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June is the third issue T&CTJ has published during 
the Covid-19 pandemic. Although when the issue 
went to press, it was still May and many countries 

were just beginning to lift restrictions. New York City, 
where I reside, was still on full lockdown, but more 
coffeehouses started to re-open via mobile orders and 
delivery/take out only (and cashless payments only), so 
I have been able to treat myself to the occasional “out-
of-home” coffee! Globally, where restrictions have been 
eased, most foodservice establishments, including cafés 
and coffeehouses, have limited seating as well as dispos-
able menus and tableware (plates, glasses, cups, utensils).

In fact, sustainability efforts will be negatively affected 
in both homes and the foodservice channel at least in the 
short term, as several recent studies and articles have 
shown. A March Wall Street Journal article, “War on 
Plastic Takes a Back Seat in Coronavirus Crisis,” reports 
that environmentalists fear that the impact of a tempo-
rary return to disposable plastic cups and bags could be 
lasting. This is not because consumers are less concerned 
about the environment, but they now have more to worry 
about financially, and when purchasing from a foodser-
vice establishment – be it dining in or taking out – many 
safety-oriented consumers will want visible and aggres-
sive sanitary procedures for reassurance.

Hence, our cover story reveals that while many 
eco-friendly initiatives such as energy efficient lighting 
and roasting machines will remain in place at roaster 
retailers’ “back end,” at the “front end” (dine in or take 
out areas), reusable and recyclable cups will be replaced 
by disposable ones, in the short term – at the minimum – 
for health and safety reasons.

Several articles in this issue touch upon Covid-19’s 
impact on the coffee and tea industry. In a piece for our 
New & Notable section, Euromonitor International’s 
Matthew Barry discusses the effect Covid-19 has had 
on the beverage industry in terms of a significant shift 
in occasions – from out-of-home to at-home. He writes, 
“Coffee and tea are essential products to most of the 

world, and people will continue to drink them no matter 
how severe the pandemic or resulting recession. Where 
and how they drink them, though, is going to change a 
great deal in the next few years.” In her Unfiltered col-
umn, Emily McIntyre outlines good business practices 
for remaining resilient in a crisis.

There are also non-Covid-19 articles in this issue. 
The Origin Highlight on Chiapas, Mexico examines 
agroecology strategies coffee farmers are implementing 
to diversify their farms in order to strengthen local food 
sovereignty because often, producing coffee alone does 
not meet all household income and nutrition needs.

Another article discusses how the “third waves” of 
coffee and tea share similarities in demographics and 
consumer appreciation, including the willingness to pay 
for a premium cup and experience.

The popularity of “selenium-rich” green teas is rising 
as they are not only great tasting and healthy, but they 
also command higher prices than comparable non- 
enriched teas. However, our article finds that despite the 
benefits, there are several barriers to promoting selenium 
enriched green teas.

We round out our features with an article on the impor-
tance of finding the right co-packing partner to meet 
today’s unique and continually sophisticating packaging 
needs, and a story on the growing desire for convenience 
within the premium tea sector.

On a side note, time is running out to update company 
listings in the 2020 Ukers’ Global Directory and Buyers 
Guide. If you have not yet done so and would like to 
revise your company’s information, please visit: www.
teaandcoffee.net/zmember/ukers/register to fill out the 
form.

I look forward to seeing everyone again in person 
when we are all freely able to travel and attend “large 
gathering events” again. Stay safe and be well!

    Vanessa L Facenda Editor
vanessa@bellpublishing.com
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NEW & NOTABLE

June 2020

TEA & COFFEE REPORTS BREWING WORLDWIDE
NEW & NOTABLE

The most important effect of Cov-
id-19 on the beverage industry has 
been the massive shifting of occa-
sions. Large amounts of coffee and 
tea are usually consumed in restau-
rants, coffee shops, hotels, airports 
and schools, among other out-of-
home establishments — places that 
are now either shut down or se-
verely restricted in their operations 
throughout much of the world.

One of the keys to understanding 
the pandemic’s effect is to look at 
how these channel shifts are play-
ing out. Coffee and tea are essential 
products to most of the world, and 
people will continue to drink them 
no matter how severe the pandem-
ic or resulting recession. Where and 
how they drink them, though, is go-
ing to change a great deal in the 
next few years.

Demand in the Early Stages of 
the Pandemic
Retail sales started to spike in much 
of the world during March and April. 
Some of this was due to stockpiling 
that affected all consumer goods 
categories, most famously toilet pa-
per. For coffee and tea, the rise of 
retail sales also represented con-

sumers starting to move 
their consumption into 
the home. With the grad-
ual spread of lockdown 
orders, consumers were 
cut off from their nor-
mal beverage sources, 
whether that be a local 
coffee shop or their of-
fice kitchen. They then 
started to drink more at 
home, creating a sharp 
rise in demand through 
retail channels.

While many occasions 
moved easily into retail, 
coffee saw an overall 
decline in consumption as purely 
social occasions were lost entirely. 
Tea lost social occasions as well, but 
also saw a rise in consumption in 
many places because of its strong 
health positioning. Consumers be-
came concerned about keeping 
their immune system in optimal 
shape and chose drinking tea as a 
way to help do that.

The “L-Shaped Recovery”
There will be no sharp recovery for 
the channels that suffered the most 
during the pandemic. Many foodser-
vice outlets will be shut down per-

manently and those that 
reopen will do so under 
new restrictions. Even 
if there are no govern-
ment restrictions, it will 
be a long time before 
people feel comfortable 
hanging out in a coffee 
shop the way they once 

did. Schools and workplaces that 
are able to stay shut or at 

reduced capacity for some 
time will remain that 
way. Pressure is building 
to make remote work 

options per-
manent, and 
many work-

places will 
have fewer on-

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

site employees even post-pandemic.
Recessions have also historical-

ly driven consumers to move their 
beverage consumption into the 
home as a money-saving tactic, 
and the Covid-19 economic impact 
looks to be especially severe. Many 
consumers may want to resume 
their old lives and get back to reg-
ularly stopping by their favourite 
coffee shop every morning but the 
harsh economic realities of the 
looming recession means that not 
all of them will be able to afford it. 
All of this points to the amount of 
coffee and tea consumed outside 
the home recovering in 2021 but re-
maining well under what was once 
forecasted prior to the pandemic.

Home Seclusion as the New Reality
People have not stopped liking cof-
fee and tea, nor have they lost their 
desire to drink better versions of it. 
The key will be aligning this con-
sumption with the new reality of 
home seclusion. Dalgona Coffee 
shows the strong desire to try new 
things and have fun with beverages 
just as there was in 2019. The only 
difference now is that the focus of 
this experimentation is in the home, 
where it may stay for several years. 

Matthew Barry, Beverages Consultant, 
Euromonitor International

What Channel Shifts from Covid-19 Mean for Coffee and Tea 
Dalgona 

Coffee
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Vanessa L Facenda

The Indonesia Tea Industry is Impacted by Covid-19 on all Fronts
Since the first two Indonesian pa-
tients of Covid-19 were confirmed 
on 2 March, the infectious disease 
has spread to all 34 provinces in 
Indonesia within two months. As of 
10 May, the total number of suffer-
ers increased to 14,032, and 5,190 
cases were reported in Jakarta, 
the nation’s capital. Under these 
circumstances, two provinces and 
16 municipalities and regencies 
across the country have imposed 
partial lockdowns that started in 
Jakarta and its surrounding cities 
on 10 April. Additionally, the Islam 
fasting month of Ramadan began 
24 April, followed by some festive 
days, which are the highest trave-
ling season for the largest Muslim 
population of the country. There-
fore, taking preventative measures 
to reduce people’s movement, Pres-
ident Joko Widodo banned all in-
ter-city travel, and the Indonesian 
Transport Ministry has suspended 
all air travel between 24 April and 1 
June, and sea travel from the same 
date until 8 June.

So far, the agricultural sector, in-
cluding tea production, continues 
following safety requirements such 
as social distancing. The Indone-
sian tea industry responded quick-
ly and took necessary action when 
the outbreak began to prevent the 
pandemic from disturbing the tea 
supply chain.

PT Kharisma Pemasaran Bersama 
Nusantara (KPBN) is the marketing 
agent for the agricultural commod-
ities produced by the government- 
owned plantations such as palm 
oil, rubber, sugar and tea. KPBN 
conducts the Jakarta Tea Auction 
every Wednesday, but it decided to 

move to an online auction at the 
end of March. They have already 
established an auction platform 
and started selling off-grade teas 
in 2019. Therefore, 18 March be-
came the last manual “open-cry” 
tea auction in Jakarta, when KPBN 
informed all attending buyers that 
it was going to switch to the digital 
auction for main-grades of teas be-
ginning with the next sales. KPBN 
communicated with individual buy-
ers directly with details and com-
menced the e-auction for all teas 
on 25 March.

A private tea producer and trad-
er, PT Indoglobal Galang Pamitra 
started teleworking in late March, 
prior to the lockdown imposed on 
Jakarta and its satellite cities, in-
cluding Bogor where its office is 
located. Bogor is situated about 50 
km south of Jakarta, and coming up 
and down to attend the Jakarta tea 
auction in a heavy traffic jam or by a 
tightly packed train had been tough 
on Pamitra. The e-auction greatly 
reduced travelling time. However, 
Vladimir Mosyagin, a Russian origin 
associate business partner of PT In-
doglobal, mentioned its merits and 
drawbacks, “Of course the online 

auction saves time on travelling. On 
the other hand, it was nice to meet 
with the auctioneer and other buy-
ers face-to-face in the venue. Now it 
is not practicable.”

He also pointed out the limits of 
teleworking as a tea trader. “Remote 
work is not easier. In the daily busi-
ness, we need to do so many things 
which cannot be available through 
internet. Some of us still go to the 
office when tasting, blending and 
sampling need to be done. For the 
time being it is impossible to make 
the whole business processes under 
computer control and to archive all 
documents in a convenient way.”

PT Indoglobal is involved in tea 
production in Wonosobo, Central 
Java, where it has a 50 percent share 
of a plantation company, PT Perke-
bunan Tambi. The other 50 percent 
is owned by the Wonosobo munici-
pality government, and they manage 
three tea plantations: Tambi, Beda-
kah and Tanjungsari. All are certified 
by the HACCP and the Rainforest 
Alliance, so they have been practis-
ing hygienic requirements in order 
to avoid contamination of bacteria 
or foreign materials. In addition to 
the existing food safety norms, now 
they have introduced social distanc-
ing and reducing workforce num-
bers to try and keep employees safe 
from the new virus.

According to Mosyagin, the main 
difficulties of the Indonesian tea 
trade due to the Covid-19 are on the 
logistics side. Quarantine, customs, 
port and shipping companies all are 
operating slower than their normal 
efficiency.

Yumi Nakatsugawa

Indonesia’s new online tea auction
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US Iced Beverage Sales Surge
as Cold Brew Becomes 
Coffee Shop Mainstay

Project Iced USA 2020 is Lon-
don, England-based Allegra 
World Coffee Portal’s debut 

focus report on the fast-growing 
and highly opportune out-of-
home iced beverages market in 
the United States. The report, 
released in the fourth quarter 
of 2019, reveals that iced bev-
erages generated USD $10.4 bil-
lion sales at US branded coffee 

shops during the last 12 months, 
achieving 7.3 percent growth 
versus 4.6 percent over the last 
12 months. The report also finds 
that:
• 91 percent of industry leaders 
surveyed believe the iced bev-
erages sales environment in the 
US is positive with 92 percent re-
porting improved iced beverage 
sales over the past year.

Allegra World Coffee Portal released new data on the 
USD $10.4 billion out-of-home iced beverage segment. 
Research finds that iced beverage sales comprise more 
than one fifth of $47.5 billion US branded coffee shop

revenues and now outpace hot coffee sales growth.
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Allegra Project Iced USA 2020

*Over 2,000 online surveys with US consumers, targeted at regular iced beverage drinkers
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• Branded chains are driving the 
popularisation of iced beverag-
es. More than 90 percent of US 
consumers surveyed purchased 
an iced coffee beverage at either 
Starbucks, Dunkin’ or McDonald’s 
in the last year.

US Consumers Embracing 
Cold Brew
The development of cold brew 
represents one of the US coffee 
industry’s major innovations in 
recent years. The product is now 
a mainstay of most major coffee 
operator menus, gaining signifi-
cant traction among consumers, 
particularly among younger de-
mographics.

More than 80 percent of in-
dustry leaders surveyed iden-
tified cold brew as the fast-
est growing product in coffee 
shops. More than 90 percent 
expect cold brew will become 
a mainstream staple within the 
next three years.

The introduction of nitro cold 
brew coffee experienced more 
modest success, is less widely 
available and yet to permeate 
the mainstream. Nevertheless, 
62 percent of industry leaders 
surveyed believe nitro coffee 
will become a coffee shop sta-
ple within the next three years, 
with market leaders, Starbucks, 
Dunkin’ and Tim Hortons all  
offering the product.

Marketable Iced Beverages 
Connect with Consumers
Iced beverages typically com-
mand a higher ticket price than 
hot coffee options, greater  
customisation potential and 
enhanced marketability due to 
their distinctive appearance. 
Ready-to-drink (RTD) iced cof-
fee is also proving popular with  
consumers, with a growing 
number of US operators, includ-
ing Starbucks, Caribou Coffee, 
Stumptown Coffee Roasters 
and Bluestone Lane launching 
branded RTD products. Overall, 
more than 90 percent of US in-
dustry leaders surveyed report 
consumers are more willing to 
purchase iced beverages out-of-
home than 12 months ago.

Continued Growth Expected 
for Iced Beverage Segment
Despite wider retail headwinds 
in an increasingly competitive 
marketplace, Allegra forecasts 
the iced beverage segment will 
continue to prosper, with sales 
annual sales growth of 6.6 per-
cent to $11.1 billion expected in 
2020. Growth will be led by the 
coffee-focused sub-segment, 
which is expected to surpass 
$10 billion within the next 12 
months. (As the report was com-
piled and released prior to the 
Covid-19 outbreak, figures for 
2020 could dramatically change.)

According to Allegra, the po-
tential for growth exists for 
branded operators that innovate 
and build on the diversity of their 
iced beverage ranges. Operators 
that have yet to embrace iced 
options could invigorate their as-
sortment by incorporating these 
products into their stores. 
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Amsterdam Coffee Festival
11 – 13
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

Canadian Coffee & Tea Show
20 – 21
Toronto, Ontario
www.coffeeteashow.ca

Thaifex – Anuga Asia
22 – 26
Bangkok, Thailand
www.thaifex-anuga.com/en

Expo Cafe Mexico
24 – 26
Mexico City, Mexico
www.tradex.mx/expocafe

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

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

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

Single-Serve Capsules Europe
29 – 30
Berlin, Germany
www.ami.international/event

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

JUNE  2020
28th ASIC Conference

CANCELLED  
22 – 25
Montpellier, France
www.alphavisa.com/asic/2021
New dates: 28 June – 1 July 2021

Global Tea Fair*
25 – 29
Shenzhen, China
www.globalteafair.com

Summer Fancy Food Show
CANCELLED
New York, New York

JULY 2020
Japan International Tea Show
1 – 3
Tokyo, Japan
www.teashow.jp

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

Tea Fest PDX
18
Tokyo, Japan
www.teafestpdx.com

Canadian Kombucha Festival
19
Ottawa, Ontario
www.boochfest.ca/canadi-
ankombuchafestival

NAMA Virtual Advocacy 
Summit
20 – 22
Washington, DC USA
www.namanow.org/na-
ma-events

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

Hong Kong International Tea 
Fair
13 – 15
Hong Kong, China
event.hktdc.com/fair/hktea-
fair-en/Hong-Kong-Internation-
al-Tea-Fair/

Coffee, Tea & Cocoa Fall ECRM

17 – 18
Anaheim, California
ecrm.marketgate.com/Ses-
sions/2020/08/FallCoffeeTea-
Cocoa

10th Annual Los Angeles Tea 
Festival

22 – 23
Los Angeles, California
teafestivalla.com

Coffee Fest Chicago  
28 – 30 

CANCELLED
Chicago, Illinois
www.coffeefest.com

SEPTEMBER 2020
COTECA 

CANCELLED
Hamburg, Germany

Paris Coffee Show
5 – 7
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
Bangalore, India
www.wcc2020.com

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

BevTech Europe 2020
10
Amsterdam, Netherlands
www.bevtech.org/bevtech-eu-
rope.asp
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North American Tea Conference
29 September – 1 October
Queens Landing, Ontario
Website: www.tea.ca

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

OCTOBER 2020
International Coffee Day
1 
www.ico.org 

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

BevTech Latin America 2020
8 – 9
Mexico City, Mexico
www.bevtech.org/bevtech-lat-
in-america.asp

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

Specialty Coffee Association of 
Japan (SCAJ) Conference
CANCELLED
14 – 16
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
San Jose, Costa Rica
www.sintercafe.com

Brazil International Coffee Week
18 – 20
Belo Horizonte, Minas Gerais, 
Brazil
www.semanainternacionaldocafe.
com.br/en *Still scheduled to take place 

as of this issue’s printing deadline

NEW DATES  FOR  
PREVIOUSLY  
ANNOUNCED 
POSTPONED SHOWS 
DUE TO COVID-19
Private Label Manufacturer’s 
Association (PLMA) World of 
Private Label Show
New dates: 2 – 3 December 2020
Amsterdam, Netherlands
www.plmainternational.com

Interpack
New dates: 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

Anuga
9 – 13 September 2021
Cologne, Germany
www.anuga.com
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Sustainability in 
European Cafés 

The second installment of T&CTJ’s two-part series 
on sustainable initiatives taking place in cafés, 
explores efforts in Europe and the United Kingdom 
(the first addressed North American cafés). Given 
the cultural, economic and social differences in 
each European country and community, cafés/ 
coffeehouses must respect traditions while 
adopting modern practices and implementing 
on-premise eco-friendly initiatives.

By Anne-Marie Hardie

12  TEA & COFFEE TRADE JOURNAL  |  www. teaandcoffee.net
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Sustainability in European cafés has been shaped 
from history, culture and shifting consumers 
needs. Over the last few decades, this 

conversation has quickly evolved with an increased 
interest in specialty coffee and the adoption of more 
American-style practices for coffee consumption. It 
has been a fine balance between convenience and 
culture with some regions like Italy, France, and 
Spain remaining rooted in their tradition, resisting 
serving beverages to go. However, this is shifting 
with countries like Germany, the United Kingdom 
and Switzerland adopting more of an American style 
take-away culture in response to consumers’ demands 
for convenience.

Single-use waste is at an all time high as café 
owners evolve their servings to respond to these 
“to-go” consumers. The recent pandemic has created 
another wrench in the sustainability conversation as 
café owners across Europe take a detailed look at their 
operations and how they will adapt their practices to 
protect their consumers, employees and producers.

Over the past few years, climate change advocates 
including David Attenborough, the well-know 
English naturalist and broadcaster, and Swedish teen 
activist, Greta Thunberg, have helped propel the 
environmental sustainability conversation forward as 
they urged businesses and consumers to reduce their 
amount of waste. In fact, Attenborough’s messages 
resulted in the eradication of plastic straws in UK 
coffee establishments. Although the sustainability 
conversation has started in European cafés, Jeffrey 
Young, CEO of Allegra Strategies, London, UK, said 
there is still a long way to go.

  www. teaandcoffee.net   |  TEA & COFFEE TRADE JOURNAL  13

One of illy Caffè’s objectives is to reduce the 
amount of single use plastic. At the retail level, 
this translates to adopting operational solutions and 
materials that respond to the geographic and logistical 
needs of the country. Whenever possible, the cafés 
strive to use reusable accessories, including glass 
bottles for table service. “From the very start, illy 
Caffè’s strategies have followed a sustainable business 
model that can give the company a competitive 
advantage while integrating revenue and business 
goals with environmental and social aspects,” said 
Alessandra de Gaetano, head of retail operations/
global café business, illy Caffè, Trieste, Italy. “The key 
to success is to make sustainability part of a new mind 
set in the daily life of consumers.” The company’s 
goal is to improve the livelihood of all stakeholders 
with a focus on economic sustainability (sharing the 
value of their coffee), social sustainability and respect 
for the eco system (environmental sustainability).

Reducing waste has been at the top of mind 
of Whitstable, UK-based Lost Sheep. “Every shot 
is weighed and timed to ensure consistent, peak 
quality coffee and reduce product waste,” said Stuart 
Wilson, Lost Sheep’s founder. The company has 
launched several initiatives to reduce the amount of 
landfill waste and decrease its environmental impact, 
including opting for locally sourced food when  
possible and roasting its coffee at the Whitstable 
roastery.

To reduce packaging waste, the company has 
taken measures for both the café and at-home coffee 
experience including a line of fully compostable, 
Nespresso-compatible capsules, shifting to 

Whenever possible 
illy Caffès such as this 

Venice, Italy-based 
location, strive to use 

reusable items.
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compostable take-away cups and integrating a Keep 
Cup/Use Your Own Cup program in its Canterbury 
and Ashford retail outlets. The most recent launch, 
in April, was a range of coffee beans and ground 
coffee in fully recyclable packaging including opting 
for vegetable inks, and Forest Stewardship Council 
certified materials.

“Sustainability means delivering the best quality 
specialty grade coffee while ensuring the lowest 
possible impact on the environment,” shared Wilson. 
“Our brand ethos is about disrupting and challenging 
the coffee market, pioneering environmentally friendly 
packaging that looks amazing and encourages the user 
to interact with it.” Although these packaging decisions 
may not have been the least expensive solution, 
Wilson said it responded to both the consumers for 
convenient, aesthetically pleasing packaging, while 
minimising the impact on the environment.

Sweet Spot Kaffee’s sustainability focus is on 
maximising efficiency while reducing waste. This 
includes purchasing from regional producers, when 
possible, and investing in compostable cups and their 
own reusable cup exchange program. “We don’t waste 
more than a few drops of milk a day and there is not 
a single plastic take-away item (no straws, lids or 

cutlery) in our shop,” said Markus Pytell, owner of 
Sweet Spot Kaffee.

Sustainability for the Munich, Germany-based 
coffeehouse translates to making decisions that they 
can commit to for years and still feel good about. This 
includes increasing efficiency and making investments 
in areas, like training time, organic ingredients, and 
single use products, that will reduce waste and enable 
higher quality products. “Sustainability doesn’t come 
at the cost of quality – they go hand in hand,” said 
Pytell. “This means that our training practices might 
have a slightly different focus than elsewhere because 
efficiency, cleanliness and taste are emphasised more 
than shiny latte art.” For cafés that are considering 
adopting more sustainable practices, he recommends 
focusing on the low-hanging fruit first. “Eliminate 
plastic straws, put the equipment on timers and only 
give out lids to people who ask for them,” said Pytell. 
“Find all of the small-ish changes you can make that 
will have a large impact in terms of resource use, 
carbon emissions and cost.”

Kiss the Hippo, based in Richmond, England 
has adopted several sustainable initiatives including 
shifting to renewable energy to become a carbon 
neutral roastery and integrating a zero-waste policy 
within each of its cafés. All unsold food is donated to 
local charities and the used grounds are transformed 
into advanced biofuels. “Sustainability, for us, is 
not about a single project that we will complete,” 
said Maya Zara, creative director, Kiss the Hippo. 
“It’s an aspiration that drives us to look for constant 
improvements and new ways to do things better.”

Economic and social sustainability are an integral 
part of this company’s initiatives including developing 
strong bonds with their producers. “Coffee producers 

14  TEA & COFFEE TRADE JOURNAL  |  www. teaandcoffee.net
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Above: The new 
roaster at Lost 
Sheep’s Whitstable 
roastery requires 
half the energy to 
roast beans than its 
previous machine.
Bottom right: Sweet 
Spot Kaffee uses 
compostable cups.
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are shouldering the heaviest price pressure, that’s 
why we dedicated ourselves to always pay at least 
50 percent above the Fairtrade price for all of our 
coffees,” said Zara. Over the years, Kiss the Hippo has 
fostered partnerships with several charities including 
Just a Drop and Rain Forest Trust to enhance the 
livelihood of its coffee producers. It also makes 
regular donations to World Coffee Research and the 
Kew Gardens Research Programme to help grow 
the future of coffee. “We want and need coffee to be 
around forever so we want to make sure we live in 
a world where producers can grow great coffee and 
people can enjoy it,” said Zara. “To do that we need 
to be part of the change that inspires people to make 
more conscious and considered choices while sharing 
the amazing coffee created all around the world.”

Sustainable sourcing is also an integral part of 
Mame, with the Zurich, Switzerland-based company 
being an advocate for sourcing green coffee according 
to the season it was produced, coffee from the 
Americas in the summer and Africa in the winter 
months. “We were fully invested in sharing the 
story with the consumer so that they understood 
why their coffee was not the same everyday,” said 
Mathieu Theis, barista and co-owner, Mame. “For 
some customers, this was a challenge. But for those 
who were interested, they recognised its benefit.” 
Mame was committed to this philosophy only serving 
and roasting the green coffee that was in season.

However, the recent pandemic has caused Mame 
to take a deeper look at its practices. The closure 
left the roaster with both roasted and green coffee 
beans from Africa. With the roasted coffee, the 
company re-purposed the grounds into cold brew and 
coffee kombucha. However, the green coffee posed an 
interesting challenge, as it would technically be out of 
season when the store reopened. Mame strives for the 
freshest coffee – typically no older than four months – 

so they made the decision to freeze their higher-grade 
coffees (Q grade 86 or higher) a method that Theis 
was introduced to by well known American specialty 
coffee roaster, George Howell. “Our challenge for 
coffee this year is still evolving, farms around the 
world have different confinement rules, which is 
having an impact on their coffee production,” said 
Theis. Brazil, for example, is limited to working from 
8am until 4pm, so the processes that typically occur at 
night are impacted.

Furthermore, Mame’s workforce has decreased, 
leaving them with the dual challenge of working with 
less people over a limited number of hours. Mame’s 
owners now have a difficult decision to make: remain 
with their seasonal philosophy or expand their menu 
to offer a variety of origins year-round.

Responding to an Unpredictable World
Prior to the pandemic, the sustainability agenda was 
picking up speed across Europe, shared Young, with 
Sweden, Germany and the Netherlands leading the 
way. “The coronavirus is indirectly linked to the 
environment,” said Young. “The human race was 
running furiously against nature and something had to 
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Left: In addition to 
composable cups, 

Sweet Spot Kaffee 
also offers recycla-

ble cups. 
Below: Kiss the 

Hippo has shifted to 
renewable energy 

to become a carbon 
neutral roaster.
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Prior to the Covid-19 
outbreak, Mame

roasted and served 
only green coffee that 

was in season.

is short term. So much of our understanding about 
sustainability was focused on the old way people 
consumed coffee, with the café playing a key role.”

It is too early to tell what will be the best choices in 
the future. However, one thing is certain – the coffee 
industry will need to adapt its mindset to what it 
means to be a sustainable brand in this new coffee 
climate.  

Anne-Marie Hardie is a freelance writer, professor 
and speaker based in Barrie, Ontario. She may be 
reached at: annemariehardie1@gmail.com.
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To secure your place in the 2020 UKERS’ Global Directory & Buyer’s Guide
please contact Steve Crowhurst, Head of Sales on 
+44 (0) 1474 558962 or e-mail steve@bellpublishing.com
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• Increased distribution at international industry exhibitions & events
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 - DEADLINE 

31 JULY

give but I don’t think that we thought it would happen 
so quickly and be so devastating.”
 Overall, Young believes that the coronavirus 
is going to be good for the long-term agenda of 
environmental sustainability, with people recognising 
the need to live respectfully and in harmony with 
nature. However, in the short term, getting back into 
business will require some shift in practices including 
putting reusable cups on the side burner.

“Covid-19 has completely changed the coffee 
world,” said Zara. “The challenge we have right now 
is not knowing what a long-term change is or what 
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Agroecology in 
Chiapas: Innovative 

Diversification Strategies
Incorporating sustainable farming and cooperative 

social investment practices, coffee producers in 
Chiapas, Mexico are applying agroecology 
strategies to diversify their farms to help 

strengthen their food sovereignty.
By Rachel Northrop

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

Cooperativa Sierra Madre de Chiapas, Mexico
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Chiapas, Mexico is known for producing 
coffees that are commonly dual certified 
Fair Trade and Organic. Building off these 

foundations of sustainable farming and cooperative 
social investment, producers in Chiapas are applying 
agroecology strategies to diversify their farms. 
These practices strengthen local food sovereignty 
in situations where producing coffee alone, even 
coffee with added value, does not meet all household 
income and nutrition needs.

The thin months, los meses flacos, are also called 
meses apretados, the pressed months. These terms 
are likely familiar to coffee professionals. It is a 
known reality that many coffee-producing farmers, 
families and communities face periods of food 
shortage or food insecurity every year during the 
lean months between coffee harvests. The reasons 
for this are numerous and vary from origin to origin, 
but there are many in the coffee industry determined 
that this status quo shall not remain so.

Researching Diversification Strategies
Over the past several years, the Supporting 
Diversification Strategies on Smallholder Coffee 
Production Systems in Mesoamerica project, a 
collaborative effort between coffee cooperatives; 
universities in the United States, Mexico and 
Nicaragua; international NGOs; and coffee 
roasters has been addressing this challenge. One 
of two participating cooperatives is CESMACH, 
Cooperativa de Sierra Madre de Chiapas, in Angel 
Albino Cozo, Chiapas, Mexico where apiculture 
(beekeeping) and other practices are integrated with 
coffee cultivation.

Beyond multi-lateral, sponsored projects, those 
most determined to increase food sovereignty and 
security are the farmers themselves. CESMACH 
is one example of a coffee producer organisation 
acting as a proactive architect of durable community 
systems that shorten the lean period by diversifying 
beyond just coffee. 

Rigoberto Hernández Jonapá is the local coordin-
ator for CESMACH’s productive diversification 
project. He coordinates the co-op’s implementation 
of agroecology practices, a cyclical process that 
involves interviewing members on their current needs 
and strategies, developing new strategies with local 
and international research experts, implementing 
those solutions, and tracking their effectiveness.

“One of the main income sources in the 
region is coffee. Since [the co-op] began in 1994, 
producers have grown coffee according to organic 
standards,” said Hernández. These farming practices 
include soil conservation, native shade species, 
and coffee processing wastewater treatment 
systems. “Producers’ farms are in the buffer zone 
of the Triunfo Biosphere Reserve. Maintaining 
agroecological coffee production conserves one of 
the few remaining cloud forests and most important 
‘lungs’ in Mexico and the world.”

Agroecology Diversification Principles
Alejandra Guzmán Luna, researcher with University 
of Vermont, explained that “diversification is one of 
the principal elements of agroecology.” Agroecology 
is at the other end of the farming spectrum from 
monoculture. Rather than growing one crop 
efficiently, agroecology grows many food and other 
plant species in a way that is less destructive and 
disruptive to the broader plant, animal, and human 
ecosystem. The “ecology” in agroecology is the 
conservation of native flora and fauna species as 
well as microorganisms necessary for soil health. 

The “agro” in agroecology includes both the 
exportable cash crop of coffee and other food crops 
producers grow to feed themselves and to sell 
locally. Hernández shared that CESMACH members 
“raise poultry and pigs, plant herbs and vegetables, 
and establish corn and bean ‘milpas’.”

CESMACH has a long history of working with 
different well-intentioned organisations to increase 
food security. Unfortunately, the area where producers 
live and farm is subject to torrential seasonal rains 
that make it difficult to bring fresh crops to market 
without spoiling or to raise certain kinds of livestock. 
These extreme weather events coincide with the 
thin months from June to October, multiplying 
the gravity of the situation. Earlier projects that 
did not account for these local conditions proved 
unsuccessful. The one diversification initiative from 
this first round of efforts that did prove sustainable 
was beekeeping to produce honey and other pollen 
products for local sale. Today, the project continues 
with support from Food4Farmers, a Hinesburg, 
Vermont-based non-profit. 

This effort has proven much better suited to the 
Jalatenango area of Chiapas where farmers live. 
“This group of 85 producer families formed the 

∆
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‘Royal Beekeepers of El Triunfo’ and is working 
towards organic certification,” said Hernández.

Farm as Lab
Beginning in 2017, 47 female and 120 male coffee 
producers from CESMACH participated in the 
diversification strategies research project. In 2019, 
50 of those families volunteered as “experimental 
producers” who opened their farms to ongoing research 
to track the effectiveness of different combinations 
of agroecological diversification strategies on the 
reduction of thin months and increase in food security. 
While the whole CESMACH cooperative is involved 
in diversification efforts, the 50 volunteer families 
“allowed researchers to get to know their ways of 
life,” said Janica Anderzén, a PhD candidate at the 
University of Vermont. “At the same time, they also 
receive in-kind support for the diversification activity 
of their choice.”

With beekeeping as an additional source of 
income, producers also increase their forage harvests 
of wild plants to supplement garden, fruit tree, 

and milpa crops. According to 
Hernández, “these practices have 
had much utility for the cooperative 
and its members as they reduce the 
vulnerability of families.” Innovation 
in diversification means looking to 
both traditional and new practices. 
On average, farmers with milpa 
bean and corn plots have 30 years’ 
experience cultivating an average 
of one hectare of land. Beekeepers, 
however, have an average of five 
years’ experience tending 20 hives 
per producer.

With milpa farming and 
beekeeping as two of the four most 
common diversification practices 
among CESMACH producers (the 
others being raising chickens and 
planting fruit trees), the project 
evaluated milpa and beekeeping 
strategies in isolation and in tandem 
to track their effects on periods of 
food insecurity.

The 42 households that farmed 
coffee alone saw 2.8 months of food 
insecurity and 43 percent reported 
that their income did not cover 
household costs. The 89 households 
that farmed coffee and milpa saw 2.6 
months of insecurity with 52 percent 
of those households reporting an 
inability to cover their costs. The 
17 households that farmed coffee 
and kept bees also reported 2.6 
months of insecurity – 32 percent 
were unable to cover their costs. 
The 19 households that diversified 
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Además del café, las cuatro actividades más
comunes son árboles frutales, aves de

traspatio, hortalizas, y milpa .
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La milpa sigue siendo importante para el consumo de las familias.
La apicultura permite diversificar fuentes de ingreso y enriquecer la

alimentación.

En 
 CESMACH

En promedio, los
milperos 
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sembrando milpa

 Los apicultores llevan 5
años en promedio
haciendo apicultura
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1 hectárea de tierra
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Tienen unos 20
colmenas por
apicultor.
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"Asesorando Estrategias de Diversificación en Sistemas de Café de Pequeños Productores
de Mesoamérica" (2017-2019)

The project Assessment of
Diversification Strategies
in Smallholder Coffee
Systems (No AF 1507-086:
No FDNC Engt 00063479)
is supported under the
"Thought for Food"
Initiative of the Agropolis
Foundation (through the
"Investissements d'avenir"
programme with
reference number ANR-
10-LABX-0001-01"_,
Fondazione Cariplo and
Daniel & Nina Carasso
Foundation. ∆

Farmer harvesting palm seeds.

Traditional milpa bean
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with both milpa and beekeeping saw only 
1.3 months of food insecurity, with just 
18 percent in the group unable to cover 
household costs. (Anderzén J, Guzmán Luna 
A, Luna-González DV, Merrill SC, Caswell 
M, Méndez VE, Hernández Jonapá R, Mier 
y Terán Giménez Cacho M (2020) “Effects 
of on-farm diversification strategies on 
smallholder coffee farmer food security and 
income sufficiency in Chiapas, Mexico” 
published in the Journal of Rural Studies 
77:33-46. DOI: https://doi.org/10.1016/j.
jrurstud.2020.04.001)

Sustainable Food Sovereignty
The term diversification often refers to 
multiple income streams from the cultivation 
of different crops for local sale or commercial 
export. Agroecological diversification can 
include additional sources of income, such 
as selling honey and pollen products, but at 
its core agroecology is about diversifying 

DIVERSIFICACIÓN
PRODUCTIVA EN

CESMACH

MESES "APRETADOS"

En promedio, los socios de CESMACH tienen casi 3 meses

“apretados” donde – por diferentes razones - cambia la

alimentación o hay escasez de alimentos. Los meses más

fuertes  son agosto, septiembre y octubre.

RESULTADOS DE LA FASE 1

Al analizar los datos, dividimos los productores en
cuatro grupos, según sus actividades productivas*:

GRUPO 1 =

GRUPO 2 =

GRUPO 3 =

GRUPO 4 =

 
*pueden tener otras actividades además del café y/o milpa y/o apicultura

INGRESO
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Según los resultados de la encuesta, los hogares

que siembran milpa y hacen apicultura tienen

menos meses “apretados”. Tienen menos de 2

meses apretados mientras que los demás grupos

tienen en promedio entre 2-3 meses apretados.

15%15%15%

2 MESES

 

En promedio, los hogares tienen alrededor de 3 diferentes

fuentes de ingreso además del café Estos incluyen fuentes de

ingreso agrícolas y no  agrícolas.

Las fuentes de ingreso más comunes son:

1. Animales o derivados

2. Fruta

3. Frijol

AGRICOLAS NO AGRICOLAS

1. Programas gubernamentales

(Prosepera etc.)

2. Pagos por servicios

ambientales

3. Trabajo agrícola (como

jornalero)

The project Assessment
of Diversification Strategies in
Smallholder Coffee systems (No AF
1507-086: No FDNC Engt 00063479) is
supported under the "Thought for
Food" Initiative of the
Agropolis Foundation (through
the "Investissements
d'avenir" programme with reference
number ANR-10-LABX-0001-
01"_, Fondazione Cariplo and Daniel &
Nina Carasso Foundation.
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¿LO QUE GANÓ EL AÑO PASADO FUE SUFICIENTE

PARA CUBRIR LOS GASTOS DEL HOGAR?
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MAS O MENOS (21 %)

MAS O MENOS (18 %)
NO (43 %)

NO (52 %)

NO (32 %)

NO (18 %)

Los productores en el grupo 4 son los

más contentos con su ingreso anual.

food sources and nutrition grown in situ to reduce 
dependency on purchasing one hundred percent of a 
family’s diet. From a broader planning perspective, 
diversified agroecology falls under the umbrella of 
asset-based community development (ABCD), where 
communities identify the resources they already have, 
from human capital to natural resources. “Maintaining 
their farms in an agroecological manner helps families 
during the most critical time of the year,” said 
Hernández. “Families can obtain the food they need 
from what’s growing on their farms.”

Because cooperative members participate directly 
in the research and experimentation process, their own 
properties are the data source and they can see what 
works without waiting for an outside organisation 
to present findings and an agenda. The idea is that 
all diversification offers some level of solution to 
problems of food scarcity and that collaborative 
participatory action research, implementation, and 
review will yield the optimal basket of solutions.

Hernández noted that “agroecological methods 
of farming are more work for producers. Coffee 

Milpa seed fair

Donkey carrying wild vegetables.
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Rachel Northrop has been covering coffee for 
T&CTJ since 2012, while she lived in Latin Amer-
ica’s coffee lands writing When Coffee Speaks. She 
now lives in Miami, Florida and may be reached at 
northrop.rachel@gmail.com.

production is not as high as with conventional 
methods.” Diversified agroecology is a long-term 
investment in sustainable food sovereignty. Producers 
have gambled with costly attempts to increase yields 
against the uncertainty of market price and found that 
model to consistently come up short.

As the coffee supply chain continues to redefine 
quality, producing communities also adjust their 
understanding of quantity versus quality of the final 
coffee product, with quality accounting for the 
practices implemented during the entire coffee 

production process. Diversified agroecology strategies 
for farming coffee, in conjunction with protecting 
natural resources while providing for producing 
families, re-centers human and ecological well-being 
at the heart of the agricultural equation. 

Coffee from CESMACH 
roasted by Brio 

Coffeeworks, which 
supports the apicul-
ture project through 

Food4Farmers.
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The Third Wave, as part of the specialty 
coffee movement, is all about delivering 
the highest quality preparation and 

serving experience. It is characterised by a purer 
expression of coffee, with lighter roasts, single 
origin and single farm sourcing, latte art and 
revivals of alternative brewing methods. The 
Third Wave seeks to bring something new to the 
coffee experience as opposed to simply bowing 
to tradition. This intentional focus on quality over 
efficiency stands in stark contrast to the first and 
second waves in coffee, which made huge strides 
in consumer convenience, speed and efficiency.

The “first wave” of coffee in the early-mid 
20th century is what brought coffee, in the form 
of either drip or instant, into every American 
household. The “second wave” brought on the 
specialty coffee scene in San Francisco, California 
and Seattle, Washington in the 1980s and 90s. This 
was the beginning of artisanal sourcing, roasting 
and blending. It was characterised by fast-paced 
baristas, the pervasive aroma of drip coffee and 
queues of caffeinated customers.

During this period, one was either a “coffee 
person” or a “tea person.” The second wave of 
coffee was not a fitting environment for sitting 
and savouring a fine cup of fine green tea. It was 
during this time that the specialty tea movement 
was starting to bud in certain metropolitan hot 
spots, often with a regional niche focus. However, 
generally speaking, tea became an often neglected 
afterthought on many coffeehouse menus, and the 
teas represented in that environment needed to be 
faced-paced commodity tea bag offerings in order 
to keep up with the pace of the coffee service.

Tea’s Third Wave
Similarly, specialty tea is also entering a Third 
Wave which stands in as stark a contrast with its 
prior waves. The first wave of tea in the United 
States was in the first few decades of the 1900s. 

Both iced tea and the teabag were invented here 
during that time. These inventions laid the path 
for how most tea is now consumed in this country: 
80 percent of tea is served iced, and more than 
90 percent of tea sold in grocery is low-grade 
commodity tea in bags. Tea’s second wave began 
in the 1970s and 80s with the advent of specialty 
tea. Tazo, The Republic of Tea, and later Teavana,  
all adopted premium positioning, showing 
quantum changes in pricing and packaging over 
Lipton’s tea bags, and even offering some whole 
leaf teas.

Whereas commodity tea is mass-produced, 
machine-made, and looks like dust, made from the 
tea grades called “dust and fannings,” specialty 
tea is handcrafted, grown in small lots, and is 
identifiable as leaf tea. At a most basic level, 
specialty tea looks and tastes like an agricultural 
product. The degree of authenticity and craft 
shared with the consumer, and care with respect to 
making the best possible infusion of the tea leaves, 
all contribute to bringing out the subtleties and full 
potential of the tea.

In the Third Wave of specialty tea, each tea 
is able to tell a story – of origin, terroir, tasting 

Specialty Tea Is the 
Yin to Coffee’s Yang 

in the Third Wave
The “third waves” of coffee and tea share similar demographics 

and levels of consumer appreciation, as well as customers who are 
willing to pay for a premium experience.  By Maria Uspenski
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Maria Uspenski is the founder and CEO of The Tea Spot, whose mis-
sion is to empower healthier living through the everyday enjoyment 
of whole leaf tea. The Colorado-based company donates 10 percent 
of all sales in-kind to cancer and community wellness. Uspenski is 
also the author of Cancer Hates Tea, published by Page Street Books in 
2016, and she was recognised as the “Top Tea Health Advocate” at the 
2017 World Tea Conference + Expo. She is often featured as a social 
entrepreneur and certified tea and fitness nutrition expert, and  a 
sought-after speaker on tea and wellness. Visit theteaspot.com.

notes, and even functional and energetic benefits. 
The Third Wave in specialty tea, just as in coffee, 
strives to empower people to change the way 
they drink tea. Whether the format is loose, or a 
spacious pyramid tea bag, specialty tea is always 
whole leaf.

Tea and Coffee in Perfect Alignment
So when we consider the relationship between 
coffee and tea in today’s Third Wave, and what it 
has been historically, we see that the Third Wave 
is the first time that premium coffee and tea find 
themselves in perfect alignment. This is largely 
due to the evolution of specialty coffee in the Third 
Wave to slower, more exacting, and deliberate 
preparation styles. The Third Wave coffeehouse 
spaces, East-meets-West vibe, and purity of product 
presentation are far more reminiscent of beautiful, 
poetic tea ceremonies than they are the frenetic 
pace of second wave coffee. Pour-over coffee takes 
three to five minutes on average – the same as it 
takes to brew a pot of loose-leaf tea.

Specialty Tea’s Growth Opportunity
Specialty tea is an ideal complement to coffee 
in the Third Wave. The third waves of coffee 
and tea share similar demographics and levels 
of consumer appreciation and customers who 
are willing to pay for a premium experience, 
similar pace and styles of preparation, increased 
education and similar connection to source and 
farmers’ stories. In the second wave, tea was a 
grandma’s drink. Now, millennials have discovered 
the 5,000-year old beverage, and they are the first 
generation in the US to choose tea as often as they 
do coffee. This is becoming evident in changes in 
the marketplace. Grocery tea is still representative 
of what older consumers are purchasing, and it is 
still highly dominated by commodity tea. Newer, 
trendy restaurants, bars and cafés, however, are 
serving whole leaf teas in the form of cold-brewed 
oolongs, tea-infused cocktails and beers, and single 
origin whole leaf teas.

In addition to the trendiness among younger 
foodies, the opportunity for specialty tea in the 
US has ample opportunity for growth. The US 
premium tea market is a segment which is growing, 
both with respect to the domestic tea market and 
worldwide. Whereas coffee is a mature market in 
the US – the world’s largest consuming market 
of coffee – it is far below average with respect to  
tea consumption, leaving tea plenty of opportunity 
for growth.

The profit margin on tea service is upwards 
of 90 points, making the margin on tea more 
attractive than it is on coffee. Product cost on 

a single serving of even the priciest tea rarely 
exceeds USD $0.30, whereas for coffee it begins at 
about $0.60 in product cost. The start-up cost for 
required equipment is minimal because it does not 
require any costly equipment — only a few teapots, 
dedicated French presses or mugs with infusers.

Getting started with specialty tea does not need 
to be expensive or a big hit on a coffeehouse’s 
operations. In fact, keeping things simple is often 
the best way to present tea to Third Wave clientele. 
Starting out with three premium teas – such as a 
highly caffeinated black or pu’er tea, a low-medium 
caffeine green tea and a caffeine-free herbal – will 
satisfy most customers who are looking for a 
tea option. Coffeehouses must 
go deep with product (and water) 
quality, excellence in preparation, 
as well as the history and benefits 
of what they choose to serve.

As staff interest grows and the 
tea business increases, coffee-
house proprietors can always 
choose to add different origins 
and tea styles. But the time is 
now. The premium options 
available in 2020 make the timing 
and business opportunity for 
entering the Third Wave in tea 
most compelling. 
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The premium and ultra-premium segments 
of just about every beverage category 
have experienced robust growth in recent 

years according to Trends and Advances in Food 
Packaging and Processing. The report from PMMI 
(The Association for Packaging and Processing 
Technologies), reveals that many middle-tier 
brands in the coffee and tea markets have turned 
to packaging to present a more premium image. 
Enhancements or additions like updated labels, 
more sophisticated closures and eye-catching, 
shelf-ready packaging have helped these brands 
compete.

Within the individual sections, demand 
continues to grow for teas made from actual tea 
leaves, while sales of ready-to-drink coffee rose 
63 percent in the last five years based on data 
from global market intelligence firm, Euromonitor 
International. While the usual larger suspects are 
becoming active in these areas, a lot of the growth 
comes from smaller consumer packaged goods 
(CPGs) companies or retailers dipping their toes 
in. The director of marketing for one of the largest 
beverage companies in the United States noted the 
copycat nature of the beverage sector. “Cold brew 
coffee caught on, and now all the big players such 
as Pepsi, Nestlé, Starbucks are all jumping into 
this,” he said in PMMI’s report. “The same goes 
for small packaging changes. I often hear how so 
and so came out with this, and how we should 
consider doing the same.”

With neither the time nor, more often, the 
immediate capital to invest in whole processing 
and packaging lines to keep pace with an emerging 
trend, co-packers emerge as a ready-made, one-
stop shop. Even the large multinational retailers 
employ co-packers for private label brands as 
it is much faster to get the product up-to-speed 
and in consumer’s hands. To keep pace with the 
growing demand, co-packers are scrambling to 
acquire the processing equipment to meet volume 
expectations of premium coffee and teas.

Why Co-Pack?
The Association for 
Contract Packagers and 
Manufacturers (CPA) 
offers recommendations 
on the right time and 
situations for a coffee or 
tea brand owner to partner 
up with a co-packer, noting 
that often co-packers 
are ideal for start-up 
businesses and companies lacking or limited with 
production facilities. While cost is obviously an 
important consideration, economics should not be 
the only driver. CPGs will choose a co-packer that 
is nearby, for example, on the belief that delivery 
time and lower freight charges will help lower 
the total cost of a project. If the co-packer does 
not match a partner’s standards, provide proper 
quality controls, or offer the latest technologies, 
being local can turn into fool’s gold. The savings 
achieved by using the most qualified co-packager 
can easily outweigh most freight considerations.

From the onset of discussions, the contract 
packager must understand the complexities of 
the project before offering options. Like any 
partnership, communication is critical to 
ensure both parties see eye-to-eye on control 
requirements, and the proper procedures are in 
place. Coffee and tea manufacturers should also 
confirm the contract packager has the analytical 
skills needed to develop a full and accurate 
picture of problems, solutions and the various 
repercussions of those solutions.

Other qualities to look for are the size and 
innovation capabilities of the co-packer. Is the 
company substantial enough to handle current 
project needs as well as any growth that might 
come from working successfully together? 
Does the company have enough experienced 
personnel? A staff capable of solving problems 
and implementing solutions is crucial as any 

Niche Products 
Drive Co-Packaging
Unique offerings require distinctive processing

and packaging solutions as well as the right 
co-packing partner.  By Sean Riley
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Sean Riley is Reston, Virginia-based PMMI’s (The Association for Pack-
aging and Processing Technologies) senior director, media and in-
dustry communications. He was editor-in-chief for PMMI’s Packaging 
Machinery Technology magazine for nearly a decade and has over 20 
years of experience working with and as a member of the packaging 
and processing media. For more information on the upcoming Pack 
Expo (8-11 November, Chicago, Illinois), visit: www.packexpointerna-
tional.com.

co-packaging relationship relies on proper 
management and manufacturing practices. 
Prospective partners need to look for signs of 
innovation, unique approaches and a different 
perspective. Perhaps what the CPG thinks is an 
ideal solution might not match with the co-packers’ 
current or recommended offerings. Start-ups can 
lean on established co-packers for guidance on 
processing and packaging capabilities that might 
exceed a CPG’s initial vision or plan.

Finally, when seeking out a co-packer, make sure 
they can offer the amount of attention the project 
requires, and the work is not an afterthought. 

Miflex -Masz from Poland has been supplying new packaging machines to 
companies in the USA and Canada for many years. Our success is achieved by 
satisfying one customer at a time; Providing the full range of services needed 
to be a leader in a competitive market.

What makes us so special and different than other companies:

1. Our people are hardworking, trustworthy, dedicated and committed to 
provide the highest standards.

2. Miflex manufactures many different types of machines all done in house 
with minimal outsourcing. We have CNC machines so we produce all our own 
parts and most of the spare parts, reducing costs to the customer.

3. Specializes in:
 · Pyramid tea packing machines
 · Rectangular, Round tea packing machines and other shapes as well.
 · Doy pack machines
 · Vertical form fill and seal machines
 · Multi head weighers
 · End of line innovative solutions
 · Economical robots – pick and place .
 · Cartoning systems - Simple and practical
 · Engineering – Custom made machines to order

4. Technical Services in North America & Canada – We are working 24 hours 
a day to provide the fastest and most efficient service possible. 
We supply spare parts quickly.
We are flexiable and able to adjust to customer’s requests.
We work with the customers and listen to them.
We pride ourselves in being part of every company’s success.
We care !

We are exclusive representatives for ACMA (ITALY) a company of Coesia group (Tea division) & MIFLEX – MASZ (Poland

MIFLEX/INLAND YOUR ADDRESS FOR SUCCESS 

www.miflex-masz.com.pl

Call us NOW for more information -
 INLAND PACKAGING Inc the exclusive agent for MIFLEX 

Tel: + 1 305 519 7776  or email:  gidon1@gate.net

Inland- 1/4 Advert V2.indd   1Inland- 1/4 Advert V2.indd   1 19/05/2020   11:5219/05/2020   11:52

Sometimes a larger co-packer might prioritise 
additional projects from multiple clients and it is 
best to know that upfront.

The PMMI-produced Pack Expo International 
serves as the industry’s North American home for 
the most advanced solutions serving the coffee and 
tea industries. The show is also home to the CPA 
Contract Packaging Sourcing Center. The Sourcing 
Center provides a place where brand owners 
interested in contract packaging and manufacturing 
services can learn about CPA members and how to 
source these service providers. Visitors will 
experience real examples of contract packaged and 
manufactured goods from CPA members and will 
have the opportunity to ask questions and interact 
with industry experts. 
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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

HL_AZ_Business_Activities_105x297_EU_ISO-COATED-300_v3.indd   1 11.11.19   13:49
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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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CaptionKa

While the market for selenium enriched
green teas continues to grow, there are 
obstacles that make promoting them 

challenging.

By Jason Walker  

Barriers to Promoting 
Selenium-Rich Green Tea

Wanyuan, Sichuan Province, China
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China has seen a surprising trend in 
green teas promoted as containing 
above-average levels of the necessary 

trace element selenium. These selenium-rich 
green teas are being touted as great tasting 
and healthy while also commanding higher 
prices than comparable non-enriched teas. 
While these teas (and the marketing thereof) 
may offer true benefits, several barriers to 
promoting selenium-rich green teas need to be 
addressed.

Why selenium? Selenium (Se) is an element 
in the periodic table and occurs naturally in 
some metal ores. It is toxic in large quantities, 
but trace amounts are necessary for cellular 
function, and selenium is included in many 
multivitamins and dietary supplements. 

Selenium is particularly necessary for the 
function of the thyroid gland and its related 
hormones.

Studies have also indicated that selenium can 
reduce the impact of low-level mercury toxicity 
in the body. Further studies are exploring 
selenium-based antioxidants and their roles in 
inflammatory and chronic diseases.

The marketing and promotion of selenium-
enriched teas is in its infancy. A web search 
for selenium teas reveals few options, most of 
which are green teas from China, and retailing 
between USD $11 and $15 per 100 grams.

Locations
Several areas in China have begun to promote 
selenium enriched green teas. In general, these 
areas share some common traits:
• areas are often associated with poverty 
alleviation efforts;
• selenium enriched areas are often new 
growth or otherwise developing tea fields.

A few of the larger and better-known 
selenium enriched tea areas include:
• Enshi, Hubei Province: has seen an increase 
in tea growing, including selenium enriched 
green teas, for over a decade. Due to expansion 
in areas like Enshi, Hubei Province rose from 
the fifth-largest producing province in 2009 to 
the third largest in 2019.  During that period, 
Enshi’s selenium enriched green tea output 
value went from $1.6 million in 2009 to $183 
million in 2017. Enshi currently has over 
22,000 hectares of tea fields. It constitutes 
one of the largest and best-known selenium-
enriched green tea production areas in China.
• Ziyang, Shaanxi Province: has an estimated 
16,000 hectares of selenium enriched green tea 
fields with an annual output of 7,538 metric 
tonnes. The development of selenium enriched 
green and other teas has contributed to lifting 
thousands of smallholder tea farmers above the 
poverty line.
• Newer areas, like Jiangjin Chongqing 
Municipality, Datian, Fujian Province, and 
Fengcheng, Jiangxi are scheduled to see further 
development. Datian, Fujian alone has been 
estimated to contain 836 square kilometers of 
selenium-rich land and estimated to represent 
over one-third of China’s total selenium-rich 
arable land.

Regulations and Standards
Along with the expanding cultivation of 
selenium enriched land comes the need for 
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standards and quality assurance for these green 
teas. Issues have already arisen in Enshi, where 
journalistic investigations revealed a lack of 
standards and enforcement. Green teas and 
other local crops were touted as selenium 
enriched, but measures of actual selenium 
content in these local agricultural products 
were non-existent or insufficient. Additionally, 
some farmers were rumoured to have been 
using selenium fertilizers to maintain higher 
levels of selenium in their crops. While it is 
possible to apply organic-compliant selenium 
fertilizers, there appeared to be little guidance 
and regulation regarding the application to 
selenium enriched tea fields.

Investigations further suggested the 
possibility that some selenium fertilizers being 
applied contained compounds harmful to the 
human body. In addition, the practice of using 
selenium fertilizers might suggest that the 
natural selenium content in the soil in Enshi 
may have been depleted or exhausted. Some 
of the selenium soil tests in Enshi date back to 
the 1980s or 90s. Which raises the question: 
if the land is no longer “selenium-rich,” what 
constitutes a sustainable, selenium enriched tea 
operation?

What’s Next?
The market for selenium enriched green teas 
continues to grow in China, both in terms of 

  www. teaandcoffee.net   |  TEA & COFFEE TRADE JOURNAL  31

Jason Walker is marketing director of Firsd Tea North America. Prior 
to his work with Firsd Tea, Walker served in a variety of roles in tea 
and beverage business capacities. His experience includes business 
services for small tea companies, a top-ranked online destination 
for tea consumer education and co-founding a coffee business. His 
insights draw upon his diverse range of experience in sales, oper-
ations and management in the tea world. He may be reached at: 
jason.walker@firsdtea.com.

production and sales volume. As they do, green 
tea consumers in China and beyond can watch 
for several developments:
• Standards and testing for qualified selenium 
enriched green teas will improve, with more 
complete guidance on what qualifies as a 
selenium enriched tea from selenium-rich land.
• For quality selenium-rich green tea, the 
presence of beneficial selenium will be an 
additional feather to tea’s health-cap.
• Qualified selenium enriched teas from 
developing and sustainable tea fields makes 
for an attractive feature. When combined with 
sustainable tea-growing practices, the appeal of 
selenium enriched green teas could help increase 
the value of teas during initial years of lower 
quantity harvests at newly established fields. 

As yields increase and selenium soil 
concentrations (potentially) decrease, the value 
added to these green teas can be shifted to offer 
other efficiencies or distinguishing character- 
istics associated with the tea’s origin. 

 

Standards and 
testing for 

selenium-rich 
green teas are 

still in their 
infancy.
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With the constant reshuffling of the hot
drinks market pattern in affluent 

markets, one key priority is convenience: 
single cup home-brewing devices for 

premium teas, specialty ready-to-drink 
cans and bottles, and highly diversified tea 
bag offers in all price bands are amongst 

the main options.

By Barbara Dufrêne  
All images courtesy of Barbara Dufrêne

Searching for Convenience 
in the Premium and 

Mainstream Tea Markets 
Although it is common thinking that 

consumers’ preference for tea or coffee 
fits with distinctive mind sets, there 

are additional elements that fashion the choice, 
and one of them is convenience. Thus, in the 
1980s-90s, it was the magic of convenience 
that attracted the major Western tea-consuming 
markets – the United Kingdom and Russia – to 
move massively to instant coffee. There was 
no waste to dispose of, no special accessories, 
no complex brewing requirements, just spoon 
in the powder, add hot water and stir: the tasty 
and fragrant cup is ready for breakfast and can 
be drunk without performing any other duties. 
A huge success that has lasted for many years, 
demonstrating the importance of convenience 
for preparing the morning cup of coffee, and 
which led to more refined coffee cup varieties.

With coffee’s continued progress in those 
markets where tea used to be the predominant 
hot drink, the cup quality has gradually 
become more sophisticated, with a focus on 
origin and on roasting and grinding equipment 
and brewing methods. Hence, following the 

model of today’s leaders, namely the USA, 
champion of premium origin coffees; and 
Italy, the home country of espresso, premium 
coffee and its links to socialising are desirable 
for young generations in the traditional tea 
producing countries, especially Japan and 
Korea, and more recently, in China. Whilst 
in-home consumption will be mainly instant 
coffee, the out-of-home (OOH) “social coffee 
cup” has become a must under the auspices 

Easier and 
more accessi-
ble single cup 
home-brew-
ing devices 
are helping 
to grow the 
premium tea 
market.
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Today’s teabags 
have become 
increasingly 

sophisticated 
and can be cus-

tomised.

of Starbucks, illycaffè and other international 
coffee shop chain operators. Many hot drink 
experts believe that it was the convenience 
aspect that paved the way for such huge market 
shifts.

Convenience is Key for At-Home
& OOH Consumption
It seems that the move to the convenient instant 
coffee cup occurred around the same time as the 
introduction of industrial retail teabags. Since 
the 1980s-90s, leading tea retailers in Western 
markets have all switched to bagged teas for the 
mainstream market, usually with blended, black 
CTC teas. Immediately convincing consumers 
by their practicality, price/volume ratio, and 
reduced sink-clogging brewing aspect, teabags 
now comprise nearly 90 percent of the tea retail 
volume, particularly in the UK.

Over time, portfolios have been enlarged, 
quality upgraded, and green teas and teas 
blended with herbals have been added to 
product lines, to offer the widest possible 
choice. Double chamber, pyramid and round 
teabags have replaced flat single chamber 
teabags, allowing the tea leaves and particles 
to expand and yield more flavour and savoury 
material. Teabags have become increasingly 
sophisticated with unbleached, unstapled, 
special textile, and biodegradable material 
etc, matching convenience with environmental 
requirements.

For the OOH/foodservice market, teabags 
are calibrated for pot size. Furthermore, there 
is an array of genuine tea concentrates and 
blends available, which enable many servings 
to be prepared quickly, both hot and cold, with 

a choice of black and green, specific origins 
or tea types, and even time of the day-specific 
blends like breakfast, afternoon or evening teas.

For the premium tea segment of origin leaf 
teas, which continues to grow but volume wise 
remains below 10 percent in the West, teabags 
are usually customised. Then there are the tea 
filters that are individually filled as well as 
filter sets/sieves within tea mugs that allow tea 
drinkers to easily brew single cups to go with a 
meal or while at work. Special glassware makes 
these easy to clean and to handle, convenient 
and adaptable to all kinds of teas, in addition to 
enhancing the leaf shape and colours.

Tech Devices for At-Home Premium 
Tea Brewing
In line with the marketing for single coffee 
cup brewing, particularly the hugely successful 
Nespresso origin pods, Nestlé launched its 
Special T Single Cup Tea Brewer in 2011. 
Despite being supported by considerable 
publicity and sales promotion, the brewer with 
its set of 30 different fine leaf tea capsules, 
never really took off. Unilever followed with 
the launch of the T.O. by Lipton in 2015, a 
colourful device that was also accompanied by 
considerable sales promotion and supporting 
events. However, once again, the public 
did not appear to be truly impressed. Both 
multinationals had chosen Paris, France for 
the launch of their “revolutionary” single cup 
brewer expecting to attract current and future 
French tea lovers as a first step.

P.32-33,35 F5 CONVENIENCE IN TEA BREWING√.indd   33P.32-33,35 F5 CONVENIENCE IN TEA BREWING√.indd   33 21/05/2020   10:3621/05/2020   10:36



T E A  D R I V E N  I N N O V A T I O N 

Tea Bag Packaging Machines

Tea Bag Packaging Machines

What makes IMA your unique partner today goes beyond 50 years of experience 
and sector-specifi c knowledge. It encompasses more than a cluster of expert brands 
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machines. IMA is the partner who will bring your ideas to life with innovative solutions, 
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Mugs of tea 
with filter 

devices and  
filter bags.
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Electric 
kettle with 
water tem-
perature and 
tea variety 
controls.

 Many continue to wonder why it did not 
really work out. The same was true for the 
beautiful and expensive American Teforia 
single tea brewer, launched in 2016 by a team 
of tea-loving engineers, who closed down after 
three years, not having been able to convince 
enough consumers to purchase the marvel.

A smaller player, Kusmi Tea, opted for big 
tea mugs with elegant fitted metal filters, while 
other premium brands, like Mariage Frères, sell 
custom-made teabags and branded paper filters 
to brew the premium leaf teas that will never fit 
into a normal tea bag size.

There are also electric water kettles that 
allow users to set temperatures ranging from 
60°C up to 100°C to meet specific requirements 
for delicate, steamed and early spring leaf teas, 
which attract those consumers who want more 
than tiny cups and also wish to vary their  
leaves, while brewing them at the correct  
temperature.

Brewing a good tea may well hinge on a  
subtle balance between product quality 
awareness and a measured need for convenience 
that has not yet been fully explored and assessed 
in the Western markets. Compared to coffee, 
tea has an immense heritage profile built up 
over thousands of years of  cultural traditions in 
China, Japan, Korea and Vietnam, which may 
put a brake on going too fast and attempting 
too much in the way of ‘short-cut’ technology. 

Tea remains the restorative, beneficial and 
fragrant exotic cup that provides good spirit 
and offers endless variety, with consumers 
happily embracing improved convenience for 
its brewing whilst retaining their own personal 
product appreciation. 

Barbara Dufrêne is the former Secretary General 
of the European Tea Committee and editor of La 
Nouvelle du Thé. She may be reached at: 
b-dufrêne@orange.fr.
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April saw the continued impact of 
Covid-19, both on the demand and 
production side. 

For Brazil, despite the increase 
of new cases of Covid-19, which 
reached over 204,000 people this 
week, there were no big changes 
to coffee harvesting. Logistics are 
not being impacted, and coffee is 
being shipped normally so far. In 
fact, the latest data from the Brazil 
Coffee Export Association (CeCafe) 
showed that Brazil exported 2.99 
million 60-kg bags of green coffee 
in April, up 1.5 percent from the 
2.95 million 60-kg bags exported 
during the same month last year. 
Arabica exports totalled 2.68 mil-
lion 60-kg bags, down 1.1 percent 
from the 2.70 million 60-kg bags 
exported in April 2019. Robusta 
exports totalled 313,145 60-kg 
bags, up 30.3 percent from the 
240,371 60-kg bags exported in 
the same month last year. 

In Colombia during April, the 
country was on lockdown until 
13 April. Coffee growers were al-
lowed to bring beans to coffee 
cooperatives and the Colombian 
Coffee Growers Federation’s (FNC) 
warehouses, but challenges with 
getting labourers for the mid-crop 
harvest were reported.

Guatemala has said it is expe-

riencing shipping and logistical 
constraints because vessels are 
arriving with lack of space or 
shipping services are delayed as 
part of inspections to contain the 
spread of Covid-19 in previous 
ports. Despite this, Guatemala 
has sold its entire harvest with 
amounts similar to those report-
ed last year. However, Covid-19 
has impacted new contracts, with 
many international buyers not 
responding to emails amid shut-
downs of smaller international 
roasters.

The Guatemalan government 
has allowed the agriculture sec-
tor to continue working. Exports 
of coffee have continued as ports 
are operating. Some small cof-
fee exporters have said contracts 
have been cancelled and shipping 
procedures have been delayed.

The Honduras Coffee Associa-
tion IHCAFE said exports are run-
ning normally. Honduras had cut 
90 percent of its harvest when 
Covid-19 started to hit. At the 
beginning of the lockdown and 
curfews, some local residents pre-
vented the free flow of coffee and 
people between municipalities, 
which prevented beans from ar-
riving at exporters and ports, but 
this situation has been gradually 
normalising. Ports are operating 
normally. 

On the demand side, a new re-
port from the International Coffee 
Organisation (ICO) said that based 
on a sample of the top 20 cof-
fee-consuming countries, which 
represent 71 percent of glob-
al demand, covering the period  
between 1990 and 2018, analysis 
shows that a one percentage point 
drop in GDP growth is associated 
with a reduction in the growth of 
global demand for coffee of 0.95 
percentage points or 1.6 million 
60-kg bags.

Additional demand side effects 

April 2020 Green Coffee Report
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Relationship between GDP growth & growth in coffee 
consumption in the top-20 coffee-consuming countries. 

Annual sample average for the period 1990 – 2018.

Figure 1
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relate to the impact of social dis-
tancing measures on out-of-home 
consumption as large parts of 
the hospitality industry are un-
der lockdown and workplaces are 

closed.
Global market intelligence firm, 

Euromonitor International, ex-
pects around a 4.5 percent boost 
in monthly retail coffee consump-
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tion based on the switch from in-
stitutional channels to at-home 
during lockdowns. Euromonitor 
now forecasts a 5.3 percent retail 
volume growth for 2019-2020, 
compared to its pre-Covid-19 
forecast of a 0.8 percent growth.

Arabica Stock Inventories Dip
In terms of inventories, Certified 
Arabica stocks were reported at 
1.79 million bags as of 15 May, 
down 26.6 percent from the same 
time last year. Robusta stocks 
were 8.5 percent higher year on 
year at 2.18 million bags.

In Japan, green coffee stocks 
totalled 174,080 metric tonnes 
(2.901 million 60-kg bags) at the 
end of March. This represents a 
2.18 percent decrease from the 
previous month when 177,970 
tons were reported. This is 0.09 
percent higher than the same 
month last year, when 173,923 
tons were reported.

Coffee stocks in warehouses in 
all ports of the United States to-
talled 6,517,867 bags for the 
month ending 30 April, which is 
494,299 bags, or 8.2 percent high-
er than the previous month and 
172,517 bags (2.7 percent) higher 
from April 2019. The five-year av-
erage for the month of April is 
6,501,872 bags. April stocks have 
risen an average of 210,861 bags 
over the last five years.

For more in-depth coffee news, 
insight and analysis, please sign up 
for a free two-week Coffee Network 
trial at: https://bit.ly/2WxCEGN

This material should be construed as market commentary, merely observing economic, political and/or market conditions, and not intended to refer to any particular 
trading strategy, promotional element or quality of service provided by the FCM Division of INTL FCStone Financial Inc. The FCM Division of INTL FCStone Financial 
Inc. is not responsible for any redistribution of this material by third parties, or any trading decisions taken by persons not intended to view this material. Information 
contained herein was obtained from sources believed to be reliable but is not guaranteed as to its accuracy. Contact designated personnel from the FCM Division of 
INTL FCStone Financial Inc. for specific trading advice to meet your trading preferences. The trading of derivatives such as futures and options involves substantial risk 
of loss and may not be suitable for all investors. These materials represent the opinions and viewpoints of the author, and do not necessarily reflect the viewpoints and 
trading strategies employed by the FCM Division of INTL FCStone Financial Inc.

This report was compiled by Alexis 
Rubinstein, senior editor, Coffee 
Network, a division of New York, 
New York-based INTL FCStone, 
a Fortune 500 company focused 
on diversified financial markets. 
Email: Alexis.Rubinstein@intlfc-
stone.com.
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London-based fine tea produc-
er, Jing Tea, has launched its first  
single garden spring 2020 tea, 
Baojing Gold.

Baojing Gold is a floral, fresh, 
and reviving single origin Chinese 
green tea, available exclusively 
from Jing Tea’s website.

Baojing Gold was picked in 
small quantities in March 2020. 
Delicately crafted, Baojing Gold 
captures the purest essence of 
the tenderest buds and leaves, 
with graceful umami and mead-

ow-sweetness. It is a tea of long 
heritage, famed as a tea gifted to 
the emperor since the 16th century 
and reportedly derived from a sin-
gle parent tree in Golden Village, 
Hunan, China.

Selected from Ludong Moun-
tain, sacred to the local Miao peo-
ple, Jing’s Baojing Gold is named 
after its place of origin, Baojing 
County in Hunan province, and the 
gold leafed cultivar from which 
it is traditionally made. Baojing 
is famous for its gold- or yel-
low-leaved cultivar that imparts a 
high amino acid content, provid-
ing the umami character to the 
tea. The climate in Western Hunan 
is subtropical and tea is grown in 
hilly terrain.

Early spring teas are the first 
productions, sometimes known as 
“first flush” of the new season and 
are made from the delicate buds 
that the bushes produce after 

Jing Tea Introduces its First Spring 2020 Tea, Baojing Gold
their winter dormancy. They are 
much anticipated and, in many or-
igins, are considered the highest 
quality picking of the year. Jing re-
ports that these prized teas sym-
bolise new growth, renewal, and 
regeneration – a hopeful message 
in unsettling times.

Jing’s tea experts normally  
travel throughout Asia to dis-
cover characterful single garden 
teas to offer the richest and most 
fulfilling tea drinking experience. 
The brand’s quality, single garden 
teas can be found at high end  
hotels including the Langham, the 
Savoy, Four Seasons and Manda-
rin Oriental, as well as chefs and  
restaurants with over 110 Miche-
lin stars between them.

Baojing Gold is sold exclusively 
on Jing Tea’s website as a single 
SKU 50g bag of loose leaf, priced 
at £44. Visit: jingtea.com/shop/
baojing-gold.

In recognition of National Hospi-
tal Week from 10-16 May, Keurig 
Dr Pepper (KDP) encouraged con-
sumers to express their thanks 
and appreciation to healthcare 
workers on social media. For every 
post of gratitude that included 
the hashtag #FuelingtheFrontline, 
the company provided a cup of 
coffee to a hospital worker (up to 
one million cups).

The campaign is part of KDP’s 

Keurig Dr Pepper Honours Healthcare Workers During US National Hospital Week 
Fueling the Frontline initiative 
that has donated Keurig brewers 
and coffee to thousands of break 
rooms in more than 350 hospitals 
across the US, with more than two 
million cups of coffee and other 
beverages donated since the Cov-
id-19 crisis began. In April, a two-
week Keurig mobile truck tour 
visited hospitals in the Dallas/
Fort-Worth area near the compa-
ny’s Plano, Texas co-headquarters 
location, providing hospital work-
ers and local first responders a 
moment outside to enjoy a cup 
of coffee and other beverages  
provided by Keurig Dr Pepper.

“We are proud to 
support the health-
care community tire-
lessly working on 
the frontline of this 
pandemic to care for 
those in need. This 
campaign provides 
an opportunity to 
share our gratitude 
for their courage 
and sacrifice. We are 
honoured to donate 
coffee and bever-

ages, giving these brave medical 
workers a moment to relax and 
recharge before heading back 
into the fight,” said KDP chairman 
and CEO, Bob Gamgort.

Keurig Dr Pepper unveiled a 
video across its Keurig, Green 
Mountain Coffee Roasters and 
Laughing Man social media chan-
nels, recognising frontline health-
care workers for their resilience 
and compassion during these 
challenging times.

The company also recognised 
its own frontline employees, who 
continue to manufacture, distrib-
ute, and restock retail shelves, 
with financial incentives and en-
hanced benefits, as well as pro-
viding them with a free Keurig 
brewer and coffee as a gesture of 
appreciation. KDP also enabled its 
office employees to gift a Keurig 
brewer and coffee to an essential 
worker of their choosing.

To learn more about how Ke-
urig Dr Pepper is supporting its 
communities, employees and  
customers during the Covid-19 
crisis, visit: www.keurigdrpepper.
com/en/covid.
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Nestlé is co-funding a new chair 
for sustainable materials at the 
Swiss Federal Institute of Tech-
nology (EPFL) in Lausanne, Swit-
zerland, together with Logitech, 

SIG and other industry 
partners. Together, the 
companies have com-
mitted to provide CHF 
5 million over 10 years.

The chair, based 
within EPFL’s Institute 
of Materials and to be 

appointed as a tenure-track as-
sistant professor, will focus on 
the research and development 
of sustainable materials such as 
alternative packaging to enable 
the reduction of plastic waste. 
Research topics of interest will 
address critical areas, such as the 
overall environmental impact of 
materials and the exploration of 
bio-based, bio-degradable and 
recyclable materials, including 
high-performance paper-based 
barrier materials that could help 
to address environmental con-
cerns about plastic packaging.

Stefan Palzer, Nestlé’s chief 
technology officer, said, “Tackling 
plastic pollution is a top priority 
for Nestlé. We continue our ef-
forts to pilot novel approaches 

F Gaviña & Sons, Inc, makers of 
Don Francisco’s Coffee, Café La 
Llave and a variety of other fam-
ily-crafted coffees, has teamed up 
with international recycling com-
pany TerraCycle to offer coffee 
lovers a free and easy way to recy-
cle Don Francisco’s Coffee Family 
Reserve and Café La Llave single 
serve coffee pods and espresso 
capsules.

Through the Coffee Pod Re-
cycling Program, the latest 
eco-friendly initiative from the 
family-owned company, consum-
ers can now send in their used 
single serve coffee pods and es-
presso capsules to be recycled for 
free. Customers can sign up on the 
TerraCycle program page at www.
terracycle.com/gavina and mail in 
the used pods and capsules using 
a pre-paid shipping label.

Once collected, the packaging 
is cleaned, separated by materi-
al type, melted, and re-molded 
to make new recycled products 
while the residual coffee is sent 
to an industrial composting facil-
ity. Additionally, with every ship-
ment sent to TerraCycle through 
the program, consumers can earn 
points that can be used for char-
itable gifts or converted to cash 
and donated to the non-profit, 
school, or charitable organisation 
of their choice.

“Sustainability is at the core of 
every business decision we make, 
and as we innovate to meet the 
changing needs and preferences 
of our customers, we also look 
for new ways to minimise envi-
ronmental impact,” said Lisette 
Gaviña Lopez, executive market-
ing director at Gaviña. “Through 
our partnership with TerraCycle 
we can now extend our environ-
mental efforts beyond the shelf 
with a responsible recycling pro-
gram for our espresso capsule and 
coffee pod customers.”

Gaviña Partners with Terracycle 
in Recycling Initiativefor reuse packaging, while also 

evaluating new recycling technol-
ogies and sustainable packaging 
materials. The development of 
high performing, environmentally 
friendly materials requires a fun-
damental understanding of ma-
terial structures and properties, 
which is why we are collaborating 
with innovative partners to invest 
in sustainable material research 
at EPFL.”

“Our specialists are already 
committed to developing cut-
ting-edge, new materials that will 
help the world get rid of its de-
pendency on petrol-based prod-
ucts. Building strong relationships 
with industrial partners is key to 
have these new products reach 
customers in the most efficient 
way,” stressed Martin Vetterli, EPFL 
president.

The discovery and development 
of functional, safe and environ-
mentally friendly packaging solu-
tions is a key focus for Nestlé. In 
2018, the company announced 
its Nestlé Institute of Packaging 
Sciences as an important step 
further to achieve the company’s 
commitment to make 100 per-
cent of its packaging recyclable or  
reusable by 2025. 

illycaffè has expanded 
its line of aluminium 
capsules compatible 
with Nespresso Original 
coffee machines with 

the introduction of the Decaf-
feinato (“decaffeinated”) espresso. 
Comprised of nine carefully se-
lected Arabica coffee beans, the 
illy-branded capsules are now 
available in five choices repre-
senting four intensities of taste: 
Classico, with a smooth and mild 
taste, available in espresso and 
espresso lungo (the latter of 
which produces more volume in 
the cup); the full-bodied taste of 
Intenso espresso; Forte espresso, 
with its rich and strong character; 
and new Decaffeinato espresso, a 
smooth and mild profile with less 

illycaffè Adds Decaffeinato Espresso to Line of
Aluminium Capsules

Nestlé Co-Funds Sustainable Packaging Research at EPFL

than 0.1% caffeine.
All capsule varieties are avail-

able on the illy e-shop and select 
retailers for a suggested retail 
price of USD $8.99 per pack of 
ten capsules. Home delivery of 
the capsules is also available on 
illy.com. The illy-branded alumin-
ium capsules are the result of the 
trademark licensing agreement 
between illycaffè and JAB. JAB’s 
JDE platform is responsible for 
capsule production and distribu-
tion in retail channels outside of 
Italy (large-scale retail, supermar-
kets and food retail stores), while 
illycaffè is handling distribution 
in all other sales channels, as well 
as all sales channels in Italy, en-
hancing its omni-channel pres-
ence and reinforcing synergies.
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UK tea brand Tea Rex Infusions 
teamed with natural cookie com-
pany Wholey Moly Cookies to 
make ‘hug-in-a-mug’ care pack-
ages to be mailed. The £3 ‘Hug-
in-a-mug’ care package has a Tea 
Rex fresh infusion and a giant 
Wholey Moly healthy cookie, with 
UK postage included. The aim of 
the parcel is to send a positive 
message to someone who needs a 
pick-me-up in these tough times, 

where sometimes physical hugs 
are not possible. £1+ per pack of 
profit goes to the Trussell Trust, a 
food bank charity focused on end-
ing hunger, which is more vital 
than ever in these times. Andrew 
Walker, founder of Tea Rex Infu-
sions, said, “Whilst we can’t come 
in contact we can keep in contact, 
and a warming cuppa and a cook-
ie is one of the most comforting 
gifts you can give.” Founder of 

Tea Rex Infusions and Wholey Moly Cookies Create ‘Hug-in-a-Mug’ Care Packages 
Wholey Moly Cookies, Meenesh 
Misty, added, “It costs the same as 
a takeaway coffee or a bus fare to 
let someone know you are think-
ing of them in isolation, they are 
doing an amazing job 
on the front line or just 
that you miss seeing 
them in person.”

To send a ‘Hug-in-a-
mug’ visit: www.tearex.
co.uk.

Lavazza released a new global 
communication campaign enti-
tled “Good Morning Humanity,” 
which takes the following narra-
tive approach:

“A new world is waiting for us 
on the horizon, ready to welcome 
in a rediscovered humanity that 
looks to the future with a positive 
attitude by redefining the rela-
tionship between individual and 
collective.”

The campaign promotes the 
new values rediscovered by 
Lavazza and expressed by Charlie 
Chaplin in his famous Message 
to Humanity from the 1940 film 
“The Great Dictator,” which Lavaz-

Lavazza Launches “Good Morning Humanity” Communication Campaign
za says maintains relevance even 
after 80 years. Carlo Colpo, group 
marketing communication direc-
tor and brand home director at 
Lavazza, said, “We want to speak 
to people’s hearts with a positive 
message from the past.

“Lavazza takes a stand and de-
cides to go beyond the role as-
signed to brand communication, 
making a powerful appeal to re-
awaken individual sensibilities. 
This is the good morning ushered 
in by a “new humanity,” for which 
progress, sustainability and toler-
ance are the foundations of our 
next renaissance.” #TheNewHu-
manity is the concept that will 

provide inspiration going 
forward for multiple Lavaz-
za projects, including its 
new 2021 calendar, working 
in a direction that is con-
sistent and integrated with 
the brand’s communication.

The soundtrack for the cam-
paign, which also features his-
toric images by Steve McCurry, 
Dennis Stock and Jerome Sessini 
from Magnum Photos, is “Rain, in 
your black eyes” by Italian musical 
talent Ezio Bosso. Lavazza’s com-
mercial will be online and on air 
on Italy’s main TV stations from 1 
May and then extended to include 
other markets.

Recognising that the maritime 
sector plays a critical role in 
keeping trade flows open in the 
global fight against Covid-19, 
20 members of the Port Author-
ities Roundtable (PAR) from Asia, 
Europe, Middle East and North 
America have come together to 
declare their commitment to en-
suring their ports remain open 
amidst the current pandemic.

The declaration, initiated by 
Singapore, calls for port authori-
ties to collaborate and share best 
practices in ensuring that port op-
erations can remain undisrupted.

Representing the Maritime and 
Port Authority of Singapore, Ms 
Quah Ley Hoon, chief executive, 
said, “As the world battles with 
the Covid-19 pandemic, it has 
never been more critical to keep 
our ports open and goods moving. 
Shipping is chartering into many 

Global Port Authorities Ensure Ports Will Remain Open Amid Covid-19
unknowns and new challenges. 
Port authorities must take en-
hanced precautions for their ports 
and on ships, as well as manage 
the stress faced by our seafarers 
and maritime personnel.

“We have come together to 
make a declaration of our com-
mitment, exchange experienc-
es and share best practices. This 
virtual declaration by members 
countries across different geo-
graphical regions is also a first for 
the PAR. We [gained] more valu-
able knowledge to ensure that 
necessities and essential medical 
supplies continue to be transport-
ed seamlessly across the world 
and into our respective countries.”

Through this joint declaration, 
the signatories are committed in 
working together to ensure that:

• Merchant ships can continue 
to berth at port terminals to carry 

out cargo operations and keep the 
global supply chain going;

• Best practices are adopted, ac-
cording to national circumstances, 
including precautionary measures 
for the shipping 
community, advi-
sories and assis-
tance for shore 
personnel and 
ship crew, and 
safe handling of 
cargoes during 
this period; and

• Port authorities continue to 
share experiences in combating 
Covid-19 while safeguarding un-
impeded maritime trade.

PAR has shared the declaration 
with the International Maritime 
Organisation and the Internation-
al Association of Ports and Har-
bours to rally other port authori-
ties to join this declaration.
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If there is anything the past months have shown 
us all, it’s that we are more vulnerable than we 
think. Physically, yes. Covid-19 is no respecter of 

persons and it does not matter if we are rich or poor, 
educated or illiterate: the virus can lay us low. But 
beyond the interpersonal element of the pandemic 
is the massive impact it is having globally, through 
economic slow-down, logistical nightmares, financial 
freezes, and countless other consequences.

A natural response is to first disbelieve and then 
to become angry, and then to start problem-solving. 
Though at first only a few far-sighted leaders saw 
and spoke to the “new normal,” now almost everyone 
in business acknowledges that everything we knew 
about how things work has to be questioned, and 
business success pre-Covid-19 does not guarantee 
business success next year.

Verne Harnish, author of Scaling Up, said in a 
webinar I attended mid-April, “If you are practising 
the same business model as 30 days ago – you will 
fail.” Businesses all over the world are pivoting 
to provide basic healthcare products, home-baking 
kits, and online education. Others, like most of us in  
the coffee industry, are in the difficult position of 
being stuck in an annual crop cycle, with one par-
ticular way of doing business and little precedent 
for innovation. Sure, it is a great time to disrupt the 
market – but how?

The small coffee producer is caught even more off-
guard than those of us further up the value chain, for a 
number of reasons including the slow trickle of news, 
logistical challenges with quarantines, and small to 
medium buyers suddenly being unable to purchase 
as much coffee as they had expected. Ironically, for 
those of us who have intentionally negotiated con-
tracts apart from the C market, it is a good time to be 
selling futures (though that could change tomorrow). 
As usual, it is the small and diverse population of 
businesses that will suffer from the widespread eco-
nomic disaster of Covid-19, with corporations that 
possess greater access to capital and who often trade 
with a more profit-focused model taking advantage 
of the vacuum to consolidate and further monopolize 
the coffee supply chain.

Industry power plays aside, the situation highlights 
the essential aspects of running a good business 

which can make it possible to survive, and even thrive 
in tough times. A few hallmarks of business resilience 
to disaster include financial conservatism, applied 
creativity, and quick action.

Businesses with cash reserves are immediately 
better situated than those that are highly leveraged 
and/or operate close to the line. Of course, it is a mix 
of privilege, discipline and skill that might place a 
business in the enviable position of having, for exam-
ple, a full year’s overhead in the bank at all times. But 
if there is anything small business owners can learn 
from this disaster it should be caution with finances. 
It is always better to run lean and keep profits as high 
as ethics permit.

Creativity has defined successful businesspeople 
since long before trade came about as we know it. 
Whether discovering in the public’s fascination for 
famous people and macabre scenes a rich source of 
income and personal freedom, as did Marie Tussaud, 
or pivoting a croissant business overnight to manu-
facturing home-baking kits as did Aaron Caddel a 
weeks ago in San Francisco, California, observing 
and seizing opportunities defines successful business 
people around the world. Now, more than ever, with 
the world in the shifting throes of change, is the time 
to notice under-served gaps and rush to serve them. 

And not least, the ability to lay questions and 
fears aside and take quick action is one of the best 
skills that business owners and managers can ever 
achieve. Harnish pinpointed two behaviours of suc-
cess during crisis: “Quality of ideas (creativity) and 
speed of implementation.” It is not enough to have a 
great idea: the resilient business owner must put it 
into action!

Yes, we are more vulnerable than we think – but 
we are also stronger and more creative than we think, 
as I believe the next months will demonstrate. 

HOW TO BE RESILIENT IN CRISIS

unfiltered (adjective). Not having had solids removed with a filter: unfiltered liquid. 
With no information removed: unfiltered news and political debate

Emily McIntyre specialises in 
covering coffee culture, peo-
ple and innovations around 
the world. She is based in 
Portland, Oregon. Emily may 
be reached at: 
mcintyrewrites@gmail.com.

DISCLAIMER: Views expressed in Unfiltered are not necessarily those of Tea & Coffee Trade Journal or Bell Publishing Ltd. 

UNFILTERED
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Extend your range of tea products with refreshing, 
 sugar-free tea varieties made with pyramid tea bags 
and cold water – offering maximum convenience to 
the consumers. It takes no more than dropping these 
 special tea bags into a cup or even a bottle of cold water 
to obtain a perfect to-go drink.

Cold Brew

ThE world of TE a undEr onE roof

The ultimate  
refresher  
in tea bags

 for private label

www.haelssen-lyon.com

HL_AZ_ColdBrew_210x297_z_2020_v2.indd   1 15.05.20   15:31


	P.02-SCOLARI-Dionisyous
	P.03 CONTENTS√
	P.04-IMA_SPA COFFEE210x295-May2020
	P.05 COMMENT√
	P.06-07 N&N√
	P.08-09 FFF√
	P.10-11 CALENDAR√
	P.12-16 F1 EU CAFES√
	P.17- MPE
	P.18-19 F2 OH MEXICO√
	P.20-SCOLARI-Roaster
	P.21-23 F2 OH MEXICO√
	P.24-25 F7 SPECIALTY COFFEE & TEA√
	P.26-27 F3 CO-PACKING√
	P.28-FrescoFinalAd1
	P.29-31 F4 GREEN TEA√
	P.32-33 F5 CONVENIENCE IN TEA BREWING√
	P.34-ADV_IMA_T&C_TradeJ_May_2020
	P.35 F5 CONVENIENCE IN TEA BREWING√
	P.36-37 GREEN COFFEE REPORT√
	P.38 COMPANY NEWS√
	P.39-TME SPA
	P.40-41 COMPANY NEWS√
	P.42-UNFILTERED√
	P.43-CABLEVEY Apr 2020
	P.44-HL_AZ_ColdBrew_210x297_v2_z_2020_PRINT



