee genetics article reminded me of 
some of the newer coffee varieties such as Castillo (a 
rust resistant hybrid) that I was able to see first-hand 
on my trip to Colombia last fall (hence the image of me 
in a coffee field in Huila above), which now seems so 
long ago. The world is slowly reopening, but who knows 
when we will all be allowed to travel – or even feel com-
fortable travelling – so freely again; hopefully one day 
soon. Stay safe and be well!

Vanessa L Facenda Editor
vanessa@bellpublishing.com
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TEA & COFFEE REPORTS BREWING WORLDWIDE
NEW & NOTABLE

“All around the world for a very long 
time, people seemed to have the 
idea that the British really knew 
about tea. Sadly, as in so many coun-
tries, tea in the UK has until recently, 
at best been treated like a poor re-
lation and at worst, totally ignored, 
with the depressing result that even 
the most up-market tea lounges 
were often serving poor quality tea, 
and brewing it badly,” lamented tea 
author and expert, Jane Pettigrew.

So, in 2015, the UK Tea Academy 
(UKTA) was established in London 
to help raise awareness of quality 
tea amongst the consuming public, 
and foster an understanding of tea, 
brewing standards and tea service 
in the food and beverage industry.

The founders of the UKTA are pro-
fessionals in either tea or training — 
except in the case of Jane Pettigrew, 
who is both. She has been a tea 
writer, historian, and educator for 30 
years and is the UKTA’s director of 
studies. Pettigrew has developed a 
programme to equip tea lovers and 
those working or planning to work in 
tea, with an understanding of the six 
categories of tea from major origins; 
an appreciation of the vast range of 
aroma and flavour profiles they of-
fer; the facts about tea’s health ben-
efits, caffeine and L-theanine; and a 
thorough working knowledge of all 
the factors that must be considered 
when brewing tea.

Courses are offered at three lev-
els – Foundation, Sommelier, and 
Masterclass – and were designed to 
take place in the classroom so that 
trainees could be involved in crucial 
practical activities such as brew-
ing, tasting, and blending. Since the 
start of the Academy’s activities, 
students from all over the world 
have attended courses, and many 
have been back to London several 
times to join different classes. 

UKTA tutors are all highly expe-
rienced specialists in their field, 
so students who take masterclass 
courses on such topics as the sci-

ence of tea, tea cultivation and 
manufacturing, ethics and logistics 
of the tea trade, teas from China, 
Japan, Taiwan, South Korea, Africa, 
India, Sri Lanka, etc, all benefit from 
the individual tutor’s wealth of first-
hand experience and knowledge. 
And a strong team of accomplished 
brewers and support staff is always 
there to ensure that everything runs 
smoothly.

As well as formal classroom ed-
ucation, the UKTA has also built a 
passionate and committed com-
munity of tea lovers through its 
programme of ‘Academy Extras,’ 
events that usually take place in the 
evening at the Academy’s London 
base. These bring excited tea devo-
tees together to learn more about 
the brewing rituals of different cul-
tures, teas from different countries, 
tea and food pairing, tea cocktails, 
tea growers’ experiences, and much 
more.

Since 2018, the UKTA’s reach has 
been extended through a team of li-
censed tutors who teach the Acade-
my’s courses in Scotland, Italy, Japan, 
South Korea, Germany and Spain.

And in January 2020, an online 
self-study course was launched so 
that anyone could learn in their 
own time at their own pace. That 
could not have been timelier since, 

6 TEA & COFFEE TRADE JOURNAL  |  www. teaandcoffee.net

in March, Covid-19 stopped all 
classroom activities and prompt-
ed the team to adapt much of the 
UKTA’s material to online teaching. 
Although the practical and sensory 
elements of the courses must wait 
for a return to the classroom, Tea 
Champion level tea theory and sev-
eral masterclasses are now being 
taught as live or recorded webinars 
or self-study online courses.

“Like so many businesses, the 
UKTA has had to think and act dif-
ferently in order to reach its target 
audience, and if anything good has 
come out of the virus epidemic, it is 
that we have learned to teach dig-
itally, make new friends over the 
airwaves, and help more people 
understand the wonderful tea story,” 
said Pettigrew.

For more information about the 
UKTA or to see a roster of classes, 
visit: www.ukteaacademy.co.uk. 

Aubrye McDonagh Leigh

The UK Tea Academy Evolves to Meet Today’s Specific Needs
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The UKTA offers classroom (halted during Covid-19) and online (new) courses.
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Vanessa L Facenda

Tea Studio is a Pioneering Premium Tea Factory in South India’s Nilgiri Mountains 
Empowering his daughter as boss 
of the Tea Studio, Indi Khanna en-
shrines decades of knowledge in 
tea manufacturing and marketing 
within a fully innovative concept 
focused on unique custom-made 
boutique teas.

This unheard-of manufacturing 
approach was developed in re-
sponse to a precise challenge: how 
to introduce new options for the 
slowly declining local tea econo-
my. After years of booming sales 
at good prices to the Soviet Union 
in the 1980s, which had attracted 
many more small tea growers, the 
recent decade had seen prices drop, 
quality and volume go down and 
more and more tea bushes being 
replaced by other crops.

Founder and CEO of Tea ’n Teas, 
established in Tamil Nadu, India, 
Indi Khanna’s vision is to bring new 
incentives to revive tea production 
in the Nilgiri area, located high up 
in South India’s Nilgiri mountains. 
His ultimate goal is to achieve re-
warding price levels through im-
proved quality, by training the tea 
smallholders, developing a new 
range of premium teas, and attract-
ing new customers. The opening of 
the Tea Studio in August 2017 was 
a major step towards reaching the 
overall goal.

With its striking skyline of an eye 
catching deep red steel and glass 
structure rising amidst the lush 
tropical vegetation high up in the 
Nilgiri mountain area near the town 
of Coonoor, the Tea Studio attracts a 
lot of attention: firstly, from the lo-
cal population, then the Indian Tea 
Board officials and market opera-
tors, and finally, the target audience, 
Western tea lovers.

The high tech and spotlessly clean 
small factory hall displays custom 
made tea-making machinery for 
the processing of small batches of 
top-grade fresh leaf into boutique 
specialty teas. Located high up at 
an altitude of 6,070 feet (1,850 me-
ters) in the heart of the tea country, 
the Tea Studio is surrounded by the 
tribal lands of the Bagda communi-
ty, who live scattered over some 400 
small villages. These rural house-
holds all grow small plots of tea 

bushes on their properties, which 
they pick all year round, delivering 
the harvests daily to the bought leaf 
and tea estate factories.

From inception, the Tea Studio’s 
raw material demand was focused 
on premium fresh leaf quality. 
Therefore, the starting point was 
to train some of the village women 
to follow stringent rules for picking 
according to specific requirements 
for bud and leaf size. After an un-
usual and slightly uncomfortable 
start, the pickers readily absorbed 
and implemented the tea training.

Over the past two years this new 
style has not only made them proud 
of their skills but has also generat-
ed much higher income, with prices 
up to ten times more than those 
paid for standard baskets. Hence, a 
significant increase in added value 
as well as a global improvement 
through social recognition for these 
small households.

Furthermore, the leaf supply from 
the remote rural surroundings is 
naturally organic because the farm-
ing communities never had access 
to industrial plant protection and 
fertilizing products, growing their 
crops in a traditional way, using 
compost and cow dung. This allows 
the Tea Studio to claim that its teas 
are naturally organic.

When Muskan Khanna returned 
to India with her university degree 
in media studies from the United 
Kingdom, she worked in advertising 
in Mumbai. When her father’s pro-
ject became a business reality, he 
invited her to join the business, and 
she agreed with the notion of hav-
ing her own creative say and man-
aging the factory by herself with an 
all female team.

Now running smoothly, the tea 
portfolio has increased to include 
16 different custom-made spe-
cialty teas. New customers such as 
the Camellia Sinensis Tea Compa-
ny in Montréal, Canada, one of the 
Tea Studio business partners, have 
joined the ranks and new projects 
are on the table.

On the sourcing side new tea va-
rietals will be planted to provide 
additional flavour and processing 
options in the coming years. There 

are also plans to widen the access 
of the local growers to better hus-
bandry and plucking techniques, to 
organise tea travel and tea teaching 
for passionate consumers on the 
premises.

Although unusual to appoint a 
female factory manager who op-
erates with an all ladies team, the 
combination is proving successful. 
An important aspect is linked to 
the company’s deep involvement 
with social responsibility, geared 
towards better education of the lo-
cal village people and in particular, 
the schooling of girls. These efforts 
have already been recognised of-
ficially when Muskan Khanna was 
given the Indian Business Wom-
en Award 2019 and nominated as 
Woman Innovator of the Year for the 
Nilgiri Bamboo specialty tea (patent 
pending).

The Covid-19 pandemic struck 
badly, particularly by hampering ex-
ports, but the Tea Studio is a great 
demonstration of a vision becom-
ing reality. Here all the lines come 
together — knowledge and compe-
tence, community support, innova-
tion, creative energy, and the deep 
desire to share, which have opened 
paths towards potentially reviving 
the local tea economy.

Barbara Dufrêne

The Tea Studio 
premium tea factory 

is located high up 
(1,850 meters) in the 

Nilgiri mountains, 
surrounded by tribal 

lands.

Unusual in tea manu-
facturing, Tea Studio 

is run by a woman 
with an all female 

team. 
Images courtesy of Barbara Dufrêne
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New Study Reveals the UK’s Favourite 
Teas During the Covid-19 Lockdown

In a newly released study, Har-
vey Water Softeners took the 
top 50 largest cities (by pop-

ulation) across the UK, and re-
viewed the amount of people 
who searched for tea on Google 
per month for 20 types of popu-
lar tea over two months, to see 
which cities have been drinking 
which tea the most during lock-
down. The research revealed 
that with more than 40,500  
average monthly searches during 
this period, Yorkshire Tea took 
the top spot. 

According to the findings, 
searches for Yorkshire Tea in-
creased considerably during 
lockdown, with just 14,000 
searches for Yorkshire Tea 
across the whole of the UK pre- 
Covid-19.

The second most searched 
tea was “green tea” – apparent-
ly there was no specific brand 
search, just a general search for 
green tea – which had an average 
of 27,100 searches per month. PG 
Tips came in third with 14,800 
searches, followed by Pukka Tea, 
Tetley Tea and Twinings Tea, all 
with 12,100 searches. See Figure 
1 for the top 15 tea searches in 
the UK, per Harvey Water Soften-
er’s findings.

Black tea remains the most 
popular tea in the UK but green 
tea is definitely gaining inter-
est among British consumers 
as it was the second favourite 
searched tea, landing in the top 

With stay-at-home 
directives taking effect 
in March in many cities 
around the world, visits 
to stores decreased while 
online purchases increased. 
One of the most popular 
items searched online in 
the United Kingdom during 
the lockdown was tea.

Figure 1–The UK’s Top Tea Searches During Lockdown
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three searches in every city in the 
UK, per Harvey’s findings.

The Surrey, England-based 
company’s research revealed that 
Yorkshire Tea hit the top spot for 
every single Yorkshire town and 
city. Yorkshire Gold, a tea brewed 
specifically for hard water, ap-
peared in the top three spots 
for both the cities of Poole and 
Swansea. According to the com-
pany, these areas are well known 
for having hard water.

Newcastle is the only place in 
the UK where Earl Grey landed in 
the top three spots, while Bristol 
is the only city in the UK with-
out green tea or Yorkshire Tea as 
their top tea. Instead, the Pukka 
brand was its top searched tea 
during lockdown. Pukka is a pre-
mium-priced fruit and herbal tea 
brand, that also has organic and 
wellness tea lines.

Scotland and Northern Ireland 
consumers’ tastes seem to differ 
from consumers in England and 
Wales, with Tetley Tea hitting 
their top three overall.

Although the findings offer 
insight into the purchasing deci-
sions being made through search 
data on the favourite brands of 
tea, they do not actually report 
the most purchased teas online, 
just the most searched teas.

Harvey, a family-run manufac-
turer of water treatment prod-
ucts, did note that no matter the 
type of tea, consumers across 
the UK will want to avoid water 
with a higher proportion of cer-
tain minerals, such as calcium, as 
these minerals could negatively 
impact the quality of the taste of 
the tea, as well as building limes-
cale on kettles.

The company further explained 
that calcium, in particular, has 
been known to react with the fla-
vonoids in tea, creating a film 
that floats around on the surface 
of a cup of tea, noting, “many 
people find that hard water caus-
es a limescale build-up in your 
kettle, making it a pain to use, 
flakes of limescale in your tea 
and the kettle becomes less effi-
cient and costs more in energy 
bills over time.” 

Figure 2–England’s Top Tea Searches During Lockdown 

Figure 3–Wales’ Top Tea Searches During Lockdown

Figure 4–Scotland’s Top Tea Searches During Lockdown
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Expo Cafe Mexico
24 – 26
Mexico City, Mexico
www.tradex.mx/expocafe

Natural Products Expo East
23 – 26 CANCELLED
Philadelphia, Pennsylvania
www.expoeast.com

10th Shanghai International Tea 
Trade Expo (Autumn Edition) 
24 – 27
Shanghai, China
www. tea-shexpo.com

13th Northwest Tea Festival
26 – 27 CANCELLED
Seattle, Washington
www.nwteafestival.com

Global Dubai Tea Forum
29 September – 1 October
Dubai, United Arab Emirates
www.globaldubaiteaforum.ae

North American Tea Conference
29 – 1 POSTPONED TO 2021
Queens Landing, Ontario
www.tea.ca

Tea & Herbal Association of 
Canada Virtual Gathering

29 – 30
www.tea.ca

Cafés de Colombia Expo
30 – 3 
CANCELLED
Bogotà, Colombia
www.cafesdecolombia.com

OCTOBER 2020
International Coffee Day
1 
www.ico.org 

SCTA Gala & Forum
1 – 2 CANCELLED
Basel, Switzerland
www.sc-ta/gala-dinner/information

2020 PLMA Washington 
Conference – NOW VIRTUAL
5 – 6
Washington, DC
www.plma.com

JULY 2020
Japan International Tea Show
1 – 3 POSTPONED TO
5 – 7 October
Tokyo, Japan
www.teashow.jp

Re:co Symposium Virtual Event
16 – 17
www.recosymposium.org

Moscow Coffee Festival*
17 – 19
Moscow, Russia
www.moscowcoffeefestival.com

Tea Fest PDX
18 CANCELLED
Portland, Oregon
www.teafestpdx.com

NAMA Virtual Advocacy 
Summit
20 – 22
www.namanow.org/nama-events

London Coffee Festival
23 – 26 CANCELLED
London, England
www.londoncoffeefestival.com
 
AUGUST 2020
Coffee Fest Anaheim
9 – 11 CANCELLED
Anaheim, California
www.coffeefest.com

Hong Kong Int’l Tea Fair*
13 – 15
Hong Kong, China
www. event.hktdc.com/fair/
hkteafair-en/Hong-Kong-Inter-
national-Tea-Fair/

Coffee, Tea & Cocoa Fall ECRM 
Virtual Program
17 – 18
Anaheim, California
www. ecrm.marketgate.com/
Sessions/2020/08/FallCoffee-
TeaCocoa

10th Annual Los Angeles Tea 
Festival
22 – 23 CANCELLED
Los Angeles, California
www. teafestivalla.com

Coffee Fest Chicago  
28 – 30 CANCELLED
Chicago, Illinois
www.coffeefest.com

SEPTEMBER 2020
COTECA 
CANCELLED
Hamburg, Germany

Paris Coffee Show
5 – 7 CANCELLED
Paris, France
www.pariscoffeeshow.fr

5th World Coffee Conference  & 
Expo & 127th Session of the 
International Coffee Council 
& other International Coffee 
Organisation (ICO) bodies
7 – 12 CANCELLED
Bangalore, India
www.wcc2020.com

Coffee Shop Innovations Expo
8 – 9 CANCELLED
London, England
www.coffeeshopexpo.co.uk

BevTech Europe 2020*
10
Amsterdam, Netherlands
www.bevtech.org/bevtech-eu-
rope.asp

Amsterdam Coffee Festival
11 – 13 POSTPONED TO 2021
Amsterdam, Netherlands
www.amsterdamcoffeefestival.
com

BevTech Canada 2020*
17
Mississaugua, Ontario
www.bevtech.org/bevtech-can-
ada.asp

Pacific Coast Coffee Association 
(PCCA) 89th Annual Convention*
17 – 19
Aptos, California
www.paccoffee.com

Thaifex – Anuga Asia*
22 – 26
Bangkok, Thailand
www.thaifex-anuga.com/en
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BevTech Latin America 2020
8 – 9
Mexico City, Mexico
www.bevtech.org/bevtech-lat-
in-america.asp

4C Global Sustainability 
Conference
14 
Warsaw, Poland
www.4c-services.org/trainings-
and-events/events

Specialty Coffee Association of 
Japan (SCAJ) Conference
14 – 16 CANCELLED
Tokyo, Japan
www.scajconference.jp

SCA World of Coffee
15 – 17
Warsaw, Poland
www.worldofcoffee.org

World Tea Expo
15 – 18
Denver, Colorado
www.worldteaexpo.com

China Xiamen International 
Tea Fair Autumn Edition
15 – 19
Xiamen, China
www.teafair.com.cn/en

SIAL Paris
18 – 22
Paris, France
www.sialparis.com

10th Triestespresso
22 – 24
Trieste, Italy
www.triestespresso.it

Coffee Fest PNW 
24 – 25
Tacoma, Washington
www.coffeefest.com

NOVEMBER 2020
Gulfood Manufacturing
3 – 5 
Dubai, United Arab Emirates
www.gulfoodmanufacturing.
com

Melbourne International Coffee 
Expo (MICE)
3 – 6 
Melbourne, Australia
www.internationalcoffeeexpo.com

84th Coffee Summit AsoExport
5 – 6 
Cartegena, Colombia
www.asoexport.org

Pack Expo International
8 – 11 
Chicago, Illinois
www.packexpointernational.com

NAMA Coffee, Tea & Water 
(CTW)
9 – 12 
Orlando, Florida
www.namanow.org/events/coffee-
teaandwater

Sintercafé
11 – 14 CANCELLED
San Jose, Costa Rica
www.sintercafe.com

Brazil International Coffee Week
18 – 20
Belo Horizonte, Minas Gerais, 
Brazil
www.semanainternacionaldocafe.
com.br/en

Single-Serve Capsules Europe
24 – 25
Berlin, Germany
www.ami.international/events/
event?Code=C1077

Canadian Coffee & Tea Show
29 – 30
Toronto, Ontario
www.coffeeteashow.ca

DECEMBER 2020
Private Label Manufacturer’s 
Association (PLMA) World of 
Private Label Show
2 – 3 December 2020
Amsterdam, Netherlands
www.plmainternational.com

*Still scheduled to take place 
as of this issue’s printing deadline

NEW DATES  FOR  
PREVIOUSLY  
ANNOUNCED 
POSTPONED SHOWS 
DUE TO COVID-19
Interpack
25 February - 3 March 2021
Düsseldorf, Germany
www.interpack.com

FoodEx Japan
9 – 12 March 2021
Makuhari Messe, Japan
www.jma.or.jp/foodex

Le Paris Café Festival
13 – 15 March 2021
Paris, France
www.pariscafefestival.com

Re:co Symposium
21 – 22 April 2021
New Orleans, Louisiana
www.recosymposium.org

Specialty Coffee Association 
(SCA) Expo
23 – 25 April 2021
New Orleans, Louisiana
www.sca.coffee

BevTech
26 – 28 April 2021
Orlando, Florida
www.bevtech.org

Coffee Shop Innovations Expo
15 – 16 June 2021
London, England
www.coffeeshopexpo.co.uk

10th Annual Los Angeles Tea 
Festival

14 – 15 August 2021
Los Angeles, California
www.teafestivalla.com

Anuga
9 – 13 September 2021
Cologne, Germany
www.anuga.com

North American Tea Conference
28 – 30 September 2021
Queens Landing, Ontario
www.tea.ca
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Genetics is the hidden code that, once 
identified, reveals both the strengths 
and weaknesses within a plant. For 

coffee, genetic research is ripe with opportunity 
as researchers begin to identify the traits that 
will respond well to a particular environment. 
Identifying the Arabica genome has paved 
the way for researchers to delve deep into 
the variances within the species. However, 
research continues to be conducted in pockets 
with resistance to share information across 
borders.

Since coffee is not defined as an Annex1 
crop, it is under the sovereignty of the country 
to which it belongs. For many of these 
countries, coffee is one of their more valuable 
resources, and there is resistance to sharing 
their resources and research. “There is still a 
sentiment that developed countries will come 
in and steal the resources from developing 
countries,” said Sarada Krishnan, PhD, director 
of horticulture and centre for global initiatives, 
Denver Botanic Gardens, Denver, Colorado.

12  TEA & COFFEE TRADE JOURNAL  |  www. teaandcoffee.net

Coffee genetics presents an opportunity 
to develop strains that respond to the 

core challenges in the industry. 
However, one of the major obstacles to 
delving further into coffee genetics is 

the unwillingness of countries to share 
research and resources.

By Anne-Marie Hardie

Unravelling 
the Genetics 
of Coffee

The United States Department of 
Agriculture’s (USDA) goal is to bring the 
cacao and coffee collections together with the 
primary collection in Hawaii and a backup 
collection in Puerto Rico. “We are currently 
developing the crop vulnerability website 
and writing a statement for both cacao and 
coffee,” said Dr Krishnan. “There is a great 
future for coffee, starting with the USDA 
collection, which will open up the opportunity 
to develop agreements with other gene banks 
and countries.”

Although segmented, advances in genetic 
research continue to occur as scientists develop 
partnerships with field experts to determine the 
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desirable traits. This information can then be 
used to develop strains that will help ensure the 
survival of the species. “The major challenges 
of the coffee sector of the future are well-
identified, including adapting to significant 
variations in temperature, periods of drought or 
excess water, and the growing location,” shared 
Benoit Bertrand, director of research, CIRAD, 
France. “Historically, there weren’t varieties 
developed for agroforestry systems, which left 
these smallholder farmers using the ones that 
were developed in Colombia and Brazil for full 
sun systems.”

The research has identified that the F1 hybrids 
respond well to a variety of environments. 
However, the cost of production, since the 
majority are not available in seed, has made 
this solution infeasible for smallholder farmers. 
“One of the challenges with coffee is that it can 
not be preserved as seeds,” shared Krishnan. 
“Instead, the different genomes are conserved 
in gene banks.”

Starmaya (a cross between CIR-SM01 and 
Marsellesa), is the exception. This Arabica 
hybrid is available in seed as a direct result of 
the research in male sterility. This breed was 
introduced into the agroforestry environment 
last year, marking a huge step in genetic 
development. This research in male sterility 
is a start to addressing the breeding challenge 
with the F1 hybrids. In addition, scientists are 
currently looking at the potential of breeding 
F1 hybrids with Ethiopian accessions.

It is not about finding one ideal perfect 
species. Mechanisation, greenhouse growing, 
agroforestry, and full sun environments each 
have unique stressors to which the plants would 

need to be able to adapt. Genetic research 
presents an opportunity to cultivate traits 
that will be best suited for an environment, 
instead of farmers having to compromise 
between productivity, quality, or resiliency. 
For example, taller varieties like Mundo 
Novo adapt particularly well to environments 
where mechanisations are involved, while 
dwarf varieties are ideal for smaller spaces. 
“If climate change increases, as predicted, it is 
necessary to prepare for major evolutions of the 
farming systems,” said Bertrand. “Increased 
mechanisation and probably even robotization 
of the crop can be envisaged, which will require 
adapted varieties.”

Today, the research at CIRAD is centered 
around developing breeds that can respond to 
the challenges of the varied farming systems in 
coffee, including the traditional full sun, high 
inputs, intensive method, and agroforestry.

Maximizing Productivity and 
Increasing Resiliency 
Similar to other organisms, coffee has a cycle 
where the plant begins to be productive, a 
period where they peak, followed by a decrease 
in productivity. Severe pruning, stumping to 
approximately 30 cm above the soil, is one 
strategy that farmers have used to generate 
the new cycles of production. In Colombia, 
the goal is to improve the agronomy and 
productivity of the plot by continually adding 
younger and more efficient varieties. This 
project has resulted in reducing the average age 
of plants from 14 to 7 years old. “By reducing 
the age of the plants, we are able to increase the 
overall density of the plot,” said Alvaro Gaitan, 

∆

Im
ag

e 
co

ur
te

sy
 o

f .
..

Colombia’s 
coffee goal is 

to improve the 
agronomy and 
productivity of 

the plot by con-
tinually adding 

younger and 
more efficient 
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director of Colombia’s leading coffee research 
facility, Cenicafe/FNC (National Federation 
of Colombia Coffee Growers). “This includes 
renewing at least 10 percent of the area with 
new plants each year to slowly reinvigorate the 
farmers’ plots.”

This strategy has also enabled farmers to 
slowly remove strains that are more susceptible 
to disease. Caturra, for example, which is 
extremely susceptible to rust, is slowly being 
replaced with more adaptive varieties. As an 
added benefit, this process has resulted in the 
natural production of more resistant strains. 
“Little by little, we are releasing new varieties 
into production,” said Gaitan. “This year we 
began to see more of the rust resistant Castillo 
in natural production.”

Researchers are continually learning about 

the potential of these new strains. In fact, the 
labour changes that came about because of 
Covid-19, resulted in the discovery that the 
newer varieties in the Colombian plots were 
able to retain their cherries longer. “Instead of 
plucking cherries every 15 days, we can wait for 
30 days, improving the overall efficiency of the 
process,” said Gaitan. This finding could have 
a positive impact on labour costs in Colombia, 
which currently accounts for approximately 40 
percent of the production cost.

Cenicafe is now in the process of studying 
77 new lines of coffee and is engaged in 
an active breeding program continuing to 
provide farmers with diverse varieties. “We 
don’t release to the farmers a single genome or 
variety, but instead a combination of different 
genotypes,” said Gaitan. “Biodiversity is vital 

New coffee 
varieties must 
be created to 
adapt to dif-
fering farming 
systems and 
environments 
such as mech-
anisation, 
agroforesty, 
intensive full 
sun, etc.
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Anne-Marie Hardie iis a freelance writer, 
professor and speaker based in Barrie, Ontario. 
She may be reached at: annemariehardie1@
gmail.com.

to ensure that the plants in Colombia are able 
to effectively respond to the current and future 
challenges.”

There are several countries that drive interest 
when it comes to expanding coffee research. 
Ethiopia, as the home of Arabica; Madagascar, 
with over 60 species of wild coffee; and the 
Ivory Coast are three regions that hold great 
potential for the growth and development of 
coffee genetic research. “These coffees are 
critical as some may hold the key to resistance 
for devastating diseases including coffee leaf 
rust, coffee berry borer and other pests/diseases 
that plight Arabica,” said Krishnan.

The ideal coffee collection would have a 
wide range of species, including as many as 
possible, to help identify the entire crop and 
all its diversities. “Identifying the entire crop 
in coffee has its own set of barriers, including 
receiving accessibility to the entire collection,” 
said Krishnan.

However, the research cannot only be about 
developing new strains. Integrating new varieties 
requires farmers to adopt a large amount of risk. 
To help mitigate this risk, CIRAD is immersed 
in several research projects, including looking 
at the determinants for selecting new varieties 
and conducting experiments in several regions 
to help identify the performance of the plants. 
“We are developing genomics with the Max 
Planck Institute in Germany to help predict 
the performance of the new varieties,” said 
Bertrand. “We have to create varieties that 
are adapted to the various farming systems, 
mechanised, intensive full sun, agroforestry, 
and specialty coffee.”

Currently, the F1 hybrids are the most 
adaptive, performing well in shade, sun, and 
mechanised environments. For the specialty 
market, it is a quest to develop a species of 
coffee that can offer the quality of a variety like 
Geisha but, at the same time, be able to produce 
more cherries. 

World Coffee Research has been using an 
SSR DNA fingerprinting method on over 2500 
coffee samples from around the world. This 
technique can be used to identify varieties and 
help authenticate the stock for roasters and 
others that are looking to purchase specialty 
coffee. “Take Geisha, for example, how do 
buyers know that what they are getting is 
Geisha,” said Krishnan. “The genetic fingerprint 
will allow the purchaser to confirm that they 
are purchasing what the vendor has stated.”

 Over time, there is an increased potential 
that the seeds that a farmer collects and plants 

from their farm may have experienced genetic 
drift and are, in fact, different than their original 
parents. Approximately 8-10 percent of coffee 
can become cross-pollinated, which can result 
in a hybrid between the various strains in the 
region. Geisha, in particular, appeared to have 
a high rate of genetic drift, with 38 percent of 
the plants tested not conforming to the original 
Geisha. Regions with an organised research and 
nursery network appear to have higher genetic 
conformity. Marsellesa, a Colombian variety, 
for example, had 91 percent conformity.

“The DNA fingerprint tests the coffee at the 
bean level so that you can confirm the variety 
(or varieties) within that strain of coffee,” said 
Krishnan. Being able to identify the DNA of the 
plants will help propel the understanding of the 
variances within the coffee gene even further.

The Future of Genetics 
The study of coffee genetics is still its infancy. 
The recent advances, including increased 
access to wild varieties, F1 hybrids, trait 
identification and DNA sequencing, will help 
further advance this field. However, there are 
redundancies in research that can only be 
alleviated when the separate coffee communities 
recognise the benefit of working together. The 
challenge is to discover how to motivate 
countries to share their findings so that the 
industry can work together to help fortify the 
viability of this critical plant. 

One of the 
challenges of 
coffee is that 
it cannot be 

preserved as 
seeds.
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In many respects, global crises have 
historically been catalysts of change for 
many companies. These happenings can 

rapidly alter the manufacturing landscape and 
the terms of competition, often in ways that are 
not immediately apparent, according to research 
from the Boston Consulting Group. Companies 
making bold moves during challenging times 
can turn adversity into an advantage. The 
SARS outbreak of 2003 is often credited with 
the rise of e-commerce giants such as Alibaba 
and JD.com, for example, while companies 
such as American Express and Starbucks 
pivoted during the global financial crisis of 
2008-09 to digital operating models enabling 
them to thrive and increase shareholder value.

In this sense, Covid-19 is likely to be 
no different from other crises. Information 
Technology (IT) will greatly accelerate several 
major trends that were already underway before 
the outbreak, and these trends will continue 
as companies shift their focus to recovery. 
Rather than heavily concentrating sourcing 
and production in a few low-cost locations, 
companies will build more redundancy into their 
value chain. Consumers will purchase more and 
more goods and services online. And increasing 
numbers of people will work remotely.

The Covid-19 pandemic is causing severe 
and possibly lasting disruptions across the 
food and beverage industry that require a fresh 
look at new technologies that perhaps seemed 
unattainable, too costly, or even unimportant 
just a few months ago. 

The application of artificial intelligence 
(AI) will be immensely valuable in assisting 
companies in adapting to the changing trends. 
AI, a science involving the development of a 
system or software to mimic human response 
and behaviour in certain circumstances, is 

16  TEA & COFFEE TRADE JOURNAL  |  www. teaandcoffee.net

Artificial intelligence (AI) offers many 
benefits but also has limiting parameters 
and often, high costs at the start. However, 
as AI develops, new applications will be 
discovered that will help companies improve 
efficiencies and optimise costs.

By Sean Riley

Optimising AI for Beverages

seeing wider adoption in the beverage industry 
as manufacturers move toward faster, continuous 
production. AI is helping improve cleaning and 
sanitation protocols, sort products, monitor 
employee food safety compliance and fine-tune 
production schedules for maximum efficiency, 
according to the Trends and Advances in Food 
Packaging and Processing report, produced 
by PMMI Business Intelligence, a division 
of PMMI, The Association for Packaging and 
Processing Technologies.

The use of robotics and AI is becoming even 
more intertwined in the beverage industry. 
Robot vendors are looking to supply solutions 
that can not only replace some repetitive 
human tasks but also support and enhance 
decision-making processes, according to the 
white paper, Industrial Robot Opportunities in 
Food and Beverage Processing, produced by 
PMMI Business Intelligence. 

Advanced robots that can recognise objects 
and handle tasks that previously required 
humans will promote the operation of factories 
and other facilities 24/7, in more locations and 
with little added cost. Through machine learning 
and advanced data analytics, AI will help 
companies detect new consumption patterns 
and deliver “hyper-personalised” products to 
online customers. The most successful uses 

AI and 
robotics 

are seeing 
wider adop-

tion in the 
beverages 

industry, 
both hot 
and cold.
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cases will be those that seamlessly combine AI 
with human judgment and experience.

Some companies that have already begun 
the AI journey will thrive in the post Covid-19 
world. Again, history provides a guide: during 
the four previous global economic downturns, 
14 percent of companies were able to increase 
both sales growth and profit margins, per Boston 
Consulting Group research. The majority of 
companies, however, are at the early stages of 
the journey – or have yet to begin.

Optimising Costs and Time
PMMI’s research points to several robot 
vendors serving the beverage industry that 
have been active in supporting this trend 
toward AI. One example is Fanuc, a global 
supplier of automation for manufacturing 
including robotics, CNCs and Motion Control, 
and Robomachine machining centers. Fanuc 
partnered with artificial intelligence startup 
Preferred Networks Inc. Within six months, 
robots were implementing deep-learning 
algorithms using trial and error to learn how 
to pick up randomly positioned objects with 
90 percent accuracy. The algorithms, already 
used to minimise human involvement when 
Facebook users tag photos, are inspired by the 
way living things process information. The 
short period from Fanuc’s initial investment in 
Preferred Networks to showcasing the results 
of the collaboration highlights the pace of 
artificial intelligence development.

Most beverage companies already have 
experience with digital applications such as 
automation and basic data analytics. But AI, 
which enables machines to solve problems 
and take actions that in the past, could only 
be done by humans, goes far beyond that. AI 
tools analyse immense volumes of data to learn 
underlying patterns, enable computer systems 
to make complex decisions, predict human 
behaviour and recognise images and human 
speech, among many other things. AI enables 
systems to continuously learn to adapt. These 
capabilities will be enormously valuable as 
companies confront and adjust to new realities 
of the current crisis and its aftermath.

Not long ago, optimising cost and time was an 
overarching objective of beverage manufacturing 
operations, supply chains and logistical support. 
Often that meant concentrating production 
in high-volume factories in one or two low-
cost countries. Inventory excess capacity was 
equated with waste. But due to recent events, 
rising economic nationalism and trade barriers 

AI enables  
systems to  

continuously 
learn to adapt.

began forcing companies to rethink their supply 
chain strategies and rediscover the merits of 
redundancy.

The Covid-19 crisis, which has disrupted 
global supply chains, has made redundancy a 
higher priority as a means of reducing risk and 
weathering the next global shock. Although 
necessary, this strategy of redundancy and 
duplication is costly. AI offers the potential 
for companies to build resilience into 
manufacturing operations and supply chains, 
while at the same time minimising cost and 
damage to margins. 

Through the use of predictive maintenance 
and improved planning, AI enables 
manufacturers to optimise costs in each plant. 
It also allows brand owners to operate a larger 
number of small, efficient factories nearer to 
customers – rather than a few massive factories 
– by developing advanced manufacturing 
technologies such as 3D printing and 
autonomous robots that require fewer workers.

Potential applications for AI are extensive. 
For example, recognising robots with a high 
risk of breakdowns, minimising downtime 
by pre-scheduling maintenance and ordering 
spare parts; optimizing robot movements by 
analysing vision systems and sensor data to 
reduce the time taken to complete a task; and 
network-connected robots learning together, 
to reduce the time taken to learn new tasks. 
Additionally, combining artificial intelligence 
with machine vision systems supports 
significant developments in quality control, 
providing the eyes and brain behind the robot, 
enabling it to identify faulty products and 
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Sean Riley is senior director, media and industry communications at 
PMMI, The Association for Packaging and Processing Technologies. 
He was editor-in-chief for PMMI’s Packaging Machinery Technology 
Magazine for nearly a decade. For more information on Pack Expo 
International (8-11 November, Chicago, Illinois), produced by PMMI, 
visit: packexpointernational.com.

remove them from the production process.
Once considered the future, AI has now 

become a part of daily life. AI in the food and 
beverage market is expected to register a CAGR 
of over 65.3 percent by 2025, as outlined in a 
report by Research and Markets (R&M).

Beverage consumers are already 
experiencing the benefits of AI-guided 
chatbots, helping them make faster purchases. 
As reported by R&M, nearly 50 percent of 
consumers will spend more time in a store or 
on a company’s website when they feel that the 
company provides superior customer service. 
AI chatbots facilitate this opportunity and can 
be used to analyse, monitor, and influence 
consumer behaviour and purchasing decisions. 
As AI develops, new previously unthought-of 
applications will also be discovered.

Despite its many reported benefits, AI has 
certain limiting parameters that are not easy to 
tackle. AI requires sufficiently specific data, 
meaning that data collection is a pre-requisite 
for applying AI. Therefore, coffee and tea 
producers need to clearly identify cases before 
generating and storing data.

Cost is another hurdle. Implementing AI is 
not cheap, and leading technology companies 

spend more than USD $650 million annually 
to create the necessary resources, according 
to the R&M report. Implementing AI involves 
investment in sensors, connectivity, cloud 
solutions, etc. Identifying those use cases with 
the biggest business impact and a compelling 
financial case will determine the viability of AI 
in the beverage market.

Covid-19 has shown us the power of IT 
and how having the right technology solutions 
available allows all enterprises to easily pivot 
their business operations at the market changes, 
even changes as unexpected and disruptive as a 
global pandemic.

As the industry continues to navigate through 
the challenges posed by Covid-19 and the 
resulting impact on AI, manufacturers and 
suppliers can visit PMMI’s Covid-19 resource 
page for helpful insights on ways to adapt and 
evolve in a new normal.  

Custom Made Tins 
for Co� ee & Tea

Create your own 
custom made tin 

starting from 
3.000 pieces!

thebox-tinboxes.com
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The coffee pod market is a particularly 
promising one for global coffee 
producers, as the profit margins on 

coffee enclosed in aluminium capsules are 
much higher than those generated by sales 
of coffee beans or ground coffee. And while 
this year’s Covid-19 outbreak brought a grim 
reality to cafés, the lockdown has further 
boosted coffee pod sales worldwide, as the 
market segment is in direct competition with 
the HoReCa (hotel, restaurant, café) industry, 
according to industry analysts.

Figures by Euromonitor International 
indicate that Western Europe and North 
America are markets where coffee pod sales 
have shown significant growth potential over 
the past years. Between 2017 and 2019, the 
value of North America’s coffee pod market 
expanded from USD $5.8 billion to $6.2 billion, 
an increase of 6.1 percent. In Western Europe, 
the region’s coffee pod sales rose from $8.1 in 
2017 to $9.4 billion in 2019, up a robust 15.6 
percent over a two-year period.

Georgij Grebinskij, market research manager 
for drinks and tobacco at Euromonitor Interna-
tional, told Tea & Coffee Trade Journal that the 
largest players in the global coffee pod industry 
include Nestlé, Jacobs Douwe Egberts (JDE), 
and Keurig Dr Pepper, while smaller players 
with a strong presence in selected regions 
comprise companies such as The JM Smucker 
Co, Lavazza SpA, Luigi, and Tchibo GmbH.

Among the major players within the coffee 
pod market, which was estimated to be worth 
about $18.54 billion in 2019, one noticeable 
trend is the diversification of their product 
portfolio to offer both lower- and upper-end 
coffee pod brands.

“Nestlé, which has an over 37 percent value 
share of the global coffee pod market, has a 
premium brand, Nespresso, but it also runs a 
second brand, Nescafé Dolce Gusto, intended 
for the lower market segment. JDE, whose 
coffee pod business is second to Nestlé’s 
globally but holds the top spot in the Western 
European market, also has two brands: premium 
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Coffee Pods 
vs HoReCa?

While Covid-19 has positively impacted 
at-home coffee sales, surging sales of coffee 

pods and K-Cups have put them in direct 
competition with HoReCa as global 

lockdowns have negatively impacted the 
away-from-home coffee industry.

By Jaroslaw Adamowski
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coffee pods L’Or and economy brand Tassimo,” 
said Grebinskij.

In 2019, Nestlé’s retail value at retail sales 
prices for the coffee pod market allowed 
the company to secure a dominant position 
worldwide, with a 37.2 percent stake. The 
Swiss group was followed by JDE which 
captured a 12.3 percent share of the market, 
and Keurig Dr Pepper, which makes K-Cup 
pods, with a 5.9 percent stake, as shown by 
data from Euromonitor. It is noteworthy that 
each company’s stake is rapidly gaining value, 
because, as recently as in 2017, the global 
coffee pod market was worth roughly $16.52 
billion. By 2019, it was up 12.3 percent.

Less Restriction, Lower Prices
“There is a combination of factors that is 
driving increased sales of coffee pods globally. 
One of the factors is the comfort they offer, and 
their popularity is in direct correlation with the 
rising wealth of their consumers,” Grebinskij 
said. “A particularly important development 
came in 2012 when the patent restrictions 
preventing other coffee producers from making 
capsules dedicated for Nespresso machines 
were lifted. This allowed more competition in 
the market and, as a result, less expensive coffee 
pods could be made available for consumers.”

As one of the companies that benefitted 
from that market development, Portland 
Coffee Roasters, offers Nespresso original line 
compatible capsules and K-Cup 2.0 compatible 
capsules. The business says it offers above 
industry standard doses, or strong cup pods, 
packaged in house, just after roasting to seal 
in the freshness. Its K-Cup compatible range 
consists of six pods, including organic coffee 
pods.

“We haven’t noticed much of a change from 
pre-coronavirus to now. Certainly, more people 
are shopping online, but our online sales have 
lifted across our entire product line. If anything, 
people are buying more traditionally packaged 
coffee,” said Zac Benjamin, digital strategist at 
Oregon-based Portland Coffee Roasters. “One 
reason might be that pods in general are fast 
and reliable, and perfect for people who are 
looking for consistency. Staying home means 
more time to prepare coffee and higher returns 
on time invested preparing one’s coffee.”

Emeryville, California-based Peet’s Coffee 
is also expanding its coffee pod portfolio, 
currently offering K-Cup pods, compatible 
with Keurig brewers, and espresso capsules, 
compatible with Nespresso machines.

“Peet’s has a 30-year history of making 
hand-crafted espresso. In 2018, we launched 
our Nespresso-compatible capsules to deliver 
the boldness and complexity of our signature 
Peet’s espresso in a convenient at-home 
format,” said Gretchen Koch, senior director, 
CPG marketing at Peet’s Coffee. “As consumers 
are spending more time at home, their at-home 
coffee consumption is rapidly increasing. Many 
consumers are replacing their morning trip to 
their local café and afternoon pick-me-up at 
work with convenient options at home.”

She added that Peet’s is seeing significant 
growth in sales of espresso capsules and K-Cup 
pods in their grocery, mass, club, and online 
channels, including Amazon and peets.com. 
“Over the last four weeks, the K-Cup category 
grew over 10 percent and espresso capsules 
grew over 100 percent in grocery, food and 
mass retailers.”

Crisis Creates New Competition
According to Grebinskij, the coffee pod 
segment, despite being perceived as premi-
um or at least upper-mid range, is likely 
to outperform traditional coffee alternatives 
and continue growing at a steady pace amid 
the economic woes that have been triggered 
globally by this year’s coronavirus pandemic.

“Coffee pods are priced higher than regular 
coffee, but they are not in direct competition 
with ground coffee or coffee beans. Their 
prime competitor is the HoReCa industry. 
Coffee pods are a cheaper alternative to cafés, 
allowing those looking for well-made espressos 
and caffè lattes to enjoy the café at home 
experience,” Grebinskij said. 

“Countries in the Mediterranean region, such 
as Italy, Spain, Portugal or Greece, which were 
particularly harshly impacted by the previous 
economic crisis, are examples of this trend, 
and show what the market’s future could look 
like.” He said that in those countries, coffee 

Peet’s Coffee 
has seen 

100 percent 
growth in its 

espresso cap-
sule business 

in food and 
mass channels 

during the 
Covid-19 pan-

demic.
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Jaroslaw Adamowski is a freelance journalist 
based in Warsaw, Poland. He may be contacted 
at ajaroslaw@gmail.com.

pod sales have been 
reporting solid 
growth over the 

past years as many 
consumers continue 
to turn away from 

HoReCa, switching 
from frequenting cafés 

where they used to 
get their daily dose of 

caffeine to using 
coffee pods at 
home. “In the 
light of current 

uncertainty, it is 
likely that we can see 

such tendency happening 
on a global scale.”

In contrast, those markets in which 
environmental concerns are particularly 
embraced by local consumers could see their 
coffee pod sales decrease in the coming years, 
despite major brands replying with various 
recycling schemes, Grebinskij said. “There is 
one region in which coffee pods have become 
less popular over the past years due to its high 
environmental awareness: the Scandinavian 
countries.”

Rising Demand for Sustainable Pods
US-based manufacturer NatureWorks hopes 
to benefit from the rising need for more 
environmentally friendly solutions for the 
coffee pod segment. The company makes 
Ingeo, which it describes as an innovative 
biomaterial for plastics and fibres with unique 
properties. NatureWorks partnered with Italian 
coffee pod manufacturer Flo, supplying its 
biomaterials to the Parma-based plant where 
Flo makes GEA compostable coffee capsules. 
The products are suitable for use across several 
systems, including Nespresso, Lavazza Blue 
and A Modo Mio, as well as K-Cup.

Flavio Di Marcotullio, the global industry 
manager at NatureWorks, said that coffee 
pods made with Ingeo have various benefits 
that make for an excellent cup of coffee for 
consumers, but also ensure a simplified end-
of-life option in compostability. “While these 
Ingeo-based capsules are on the shelf or waiting 
to be sold, the capsules are designed to prevent 
ageing, meaning the capsule can maintain its 
mechanical properties over time and still brew 
without incident. They also have been certified 
for a long shelf life of one year plus where 
the coffee won’t suffer oxidation that would 

impact the taste of the brewed coffee,” he said. 
“During brewing, the Ingeo-based capsules 
are designed to withstand high heat and 
pressure for optimal yield in the cup during the 
extraction phase as well as repeatable, accurate 
extraction that results in a balanced tasting cup 
of coffee with excellent crema,” Di Marcotullio 
explained, adding that globally, NatureWorks 
has observed a consistent growing interest in 
compostable coffee capsules.

“Currently, coffee capsules made with Ingeo 
are available from our partners in both North 
America and Europe for multiple brewing 
systems. We expect to see several more brands 
launch in North America and Europe with 
Ingeo-based compostable capsules in the next 
year or two,” he said. “Coffee capsules are one 
of the most technically demanding types of 
packaging, and the average development time 
can easily be two years.”

As for new geographies, Di Marcotullio 
said Australia is the next largest coffee 
capsule-consuming country, “and we think  
there are real opportunities there for the  
adoption of Ingeo-based compostable coffee 
capsules.”

Meanwhile, a report released in 2015 by 
Canadian lifecycle assessment consultancy 
Quantis suggests that contrary to what some 
may believe, brewing coffee with single-serve 
pods can actually be more environmentally 
friendly than using bulk coffee if we consider 
the entire energy used in the process.

“The adoption of a single-serve coffee system 
by North American consumers would realise 
significant environmental benefits including 
coffee waste reduction. Additional benefits 
could be achieved with the development of 
coffee machines with better energy-saving 
capabilities and extended service lives,” the 
company’s study reveals. “The single-serve 
coffee system’s packaging generates more 
packaging waste. However, when considering 
the entire lifecycles of each system, the amount 
of coffee required making up for consumer 
waste and the electricity consumed for brewing 
…drive the differences in impact.”

Overall, Quantis reports that “the single-
serve best case scenario posts a better 
environmental performance than the drip-brew 
system from the perspective of the systems’ 
full lifecycles.” 
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Portland 
Coffee 
Roasters 
experienced 
an increase 
in K-Cup and 
Nespresso-
compatible 
pod sales 
during the 
lockdown.

Image courtesy of Portland Coffee Roasters
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Five Teas That Support 
the Wellness Experience
There are many types of tea, but they all have one 
thing in common: tea offers many functional and 

wellness benefits, which combined with delicate, bold 
or fragrant tastes, appeal to growing numbers of  
consumers who want better-for-you beverages.

By Maria Uspenski    

Tea has been a treasured elixir for thousands of 
years. When one seeks to renew the body, mind 
and spirit, tea is the first beverage that comes 

to mind. Before tea was ever enjoyed as a beverage, 
it was used as a medicine in traditional Chinese and 
Ayurvedic practices. Recent medical studies shed light 
on why it touts a reputation for numerous wellness 
benefits, ranging from stress reduction and improved 

cognition to disease prevention and weight loss. Here 
are some insights on the functional and wellness 
benefits of tea to inspire your tea business.

White Tea
All teas come from the same plant, the Camellia 
sinensis, but white tea is the least processed of all the 
tea types. This minimal processing helps keep more 
of the fresh active ingredients in the tea intact. White 
tea is the closest thing to a fresh tea leaf that most of 
us will ever see, and it even looks that way – fresh, 
leafy, downy. Up to 20 percent of the white tea leaf is 
made up of catechin polyphenols, which have potent 
antioxidant and anti-microbial actions. Study after 
study, white tea extract proves that it has many healing 
properties. It is also widely sought after in beauty 
and cosmetic products, with the promise that its high 
antioxidant content will renew and promote beauty 
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Drinking matcha tea, 
which has high levels of 
L-theanine, can create a 

calmer yet more alert  
state of mind.
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(Above) High 
in antioxidants, 
Oolong teas are 

the most com-
plex and natu-
rally aromatic 

of all tea types. 
(Below) White 

tea is the least 
processed of all 
tea types, which 

keeps more of 
its fresh, active 

ingredients 
intact.

from within, keeping the skin looking young.
The taste of white tea is soft and sophisticated. 

Gently aromatic blends can harmonize the restorative 
benefits of the antioxidant-rich tea leaf with the 
uplifting effects of depression and anxiety-easing 
herbs and florals such as jasmine, rose and lavender. 
Infusions of white tea are very low in caffeine.

Matcha Green Tea
Matcha is pure green tea powder, which is whisked 
with warm or cool water to make a green tea 
beverage. The entrancing Japanese tea ceremony, 
which celebrates the superiority of spirit over matter, 
was created around this tea. It is a harmonious and 
tranquil experience of matcha preparation, serving 
and appreciation, done with grace and etiquette.

Drinking matcha can create a calmer yet more alert 
state of mind. It is produced under finely controlled 
conditions, and shaded for part of its growing cycle, 
making the leaves darker green in colour and rich in 
detoxifying chlorophyll as well as the tea-exclusive 
amino acid, L-theanine. Studies have shown that  
L–theanine alters the attention networks in the brain 
and can have measurable effects on alpha brain 
wave activity. Chlorophyll is highly alkaline, and its  
high oxygen content helps deliver more oxygen to  
the blood.

In contrast to most teas, which are infusions, 
when you drink matcha, you are actually ingesting 
the whole tea leaf. For this reason, matcha can have 
several times the antioxidants and up to 30 times the 
vitamin C of a cup of steeped tea leaves. It tastes 
nourishing and healthy. Moderately energising yet 
balanced by the calming effects of L-theanine, this tea 
can help one relax and focus at the same time, while 
delivering a wholesome antioxidant punch. Overall, 
matcha supports detoxification, immunity, energy 
and inflammation.

Oolong Tea
Oolong teas are the most complex and naturally 
aromatic of all tea types. They boast the body and 
complexity of a black tea, with the brightness and 
freshness of a green tea.

Oolongs contain the full range of polyphenol 
antioxidants, also combining the health benefits of 
both green and black tea. Chinese herbalists believe 
that oolong tea is highly effective in improving 
symptoms that are associated with weak kidney and 
spleen energy. It is often recommended for its weight–
loss properties. The research points to a specific 
polyphenol in Oolong tea, which helps to create a 
boost in fat metabolism.

A highly desired tea amongst connoisseurs, 
oolongs are varied and multifaceted in their flavour 

profiles. They are naturally fragrant, because of their 
long and meticulous crafting process, with resulting 
aromas which range from lilac and orange blossoms 
to smooth or smoky honey. Oolong tea leaves can 
be infused four or five times, with each steeping 
uncovering a new dimension in body and flavour.

Puerh Tea
Puerh is its own tea type, deeper and richer than any 
other. This tea is aged and fermented, producing a 
tea super deep in colour and aroma, reminiscent of 
forest flora. While ageing, Puerh tea is contained in 
a tempered, humid environment in which microflora 
can flourish. This gives these leaves a unique chemical 
composition. Hailed for its medicinal properties, 
Puerh is commonly used in China to detoxify the body 
and aid in digestion. Puerh cleanses the bloodstream 
of fat and toxins from meat and fatty foods. This has 
earned it its reputation as a natural “detox tea” and 
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“beauty and slimming tea.”
Puerh has a strongly grounding energy, although 

higher in caffeine content than other teas, with about 
half the caffeine content of an equal sized serving 
of coffee. There are both “raw” green and “ripe” 
black varieties of Puerh. All Puerh teas hail from 
the birthplace of tea, in the jungled area of Yunnan 
Province, China. They are deep, rich, and earthy in 
flavour. Puerh is trending on the international market, 
thanks to its most unique style and flavour, and strong 
reputation as a weight-loss tea and heart-healthy tea. 
This is a wellness tea for settling the mind.

Red Tea
Though not technically a tea, since it does not 
come from the Camellia sinensis plant, rooibos is a 
100-percent naturally caffeine-free herb indigenous 
to South Africa. It contains essential minerals such as 
iron, zinc, calcium, potassium, and fluoride, as well as 
vitamin C and alpha-hydroxy acid. Its mineral content 
helps maintain healthy skin, teeth, and bones, as well 
as assisting in metabolic processes, including anti-
spasmodic and anti-allergen effects, protection against 
the sun’s UV rays, and promoting a healthy immune 
system. It is also an adaptogen, known to help reduce 
and increase resistance to stress.

With all its unique health benefits – and sharing 

many of the same antioxidants found in green tea 
– rooibos red “tea” is a caffeine-free alternative to 
traditional teas. This powerful red herbal has a sweet 
and earthy aroma, reminiscent of fresh tobacco, and 
an exceptionally smooth flavour.

Overall, tea offers many functional and wellness 
benefits that elevate the tea-drinking experience. 

Long before it 
was enjoyed as a 

beverage, tea was 
used as medicine 

in traditional 
Chinese and 

Ayurvedic  
practices.
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Tea as an 
Ingredient

At the centre of some of the most influential 
transformations in the food industry, flavours 
have proved to be a breeding ground for 

innovation and application versatility. While flavour 
continues to play a critical role in determining 
success or failure of a food product, the environment 
that covers flavourings, foods, and beverages has 
undergone a significant metamorphosis. The forces 
of globalisation have seen flavour innovations travel 
across the world. Product portfolios are witnessing 
a radical shift since then. Tea essence is one of the 
newly introduced flavour ingredients that witnessed 
popularity quickly.

In the coming decade, the food and beverage 
industry will face seismic changes, and the tea industry 
will be no different. The grave repercussions of the 
global Covid-19 pandemic, unprecedented growth of 
e-commerce, and the new generation of consumers – 

led by millennials and Gen-Z – are currently changing 
the entire food supply chain from end to end. In the era 
of transparency, naturalness, sustainability and social 
responsibility, one of the world’s oldest beverages – 
tea – is opening exciting vistas of innovation, bringing 
healthier and functional offerings to consumers.

Tracing the History of Tea Essence
For a long time, tea has positioned itself as the 
‘original functional beverage’ with palatability, 
nutrition, convenience and versatility influencing 
today’s consumers to take interest in its origin, 
ingredients and application. As more transparency 
in tea labels is brewing a new wave of ‘connoisseur’ 
culture, similar to coffee and wine, tea-flavoured food 
ingredients are emerging as popular.

Botanicals are booming as non-alcoholic, plant-
based beverages; functional teas are establishing 

Flavours continue to evolve as consumers
become more globalised in their taste preferences. 
As such, tea essence is a newly emerging flavour 
ingredient that is experiencing instant popularity.

By Alice Mutum

Benefitea’s Kin no 
Fukun premium 
tea uses shade-
grown white tea 
that is processed 
through a propri-
etary cold extrac-
tion method.
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a mainstream niche, distinct from medicines or 
supplements; and tea essence is setting new objectives 
for flavour developers, as they select which ingredients 
to use when formulating a new product.

In 2014, Unilever R&D pioneered the process of 
extracting natural ‘essence’ from pressed tea leaves, 
which uses the same techniques involved in cold 
pressing of olives to produce high-quality oils. Lipton 
Yellow Label added the essence back to the leaves 
before drying and packaging a new blend – designed 
for regular consumers and a new generation of tea 
drinkers.

According to Lipton, the new blend offers a light, 
fresh taste and a satisfying flavour with reduced 
bitterness and astringency. While the company 
claimed the use of high-quality tea leaves in the 
production of tea essence, it faced its share of scrutiny 
from consumers through social platforms, which 
circulated a Reddit thread over its quality and taste.

Tea Essence in Confectionery Items
Tea, as with many products, adapted effectively 
and efficiently to the fast pace at which consumers 
changed their preference and consumption patterns. 
As tea consumption is no longer limited to particular 
countries, the market is opening new opportunities 
for those who pursue high quality and indulgent 
experiences of tea drinking and making. With 
expanding knowledge and inspiration, there comes the 
age of new products and flavours such as tea essence.
 The growing popularity of tea flavours in the 
food and beverage (F&B) industry has broadened the 
potential applications for their use. Today, tea essence 
is widely used in drinks – mixed with other types 
of teas to build or replenish their natural flavours. 
Unlike tea concentrates and extracts that are more 
likely to be used in beverages, tea essence is finding 
a key application in baking. In the confectionery 
space, sweets with health connotations are getting 
a good buzz, prompting tea essence manufacturers 
to capitalize on the market, driven by the desire for 
comfort and indulgence.

As consumers shift towards ‘better-for-you’ 
products and clean labels – putting pressure on 
manufacturers to reformulate – tea essence is being 
widely used in the functional confectionery industry, 
attributable to its ‘natural’ status. Additionally, 
sweetened tea essence is used in a wide range of sweet 
bakery items, such as cakes, pastries and cookies. It 
can also be blended in with various ingredients or 
used as a glaze at the end of the baking process.

Navigating the Impact of Covid-19
The tea essence industry is likely to be in doldrums 
in 2020, primarily due to the Covid-19 pandemic. In 

the absence of ‘essential’ status, 
demand has stalled, unit volume 
and retail sales of tea essence 
are flat, specialty tea outlets are 
closed, and manufacturing units 
are stressed. Decline in foot 
traffic in retail and foodservice 
sectors, especially in bakery and 
confectionery stores, further 
slowed the sales of tea essence 
despite its popularity and strong 
consumer sentiment.

The sweeping pandemic 
has brought the world to a halt, 
including tea production, which will weigh heavily 
on the growth prospects of a relatively new tea 
essence industry. With growing need for tea farmers 
to adhere to social distancing norms and stay-at-home 
orders, the spring tea production in China, India and 
Nepal was halted, which created a logistical havoc. 
Moreover, the pandemic’s economic challenges are 
unprecedented and will continue to pose a potential 
threat for companies active in tea essence space.

Premium Brands Investing in Tea-
Flavoured Components
Prior to the pandemic, industry experts and business 
analysts predicted momentum for premiumisation, 
product diversification, new experiences, and 
innovations of tea essence. These factors played a 
significant role in Shizuoka, Japan-based Benefitea’s 
Teargene project which involves a special cold-
extraction method. Grown in certified fields, 
hakuyōcha or shade-grown white tea leaves are 
cultivated under canopies to reduce photosynthesis, 
thus concentrating the umami flavour essence in 
the leaves. The company then uses a proprietary 
extraction process to produce its premium tea, Kin 
no Fukun.

As the convenience culture takes hold of health-
conscious consumers’ food choices, the ‘ready-to-
eat’ and ‘ready-to-drink’ spaces are becoming more 
functional and increasing the application scope of 
tea essence, concentrates, and extracts. Considering a 
period of sustained demand, industry leaders such as 
Synergy Flavours are tapping into new opportunities 
through innovative extraction processes to capture 
volatile flavour components such as tea essence.

Tea Essence in the Beauty Industry
In the light of ‘green’ and ‘clean’ beauty trends, 
today’s cosmetics and personal care products 
companies are capitalising on the super-antioxidant 
polyphenols found in tea. With growing consumer 
interest in wellness, naturals and edible beauty, a  

Lipton Tea brand’s 
parent Unile-

ver, pioneered 
the process 

of extracting 
natural ‘essence’ 

from pressed tea 
leaves.

Im
ag

e 
co

ur
te

sy
 o

f U
ni

le
ve

r

P.28-29,31 F5 FLAVOURS√.indd   29P.28-29,31 F5 FLAVOURS√.indd   29 10/07/2020   10:4410/07/2020   10:44



P.02-TSUBAKIMOTO.indd   1P.02-TSUBAKIMOTO.indd   1 18/03/2020   11:2418/03/2020   11:24



FLAVOURS

July/August 2020   www. teaandcoffee.net   |  TEA & COFFEE TRADE JOURNAL  31

Alice Mutum is an experienced market research 
writer at Fact.MR, a global research and consulting 
firm. She works closely with the Food & Beverages 
team to serve the needs of clients from across the 
globe.
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wide variety of tea-derived inputs are used in 
personal care product formulation, and tea essence is  
no exception.

In the beauty industry, essence has elicited both 
praise and skepticism, and it is considered an integral 
step in Japanese and Korean skincare routines. As 
research has established that polyphenols in tea leaves 
and extracts possess potent antioxidant, anti-ageing 
and skin-soothing properties, tea essence is garnering 
huge attention from the beauty industry.

The Road Ahead
Tea essence is one of the biggest game-changing 
products in the world, where the health of 
consumers and environment is paramount for the 
success of business. Strong focus on sustainability 
of natural ingredients, technological creativity, and 
advancements in distribution networks will allow the 
niche product to survive in the global market for a 
longer period of time.

Many of today’s products, tea leaves in particular, 
are being engineered for colour, taste, yield and shelf 
life, while the products of the future are likely to be 
optimised for flavour. In seeking new solutions, 
bakery and confectionery manufacturers and beverage 

companies are likely to turn to natural, low calorie 
flavours such as tea essence for sweet success. 
Moreover, as consumers place more value on a 
wholesome tea flavour and experience, companies 
will prioritise tea with heritage, origin and special 
functional benefits. 

 

Polyphenols in 
tea leaves and 

extracts possess 
potent antioxi-

dant, anti-ageing 
and skin-soothing 

properties.
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While specialty coffee or premium 
coffee pods are at the forefront of 
the coffee industry today, instant 

coffee plays a big role in many Asian countries 
and has a great impact on Asia’s coffee culture. 
In fact, instant coffee accounts for 65 percent 
of total market sales in the region, according to 
global market intelligence firm, Euromonitor 
International. The overall coffee market in 
Asia Pacific was worth $15.9 billion in 2019, 
experiencing six percent growth for the last 
five years while the world average remained at 
3.7 percent.

Convenience is driving the popularity of 
instant coffee. The simple coffee-making 
process attracts Asian consumers to this 
beverage option for all occasions. However, 
the old-fashioned perception associated with 
instant coffee is the biggest obstacle for growth. 
While the older generation prefers coffee 
powders, young consumers are gravitating 
toward fresh or ready-to-drink (RTD) coffee. 
Soluble coffee giants are innovating to attract 
millennials, including collaborating with well-
known coffee houses, or developing new, 
trendy ways to drink instant coffee.

Emoticons Give Soluble a Makeover
Dongsuh Food’s Maxim successfully 
transformed soluble coffee’s image among 
consumers, using character marketing to 
engage the younger generation with colourful 
packaging and freebie promotions. Though 
these are not new strategies, the biggest push 
was character marketing in collaboration 
with Kakao Friends, the featured characters 
in KakaoTalk emoticons, which is a popular 
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Instant coffee plays an important role in Asia’s 
coffee culture. Thus, major companies are 

innovating to attract millennials and Gen Z
as their soluble tastes differ from older

generations.

By Oryoon Lee

All photos courtesy of Barbara Dufrêne

messaging app in South Korea. To appeal to the 
millennials who are always connected to social 
media, Maxim launched a limited-edition line 
featuring Kakao Friends characters on product 
packaging and Kakao Friends dishware.

Consumers were eager to collect Kakao 
Friends’ freebies and share on social media. 
This marketing initiative targeted millennial 
consumers’ purchasing habits and expanded 
instant coffee’s consumer base, as a result.

‘Iced’ Revs Up Instant Coffee
Iced instant coffee is also growing in 
popularity. Millennials are looking for unique 
coffee formats and flavoured tastes. Iced coffee 

The Instant Coffee 
Transformation in Asia

Blendy stick 
recently 

launched 
an instant 

iced coffee 
version to 
appeal to 

younger 
consumers 

in Asia. 
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delivers on these qualities, giving younger 
Asian consumers a way to differentiate their 
coffee culture from other generations.

Iced coffee used to be considered a seasonal 
drink for the summer, while hot coffee 
dominated overall sales. However, millennials 
and Gen Z are now enjoying iced coffee 
throughout the year. Compared with hot coffee, 
iced coffee maintains taste and temperature for 
a longer time. As a result, iced coffee has been 
stealing share from hot coffee. This trend started 
at coffee shops like Starbucks and is expanding 
further into retail. Japan’s Aginomoto launched 
an iced version of its best-selling coffee brand 
Blendy, which dissolves in cold milk. The 
manufacturer also provides various recipes for 
consumers who are interested in experimenting 
with their coffee beverages. 

During the Covid-19 pandemic in Asia, 
Dalgona coffee became a popular trend as 
consumers experimented at home. This coffee 
is inspired by South Korea’s old-fashioned 
toffee candy Dalgona, which was popular in the 
1970s. While homebound, Koreans whipped 
soluble coffee and topped it on iced milk to 
create the Dalgona coffee beverage. This trend 
has been spreading throughout social media, 
even going abroad to countries outside of Asia, 
and soluble coffee received a massive spotlight. 
Dalgona coffee is a prime example of how 
younger generations experiment and consume 
coffee in unique ways.

Black Coffee Makes a Comeback
Modern consumers want personalised options, 
rather than ready-made ones. As tastes become 
more segmented, consumers are choosing 
coffee origins, roast levels and blending recipes 
that align with their personal preference. In 
Taiwan, for example, coffee shop servers ask 
customers how much sugar they would like in 
their coffee or tea, and customers can choose 
from zero percent to 100 percent depending on 
personal taste.

For that reason, ready-made instant coffee 
mixes have experienced slow growth in 
Taiwan. Three-in-one instant coffee mix is 
not as attractive. Instead, instant coffee brands 
turned their focus to black standard coffee. 
Black standard instant coffee is a healthier 
option, since there are no added sugars or milk 
powders. Plus, this variety allows the consumer 
to tailor the beverage to their preferred taste. 
As a premium offering, Nestlé added ground 
coffee particles to the Nescafé Gold Blend, 
which mimics fresh coffee beans, rather than 

Oryoon Lee is a Seoul, South Korea-based industry analyst 
specializing in drink and tobacco research at Euromonitor 
International. She covers drinks and tobacco industries and spe-
cialises in analysing the impact of legislation on business. Her 
current professional focus is providing a clear picture of market 
developments, key trends, and the positioning of major compa-
nies operating in the Asia Pacific region.

regular instant coffee powder. These particles 
give the impression that the taste is similar 
to freshly brewed coffee, which appeals to 
consumers who are looking for a high-quality 
product.

Looking ahead, at-home products are 
expected to perform well due to the impact of 
the Covid-19 pandemic. In 2020, the instant 
coffee market in Asia Pacific is expected to 
grow 7.5 percent, reaching USD $11 billion, 
according to London-based Euromonitor. As 
consumers adapt to a new normal, there will be 
a shift in purchasing occasions and habits, 
which could boost demand for the category. 

Market Share: Fresh Coffee vs. Instant Coffee by Region

Maxim ‘s 
marketing 

campaign us-
ing KakaoTalk 
emoticons to 

engage young-
er generations 
with its instant 

coffee was 
successful.
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The International Coffee Organi-
sation (ICO) announced that while 
all Arabica groups trended down-
ward in May 2020, the Robusta 
group indicator rose by 0.9 per-
cent to 64.53 US cents/lb.

In May 2020, the ICO compos-
ite indicator averaged 104.45 US 
cents/lb, 4.1 percent lower than 
in April and the second consecu-
tive month of decrease. The daily 
price of the ICO composite indi-
cator reached a high of 107.29 
US cents/lb on 11 May, and then 
declined over the next two weeks 
reaching a low of 98.68 US cents/
lb on 29 May.

Expectations of a larger output 

from Brazil’s 2020-21 crop, the 
harvesting of which is underway, 
and the ongoing bearish expecta-
tions for demand, put downward 
pressure on prices in May.

All Arabica group indicator pric-
es presented a downward trend in 
May 2020. Colombian Milds fell by 
4.3 percent to 154.96 US cents/lb, 
and Other Milds by 3 percent to 
149.84 US cents/lb. As a result, the 
differential between Colombian 
Milds and Other Milds narrowed 
by 30.8 percent to 5.12 US cents/
lb. Prices for Brazilian Naturals 
fell by 8.6 percent to 101.69 US 
cents/lb. In contrast, Robusta pric-
es rose in May 2020, following five 

consecutive months of decline, 
and averaged 64.53 US cents/lb, 
0.9 percent higher than the pre-
vious month.

The New York Arabica futures 
market fell by 6.9 percent to an 
average of 107.54 US cents/lb in 
May 2020 while the London Ro-
busta futures market rose by 0.5 
percent to 54.67 US cents/lb. As a 
result, the spread between Arabi-
ca and Robusta coffees, as meas-
ured on the New York and London 
futures markets, decreased to 
52.87 US cents/lb, which is 13.5 
percent lower than in April. Cer-
tified Arabica stocks decreased 
by 2.8 percent month-on-month 
to 2.05 million bags in May 2020, 
which is the fourth consecutive 
month of decline.

The volatility of the ICO com-
posite indicator decreased by 2.9 
percentage points to 7.7 percent 
over the past month, after two 
months of increased volatility 
as highlighted in the ICO Coffee 
Break No. 2. The volatility of all 
Arabica group indicators fell in 
May 2020. Other Milds decreased 
by 4.3 percentage points to 8.6 
percent, Brazilian Naturals by 3.9 
percentage points to 10.3 per-

May 2020 Green Coffee Report
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cent and Colombian Milds by 3.5 
percentage points to 7.6 percent. 
However, the Robusta group indi-
cator volatility was 6.8 percent, an 
increase of two percentage points 
from April 2020.

A Mixed Bag for Exports
Global shipments in April 2020 
totalled 10.82 million bags, 3.1 
percent lower than the 11.17 mil-
lion bags exported in April 2019. 
Exports in the first seven months 
of coffee year 2019-20 reached 
72.78 million bags, down by 3.8 
percent compared to 75.67 mil-
lion bags for the same period in 
2018-19. Shipments of Arabica 
fell by 7.7 percent to 45.27 mil-
lion bags in October 2019 to April 
2020 while Robusta shipments 
increased by 3.3 percent to 27.52 
million bags.

Exports from Africa increased 
by seven percent to 7.66 million 
bags in the first seven months of 
coffee year 2019-20. Ethiopia’s 
shipments during this period in-
creased by 19.2 percent to 2.04 
million bags and its shipments 
in April 2020 rose by 20 percent 
to 374,000 bags due to a greater 
availability of coffee for export. 
Uganda’s exports grew by 19.6 
percent to 2.93 million bags, re-
flecting greater output from new-
er trees coming into production. 
Its shipments in April 2020 rose 
by 17.5 percent to 360,000 bags. 
Shipments from Côte d’Ivoire de-
clined by 3.8 percent to 953,000 
bags in the first seven months of 
coffee year 2019-20. 

However, much of this decline 
occurred in April when exports 

fell by 52.4 percent to a provision-
ally estimated 60,000 bags due to 
the lower availability of shipping 
containers.

Shipments from Asia and Oce-
ania rose by 0.6 percent to 23.62 
million bags in October 2019 
to April 2020. Vietnam’s exports 
in the first seven months of cof-
fee year 2019-20 are estimated 
at 16.4 million bags, 1.1 percent 
lower than in the same period one 
year ago, due to lower demand 
and low prices discouraging farm-
ers from selling their harvest. 

Indonesia’s shipments in Oc-
tober 2019 to April 2020 rose 
by 43.5 percent to 3.63 million 
bags and its exports in April 2020 
reached 509,000 bags, up by 0.8 
percent compared to April 2019.

Exports from India in the first 
seven months of coffee year 
2019-20 fell by 18 percent to 
2.91 million bags and in April 
2020, decreased by 41.3 percent 
to 351,000 bags. Strict measures 
against Covid-19 in April contrib-
uted to the reduction in exports 
as well as lower prices and a 
smaller harvest.

In the first seven months of cof-
fee year 2019-20, exports from 
Central America and Mexico de-
clined by 4.9 percent to 8.77 mil-
lion bags. In October 2019 to April 
2020, shipments from Honduras 
fell by 6.7 percent to 3.5 million 
bags and its exports in April 2020 
decreased by 19.8 percent to 
748,000 bags. Guatemala’s ship-
ments in the first seven months of 
the coffee year fell by 3.1 percent 
to 1.66 million bags while Nica-
ragua’s exports during this period 

  www. teaandcoffee.net   |  TEA & COFFEE TRADE JOURNAL  35

rose by 16.7 percent to 1.56 mil-
lion bags.

Exports from South America 
from October 2019 to April 2020 
fell by 8.6 percent to 32.74 mil-
lion bags. Brazil’s exports in the 
first seven months of coffee year 
2019-20 decreased by 8.6 percent 
to 23.11 million bags. However, its 
exports in April 2020 rose by 2.5 
percent to 3.35 million bags. Part 
of the growth in April is attribut-
ed to an increase of 12.3 percent 
in shipments of soluble coffee, 
which reached 357,000 bags.

Exports of green coffee grew by 
1.5 percent to 2.99 million bags. 
A decline of 1.1 percent in green 
Arabica shipments to 2.68 million 
bags was offset by a rise of 30.3 
percent to 313,000 bags for green 
Robusta.

After strong growth in the first 
part of the coffee year, Colombia’s 
exports in October 2019 to April 
2020 declined by 6.5 percent to 
7.5 million bags and its shipments 
in April 2020 fell by 26.4 percent 
to 642,000 bags. According to the 
National Federation of Coffee 
Growers of Colombia (FNC), pro-
duction in April 2020 decreased 
by 27.8 percent to 744,000 bags, 
which is the lowest volume in 
April since crop year 2011-12.

Peru’s shipments in the first 
seven months of the coffee year 
fell by 17.7 percent to 1.84 million 
bags, but its exports in April 2020, 
the start of its new crop year, rose 
by 13.5 percent to 67,000 bags.

OOH Consumption Weak 
Amid Covid-19
In 2019-20, world coffee con-
sumption is estimated at 166.06 
million bags, 0.5 percent higher 
than in 2018-19. Although several 
countries have started to slowly 
reopen non-essential activities, 
out-of-home coffee consumption 
is anticipated to remain weak for 
some time. Additionally, job losses 
could lower demand, particularly 
for non-habitual consumers. Pro-
duction in 2019-20 is estimated 
at 167.91 million bags, which 
could exceed consumption by 
1.85 to 3.42 million bags, depend-
ing on the impact of Covid-19. 

World Exports October to April
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Luxury British tea brand, Newby 
Teas, is collaborating with the Van 
Gogh Museum in Amsterdam for a 
new tea collection.

Celebrating Vincent Van Gogh’s 
floral paintings, Newby Teas has 
developed three special fine tea 
blends that embody Van Gogh’s 
iconic masterpieces. The collec-
tion is made up of Sunflower Dew, 
Earl Grey and Almond Calm tea 
blends and each tea caddy fea-
tures one of Van Gogh’s paintings.

Newby Teas’ new line is avail-
able online and at the Van Gogh 
Museum, home to the world’s larg-
est collection of works by the art-
ist. The museum honours the life 
and work of Van Gogh and the art 
of his time. Each purchase from 

the Museum shop supports the 
work of the Van Gogh Museum.

Aneta Aslakhanova, global mar-
keting director at Newby Teas, 
said, “Working with the Van Gogh 
Museum has been such an inspi-
rational project for Newby. As we 
are partly owned by the N Sethia 
Foundation, Newby has always 
supported the preservation and 
celebration of art. We share this 
with our friends at the Van Gogh 
Museum, as they are supported by 
the Van Gogh Foundation, work-
ing to preserve the art of one of 
the great masters of our time. We 
are extremely proud to showcase 
this collection.”

The new Van Gogh line features:
• Sunflower Dew: This floral green 
tea blend reflects one of Van 
Gogh’s most famous paintings, 
Sunflowers. Newby Teas says that 
the flavour of the delicate leaves 
is enhanced by the addition of 
sunflower petals and the irresisti-
ble light scent of jasmine.

Newby Teas Partners with Van Gogh Museum for New Collection
• Earl Grey: A full-bodied black tea 
combining the citrus tinge of nat-
ural bergamot with intense notes 
of malt. Newby Teas says this 
black tea reflects the powerful 
complementary colours used by 
Van Gogh for his work Irises. Corn-
flower petals add a floral contrast 
to this robust blend, imbued with 
natural bergamot oil.
• Almond Calm: This black tea re-
flects the beauty and delicacy of 
Van Gogh’s much-loved Almond 
Blossom, a painting symbolising 
new life. The leaves are infused 
with the natural flavour of al-
monds and the tea reportedly 
features light notes of vanilla and 
warm toasted almond, with a hon-
eyed aftertaste.

Newby Teas’ new collection is 
exclusively available online at 
www.newbyteas.co.uk, at Newby 
Tea’s luxury boutique in Gstaad, 
Switzerland, at the Van Gogh Mu-
seum, and online at www.van-
goghmuseumshop.com.
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Steep Echo Tea from Bel Lav-
oro Orchards has announced 
its Boozy Summer Stir, Shake 
& Sip Series, featuring three 
new cocktail concoctions 
created with Steep Echo’s 
caffeine-free olive leaf tea 
blends.

First in the new series of 
recipes is the Steep Echo 
Bloom Gin Gimlet, followed 
closely by the refreshing 
Steep Echo Ginger Hush Fizz 
and the Steep Echo Tend 
Tea-Tini, to be released in July 
2020.

With all natural olive leaf 
teas serving as the base for 
each cocktail, the Bloom Gin 
Gimlet features Steep Echo’s 
distinctive Bloom tea; an im-
mune-boosting blend that 
fuses organic olive leaf with 
Peppermint, Echinacea Root, 
Licorice Root, Thyme, Rose-
mary and Natural Cranberry 
Flavour.

“There is a preconception 
that tea is meant to be a more 

serious beverage and only 
sipped hot or on its own over 
ice, but we discovered that our 
all natural tea blends make 
for the perfect ingredients for 
summertime imbibing,” noted 
Bel Lavoro owner, Kimberly 
Branum. “We came up with 
this idea of Steep Echo Tea 
cocktails so we could show-
case our tea’s versatility and 
depth of flavours that pair so 
great with different alcohol 
categories.”

Steep Echo is one of very 
few tea makers worldwide to 
exclusively use the olive leaf 
for its production.

For more information, visit: 
steepecho.com.

Steep Echo Tea Launches Boozy 
Summer Stir, Shake & Sip Series

Clipper Teas Offers Free  
Eco Cup Promotion
Clipper Teas is rewarding its loyal UK tea 
drinkers with a free illustrated bamboo cup 
in exchange for four tokens found on spe-
cial packs. Offering a more environmen-
tally friendly way to enjoy tea, Clipper’s 
new on-pack promotion is printed on over 
400,000 packs of the brand’s Everyday Tea. 
The packs are available now in a variety 
of retailers including Tesco, Ocado and 
Sainsbury’s, until all packs are sold.

Each free cup, made from natural, re-
newable bamboo fibre, is BPA free and 
dishwasher safe. Clipper Teas’ products 
are all made with pure natural ingredients 
and a clear conscious, so the cup reflects 
its philosophy of ‘making every cup count.’ 

Through the promo, Clipper aims to 
discourage the unnecessary use of pa-
per cups and single-use plastic, by giving 
consumers their own washable and reus-
able cup.

Wessanen UK category and marketing 
director, Bryan Martins said, “Everything 
Clipper does is guided by its commitment 
to natural, fair and delicious tea, which 
extends to the new on-pack promotion. 
We wanted to give loyal customers a gift 
that serves a sustainability purpose – 
encouraging them to re-use their cup.”
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Teavana is welcoming the warmer 
weather ahead in the US, by bring-
ing tea fans three new ready-to-
drink Wellness Craft Iced Teas and 
three new herbal tea sachets.

Teavana’s new Wellness Craft 
Iced Teas are available in three 
flavours:
• DEFENSE Orange Cinnamon 
White Tea: A smooth, citrus-bright 
white tea blend with hints of 
orange peel, cinnamon, ginger, 
blackberry leaf and added vitamin 
C and “honey-kissed” for sweet-
ness. Teavana’s at-home serving 
tip: pour this tea in a tall pint 
glass with crushed ice and add 
an orange slice garnish for aroma 
and flair.
• BALANCE Watermelon Basil Oo-
long Tea: An Oolong tea blend 
of watermelon flavour and bas-
il leaves plus turmeric — “hon-
ey-kissed” for sweetness. Teava-
na’s at-home serving tip: mix this 
tea with ice in a cocktail shaker, 
shake it up and pour in a glass 

Teavana Introduces New Iced Teas and Herbal Tea Sachet Flavours 
tumbler – add a watermelon gar-
nish for extra refreshment.
• REFRESH Blueberry Mint Herb-
al Tea: A mint herbal tea blend of 
blueberry flavour alongside hi-
biscus and ginger — without any 
added sugar. Teavana’s at-home 
serving tip: muddle mint leaves 
and add to this tea for an extra 
crisp flavour boost.

Teavana’s new herbal tea  
sachets are available in three  
flavours:
• Mandarin Mimosa Herbal Tea: 
Real mandarin orange peel, man-
go and papaya flavours are in-
fused with lemongrass in this 
herbal blend. Teavana’s at-home 
serving tip: brew this tea iced and 
add an orange wheel for an added 
punch of citrus.
• Spiced Apple Cider Herbal Tea: 
Juicy, crisp apple flavour blended 
with warm cinnamon and clove 
spices in a “comforting” herbal tea 
blend that features South African 
rooibos. Teavana’s at-home serv-

ing tip: garnish this tea with cin-
namon sticks for extra spice.
• Lemon Ginger Bliss Herbal Tea: 
Ginger and citrus paired with 
sweet, creamy notes of strawber-
ry. Teavana’s at-home serving tip: 
brew this tea iced and add a touch 
of honey for a bit of natural sum-
mer sweetness.

The new Wellness Craft Iced 
Teas join Teavana’s existing Craft 
Iced Tea and Sparkling Craft Iced 
Tea lineups and are now available 
in-store at select retailers includ-
ing Whole Foods Market for 
an MSRP of USD $2.39 per 12 
fl oz bottle. Select flavours are 
also available at Starbucks 
stores.

Available where groceries 
are sold and on Amazon for an 
MSRP of $5.99, the herbal teas 
are the newest flavours to join the 
lineup of Teavana’s premium tea 
sachets, first introduced in 2018.

For more information, visit:  
teavana.com.
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A Noteworthy Anniversary
Hälssen & Lyon celebrates its 140th anniversary in 2019. It 
began in January 1879, when Alfred Moritz Lyon and Gustav 
Vincent Hälssen established their joint tea trading company 
in Hamburg, and later became the first tenants to move into 
the then new, visionary Speicherstadt warehouse district, 
now a UNESCO World Heritage site.

From the beginning, the company favoured a joint approach 
with other business players, in order to speak with one voice 
in matters of importance for the tea industry. It became a 
founding member of the German Tea Association, est. 1917, 
and an active member of the US Tea Association in 1979.

The world of tea literally comes together under Hälssen & 
Lyon’s roof – supplemented by its large production plant 
and warehouse in Hamburg-Allermöhe. High-quality teas 
and tea specialties from the world’s best-known tea regions, 
and superior grades of herbs and fruits are traded, refined, 
blended, flavoured and packed here.

True to its corporate credo to offer tea in every imaginable 
form from a single source, the company’s repertoire includes 
flavoured teas and herb or fruit infusions, tea extracts, 
instant products like powder mixes, and freshly-brewed ice 
teas for the refrigerated section.

Hälssen & Lyon sources raw materials in more than 130 
countries, based on numerous long-standing and trusting 
partnerships with the world’s best tea gardens and suppliers. 
The company strives to offer customers the entire spectrum 
of services – from ingredients to packaged tea products and 
state-of-the-art applications, as well as innovative custom-
er-specific products and concepts. And it keeps adding new 
chapters to its 140 years in the international tea business.

Hälssen & Lyon GmbH
Pickhuben 9
20457 Hamburg, Germany
Managing Directors:
Andrew Bergmann, 
Dietmar Scheffl er

Tel: +49 40 36 14 3-0
Email: 
info@haelssen-lyon.com
www.haelssen-lyon.com

DemuslabThe world of Te a under one roof

Our business approach is simple: to be the best 
quality partner for quality partners offering quality 
brands. Starting with reliable sourcing, we deliver 
an astounding variety of premium teas, fruits, herbs 
and their extracts – produced and refined in-house. 
According to our very high quality standards and 
overseen by our experienced tea experts. 

Our broad scope for innovative product creation 
and turnkey  manufacturing allows us to offer the 
benefits of a true one-stop shop. From tailored 
recipes to packaging. Whatever your needs, we find 
the right twist for you.

desiredwe find a twist
for any

Tea producT.

www.haelssen-lyon.com
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Jenco have over 50 years’ experience in 
the materials handling industry. In that 
time, they have become a market-lead-
ing supplier to manufacturers in a range 
of sectors including tea and coffee, food, 
chemical, and pharmaceutical. 

With both design and manufacturing 
capabilities, as well as a comprehensive 
test facility in Wellingborough, Jenco’s 
experienced team have the wealth of 
industry knowledge needed to turn a 
simple concept into a full turnkey solu-
tion. Their commitment to meeting the 
developing needs of their customers 
means they are continuously produc-
ing innovative conveying and handling 
solutions for a range of process con-
ditions, even for the most difficult of 
materials. 

For tea and coffee businesses, Jenco 
offers a variety of vacuum conveying 
systems for the transport, mixing, and 
blending of tea and coffee products, as 

well as storage hoppers and emptying 
stations for large bags and boxes. All 
materials used for these systems are 
FDA-approved, while a partial series 
of their conveyors are accepted by the 
USDA, certified by 3-A sanitary stan-
dards. Meeting all the required safety 
and hygiene standards for food han-
dling applications, Jenco’s systems can 
be trusted to safely convey any powders 
and granules, even those sensitive to 
humidity and contamination. 

Aiming to offer the best quality service 
possible to every one of their customers, 
Jenco not only provide market-leading 
products, but also a range of sales and 
aftercare services, from initial consulta-
tion, design, and installation to servicing 
and repair. Get in touch on +44 (0) 1933 
235910 or email sales@jenco.co.uk to 
find out more about Jenco’s range of tea 
and coffee manufacturing solutions.

Jenco

Unit 3 Everitt Close
Denington Industrial Estate
Wellingborough
Northamptonshire NN8 2QE
UK

Tel: +44 1933 235910
Fax: +44 1933 274663
Web: www.jenco.co.uk

Jenco

With over 50 years’ experience in the materials handling 
industry, Jenco are a market-leader in their trade, off ering 
design expertise and manufacturing capabilities that are 
second to none. 

Whatever your requirements, you can rely on Jenco to 
provide the perfect solution, from storage hoppers and 
vacuum conveyors to dischargers and emptying stations. 

Operating from a state-of-the-art test facility in 
Wellingborough, Jenco’s commitment to innovation and 
development make them the trustworthy choice for all 
your materials handling needs. 

T(ea) is for
trustworthy

+44 (0)1933 235910   |  www.jenco.co.uk
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From rich Italian espresso brewed from 
a single-serve capsule, to the sweet 
taste of Turkish coffee, to bold drip 
brewed coffee, MPE equipment and 
systems take on the process challenges 
of each style. 

Since 1957, MPE, headquartered in 
Chicago, has grown to a global reach, 
often being the first to bring solutions to 
the industry. One of the first MPE break-
throughs was protecting the integrity of 
Turkish coffee from the heat generated 
with traditional stone grinders. MPE was 
the first to manufacture water-cooled 
roller mills which revolutionized Turkish 
coffee process systems in Europe, the 
Middle East, and Asia. Recently, MPE 
took on the challenge of fitting its pre-
cision grinding and densification tech-
nology into a size small enough for 
grinding above capsule filling machines. 
The first of its kind, ultra-compact, “In 
Situ” Model 600.IS roller style capsule 
coffee grinder was designed to operate 
“in place,” on top of capsule, pod and 
any other type of packaging machines. 
The In Situ already operates in several 
world-class facilities.

Another MPE solution involved cof-
fee transport, where ineffective and 
often unreliable conveying technologies 
adversely affected coffee quality with 
excessive roasted whole bean break-
age and grind size declassification. Ten 
years ago, MPE took on this challenge 
and introduced Chain-Vey, a Tubular 
Drag Conveyor that incorporates a high 
strength chain, wear resistant pucks, 
and a flexible design to move coffee at 
greater distances, with less energy, and 
with no degradation in quality.

Even now, Chain-Vey’s product line con-
tinues to grow to meet new customer 
needs. MPE’s Mega 8in diameter Chain-
Vey is a recent innovation that gently 
moves up to 2,000 cubic feet of coffee 
per hour in a single system.

“Listening to our customers enabled 
MPE engineers to design a solution 
that would help move larger quantities 
of green, roasted, and ground coffee 
more efficiently while protecting cof-
fee’s aroma, flavor, and volatiles,” says 
Dan Ephraim, President and CEO of MPE. 

MPE’s determination and innovative 
spirit has not only helped the company 
take on challenges and move forward, 
but helped the coffee industry move 
forward too. Complete system designs, 
offered by MPE’s Systems Group, with 
the aim of maximizing efficiencies and 
quality, mean better environmental 
stewardship in coffee processing and 
in answering the world’s demand for 

higher quality coffee products.

MPE’s complete turnkey coffee process 
solutions encompass all stages of coffee 
production. From green coffee unload-
ing and cleaning, to green and whole 
bean batching, blending and storage, to 
grinding and degassing, to the transport 
between all operations, MPE’s Systems 
Group takes on customer challenges 
with custom process and automation 
solutions. 

“Customers utilizing our Systems Group 
to engineer and implement a complete 
processing line benefit by integrating 
both Chain-Vey and MPE Grinders for 
a total, custom solution” adds Ephraim.

MPE continues to hone the strengths 
that have been core to its 62 years 
of success; Continuous Innovation, 
Precision Engineering, and Unwavering 
Support.   

Modern Process Equipment

3125 S Kolin Ave
Chicago, IL 60623, USA

Tel: +1 773 242 2983
Email: edmund@mpechicago.com

Web: www.mpechicago.com

Modern Process Equipment

Complete MPE-designed coffee process system in 
construction.

World-class coffee transport using Chain-Vey

Taking on challenges with innovative, precision engineered
grinders and systems.

Model 600.IS ‘In Situ’ inside a coffee processing 
plant in Belgium.
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Rouses Markets and PJ’s Coffee 
of New Orleans, two well-known 
Louisiana-based brands, have 
come together to create a special 
coffee blend to celebrate a mile-
stone anniversary for the grocery 
retailer. Rouses 60th Anniversary 
Dark Roast Coffee is the newest 
addition to the grocer’s line-up 
of coffee blends and is availa-
ble in both 12-ounce bags of 
ground coffee (MSRP USD $5.99) 
and 12-count single serve box-
es (MSRP $5.99) in all 64 stores 
throughout Louisiana, along the 
Mississippi Gulf Coast and lower 
Alabama.

Donny Rouse, the CEO of fam-
ily-owned and operated Rouses 
Markets, approached PJ’s Coffee 
roastmaster Felton Jones in May 
2019 to start the process of creat-
ing the right blend for the brand. 
Jones hosted Rouse for a cupping, 
a tasting technique used by pro-
ducers and buyers of coffee from 
around the world to check the 

Global green coffee company Ally 
Coffee, with its United States-
based specialty office and quality 
control lab in Greenville, South 
Carolina, has launched Ally Open, 
a new online platform to con-
nect small and emerging roasters 
with green coffee, learning pro-
grammes and resources in order 
to get new operations up and 
running and to excel in the early 
stages of running a coffee busi-
ness.

The three components of Ally 
Open are its small box green cof-
fee sales, comprehensive learning 
courses and library of resources 
about green coffee production, 
processing and sourcing.

Ally Open offers a curated se-
lection of Ally coffees in 25-lb 
and 50-lb boxes shipped from 
its Greenville location directly 
to roasters in the 48 continen-
tal United States. Green coffee is 
available in three categories: re-
serve lots, microlots, and core cof-
fees to meet the quality and price 
needs of a range of roasters.

Roasters can buy the coffee on-
line with a credit card and imme-
diately receive shipment tracking 
information.

“We want to introduce this 
platform to coffee professionals 
throughout the industry, but es-
pecially to roasters starting out 
in their careers or are building 
up their own business, seeking 
to find resources, tools, and green 
coffee,” said Ally Coffee COO, Ri-
cardo Pereira. “Staying true to 
our purpose, we want to contin-
ue opening up opportunities that 
move coffee forward and sharing 
the partnerships we’ve built with 
producers to a new set of roasters.”

Ally Open’s learning courses 
cover roasting, food safety and 
sensory evaluation. The Essential 
Coffee Roasting Course featuring 
Rob Hoos is a fully online course 
with 14 videos and a detailed 
companion workbook written by 
Ally Coffee’s director of Learning, 
Ildi Revi.

“Ildi and I came together to cre-
ate an online beginners roasting 

Ally Coffee Launches New Online Platform for Small and Emerging Roasters
course. The result is a formal-
ly designed sequential learning 
programme featuring resources, 
worksheets, charts, graphs and 
references to 64 scientific and 
industry sources,” 
said Hoos.

Essential Food 
Safety for Coffee 
Operations also 
has an online, 
self-paced com-
ponent in addi-
tion to a custom-
ised consulting 
portion to help 
coffee roasters comply with food 
safety regulations.

Ally Open also features a Get 
Inspired blog with a wealth of 
information for coffee industry 
professionals looking to better 
understand where and how coffee 
is produced, the differences be-
tween origins, processing termi-
nology, and other aspects of the 
coffee trade.

To access Ally Coffee’s online 
platform, visit: allyopen.com.

Rouses Launches 60th Anniversary Blend in Partnership with PJ’s Coffee
quality and flavours of a batch 
of coffee, to find the right flavour 
profile. The final product is the 
60th Anniversary Dark Roast blend, 
which has a rich flavour with a 
nut-like finish.

“Rouses and PJ’s Coffee has a 
longstanding partnership and we 
were excited to work with them 
to create a unique, robust coffee 
blend for their 60th anniversary,” 
says Jones. “We look forward to 
celebrating a fellow Louisiana 
brand for many years to come.”

PJ’s Coffee beans are imported 
from Finca Terrerito, a Honduran 
coffee farm that PJ’s Coffee adopt-
ed in 2016. Jones works directly 
with farm owner Al Lopez to iden-
tify and source the highest quality 
coffee, using the top one percent 
of Arabica beans. By working with 
PJ’s Coffee, Rouses Market is di-
rectly supporting the small farm 
and its immediate community. 

“PJ’s has been producing out-
standing coffee for over 40 years 

and we could not think of a bet-
ter Louisiana partner to create 
such a special blend,” said Rouse. 
“We know our customers will 
thoroughly enjoy the dark roast 
blend celebrating 60 years as the 
number one grocery retailer in the 
Gulf Coast.”

The 60th Anniversary blend 
launched in stores in April will 
be available for purchase through 
December 2020. Due to the ongo-
ing Covid-19 crisis, PJ’s Coffee will 
sample the blend in-stores later 
this year when it is safe to do so.

For more information visit: 
pjscoffee.com or rouses.com.
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Samuel Schär Assumes
Responsibility for Bühler’s 
Global SAS Organisation
Samuel Schär, in addition to his 
current position as CEO of Bühler’s 
Advanced Materials business, has 
assumed responsibilities as head 
of Bühler’s sales and service (SAS) 
organisation following the death 
of Dieter Vögtli who passed away 
5 June. Schär’s new position took 
effect 9 June.

This internal succession solu-
tion had been in preparation 
for a longer time. Samuel Schär 
graduated as a physics engineer 
from the Swiss Federal Institute 
of Technology in Lausanne (EPFL) 
and joined Bühler in 2002. He took 
charge of the then newly founded 
Nanotechnology Business Unit in 
2005 and was later responsible 
for the Business Area Grinding 
& Dispersing. In 2013, Schär was 
promoted to Bühler’s executive 
board as the CEO of the Advanced 
Materials business.

“We consider ourselves for-
tunate to ensure continuity for 
our important global service and 
sales organisation with Samuel 
Schär, who is a very successful and 
experienced member of our team. 
We wish him the best of success in 
this new role,” said Stefan Schei-
ber, CEO at Bühler Group, Uzwil 
Switzerland.

Port of NOLA Elects Darryl D 
Berger New Chairman
The Board of Commissioners of the 
Port of New Orleans (NOLA) select-
ed new officers with the election 
of Darryl D Berger as chairman; 
William H Langenstein, III, as vice 
chairman; and Charles H Ponstein 
as secretary-treasurer during the 
June monthly board meeting.

Port Commissioners also serve 
as directors of the New Orleans 
Public Belt Corporation (NOPB), a 
wholly owned Port NOLA subsid-
iary. Berger will serve as chair-
man of NOPB’s board of directors, 
Langenstein as vice chairman and 
Ponstein as secretary-treasurer. 
Tara C Hernandez, the most re-
cent past chair of both the Port 
NOLA and the NOPB, will continue 
to serve on the board as a com-
missioner until her five-year term 
ends in July 2021.

“Chair Hernandez has done an 
excellent job during her tenure 
as chair, advancing many critically 
important initiatives for the Port,” 
said Berger. “I look forward to con-
tinuing her positive vision and fo-
cusing on preparing Port NOLA for 
future growth. Together with my 
fellow commissioners and Port 
leadership, we will also continue 
to successfully navigate through 
the challenges we face due to 
Covid-19 impacts.”

Berger joined the Port NOLA 
and NOPB boards in February 
2017 when Gov John Bel Edwards 
appointed him. He brings a wealth 
of experience in real estate devel-
opment, finance and entrepre-
neurial endeavours to the Board. 
He is a respected leader within 
the Greater New Orleans business 
community and the hospitality in-
dustry. 

Berger is the founder and chair-
man of The Berger Company Inc. 
and an investor, developer, and 
financier of real estate. His com-
pany has owned or developed in 
excess of USD $1 billion of real 
estate, including more than two 
dozen retail shopping centres, 
various hotels, office buildings, 
multi-family projects and parking 
facilities.

He served for nine years as chair 
of the New Orleans Tourism and 
Marketing Corp; is the immediate 
past chair of the board of trustees 
of Tulane University; and is an 
emeritus member and former vice 
chairman of the board of trust of 
Vanderbilt University. Berger also 
serves as a member of the board 
of directors and executive com-
mittee of New Orleans and Com-
pany (formerly CVB).

He has served as the inaugural 
chair and founding member of the 
French Quarter Festival; a found-
ing member and first chair of 
the French Quarter Management 
District; and founding member 
and first chair of the Vieux Carre 
Commission Foundation. He also 
currently serves as a member of 
the board of the University Med-
ical Center (UMC) where he was a 
founding member and past chair.

Berger has been the recipient of 
many awards and recognition for 
his work in the business commu-
nity and in human rights.

The Port NOLA Board consists of 
seven members. They are unsala-
ried and serve five-year staggered 
terms. The Governor of Louisiana 
appoints members from a list of 
three nominations submitted by 
local civic, labour, education, and 
maritime groups.

The PLMA Appoints Peggy 
Davies Acting President 
The board of directors of the 
Private Label Manufacturers As-
sociation announced that Peggy 
Davies has been named acting 
president of the association. Her 
appointment follows the death 
of Brian Sharoff, president, who 
passed away last month after a 
brief illness.

Since 2016, Davies served as 
PLMA vice president, association 
relations.

“For four decades, Brian was the 
face of PLMA,” said Lisa Manzo-
line, director of sales for Reynolds 
Consumer Products and chairman 
of the board of directors of the 
PLMA. “It is now our responsibil-
ity to focus on the future. As the 
board of directors, we understand 
this is a difficult and challenging 

Samuel Schär

Darryl D Berger
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time for many different reasons. 
We have full confidence that Peg-
gy Davies will be a capable and 
dynamic leader of PLMA at this 
crucial juncture — one who is fa-
miliar with our member base and 
the unique challenges we face 
for the remainder of 2020 and 
into 2021. Peggy has the experi-
ence and qualifications needed 
and is 100 percent ready to car-
ry forward the important work of 
the association from day one, as 
the executive board conducts a 
search to determine a permanent 
successor.”

Davies joined the PLMA as vice 
president in 2016. Before that she 
was elected to the board of di-
rectors in the early 1990s where, 
over the course of two terms, she 
either served on or chaired the 
programming, trade relations, and 
communications committees. She 
was elected board chairman for 
two terms from 2003 to 2004 and, 
among many other accomplish-
ments, dedicated efforts toward 
expanding PLMA’s commitment to 
education for industry executives.

Commenting on her appoint-
ment, Davies said, “I’m honoured 
and deeply grateful to the PLMA 
executive committee and board of 
directors for entrusting me with 
this tremendous responsibility. 

As we deal with Brian’s loss, we 
will best honour his decades-long 
legacy by carrying on his vision, 
which we have worked together 
to build on these last four years. 
I have been inspired by my close 
relationship with him for more 
than 25 years, and with our out-
standing and dedicated staff, I am 
eager to carry forward the excep-
tional programs we created.”

In addition to PLMA, she brings 
three decades of private label 
industry experience in executive 
positions. With Daymon Associ-
ates from 1985 to 1989, she was 
involved in building the private 
label program at Wegmans Super-
markets in Rochester, New York. 
From there she entered the man-
ufacturing business as vice-pres-
ident of private label sales for 
Comstock Michigan Fruit-Agrilink-
Birds Eye. Then, from 1999 to 
2015, she was food service gen-
eral manager for the ingredient 
business at McCain Foods USA, 
based in Chicago.

In 2012, Davies founded Women 
Impacting Storebrand Excellence 
(WISE), a non-profit professional 
development organisation to pro-
motion diversity and inclusion in 
the store brand industry.

IN MEMORIAM: Dieter Vögtli
Bühler Group’s executive board 
member Dieter Vögtli passed 
away 5 June due to a short but 
major illness. Vögtli headed the 
global service & sales (SAS) or-
ganisation of the company and 
was previously responsible for 
Bühler’s business in Asia.

“We lost a great entrepreneur, a 
powerful leader, and a close friend,” 
said Stefan Scheiber, CEO at Bühler 

Group, Uzwil Switzerland.
Vögtli, a mechanical engineer 

who graduated from the Swiss 
Federal Institute of Technology in 
Zurich (ETHZ), started his career 
as a global power plant commis-
sioning engineer at the Swiss-
based Brown Boveri Co. He joined 
Bühler in 2004, first as country 
head China. From 2009 onwards, 
he was also head of Bühler Group 
Asia Pacific.

With his entrepreneurial at-
titude and deep market under-
standing, combined with strong 
empathy for customers and em-
ployees, he was fundamental to 
the success and growth of Bühler 
over the past 16 years, especially 
in Asia.

In his functions, Vögtli also 
served as a member of the Bühler 
Group Executive Board. After 
handing over his responsibilities 
to his successor in Asia, he relocat-
ed with his family back to Switzer-
land in 2018. Vögtli passionately 
cared for his customers, employ-
ees and for the Bühler company.

“Through this, he created a great 
reputation for Bühler and for him-
self. We are thankful to Vögtli for 
his 16 years of service to the com-
pany. Our thoughts are with his 
wife and family,” said Scheiber.  

Peggy Davies

Dieter Vögtli
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In many coffee and tea spill and burn lawsuits, 
the primary complaint is the temperature of the 
beverage – as if a steaming hot drink is a defec-

tive product.
To defend brands and businesses from litigation, a 

coffee expert must convey that to make an excellent 
product, coffee and tea are required to be brewed and 
served at temperatures that can cause serious burns 
if spilled. To determine the ideal conditions for a 
great cup of coffee, it is important to see brewing 
as a scientific cooking process. Water temperature, 
beans, roast, brew time, and grind meld to extract just 
the right amount of the various compounds in coffee. 
Within this alchemy, minor changes in temperature 
can have a big impact on flavour.

As brewed coffee has evolved into the robust, 
vibrant beverage it is capable of becoming, brewing 
methods have changed to accommodate a new under-
standing of the ideal temperatures required.

The Evolution of Coffee Science
Perhaps you remember when the coffee percolator 
was king? Percolators work on the principle of bring-
ing water to a boiling temperature – 212°F (100°C) at 
sea level – and continuously circulating the coffee-in-
fused hot water over the grounds for around 8-10 
minutes, depending on the size of the brewer.

Thankfully, as the world of coffee analysis 
bloomed, careful research of flavour results deter-
mined that water at boiling temperature over extract-
ed many of the undesirable compounds found in 
coffee. Science backed up what taste buds already 
knew: percolators produced astringent, bitter, often 
insipid coffee. As lower temperatures were tested, 
below a certain threshold many of the complex 
flavour compounds were left in the coffee grounds 
and under extracted into the brewed coffee. These 
low temperatures produced a very different, yet also 
unappealing, final product.

The desired temperature range for a palate-pleas-
ing cup of drip brewed or pour-over coffee was iden-
tified as between 195°-205°F (95.5°-96.1°C).

Coffee Around the World
As a side note, studies also determined that contact 
between water and coffee should not be repeated and 
brew time was shortened. Soon after, the automatic 
drip coffeemaker introduced by Mr Coffee in 1972 
became the preferred method of brewing coffee in US 

homes and remains the most popular method today. 
Filter drip brewing remains more popular than man-
ual pour over brewers, such as Melitta and Chemex 
types, and even single cup K-Cup style brewers.

EU countries are as widely varied in their coffee 
habits as in their cultures. Some Nordic countries 
prefer filter drip coffee with a high grounds-to-water 
ratio, producing a strong, full-bodied cup. Although 
the UK still favours soluble (instant) coffee (as do 
many Eastern Europeans), the emergence of coffee-
houses is inducing a shift to filter drip coffee there 
and in France. Italy still prefers the espresso-based 
coffees it originated. The French press, also called a 
press pot, is commonly used in France both at home 
and in some small restaurants. It does not make coffee 
in any volume and is time-consuming and messy to 
clean up afterwards. And Greece has its own style: 
combining coffee with sugar, boiled, and served 
in small quantities, rendered unrecognisable – and 
undrinkable – to many other Western coffee drinkers.

Hot Beverage Safety
Around the world, brewing science continues to 
expand opportunities for brewing a great cup of cof-
fee, and restaurants and foodservice establishments 
are upping their coffee game to attract business.

While ideal serving and drinking temperatures 
will be lower than brewing temperatures, they can 
still be dangerously hot. Consumers are meant to 
take small exploratory sips to sample the flavour and 
determine when the temperature is just right for their 
preference.

Because brewing the best cup of coffee requires 
high temperatures, it’s critical to use best practices for 
hot beverage safety, which include educating servers 
on how to avoid spills, keeping hot drinks out of 
children’s reach, and verbally reminding customers to 
handle their hot drink carefully.

Combining best practices for serving with best 
practices for brewing a delicious cup of coffee pro-
duces the real recipe for success. 

When is Hot Too Hot? 

Views expressed in Straight from the Cup (SFTC) are not necessarily those of Tea & Coffee Trade Journal or Bell Publishing Ltd. If interested in 
authoring an SFTC column, please contact Vanessa L Facenda for full details or questions concerning submissions: vanessa@bellpublishing.com. 
Articles must discuss or analyse a relevant issue, trend or event within the coffee or tea industry, not promote a company or its products.

Dan Cox is the founder 
and president of Dan Cox 
& Associates, a Hinesburg, 
Vermont-based consulting 
company providing strate-
gic management and expert 
witness in hot beverage 
litigation cases. He may be 
reached at: dan@handlinghotbeverages.com.

STRAIGHT FROM THE CUP
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8”NEW
Systems

8” Cable Conveyors  
Typically used to convey:
• Mixed products 
• Nuts
• Extruded snacks

• Coffee
• Chips 
• Popcorn

System Capacity:
• 8” (203.2mm) tube diameter
• Moves up to 2,000 Ft³ (56.6 M³)/hr
• Moves up to 80,000 lbs/hr 
   (36,287 Kgs/hour)
   (depending on bulk density of materials)

Moves up to 
80,000 lbs/hr 

(36,287 Kgs/hour)

+1(641) 673-8451
          www.cablevey.com/roast  

Cablevey is a registered trademark of Intraco, Inc. 06/2020

G e n t l e  C l e a n  R e l i a b l e  C o n v e y i n g

Decades of Global Experience Worldwide. Experts in Cable Conveying Solutions.

48
Years 

in Business

66
Countries 

Served

900+
Products 
Moved

30,000+
Conveyors 

Commissioned



Made from earth,
perfected by water
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Give us a call +57 (6) 8500700 ext. 7327 or visit www.buencafe.com 
and let´s make business together.
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100% COLOMBIAN COFFEE

One of the best-decaffeinated coffees in the world, due to its natural 
decaffeination process Swiss Water®. This 100% chemical free process 
uses pure water to gently removes up to 99.9% of caffeine, keeping the 
attributes of the highest-quality green coffee beans.
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