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FROM THE EDITOR’S DESK

J

The Dubious World We’re
Living In Continues...

ust when I thought “it’s almost the end of the year,
we can turn the page in a few months...” Well,
it seems we cannot as the oddity and uncertainty of 2020 is extending into 2021. As this issue was
going to press, the National Coffee Association (NCA)
announced that its 2021 Annual Convention, which was
to be held in Nashville, Tennessee, 3-5 March, is going
virtual. It’s understandable as there are too many uncertainties regarding Covid-19 (is air travel safe, will cases
escalate during winter months/flu season, when will a
vaccine be ready...) to safely hold a show in 1Q 2021.
The NCA’s news comes shortly after the Specialty
Coffee Association announced that, erring on the side
of caution, it is pushing the Specialty Coffee Expo back
from April in New Orleans, Louisiana, to September
2021 (see story in New & Notable). I understand the
rationale, but must admit that moving the show to the
middle of hurricane season concerns me (hurricanes
have been especially active and destructive in the southern United States this year).
There are some trade shows that are still taking place
in the fourth quarter of this year (Gulfood Manufacturing
in Dubai and PLMA’s World of Private Label Show in
Amsterdam, for example), which have not yet been cancelled or postponed, but I’m sure that as soon as we close
this issue, more announcements will be made.
As more and more organisations are “converting”
their shows to digital events, my colleagues, writers
and I find ourselves spending even more time in front
of a computer than usual (which even pre-pandemic,
were myriad hours!). Given our collective experiences,
we have offered suggestions for hosting virtual events,
which can be found in our New & Notable section.
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We intended to distribute this issue at Pack Expo
International and Sintercafé, and although both are
now digital events, our features remain on point. The
cover story explores authenticating and certifying coffee
seeds so farmers know exactly what they are buying as
fraudulence runs high with Arabica coffee seedlings,
particularly with rust-resistant hybrids. The first of our
two-part series focuses on Central America, the second,
on South America, will appear in our November issue.
When it comes to sustainability, packaging gets a
bad “wrap” (pun intended). Pierre Pienaar, president of
the World Packaging Organisation, in a special piece
for T&CTJ, reveals trends in packaging, as well as the
challenges and issues the sector faces as it works to
become more sustainable. Straight from the Cup, written by PMMI’s Sean Riley, also discusses packaging
sustainability but with regard to the availability of new
technologies.
Our feature on disease and infestation management
examines the problems and work being done in Africa,
where the farmers lack the finances and resources to
effectively combat these issues.
China has a plethora of premium black teas that
are unfamiliar to most Western consumers. Our Origin
Highlight highlights many of these fabulous black teas,
some of which have been around for centuries, while others are new creations. Our final feature teaches us how to
properly cup tea using all five senses.
Until we see each other again, and not just virtually,
stay safe and be well!

Vanessa L Facenda

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

NEW & NOTABLE
TEA & COFFEE REPORTS BREWING WORLDWIDE

Blue Bottle Coffee Launches Its First Vending Machine in Japan
Blue Bottle Coffee installed its first
vending machine, Blue Bottle Coffee Quick Stand, in the Shibuya area
of Tokyo, Japan in August.
Founded in the early 2000s in
Oakland, California, Blue Bottle Coffee entered the Japanese market in
2015. As of September, the specialty coffee roaster operates 20 cafés
throughout Japan, and has been
expanding specialty coffee-related
products such as instant coffee, cold
brew canned coffee, along with coffee brewing goods, cups, bags, etc.
Those products are sold in its cafés
and online shop.
When the “state of emergency” in
Japan was enacted between April
and May, triggered by the spread of
Covid-19, Blue Bottles cafés could
not open. However, its web shop
marked significant increase.

The vending machine is a unique
sales method for soft drinks in Japan. The Japan Soft Drink Association estimates that over two million
vending machines for PET bottled
or canned beverages are in operation in almost all public facilities as
well as at every corner of the street
nationwide. The machines have
become increasingly sophisticated
over the years. A cashless payment
function is becoming especially
popular lately, responding to the
move from notes and coins to electronic money or credit cards.
Blue Bottle Coffee Japan considered using a vending machine to
distribute its items before the outbreak of the pandemic. The company customised a pair of vending machines exclusively for its products,
and its blue bottle icon appears on

Covid Impacts 2021 Coffee Shows in the US

Image courtesy of ...

Covid-19’s impact on conferences,
conventions and trade shows in the
United States is extending into 2021.
In late September, the National
Coffee Association (NCA) announced
that its 2021 Annual Convention,
which was scheduled for 3-5 March
in Nashville, Tennessee, is going
virtual. The digital event will take
place over the same dates. No additional details were shared at this
time. For more information, visit:
www.ncausa.org.
News of the NCA’s new virtual
event comes shortly after the Specialty Coffee Association (SCA) announced that it was pushing back its
2021 Specialty Coffee Expo. Originally scheduled to take place in New
Orleans, Louisiana in April, the show
is being postponed to 30 September
– 3 October 2021 in New Orleans.
According to the SCA, the consensus was reportedly that “a postponement to the fall would be a
safer, more prudent option, and will
allow the SCA’s community and participating businesses more time to
6 TEA & COFFEE TRADE JOURNAL | www. teaandcoffee.net
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recover from the pandemic.”
The schedule for the 2021 Specialty Coffee Expo will be as follows:
30 September: Launch Party and
Discover Live and 1-3 October: Exhibits, Education and Competitions
The SCA said it understands the
impact that postponing the Expo
may have on its exhibitors and attendees’ businesses. To help facilitate ways to stay connected and
informed, and to promote lead generation, the SCA will be launching a
new online platform in the coming
months where coffee professionals
can find and engage with 2020 and
2021 Expo exhibitors. For more information, visit: www.coffeeexpo.org.
In early September, the SCA officially announced the cancellation
of World of Coffee Warsaw, which
had been postponed from June to
October. The 2021 World of Coffee
is scheduled to take place in Athens,
Greece in June. For more information, visit: www.worldofcoffee.org.
Aubrye McDonagh Leigh

the white-coloured machines, which
accept cashless payments only.
Shibuya is one of the busiest
and most crowded areas in Tokyo.
Since Blue Bottle Coffee has not yet
opened a café there, it selected the
Mitsui Repark parking lot in Shibuya
as the best site for its first vending
machine. The roaster believes the
vending machines can help their
existing and new customers purchase their products conveniently
and quickly.
Blue Bottle Coffee sells several
types of cold brew canned coffee
(236ml, JPY 640, each) in the machine. In addition, it sells whole bean
coffee (Bella Donovan blend, 200g,
JPY 1620), instant coffee (4g stick ×
5 per box, JPY1620), and an eco-cup
(340ml, JPY 1980), which differentiate Blue Bottle’s vending machine
from popular RTD machines. The
canned drinks are cooled at 5 degrees Celsius, and others are kept at
20 degrees Celsius.
“The response from the consumers are quite good so far. We keep
promoting the joy of specialty coffee as much as we can, and we view
a vending machine as one of the
useful and established sales channels in Japan, which can offer fast
and practical service,” said Megumi
Yoshida, Blue Bottle Coffee Japan’s
PR manager.
In addition to the United States
and Japan, Blue Bottle Coffee also
operates cafés in Korea, but its foray
into selling coffee through vending
machines is currently in Japan only.
Yumi Nakatsugawa
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NEW & NOTABLE

USDA Proposed Organic Rules May Be Disruptive to the Coffee & Tea Industries
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“This substantial market growth has
allowed many additional types of
business to participate in the organic supply chain, and organic agricultural products are now traded on a
global scale,” writes the AMS in the
proposal, noting that “today’s global
organic marketplace is marked by
a multifaceted supply chain with
organic products increasingly sold
and handled by entities not regulated by the USDA. The absence of
direct enforcement authority over
some entities in the organic supply chain, in combination with price
premiums for organic products, presents the opportunity and incentive
for organic fraud, which has been
discovered in the organic sector by
both the National Organic Program
and organic stakeholders.”
The amendments in the proposed
rule are designed to mitigate the
occurrence of organic fraud.
The AMS says the proposal is in
response to stakeholders’ experiences in the organic system, as they
have repeatedly called for the NOP
to take steps to improve oversight of
organic systems and enforcement of
the USDA organic regulations. Commonly cited areas for improvement
include certification of excluded
handlers, organic import oversight,
fraud prevention, organic trade arrangements, and organic inspector
qualifications.
There are three key items in the
new proposal regarding organic:
• NOP Import Certificate – The new
rule would establish the creation
of a “NOP Import Certificate.” The
shipper/ exporter would request
this certificate from their certifier
for the specific shipment. Importers must review the certificate to
assure the information is correct/
complete. Data will be transmitted
to US Customs via ACE – Automated
Commercial Environment. The importer must submit the NOP Import
Certificate, with shipping docs, to
their customs broker for filing import entry.
• Record Keeping and Supply Chain
Traceability – Maintain documents
for each shipment and chain of custody across the supply chain. Ensure
that documents and shipped prod-

uct are clearly labelled with organic
labelling requirements.
• On-site inspections – The proposed new rule would allow USDA
inspectors to perform unannounced
inspections of your records and/or
manufacturing and storage facilities.
Commenting on the proposed
rules regarding Record Keeping
and Supply Chain Traceability, Peter
F Goggi, president of the Tea Association of the USA, in a letter to
members, said that those tea supply chains that are compliant with
FSMA and FSVP will not be substantially impacted as tracking, certifications, traceability, facility registrations, etc, are already in place.
In terms of On-site Inspections,
Goggi said, “The [Tea Association]
is opposed to unannounced inspections. Unannounced inspections
present a burden to businesses that
are forced to shift resources in order
to accommodate inspectors, who
can potentially interrupt production
and/or other business processes.
Further, unannounced inspections
potentially undermine communication and partnerships between USDA
and industry, which would otherwise
help to drive appropriate change, if
and when needed.”
Speaking on behalf of the National Coffee Association (NCA) of the
USA, William “Bill” Murray, president
& CEO of the NCA, said, “The importance of organic in the coffee value
chain is not to be underestimated.
The [NCA] is carefully reviewing
the Strengthening Organic Enforcement Proposed Rule and plans to
file comments soon.”
If approved, the changes would be
the first significant revisions to USDA
organic certification regulations
since they were first adopted in 2000.
[However, a new ruling that took effect in 2019 requires all flavours to
be certified-organic when commercially available. Organic-compliant
flavours are no longer permitted under the 95 percent rule.]
An invitation to submit comments
on the proposed rule changes began on 5 August and runs for 60
days (ending 5 October 2020).
Vanessa L Facenda

∆

The United States Department of
Agriculture (USDA) has proposed
comprehensive changes to its Organic Certification Program — regulations that may profoundly affect
the coffee and tea industries. The
USDA Agricultural Marketing Service
(AMS) purports amending the USDA
organic regulations to strengthen
oversight and enforcement of the
production, handling, and sale of
organic agricultural products. The
proposed amendments are “intended to protect integrity in the organic
supply chain and build consumer
and industry trust in the USDA organic label by strengthening organic control systems, improving farm
to market traceability, and providing
robust enforcement of the USDA organic regulations.”
According to the AMS, the USDA
arm that oversees the National Organic Program (NOP), this proposed
rule would amend several sections
of the USDA organic regulations (7
CFR part 205) to strengthen oversight of the production, handling,
certification, marketing, and sale of
organic agricultural products as established by the Organic Foods Production Act of 1990 (OFPA).”
If implemented, the AMS claims
the proposed rule “will improve organic integrity across the organic
supply chain, and benefit stakeholders throughout the organic industry.”
Furthermore, the proposed amendments will reportedly “close gaps
in the current regulations to build
consistent certification practices to
deter and detect organic fraud, and
improve transparency and product
traceability…and will assure consumers that organic products meet a
robust, consistent standard and reinforce the value of the organic label.”
The proposal comes as organic
agricultural products sales continue to surge in the US. Total sales of
organic agricultural products in the
US grew from $3.4 billion in 1997 to
$55.1 billion in 2019. Per the AMS,
the need for more consistent oversight to protect organic integrity is a
product of the rapidly expanding organic market, increasingly complex
organic supply chains, and price
premiums for organic products.
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NEW & NOTABLE

T&CTJ’s ‘Do’s & Don’ts’ for Hosting Virtual Events
Digital events are quickly becoming part of the ‘new normal’ we find
ourselves in. Events such as the
Specialty Coffee Association’s (SCA)
Re:co Symposium & Expo, World
Tea Expo, North American Tea Conference, Pack Expo International,
Sintercafé and even the Swiss Coffee Trade Association (SCTA) Forum,
have all gone or are going virtual
for 2020 due to safety and travel
concerns amid the ongoing pandemic. We should expect to see the
same for most events being held for
the rest of the year — and more than
likely even into early 2021.

So, what makes a virtual event
a worthy substitution for the real
thing? Members of T&CTJ have attended a significant number of virtual events this year alone and have
compiled some ‘dos and don’ts,’ that
is, a sort of ‘what works well’ based
on these experiences.

Do:

• Consider a combination of pre-recorded and live sessions: If the
virtual event lasts all day (six-plus
hours) or over the course of several
days, and has many speakers, con-
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sider pre-recording some presentations in advance and combine them
with live Q&A sessions. This works
well when the event has presenters
from around the world participating
as it reduces the possibility of technical or connectivity issues during
the presentation and helps to keep
the event running on time (or as
close to on time as possible).
• Get audiences involved: Live polls
and questionnaires are a good way
of getting audiences fully engaged
with an event and allows attendees to gain an insight into what
their peers are thinking or what
their opinions are on a subject. The
three-part AMI Plastics and the Pandemic Virtual Forum conducted live
on-screen polls during their panel
discussions, and it worked well – as
do the ongoing World Coffee Producers Forum webinars.
• Hold Q&As: Encourage as much
engagement as possible between
audience and speakers. The Plastics
& the Pandemic Forum held a Q&A
session immediately following each
speaker and panel discussion, while
the virtual Re:co Symposium offered
Q&As in a separate virtual room after the presentation sessions, which
worked well as an option for those
who wanted to hear more in-depth
responses.
• Offer variety in longer event programmes: While it may not be possible for smaller events, for those
that do span a few days or even a
week, it would be a good idea to
incorporate
presentations/talks;
discussions amongst speakers; chat
rooms and tea/coffee parties; experience sessions; or virtual
demos (for equipment
manufacturers especially).
The Specialty Coffee
Association (SCA), for example, offered attendees
the opportunity to order
Home Sensory Experience
Kits in advance of the
virtual Re:co Symposium
so they could participate
in the virtual sensory
demonstration.
• Encourage tea/coffee
breaks just the same as at

a physical event: It has already been
proven that taking short breaks from
a screen every hour or so lessens
eye strain and helps improve mental
well-being, as well as concentration.
Virtual event attendees will feel refreshed for the next part of an event
after a good break — even if they
can’t leave the house!
• Record sessions: Offering playbacks of specific talks or sessions
will be great for those who may
have missed them but did originally register for the online event, for
those who have a time conflict (eg,
9:00am GMT in the UK is 5:00am
EDT in New York while 3:00pm EDT
in NY is 4:00am JST in Japan), as
well as for those who would like to
review the presentation again.
• Plan for technical issues: Unfortunately, there may be instances
where this is unavoidable so taking
this into consideration and setting
up contingency plans is a must.

Don’t:

• Overcomplicate the virtual platform: Detail is always great and if
you’re going to digitise your physical events space, even better, but
make sure navigation is clear and
concise so nobody is left staring bewildered at their screen — it is not
as easy being unable to walk up to
someone and ask them the way to
go! Accessibility is key in this area.
• Schedule too many presentations:
Sometimes too much information
can be a bad thing. Detailed presentations and speeches are great
but in small bouts (such as limiting
the presentations to about four in
a day depending on the length of
each one), so spreading them out
will work in your favour. Furthermore, rather than a one-day, seven-plus hour event, consider a twoday, three to four-hour event.
• Hold sessions for more than two
hours without a break: Similar to
the above point, concentration is
likely to wane after the two-hour
mark (“Zoom Fatigue” is real!) so
shorter sessions will work better for
audience engagement.
Alex Rivers
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FACTS, FIGURES & FINDINGS

Coffee E-Commerce Sales
Surge During Covid-19

While Covid-19 has devastated many industries, one that is flourishing because of the pandemic is
e-commerce. And within e-commerce, coffee is among the top sellers.

S

tay-at-home directives benefitted coffee as
online sales surged, boasting a 38.6 percent
CAGR during the height of the epidemic as
more consumers prepared their daily coffee at
home, according to Hinge Global.
Kathy Cummins, head of analytics at Hinge Global, explained during the National Coffee Association’s webinar, “The Impact of Covid-19 on Coffee
E-Commerce,” in June, that online revenue for traditional retailers (like Walmart, Target and Kroger)
grew in March and April, trended down in May, but
were still higher than pre-Covid levels. “Pure play
e-commerce has grown steadily since April, a shift
in behaviour that may stay for a while,” she said.
Cummins said that Amazon is and will continue to be dominant in coffee online sales, with an
annual market size of $1.08 billion in the United
States, and +36.9 percent CAGR. Capsules constitute 86 percent of the coffee sales on Amazon. She
noted that coffee on Amazon has grown steadily
between 32 and 38 percent CAGR — the dip was
the result of the lack of ability to fulfill, not a drop
in demand. The search for coffee online spiked
and remains high since Covid-19 began. Searches
for ground coffee peaked in March and have since
dropped but are still higher than pre-Covid. Searches for coffee pods spiked but searches for K-Cups
remained consistent.
Amazon has nearly 600 brands of coffee capsules and pods and the top ten brands within that
subcategory of coffee have a 55 percent dollar
share, according to Cummins. Although Nespresso
and Starbucks have biggest dollar share, she said
Bradford Coffee Roasters has the highest sales per
ASIN (Amazon Standard Identification Numbers —
Amazon’s version of a standard SKU number). “We
are seeing brands that may not have a lot of SKUs,
but each SKU is driving a lot of sales.”
There are more than 820 brands of ground coffee on Amazon, and the top ten brands make up a
52 percent dollar share. The leading brand is Starbucks followed by Café du Monde, but niche and
super-premium products do well in ground coffee.
“In ground coffee, premium and unique positioning help differentiate items; the leading brand is
Death Wish Coffee,” said Cummings. “Four Sigmatic
[mushroom-enhanced coffee] takes advantage of
many keywords to drive searches to its product —
October 2020
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paleo, immune support, concentration, focus, etc –
which is driving sales.”
She reiterated that the coffee landscape is
competitive, so the number one thing is to win
on search – and search is free – and stressed the
importance of not being out of stock.
Cummins also noted that brick ‘n mortar stores
are more receptive to new business/companies/
brands when they can first prove their success and
the optimal way to do this is through successful
e-commerce products.

Souce: US Amazon

Souce: US Amazon

HINGE GLOBAL proprietary analytics – June 2020
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CALENDAR OF EVENTS

O CTO B E R 2 0 2 0
Global Dubai Tea Forum
29 September – 1 October
POSTPONED UNTIL FURTHER
NOTICE
Dubai, United Arab Emirates
www.globaldubaiteaforum.ae
International Coffee Day
1
www.ico.org

www.gulfoodmanufacturing.
com

World Tea Virtual Summit
12 – 14 Online Event
www.worldteaexpo.com

World Coffee Leaders Forum*
3–6
Seoul, Korea
www.wclforum.org

Singapore Specialty Coffee
Auction
1
www. singaporecoffee.
org/#new-page-1-section

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

Swiss Coffee Trade Association
(SCTA) Virtual Event
1 – 2 Online Event
www.sc-ta.ch/virtual-event/registration/

SIAL Paris
18 – 22 POSTPONED TO
15 – 19 October 2022
Paris, France
www.sialparis.com

2020 Private Label
Manufacturers Association
(PLMA) Virtual Washington
Conference
5 – 6 Online Event
www.plma.com

UK Coffee Week*
19 – 25
United Kingdom
www.ukcoffeeweek.com

Japan International Tea Show*
5 – 7 October
Tokyo, Japan
www.teashow.jp
Coffee Association of Canada
Virtual Conference
6 – 7 Online Event
www.eventbrite.ca
BevTech Latin America 2020
8 – 9 Digital Event
Mexico City, Mexico
www.bevtech.org/bevtech-latin-america.asp
4C Global Sustainability
Conference
14 CANCELLED
Warsaw, Poland
www.4c-services.org/trainingsand-events/events
Specialty Coffee Association of
Japan (SCAJ) Conference
14 – 16 CANCELLED
Tokyo, Japan
www.scajconference.jp
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Specialty Coffee Association
(SCA) World of Coffee
15 – 17 Warsaw, Poland
POSTPONED TO
24 - 26 June 2021
Athens, Greece
www.worldofcoffee.org

Expo Cafe Mexico*
22 – 24
Mexico City, Mexico
www.tradex.mx/expocafe
10th Triestespresso
22 – 24 POSTPONED UNTIL
2021, DATES TBA
Trieste, Italy
www.triestespresso.it
Coffee Fest PNW
24 – 25 CANCELLED
Tacoma, Washington
www.coffeefest.com
African Fine Coffees Association
(AFCA) Specialty Coffee Expo*
27 – 29
www.afca.coffee/expo

N OV E M B E R 2 0 2 0
World Tea Virtual Summit
2–4
www.worldteaexpo.com
Gulfood Manufacturing*
3–5
Dubai, United Arab Emirates

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

Café Show Seoul*
4–7
Seoul, Korea
www.cafeshow.com
Kona Coffee Cultural Festival
4 – 8 CANCELLED
Kona, Hawaii
www.konacoffeefest.com
84th Coffee Summit of the
National Association of Coffee
Exporters of Colombia
(AsoExport)*
5–6
Cartegena, Colombia
www.asoexport.org
Japan Tea Festival
7 – 8 CANCELLED
Tokyo, Japan
teafes.net
Pack Expo International
8 – 11 CANCELLED
Chicago, Illinois
www.packexpointernational.com
NAMA Coffee, Tea & Water
(CTW)
9 – 12 CANCELLED
Orlando, Florida
www.namanow.org/events/coffeeteaandwater
Pack Expo Connects (Digital)
9 – 13
www.packexpoconnects.com
Sintercafé Virtual Conference
12 – 13 Online Event
www.sintercafe.com
PLMA 2020
15 – 17 CANCELLED
Chicago, Illinois
www.plma.com
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CALENDAR OF EVENTS

Brazil International Coffee Week
18 – 20 DIGITAL FORMAT
www.semanainternacionaldocafe.
com.br/en
Black Tea Festival
22 CANCELLED
Owariasahi, Aichi, Japan
teafes.com
Single-Serve Capsules Europe*
24 – 25
Berlin, Germany
www.ami.international/events/
event?Code=C1077
Canadian Coffee & Tea Show
29 – 30 CANCELLED
Toronto, Ontario
www.coffeeteashow.ca

DECEMBER 2020
International Coffee &
Chocolate Exhibition*
1–5
Riyadh, Saudia Arabia
www.coffeechoco-expo.com
Private Label Manufacturer’s
Association (PLMA) World of
Private Label Show*
2–3
Amsterdam, Netherlands
www.plmainternational.com

N E W DAT E S F O R
P R E V I O U S LY
ANNOUNCED
P O S T P O N E D S H OW S
D U E TO COV I D - 1 9
PLMA Live! Presents Private
Label Week (Digital)
1 - 5 February 2021
www.plma.com
Interpack
25 February - 3 March 2021
Düsseldorf, Germany
www.interpack.com
Coffee Fest New York
7 – 9 March 2021
New York, New York
www.coffeefest.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
Specialty Coffee Association
(SCA) Expo
30 September – 3 October 2021
New Orleans, Louisiana
www.sca.coffee

World Tea & Coffee Expo*
9 – 11
Mumbai, India
worldteacoffeeexpo.com

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

International Coffee & Tea
Festival*
17 – 19
Dubai, United Arab Emirates
www.coffeeteafest.com

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

World Tea Expo
14 – 16 July 2021
Denver, Colorado
www.worldteaexpo.com
10th Annual Los Angeles Tea
Festival
14 – 15 August 2021
Los Angeles, California
www.teafestivalla.com
Anuga
9 – 13 September 2021
Cologne, Germany
www.anuga.com
Canadian Coffee & Tea Show
19 – 20 September 2021
Toronto, Ontario
www.coffeeteashow.ca
North American Tea Conference
28 – 30 September 2021
Queens Landing, Ontario
www.tea.ca
New York Coffee Festival
8 – 10 October 2021
New York, New York
www.newyorkcoffeefestival.com
Euvend & Coffena
27 – 29 October 2022
Cologne, Germany
www.euvend-coffeena.com/fair/
euvend-coffeena/
50th Kona Coffee Cultural
Festival
5 – 14 November 2021
Kona, Hawaii
www.konacoffeefest.com

*Still scheduled to take
place at press time.

Get the latest updates
at www.teaandcoffee.
net/events/
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AUTHENTICATING COFFEE PART I: CENTRAL AMERICA

Strengthening Coffee’s
Genetic Chain of Custody

Image courtesy of Devon Parker

Part I: Central America
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Years before trees can provide a harvest, coffee’s
genetic material moves through a preliminary chain
of custody. The more genetic improvements made
in coffee varieties, the more imperative a sound
process for authenticating coffee’s genetics and
distributing these improvements to farmers
becomes. The first of this two-part series examines
that process in Central America.
By Rachel Northrop

October 2020
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The Problem with the Genetic “Pipe”

DNA Fingerprinting for Verification

“DNA testing is the most reliable analysis to
understand a variety is a variety, it is [true to] type,”
said Stephen Cox, director of the Food Division for
October 2020
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Importance of Healthy Plants

A strong genetic chain of custody also requires the
infrastructure to keep plants alive long enough to for
desired traits to translate into gains for farmers. “If
you start with a seedling that is sick or not pure, then
you’re going to have it all wrong from the start,” said
WCR’s Umana.

∆

Modern approaches for initiating the flow of improved
genetic material begins with a plant breeder, where it
can take 15-25 years to develop a variety. In coffee,
once the variety is ready for mass propagation,
mother plants are propagated in seed gardens, which
supply the nurseries that germinate seedlings to sell
to farmers. (In the case of most hybrid varieties,
seedlings are typically produced by cloning mother
plant leaf cuttings.)
Most coffee seeds and seedlings look very similar
to one another, and the genes that make each variety
unique remain largely invisible, making it easy to
confuse seeds and young plants, whether accidentally
or intentionally. “When you don’t have traceability
and accounting processes in place, both accidental
mix ups and fraud can occur very easily,” said
World Coffee Research strategy and communications
director, Hanna Neuschwander. “Think of the organic
chain of custody, how careful it is, and for a reason.
That’s the kind of system we want for coffee varieties.”
Basics like proper, secure labelling are crucial –
and are the norm for other crops – but are not a given
in today’s coffee seed sector. “Thinking of those
systems as a pipe, all the potential for the genetic
gains built into the new variety leaks out before it can
get to farmers,” she explained. This loss of genetic
potential is so common as to be normal in coffee,
but it is a problem that many growers are unaware
of. Ultimately, it leaves producers with nurseries and
fields full of varieties that contain only a fraction of
their potential value. One solution is a better way to
test plants’ genotype early in the genetic chain and
to keep this information intact as the material flows
to farmers.

NSF International based in Ann Arbor, Michigan,
in his presentation “Coffee Varieties — The Hidden
Process” at the 2019 Sintercafé conference in Costa
Rica.
In 2017, World Coffee Research (WCR) launched
the WCR Verified Program, which validates that
nurseries are producing genetically pure and healthy
plants. NSF International is the auditor for WCR’s
verification protocol, of which genetic testing has
always been the most expensive component. This
year, a collaboration led by WCR and the United
States Department of Agriculture (USDA) will
create a new DNA testing method that uses SNP
(single-nucleotide-polymorphism) fingerprinting. The
new SNP fingerprinting is faster, cheaper and more
accurate. Neuschwander noted, however, that “any
testing program like this is only as strong as the set
of varieties used as a reference.” WCR is currently
asking 15 producing countries to submit their varieties
to the reference panel to increase the efficacy of SNP
fingerprinting.
Most seed gardens still rely on phenotyping,
checking plants’ physical appearance, to assess if they
are true to type. But phenotyping is fallible; genotyping
is the sure way to test that seed garden plants have not
been mixed through cross-pollination or mislabelling.
Cheaper, more accurate DNA fingerprinting means
replacing the guesswork of variety authentication with
verifiable, traceable data.

In the coffee
value chain, the
seed and nursery
sectors are often
forgotten.

Image courtesy of World Coffee Research

C

offee variety development has seen exciting
gains in the last decade, with new and
improved varieties delivering everything from
drought resistance to specific sensory attributes, but
developing new varieties is only the first step in the
process of getting genetic improvements into the
hands of farmers. “In the coffee value chain, the seed
and nursery sectors are often left out,” Emilia Umana,
Costa Rica-based manager of nursery development
program for World Coffee Research, College Station,
Texas, told Tea & Coffee Trade Journal. This forgotten
sector includes everything between breeders’ labs
and the young trees planted in the soil of industry’s
numerous farms.
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like Catuaí and Bourbon because they compensated
us with their quality, if not their high productivity.
We’re also seeing which varieties adapt to the high
elevations here on the farm, and which varieties and
processes our different markets in Europe, Asia, and
America are demanding.”
Many producers, however, “are not aware how
mixed up their varieties are,” said Umana. It is
common for producers to assume their coffee is a
given variety because that it how it was sold to them.
For example, Umana has seen producers face “many
problems because they are treating the plant as a
Gesha, but it’s not.” It is imperative that farmers know
which varieties they have so they may then manage
them correctly and avoid wasting resources.

∆

Rolando Valverde Vargas is the coffee agroindustry
manager at CoopeAgri cooperative in Perez Zeledon,
Costa Rica. “In Costa Rica, the organisation responsible
for regulating seeds is the National Seed Office
[under the Ministry of Agriculture]. They control the
phytosanitary and legal registries of varieties,” he
explained. “ICAFE is the organisation responsible for
validating seed materials and registering them with
the National Seed Office.”
The National Seed Office also regulates the
production of certified seeds, which must meet
requirements including morphological, traceability,
and germination rate criteria. “CoopeAgri requests
certified seed varieties from ICAFE and makes
seedlings available to producers through our
nurseries,” said Valverde.
A similar option is available in Honduras, where
Abel Marquez, third generation coffee producer with
Blooms Coffee in Marcala, has found certified seeds
an equally helpful tool. “If we want to plant a new
variety, we go to IHCAFE, which has certified seeds,
like Parainema.” Umana elaborates that “IHCAFE
is the main source for seed material, and right now
they are the only official seed source in Honduras.”
There are six regional offices where growers can go to
request seeds. Parainema was developed by IHCAFE,
so growers can be confident of its genetic purity.
Neuschwander noted, however, that seed
certification programs vary from country to country,
and that “there is no global standard.” Most national
seed certification programs are focused on traceability
and plant health rather than the genetic purity of
varieties because the cost of genetic authentication
has been prohibitive. With new SNP DNA
fingerprinting technology, that is poised to change.

Image courtesy of World Coffee Research
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World Coffee
Research’s nursery
development
program in
Costa Rica

Certified coffee
seeds must meet
a variety of requirements in order to
be rated “certified”
by qualifying
organisations.

When producers are sure of the genes in trees
they plant, those varieties become a more effective
risk management tool for farmers. “The production
potential of a healthy version of a better variety that
is well matched to a farmer’s needs and environment
compared with a sick plant or the wrong variety is a
lot, especially when you compound those effects over
the 20-50 year life of a coffee plant,” Neuschwander
said. The goal of developing a greater diversity of
varieties is that producers can select varieties based
on their needs.
According to Valverde, “the four most important
attributes for our members are leaf rust resistance,
productivity, cup profile, and adaptability to climate
change, mainly to drought.”
While many farmers in Honduras converted
entirely to resistant varieties after the coffee leaf
rust epidemic, Marquez “continued to plant varieties
October 2020
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Potential of Improved Varieties

www. teaandcoffee.net | TEA & COFFEE TRADE JOURNAL 17

24/09/2020 08:56

P.18-HACIENDA LA ESMERALDA-2.indd 1

16/09/2020 15:30

Image courtesy of Blooms Coffee

AUTHENTICATING COFFEE PART I: CENTRAL AMERICA

Decisions When Renovating

Neuschwander has observed that “most farmers have
their trees for 20-40 years. That may be their entire
career as a coffee farmer. The potential is either there
or it’s not.” Choosing varieties for renovation is likely
the single most important decision farmers make,
basing it on a combination of the agronomic and
sensory traits they require.
In Marcala, Marquez used to buy seedlings from
third-party nurseries, as the two generations before
him had done, “but the trees were a mix — Catuaí,
Lempira, IHCAFE-90. That was a problem.” Because
different varieties require different management, each
plot must be uniformly planted with a single variety.
A random smattering of plant types makes a farm
difficult to care for.
Now, Marquez makes his own nurseries. “We
select Yellow Catuaí and Bourbon seeds to grow
ourselves.”

Tips for Saving Seeds
Many of the most important characteristics
available from improved varieties – drought, leaf
rust, and nematode resistance; cup profile – are
not visible by observing a plant’s morphology
and it can take years to confirm whether or not
those traits are in fact present.
Never save the seed from a hybrid plant. This
will produce a completely different plant than
the plant from which you harvested the seed.
Make sure the flowers on the tree were not
visited by bees that have introduced pollen; the
seeds on those trees will also produce a plant
that is different from its parent.

Neuschwander said that while purchasing
genetically pure seedlings is the best way for farmers
to know what they are working with, “there is power
in saving seeds, and we recognise that. If what you
have is working for you, then use it! It is when
you turn to a variety for its specific traits, such as
resilience to climate change or different qualities in
response to market demand, that you want to be sure
that you get what you expect.”
Given how long a new tree will stay in the ground
once planted, farmers benefit when they have choices,
but they also want certainty when they decide to plant
something new.
Marquez’s sister, agronomist Dulce Maria
Dominguez, is establishing a nursery of 50,000
coffee trees for the Marcala Denomination of Origin
program, founded in 2005 and the first of its kind in
Central America. Maintaining regional character is a
balance between saving local varieties and seeking
specific varieties improved for their cup profile. The
increased availability of genotyping tools means
new ways to ensure that traditional varieties are not
being degraded by accidental crossing with newer,
productivity-bred varieties planted nearby.

(Pictured) Finca El
Colibrí in Marcala,
Honduras. There is no
global standard for
seed certification, it
varies from country to
country.

Results of a Stronger Genetic Chain

∆

NSF’s Cox concluded his 2019 Sintercafé presentation
by drawing the connection between caravans of
Central American migrants coming to the United
States, the climate impacts of forest clearing, and
specialty coffee’s tenuous genetic foundation. “Some
of these problems can be addressed by having varieties
that address coffee’s profitability problems. To build
a viable industry, you must have sound foundations.
What you reap is from what you sow.”

October 2020
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fingerprinting more accessible and purify seed lots,
people are going to see how easy it is to work with
plants you can expect things from.”

Many producers have accepted that seeds are a
gamble – if they will germinate, how long plants will
live, whether desired traits will appear – but reliable
seeds and seedlings are as attainable as the systems
that assure their delivery. One day, producers might
even use new fingerprinting technology to confirm the
varieties they have on their farms and identify mother
trees to use for propagation. Umana recognises that
there is a learning curve involved with plant genetics,
but she is confident that “as we make DNA

Rachel Northrop has been covering coffee for
T&CTJ since 2012, while she lived in Latin America’s
coffee lands writing When Coffee Speaks. She now
lives in Miami, Florida and may be reached at
northrop.rachel@gmail.com.
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Agronomist Dulce
Maria Dominguez is
establishing a nursery of 50,000 coffee
trees for the Marcala
Denomination of
Origin program.
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COMBATTING DISEASE & INFESTATION

Managing Disease and
Infestation in Africa
D
isease and pests continue to be one
of the more challenging aspects of
crop management. An outbreak, if
not controlled early, can quickly evolve into an
epidemic, devastating entire crops and the farmer’s
livelihood. The strategies to combat some of the
most devastating diseases and insects require longterm forecasting and a financial investment.
Left alone, the natural environment of a plant
tends to not only hold the pathogens that feed off it
but also the biological controls that help to manage
it. “When we look at pests and diseases that
impact coffee, most come from origin countries,”
said Dr Sarada Krishnan, director of horticulture
and center for global initiatives, Denver Botanic
Gardens, Denver, Colorado. “In the origin
countries’ natural environment, there are elements
that keep the disease in check. And then it escapes
from there and the new location does not have the
natural predators.”
Globalisation and modern farming practices
have decimated these natural environments putting
coffee at risk of infestation in these spaces that
were once able to manage it. Africa is the perfect
example of this. It is a continent where the common
pathogens that impact coffee have existed for more
than a century. For decades, the coffee plants were
able to resist these pathogens; however, this is no
longer the case.

Arabica coffee is at high risk for disease and
infestation. One of the hardest hit regions
annually is Africa, where some of the world’s
best coffee is produced by many of the
world’s poorest farmers. Solutions to
effectively manage disease and infestation
require R&D strategies and long-term
forecasting and financial investment.
By Anne-Marie Hardie

In fact, what coffee leaf rust originally did
in Africa was help to define the regions where
coffee was grown, limiting Arabica production to
the highland regions where the disease could be
managed, explained Stuart McCook, professor,
University of Guelph in Guelph, Ontario, Canada,
and author of Coffee is Not Forever. Over the
years, both the fungus and the coffee plant evolved
together, with the coffee plants developing resistant
genes to fight the devastation from the rust.
In addition, the early coffee farmers preferred
to cultivate local varieties as they had become
accustomed to the environment. In Ethiopia, coffee
remained largely a forest or garden crop. “This
provided both a physical and genetic barrier, so
although the fungus was present, it did not become
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(Left) Coffee
leaf rust disease. (Right)
Coffee berry
disease.
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a problem,” he said.
This was in sharp contrast to the farms in East
Africa, which brought in cultivated Arabica plants
from Asia and the Americas, McCook noted. As
a direct result, these farms were challenged with
disease and other agricultural challenges, including
coffee leaf rust.
Commercialisation and high levels of
agricultural production increased the susceptibility
for infestation in Africa. The biological controls
that helped keep the disease in check were
removed and the coffee plants were grown in dense
environments, creating a perfect breeding ground
for disease.
“There are several factors that increase the risk
for disease and infestation in coffee,” said McCook.
“Resource extraction, environmental degradation,
natural resource booms, soil erosion and soil
exhaustion all increase a plant’s vulnerability.”

Creating a Perfect Disease Triangle

October 2020
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(Left) Impact
of coffee leaf
rust disease on
rust resistant
F1 hybrid.

∆

When looking at infestation (whether it is insects
or disease), there are three main variables to
consider: the pathogen, the suspectable host and
the environmental elements (temperature, rainfall,
sunshine). “This is the disease triangle, epidemics
are only possible if all three variables are in place,”
said McCook. “When we look at the disease
triangle there are several variables that place
Africa at increased risk.”
In Africa, home to Arabica and several wild
species of coffee, several pathogens have evolved.
“Pests and diseases are consistently one of the
biggest challenges farmers face,” said Kraig Kraft,
Africa and Asia director, World Coffee Research,
College Station, Texas. “In Africa, the most
economically damaging diseases are coffee leaf
rust (Hemileia vastartrix), coffee berry disease
(Colletotrichum kahawae) and coffee wilt disease
(Gibberella xylarioides); and the most damaging

pests are coffee berry borer, white stem borer,
and nematodes.” The outbreaks or uncontrolled
infestations, he said, can have a major impact both
on the individual farmer and the entire economy of
the country or coffee growing region.
One of the challenges that faces Africa today is
that a lot of the natural system has been destroyed,
including the biological predators that used to help
combat these insects and diseases. “When we look
at the countries of origin, we can see the ethology
of the disease and then seek out the best control
measures,” said Krishnan. “In addition, a lot of
these diseases may have now developed alternate
hosts in the origin countries, making the spread of
the pathogen even more devastating.”
Although coffee leaf rust existed in Ethiopia for
decades, the disease had only a minor impact on the
coffee farms. However, this situation has shifted
dramatically. Kifle Belachew Bekele, associate
coffee researcher, EIAR, Jimma Agricultural
Research Center, Jimma, Ethiopia, and his team,
conducted a large-scale survey of the impact of
coffee leaf rust in Ethiopia. The study looked
at 405 coffee fields in nine production zones of
Oromia and Southern Nations Nationalities and
Peoples (SNNP) revealed that the disease was
prevalent in some capacity in every single field.
The severity ranged from five percent to 86.7
percent. Altitude was the main driver for the
epidemic, with the incidence and severity being
the highest in the lowland fields, poorly managed
plantations and those grown in open sun. Higher
altitudes, well managed farms, and crops grown in
forest systems decreased this risk.
“In Ethiopia, the major constraints are climate
change-related problems, erratic rainfall, soil
fertility degradation, and poor coffee management
practices,” said Bekele. “Coffee leaf rust is
distributed throughout the major coffee-growing
areas, but in Ethiopia we have the highest pathogen

White stem
borer management practice.

Image courtesy of World Coffee Research
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Lack of Resources in Africa

Economic challenges and lack of resources can
make it extremely challenging for African farmers
to mitigate the risk of disease and infestation.
Integrated Pest Management strategies, although
effective, are costly and time consuming creating
an unsustainable solution, especially when the
price of coffee is low.
Implementing these strategies for a lot of these
farmers remains economically unsustainable.
Volatile prices compounded with globalisation
means that disease and pest outbreaks will
continue to evolve. “I’m becoming increasingly
concerned about the farmer’s ability to deliver
quality products with the current prices. Some of
the world’s best coffee is provided by some of the
October 2020
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Coffee leaf
miner in South
Sudan.

Image courtesy of Dr Sarada Krishnan

variability and the highest fungal mycoparasites
that exist within the coffee leaf rust infected leaves.
This information can help aid in discovering
biological control agents that can help combat
diseases and pests in Ethiopia.” Improving genetic
resistance and adopting better management
practices are urgent to prevent the surge of new
strains and help mitigate crop losses.
The coffee berry borer continues to plague
Africa. This insect is a survivor, with the female
living up to 282 days, meaning that the insect (if
not controlled) can devastate multiple crops. The
pest thrives in high temperatures and humidity
making Africa a perfect breeding ground. However,
controlling this insect can be both challenging and
costly. Integrated pest management is the best tool
to control the impacts of these devastating pests
and diseases. This includes ensuring that the farm
remains sanitized and clean. With the coffee berry
borer, for example, setting out traps and discarding
the dropped berries are cost effective, biological
controls. “These practices must be adopted by not
only the farmer, but by the neighbouring farmers
as well, in order to have a real impact on these
predators,” said Dr Krishnan.
Quarantine measures have helped to control
the transmission of this pest throughout the world.
However, despite the best efforts, the pest has
travelled, with Hawaii being the region that was
most recently impacted – the Big Island in 2010,
Oahu in 2014, Maui in 2016, and most recently,
Kauai. “One of the best ways to contain these
pests is to not move the plants around without
first obtaining the proper permissions and going
through the quarantine process,” said Dr Krishnan.
“The quarantine process is there for a reason — it
may feel like a painful process to go through, but
it is the most efficient way to monitor and contain
pests and diseases.”

world’s poorest farmers,” said McCook. “We need
to be concerned.”
The impact of infestation was most recently
experienced in Embu County, Kenya, which is
currently working to combat a high infestation of
coffee leaf rust. The current chemicals that they
have to fight this disease are no longer effective
(the fungus is now resistant to them) and other pest
management strategies are too costly to implement.
“The challenges in the region are compounded by
the fact that many farmers do not use the kind of
chemical controls that are prevalent in other parts
of the coffee-growing world and there is a lower
availability of resistant varieties,” Kraft explained.
These practices leave farmers susceptible to
economic losses.
However, it is not all doom and gloom, said
Kraft, adding that new varieties like Baitian (which
was developed and released in Kenya) are resistant
to rust and coffee berry borer. “Introducing these
new varieties may become critical supports for
smallholder farmers for whom chemical controls
or more intensive management practices are not
feasible,” he said.
The solutions for Africa need to be able to
respond to the economic challenges that continue
to plague this continent. The key is to find a way to
break the disease triangle and create environments
where the coffee plants will be able to resist these
pathogens. This includes the reintroduction of
forest systems, growing at higher altitudes, resistant
strains and educating consumers about the value of
coffee, so that the farmers can sustain these
systems.

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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The Importance of
Packaging and its
Challenges to Industry

H

ow well do you know your customer?
When last did you stop long enough to
remind yourself who your customer is?
When last did you talk to your customer? Have
you thought about where there might be other
customers just like the ones you currently have?
Do you know your customers’ needs? Do you fully
understand your customers’ challenges and the
issues facing them?
In this piece, I will discuss the current
trends, challenges and issues facing the world of
packaging. But let me take one step back – before
we look forward – and begin with sharing my
concern with you. I suspect there is a current
global trend and challenge where producers of
packaging are so caught up with trying to keep up
with the latest trends, expectations and challenges
in the world of packaging, they are overlooking
their customers’ real needs. And by customer, I
do not refer to only the man-in-the-street, the end
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In a special piece written for T&CTJ,
Prof Pierre Pienaar, president of the World
Packaging Organisation, discusses the
trends, challenges and issues of the
packaging industry as it works to become
a more sustainable sector.
By Pierre Pienaar
consumer. I refer to the entire supply chain. The
entire supply chain is your customer.
Customer knowledge and needs are evolving
faster than ever. Understanding your customer as
thoroughly as possible has become more important
than ever. Twenty to thirty years ago you probably
had only one agent who handled the movement
of your product from collection to distribution.
Today, there could be four or five companies
involved in moving your goods from your factory

Credit Tim Willems.

A dramatic
increase in
the number of
single-person
households has
led to a demand
for goods packaged in smaller
portions.

Image courtesy of Starbucks Coffee
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until they reach their final point of distribution.
Within such a supply chain there could be varied
conditions: fluctuations of temperature, humidity.
Are you fully aware of the route your product takes
en route to the customer?
Are you familiar with the retailer’s needs? Have
you caught up with, or are you staying up to date
with, the fast-changing e-tailer’s need? E-tailers
such as Alibaba and Amazon are offering discount
warehouse storage space for sellers to stock more
product. Have you considered if your product
for e-tailing should be packed differently from
traditional retailing? Have you considered what
your packaging should look like for the future
unmanned stores? Here there is no staff member
to answer questions. Your packaging will have to
speaker louder than ever. The package will have to
sell itself.
Have you calculated the growth of the middleclass income earners in your region? Are you ready
for their purchase power? Will they be purchasing
your product in a physical store or online? Will
your packaging be different for these two retail
arenas? Online retailers will have an increasing
influence on the grocery landscape; that is aside
from the exponential growth of sales of all other
commodities online.
We may become so caught up with issues
of sustainability, biodegradability, automation,
digital printing, extended shelf life, active and
intelligent printing, but are we learning about the
digitalisation of retail? Particularly if you are in
the food industry: will your product get to your

customer’s home fresh enough for consumption
after some hours of waiting at their front door? Are
you packing for your customer in a way that they
will be inclined to reuse, recycle and re-purpose
the packaging?
Furthermore, have you reduced the packaging
in the first instance? My wife and I subscribe to
a food delivery service in Australia called Hello
Fresh. My wife teaches full time, I work long
hours. My wife does not like shopping – lucky
me! I quite like shopping, but I shop to learn about
packaging (that is perhaps why my wife does not
like to shop with me). I check out the latest trends.
I observe customer shopping habits, particularly
around their interaction with the packaging. I take
note of the shelf arrangement of products. And so,
shopping may not be our favourite past-time. But
we do like to eat, and this is where Hello Fresh has
met our need. They deliver a corrugated box with
three brown paper bags to our home each Monday.
Each bag contains the ingredients, including the
vegetables, for just one recipe. The recipes for the
week are also supplied. They have gone the extra
step to ensure the recipes walk the ‘chef’ step by
step through the cooking process, with pictures.
Now, even I have begun cooking delicious meals!
In the box is also an insulated bag with an ice pack
for the meats and dairy items.
I realise that such home deliveries are not
possible in all countries or cities but I have used
this example to illustrate a company that has spent
time learning about its customer’s needs in great
detail and has created a product that honours the
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The New Plastics Economy
envisions a
future where
unnecessary
plastic is eliminated, necessary plastic is
infinitely more
sustainable and
those plastics
are recirculated
in the economy,
not discarded
into the environment.
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Global Packaging Challenges

We want our packaging to bring us the product
“anywhere, anytime”. And we have the nerve to
say packaging is the problem! Here, I believe,
is proof that packaging is the solution. It is the
customer driving the packaging demand to meet
his or her need. Are you aware of your customer’s
needs? Are you able to fulfil these needs while still
respecting the planet’s needs?
The packaging industry receives so much
negative publicity. We need to have the courage to
know that we are in an industry that covers every
single product. Where would our customers, in this
modern world, be without our industry? The media
in all its criticism, and the ranting customer who
shouts about the negative impact of packaging,
need to be gently reminded who is driving the
packaging problem.
Some of our global challenges include
increasing literacy. It is ironic that increased
literacy should be considered a challenge. But a
whole new population of literate customers who
will require information on their packaging is
emerging. Whereas this sector of the population
may previously have been dependent on purely
images, they now require simple words too. But
this group, in their new-found literacy, are joining
the already literate who are growing in their need
to be healthy, or at least be health conscious. With
October 2020
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greater literacy comes greater employability. With
greater employability comes a dual income and
increased purchasing power. Do you know your
newly literate, employed customer’s needs?
Asia is the largest regional grocery market in
the world, and it is expected to grow by a CAGR
of 6.4 percent between 2018 and 2023 (per IGD,
2019). This grocery market will be worth USD
$4.2bn by 2023, up from $3.1bn in 2018. Its share
of global grocery spend will be 37.2 percent in
2023 (per IGD, 2019). The IGD reported that
the region will account for 44.2 percent of all
additional grocery sales generated between 2018
and 2023, noting that China, India and Indonesia
will be the biggest contributors to the region’s topline growth, accounting for 74.2 percent of new
sales added by 2023.
According to Smithers Pira, the worldwide
authority on the packaging, paper and print
industry supply chains, data collected shows the
challenges for the packaging industry include
this economic and demographic growth where
increased consumer income will strengthen demand
on packaged goods. The increasing population and
the rate of urbanisation will continue to grow
in areas such as China and India. Smithers Pira
suggests, “This translates into increased consumer
incomes for spending on consumer goods, as well
as exposure to modern retail channels and the
aspiration among a strengthening middle class to
engage with global brands and shopping habits.”
(The Future of Packaging: Long-Term Strategic
Forecasts to 2028, 2019).
The rising life expectancy in key developed
markets such as Japan will lead to an ageing
population. With this trend comes an increase
for pharmaceutical and healthcare products. The
challenge here is that the opening of these goods
needs to be adapted for the elderly. With increased
literacy and employability comes increased

A trend in packaging is helping
consumers be
healthy.

Image courtesy of Bigelow Tea

environment to a large extent. IGD, a research,
training and data organisation for the food and
grocery sectors, suggests some trends affecting
packaging include:
• Data management. Data about your product:
its origin, its ingredients, its purpose, its location
in the supply chain, its environmental footprint etc,
is what will dictate the way forward. Does your
packaging, through barcodes, reflect this required
data?
• “Doing good is good business.” In other
words, doing the right thing by your packaging in
its relationship with the environment, will ensure
you are perceived as doing good business.
A trend in packaging is helping customers
be healthy. In this rat race world where we have
worked and rushed ourselves sick because we
never switch off as we did years ago – before
technology permeated every minute of our day –
we are now calling out for someone else to keep
us healthy. We want the food to last longer on the
shelf. We want the packaging to tell us if the food
is still fresh, we want the packaging to reduce the
global carbon footprint, we want the packaging to
cook our meal for us, we want the packaging to
offer us health drinks while we are on the run.
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independence. This has led to a new phenomenon
of increased single-person households. This in
turn pushes the demand for goods packaged
in smaller portions. This smaller serve portion
demand was previously required mostly in
developing countries where many consumers have
no access to refrigeration and need to visit markets
frequently to ensure their food is fresh. High levels
of unemployment in such developing areas also
means consumers can only afford small portions
of necessities at any one time: items such as
toothpaste, soaps, toilet paper etc, which you and
I may buy in bulk.
Increased travel, on the other hand, has seen
an explosion in the demand for exactly such small
portions – for a very different reason. Travellers
want toiletry portions less than 100ml each which
can be shown at airport security. Do you know
your customer’s needs?

Sustainability of Packaging

Sustainability, and the concern over environmental
impact, remain high on global agendas. In recent
years, the sustainability of packaging has received
increased attention. Central and municipal
government regulations, together with consumer
attitudes and brand owner values are now all
shouting for sustainable packaging. Rightfully so.
The European Union has pioneered and is
leading this area with its drive towards circular
economy principles. There is a particular focus
on plastic waste, and high-volume, single-use
item plastic packaging (such as water bottles) has
come under scrutiny. A number of strategies are
advancing to address this, including substituting
alternative materials, investing in the development
of bio-based plastics, designing packs to make
them easier to process in recycling, and improving
recycling and processing of plastic waste. I
commend Singapore for the excellent recycling
of waste through its highly effective incineration
plant.
There is no getting away from the fact that
consumers remain motivated by their demand
for sustainable packaging and so brand owners
demand packaging materials and designs that
demonstrate the brand’s commitment to the
environment. Brand owners are our clients. Are
we meeting their need for sustainable packaging?
One of my absolute passions, and certainly
one of the main focuses for the World Packaging
Organisation, is the reduction of food waste in
an attempt to reduce world poverty. There is no
shortage of food in our world. Over 30 percent
of the world’s food production goes to waste.
This is enough to feed the entire planet’s starving
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population. Today, you will also hear more about
the wider use of intelligent packaging that can
cut waste within the distribution chain and which
can reassure consumers and retailers on the safety
of packaged foods. We must begin to get serious
about developing packaging that gets more food to
more people who need it most.
As more and more consumers have access to
the internet and smartphones, we can expect online
purchasing to rise exponentially. As mentioned
before, this demand will elevate the need for
appropriate packaging solutions. I anticipate a
spike in especially corrugated board formats which
can ship goods around the globe through more
complex distribution chains. With the birth of
social media and the globalisation of our planet into
a village, consumers are increasingly demanding
what they see others have around the world.
Ironically, as life gets more hectic and impacts
on our health, and we see the results on the
ever-popular selfie photograph, we demand more
healthier foods, including gluten-free, organic,
portion-controlled, flexible, sustainable packaged
goods. And we say packaging is the problem?
By now you may be feeling a little overwhelmed
by the picture I have painted or the scene I have

Asia
CanTech

set with regard to the trends, challenges
and issues of the packaging industry. I can
reassure you that you do not need to face this
future alone. The WPO feels very strongly
that education is the key to coping with the
current and future demands of the packaging
industry. We can bring training and education
to your country, to your packaging institute,
to your company, even to you online.
As your customers become increasingly
demanding, the need for understanding these
global trends and a knowledge of the science
behind the package will become more and more
important.
Pierre Pienaar holds a professorship in packaging engineering
and is the current president of the World Packaging Organisation
(WPO), based in Vienna, Austria. He is the current national education director and past national president of the Australian Institute
of Packaging. Previously, Pienaar was the national president of the
South African Institute of Packaging. He is a packaging engineer in
his own global packaging consulting business, PackTech Solutions Pty Ltd Pienaar has a Master of Science Degree (Packaging
Engineering/ Technology) from Brunel University, UK, and a Master
of Manufacturing and Production Degree from the University of
Hertfordshire, UK.
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Exploring China’s Famous
Black Teas
Whilst being the world’s biggest green tea
producer, China also makes several premium
black teas, all highly praised cups with
distinctive flavours. Sought after both in the
domestic and Western markets, their share
grows steadily as demand is increasing.

By Barbara Dufrêne All images courtesy of Barbara Dufrêne

G
Lapsang Souchong
tea from the Fujian
Wuyi mountains is
handpicked and
handcrafted locally.

lobal tea production has doubled during
the past 20 years, reaching a total output
of 6.15 million metric tonnes (mt) in 2019.
This is mainly due to China’s output, which currently
represents 45.5 percent of the world’s teas. China is not
only the biggest player in the global tea industry, and the
biggest green tea producer, but it has also completely
reshuffled the cards, recovering its leadership position
in the field of quality diversification, and today is the
main trendsetter for premium cups.
After years of heavily promoting its fine green

teas in the West, namely Zhejiang’s famous West
Lake Longjing or Dragonwell, which was granted
the first ever Protected Origin Appellation (AOP) for
a tea by the European Union in May 2011, it seems
that the focus is now back on the famous black teas.
Most of these have been created from the start for
the export markets, from the Qing dynasty (16441911) onwards, and have regularly fetched awards in
international agri-food events for their beautiful leaves
and extremely refined and intensely fragrant cups.
According to the China Tea Marketing Association
(CTMA), the production of black tea continues to rise
– from a share of five percent in 2010, to 13 percent in
2017 – almost catching up with the dark tea category
(comprising puer teas), which makes up 14 percent.
Strangely enough, China still does not have any
major international tea brands, probably because
only 13 percent of its teas are exported. Chinese tea
exports in 2019 amounted to 366,550 mt, of which
around 80 percent were green teas, 13 percent black
teas and seven percent other teas. With a current
black tea production amounting to approximately

Exploring China’s
Famous Black Teas

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

P.34-35,37,39 F4 OH CHINA√.indd 32

October 2020

24/09/2020 09:13

ORIGIN HIGHLIGHT: CHINA

364,000 mt, the export volume of about 35,000 mt
of black teas is marketed all over the world, with the
biggest customers being the USA, followed by Hong
Kong, Pakistan, Russia and Germany. According
to the CTMA, premium black teas represent about
10 percent of production and about 15 percent of
exports, the remaining volume being good quality and
mainstream black leaf teas and CTC for tea bags.

Understanding Hong Cha
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A new premium
black tea, Jin
Jun Mei, from the
Fujian Wuyi mountains, launched in
2006.

∆

In China, black teas are called Hong Cha, meaning
“red tea,” in line with the cup colour. Despite the
continuously rising consumer interest in fine terroir
teas and knowledge about their many origins, there
is no global agreement in the consumer countries
about the many challenging denomination issues
that concern Chinese teas. The majority seems to
prefer staying with the Western terminology, which
considers all fully oxidised teas as black teas, the
finest of which have been for many decades imported
from Sri Lanka (Ceylon, Darjeeling and Rwanda in
particular).
However, some premium black teas from China,
which were crafted during the late 19th and early
20th centuries, caught much attention as gold medal
winners at the Panama World Exhibition in 1915.
They have successfully resumed their careers after the
disruption through the Japanese occupation (1938-45)
and then the cultural revolution (1966-70) and are now
fully back in the market again.
In 2002, the China Chamber of Commerce for
Food (CCCFNA) launched a tea promotion operation
in the Western markets, in order to introduce its
traditional tea categories, green, black, Oolong, dark,

white and scented teas, at a time when Europeans
and North Americans had only black teas in their
cups, mostly consumed with milk and sugar. The first
target in these earlier times was to promote green
teas, and later, Oolong and puer tea. Now that these
categories are becoming well known in the West
and their manufacturing ways have spread widely to
other producing countries, the focus is again on the
premium black teas from China.
Manufactured on a relatively small scale for export
mainly, and in line with Chinese tradition, the black
teas are almost all named according to their origin
province, county or township, which is a perfect way
of identifying and referencing these cups as true terroir
teas. According to the CCCFNA, the list comprises a
set of premium Gong fu teas, an expression referring
to a careful and skillful manufacturing process, that
handles only whole leaf material of the highest
picking quality.
The most famous of these traditional black teas are
produced in: Anhui Province, Qimen Township (called
Keemun in the West); Yunnan Province, Dianhong
(called Yunnan Imperial, etc, in the West); Fujian’s
Wuyi Shan area (which we call Lapsang Souchong in
the West); Sichuan Province around Yibin Township
(called Chuanhong); followed by Hubei Province and
the Yichang area, producing Yi Hong.
As the Chinese names indicate, they are all Hong
Cha cups from specific areas. There have been new
creations in recent years, in particular the premium
Jin Jun Mei, from the Fujian Wuyi mountains Lapsang
area, launched in 2006, and fetching prices well
beyond the levels that Western tea consumers are
prepared to pay for good cups.
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Dianhong is a
prestigious black
tea from the
Yunnan Province.
The name is
derived from an
ancient province,
the Kingdom of
Dian.

These teas are all on and off the Ming Cha list,
the annual publication of the most award-winning
teas, thus celebrated as “the famous teas.” Announced
every year on a national level, this ranking is the result
of the many quality competitions that are carried
out regionally and nationally for the harvests of the
premium picking seasons, mostly the early spring.
Targeted to enhance not only the tea farmers’ longstanding and valuable know how, but also the artisanal
skills of the tea makers and tea masters, the purpose
of this ranking and competition schedule is to ensure
continuous excellence from the bush to the cup.
The results are then materialised through the award
ceremonies, the nomination of the year’s tea kings, the
plaques for displaying on the walls of the tea market
shops and in the office hall of the tea companies. All
these premium black teas have their own stories, of
which the top three are discussed below.

Lapsang Souchong
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Keemun

This exquisite black tea, from Anhui Province,
Huangshan/Yellow Mountains, Qimen Township,
called Keemun in the West, and Qi Hong in China,
was reportedly launched in 1875 by a high-ranking
imperial official after retiring to his home town. The
idea was to increase the area’s export business, by
creating a new top quality black tea. The local tea
gardens, which have produced high quality green

∆

From Fujian Province, Wuyishan, Tonnegmu
Township, this lapsang souchong is a slightly smoky,
high altitude, finely picked cup, which is reported to
have been created by accident in the early 17th century.
Supposedly, village people went into hiding out of fear
of some war-faring soldiers, which upset the ongoing
tea harvest and manufacturing. Coming back after the

soldiers had gone, they decided to use the smoldering
tea leaf to avoid the loss of their entire spring harvest.
Here language complexities complicate the issue, with
the Chinese denomination being Zhengshan Xiao
Zhong, the small leaf from the true mountain area that
has become the Western vernacular of the local dialect
pronunciation.
Linked strictly to the close surrounding of
Tonnegmu village area, this fine tea has been reputed
in the West for over 400 years. The closely tended
gardens of tea bushes that are reported to have grown
spontaneously many centuries ago in this area high up
in the Wuyi mountains, which are not easy to access
at all, yield highly aromatic leaf that is handpicked
and handcrafted locally. Small volumes push the price
up, so beware of cheap lapsang teas, which may lack
authenticity.
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teas since the Tang dynasty, were invited to change
the manufacturing process for the early spring buds
and which were fully oxidised after a battering that
released the leaf juices. The resulting liquor was softly
and intensely aromatic with chocolate notes and a
malty mouth feel that immediately appealed to both
home and Western consumers.
Rapidly, this tea became a “must have” in Great
Britain as a breakfast cup for the Royal family and
aristocrats. There are many quality grades, from the
finest to coarser leaf for this excellent tea. The same
spring leaf, when processed as green tea, will yield the
famous Huangshan Mao Feng, which is also on the
Ming Cha list of terroir teas.

Dianhong

Dianhong, a prestigious and delicious black tea
from Yunnan Province mountainous areas in the
Lincang district (around Fengqing in particular), was
created in 1939 while Japan was occupying China.
During this time, the Japanese government was set
up in Wuhan, Hubei Province and was blocking most
of the traditional Chinese tea exports to Western
destinations. Chinese national troupes, under Chiang
Kai shek’s order, were desperate for funds and decided
to launch Western-style tea production in Yunnan,
where exports through neighbouring Burma and
Vietnam could reach foreign markets.
Experts were sent to the Lincang district with
the remit to create a big leaf black tea, that would
carry flavour notes and fragrances similar to Anhui
Keemun teas. The result was overwhelming – the
teas made from buds of the local Da Ye (big leaf)
varieties were strong, mellow, with chocolate and
malt notes, never bitter and with a rich texture and
pleasant mouthfeel; a major achievement that has been
successfully attracting Western consumers ever since.
Sourced from a much wider area than Keemun and
Lapsang Souchong, there are almost as many varieties
of Dianhong as there are tea gardens. The name
is derived from the ancient name of the province,
which was the independent Kingdom of Dian, before
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being integrated into the Ming Dynasty Imperial
China in the 1350s as Yunnan province. There are
many varieties of Dianhong, according to harvest
dates, precise garden locations, picking standards and
processing style, but they all have an intrinsic quality
of golden bud taste and liquor in common that appeal
to all generations of tea lovers.
Chinese black teas continue to attract Western
consumers; their usually beautiful leaf is easy to brew,
yielding smooth, elegant, and tasty cups that enhance
traditional taste profiles. They are, however, becoming
quite expensive because of rising domestic demand,
but the expense is usually fully rewarding. The list of
Chinese terroir teas that have been registered to be
granted a Geographical Indication by the European
Union comprises several premium black teas from
Fujian, Hubei, Guangdong, and Anhui provinces.

Hubei Yihong Gong
fu grades of black
tea

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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SENSORIAL EXPERIENCE

Mastering Tea Tasting

T

asting is a magic exercise that can sometimes
be challenging because all the senses are
called upon. Understanding how the senses
work, realising how to recognise perceived information
allows you to make the most of this moment. The
objective of the tasting guides is how it is approached.
That we taste for pleasure, to examine or evaluate
a tea, the posture will be different each time, while
making the same senses work.

First Steps: Sight & Smell
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By Carine Baudry

All images courtesy of Barbara Dufrêne unless noted

tea, the cultivar, the terroir, the process, and the way
of brewing it.
When the time comes to put the tea liquor in the
mouth, three senses are simultaneously in action:
taste, touch, and again smell. Again, the sense of
smell, but this time via another path, retronasal
olfaction. When the tea liquor is in the mouth, the
same odorous compounds also pass to the gaseous
state and follow the path of the air at the time of
breathing. This time, it is the expiration that will be
important to perceive the odours. Indeed, at the time
of expiration, the air rises by depression in the nasal
cavity and reaches the same olfactory receptors. The
compounds are the same, the receptors are the same,
the analysis is the same, only the path changes. While

Tasting session at a
tea competition in
Shenzhen, China in
2018.

∆

The first contact with tea leaves, with your tea liquor,
is good thanks to the view. You see, look, appreciate!
The view gives us a lot of information: quality of the
leaf, quality of the harvest (presence of buds, young
shoots), type of process (the chemical reactions that
take place in the tea leaf during the process, such
as oxidation, roasting or even fermentation have an
impression on the colour of the leaves and also of
the liquor), but also the quality of the preparation – a
cloudy liquor, for example, gives us indications on the
minerality of the water used and does not augur well
for tasting.
The view allows us to not only admire the tea,
but also to appreciate it. Beware, however, of the
presuppositions that can bias the tasting. Sight being
the first contact with tea, visual information can lead
us on the wrong tracks and create presuppositions.
The most common example is the idea that tea would
be mild because it is too light in colour.
Next comes the smell. The smell is very complex,
probably the most complex of our five senses. It can
transport us to our deepest and most distant memories.
We, first, seek smell by direct olfaction as we approach
the cup of tea to our nose. The odorous compounds
present in the liquor pass partly into the air and follow
the gaseous torrent of respiration. As we breathe in,
the air and odorous compounds pass through the nasal
cavity to reach the very top of the nose, at the level of
the olfactory epithelium. These odorous compounds
solicit the olfactory receptors and send information to
our brain allowing us to smell and analyse all odours.
The objective of this article is not to go into the details
of the odour perception mechanism, but more to make
you aware of how it works.
In tea, the olfactory solicitations are very numerous,
because the number of odorous compounds can be
very important. More than 500 odorous molecules
have been counted in teas. The number and nature of
these compounds are of course linked to the type of

Using all five senses when tasting tea is critical
whether it is when judging tea for professional or
personal purchase, or for competition.
Experience, expertise and mastery of sensory
vocabulary are major points for evaluating a tea.
Aroma and flavour expert, Carine Baudry, offers
a guide on how to properly taste tea.
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SENSORIAL EXPERIENCE

we filter the air in direct olfaction to avoid being
attacked by olfactory pollution, we perceive in a more
complete and concentrated way in retronasal olfaction,
because after having passed the filter of the mouth,
100 percent of the compounds can reach the receivers.
We are therefore more sensitive to retronasal
odours, but the presence of other senses, such as taste
and touch, make perceptions more complex. Let us
continue our sensory journey and now talk about taste.

The Sensory of Taste & Touch
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more infuriating than not being able to put a word on
AVPA’s 2019 Tea
a sensation. So exasperating, that every so often, it Contest tasting session.
Carine Baudry is picprevents us from perceiving the multitudes of things
tured on the front left.
to perceive. Particularly in the professional tasting,
expertise and mastery of sensory vocabulary is
crucial. The sensory vocabulary makes it possible to
distinguish all the nuances of each sense. It makes it
possible to evaluate and above all to illustrate in the
most analytical way possible with a vocabulary that
must be common to be shared. To learn more about
the vocabulary, consult the La QuintEssence sensory
box (contact@la-quintessence.com).
So, you realise that it is vital to use our five senses
(especially the four: sight, smell, taste, and touch)
Prepping tea for a
when tasting a tea. Experience, expertise of tea, and
cupping at Moc Chau
mastery of sensory vocabulary are major points for
Tea Company in Son La
evaluating a tea.
Province, Vietnam.
As part of the Paris, France-based
AVPA (Agency for Validating
Agricultural Products) contest on teas
from around the world, I had the
pleasure and honour of collaborating
with the agency on the implementation
of the most complete evaluation grid
possible and one that is as fair as
possible. Tea can thus be judged and
classified with the other teas in the
contest according to precise sensory
criteria by a jury of experts. This
approach also allows, on-demand, a
sensory evaluation of tea. The detailed
sensory evaluation lets producers
know how their tea is judged and
described by a jury of experts.

Image courtesy of Vanessa L Facenda

The term taste nowadays designates a global perception
in the mouth, often including olfactory, gustatory, and
even tactile perception. On a more technical axis,
the perception of taste designates a much-reduced
perception since it is normally addressed only to taste
perception.
Taste perceptions are mainly located on the tongue.
Our tongue is made up of taste buds in which there
are taste buds equipped with taste receptors. To
apply these taste receptors, the food components
must dissolve in saliva. In the Physiology of Taste,
the French gastronomer, Brillat-Savarin, tells us
that “the number of flavours is infinite.” But, for
educational reasons and to allow better verbalisation,
close perceptions, even if they are not identical, are
grouped into five major families of flavours associated
with a descriptor: sweet, salty, bitter, sour and umami.
Each taste perception is different and recognisable.
When we talk about the sense of touch, we often
think of the tactile perceptions we have thanks to the
sensitivity of our fingers. This sensation is effectively
used to evaluate the texture of the dry leaf, its
flexibility, which indicates its treatment and its age.
But this is a small glimpse of what tactile perception
can bring us in tea tasting. Indeed, the tongue and
the mucous membranes of the mouth contain many
tactile receptors. We are even more sensitive to
tactile information received by mouth than on the
fingertips. Tea contains many compounds, some of
which, tannins for example, as in wine, come into
play with saliva. This reaction causes dry mouth,
called astringency. Depending on the intensity and
location of this phenomenon, we get different tactile
perceptions often called textures.
Each sense is perceived individually, of course, but
alchemy works with synergy. Even if the richness of
the flavours and aromas of a tea is the most soughtafter point, these perfumes will be all the more
interesting if they are carried by the flavours and the
texture. A tea that is too smooth or watery, without
any texture, will be short in the mouth, whereas if a
fine astringency accompanies perception, it will take
on a completely different dimension.
Perceiving is essential, so is naming. Nothing is

Carine Baudry is specialist in aroma/flavour
(aromaticienne), a graduate of ISIPCA, and an
expert taster in the field of tea and infusions for
more than 15 years.
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GREEN COFFEE REPORT

August Green Coffee Report
August marks the second consecutive monthly rise in coffee prices
according to the latest coffee report from the International Coffee
Organisation (ICO).
The monthly average of the ICO
composite indicator rose by 10.7
percent to 114.78 US cents/lb in
August 2020. This is an increase
of 19.5 percent compared to August 2019 when the ICO composite indicator averaged 96.07 US
cents/lb, the lowest average for
August since 2006. While prices
have increased, they remain low
compared to the long-term average of 139.21 US cents/lb in the
previous ten years.
The daily composite indicator
continued trending upwards at the
end of July starting the month at
113.62 US cents/lb before reaching a low of 109.90 US cents/lb on
11 August. Prices recovered over
the rest of the month and reached
a high of 121.31 US cents/lb on 31
August. Concerns over temporary
tightness in supply, as evidenced
by the lower output and exports in
some countries, particularly producers of Mild Arabica, supported
firm prices in August.
Prices for all group indicators
rose in August 2020 for the second
consecutive month. The largest
increase occurred in the average
price for Brazilian Naturals, which
grew by 14.1 percent to 111.79 US
cents/lb. Other Milds increased by
11.2 percent to 163.25 US cents/
lb while Colombian Milds rose
by 9 percent to 167.22 US cents/

Source: ICO Report

Global Coffee Production
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lb. As a result, the differential between Colombia Milds and Other
Milds decreased by 39.8 percent
to an average of 3.97 US cents/
lb. The monthly average Robusta
price increased by 7.4 percent to
72.68 US cents/lb.
The average arbitrage in August,
as measured on the New York and
London futures markets, rose by
20.3 percent to 58.09 US cents/lb.
Certified stocks have also fallen
in recent months. In August 2020,
stocks of certified Arabica reached
1.54 million bags, the lowest volume since March 2017, and certified Robusta stocks amounted to
1.85 million bags, the lowest since
November 2018.
The volatility of the ICO composite indicator price increased by

1.3 percentage points to 8.9 percent. The volatility for Colombian
Milds increased by 1.8 percentage
points to 8.5 percent, and for Other Milds by 1.6 percentage points
to 8.5 percent. Brazilian Naturals
volatility rose by two percentage
points to 13.5 percent, while the
volatility for Robusta prices remained unchanged at 6.3 percent.

Exports Decline

In July 2020, world coffee exports
fell by 11 percent to 10.61 million bags compared to July 2019.
Shipments of Arabica fell by 7.6
percent to 6.65 million bags, and
Robusta exports decreased by
16.1 percent to 3.96 million bags.
Other Milds recorded the largest
decrease in July, falling by 19 percent to 2.24 million bags. Exports
of Colombian Milds fell by 1.4
percent to 1.21 million bags, and
Brazilian Naturals declined by 0.1
percent to 3.2 million bags.
Among the five largest exporters in July, the shipments of Colombia, Ethiopia, and Indonesia
grew while those of Brazil and
Vietnam declined. Global exports
in the first ten months of coffee
year 2019-20 reached 106.59
million bags, 5.3 percent lower
than the same period in 2018-19.
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Coffee Production by Region

Shipments of Other Milds
shrank by 9.7 percent to 21.41
million bags in October 2019 to
July 2020. Colombian Milds decreased by 6.6 percent to 11.74
million bags while Brazilian Naturals exports fell by 5.8 percent
to 32.54 million bags in the first
ten months of the coffee year.
Robusta shipments reached 40.9
million bags; two percent lower than in October 2018 to July
2019.
World coffee production is estimated at 169.34 million bags in
2019-20, 2.2 percent lower than
in 2018-19. Arabica output is estimated to decrease by five percent to 95.99 million bags while
Robusta output is expected to rise
by 1.9 percent to 73.36 million
bags. Production is expected to
fall in all regions except for Asia
& Oceania, where it is estimated
to increase by 2.2 percent to 50.92
million bags. Africa is estimated to harvest 18.83 million bags,
0.2 percent less than in 2018-19.
Production in Central America &
Mexico is estimated to decline by
4.6 percent to 20.73 million bags
and in South America by 4.6 percent to 78.87 million bags.
Vietnam is the largest producer
in Asia and Oceania and its output in 2019-20 is estimated to
increase by 0.7 percent to 31.5
million bags. Vietnam’s harvesting ended before the start of the
global pandemic and benefited
from the higher yields of newer
trees as well as less favourable
prices for competing crops like
pepper. Indonesia’s production is
estimated to increase by 16.5 perOctober 2020
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cent to 11.2 million bags due to
beneficial weather and firm prices
for its Robusta crop.
Production in the next two largest producers of the region, India
and Papua New Guinea, is expected to decrease by 2.5 percent to
5.85 million bags and by 19.2 percent to 752,000 bags, respectively.
Regional exports in the first ten
months of the coffee year reached
34.1 million bags, 4.2 percent
lower than in the same period for
2018-19 due to strong competition on the international market.
Production is expected to rise
in Africa’s two largest producers,
Ethiopia and Uganda. Ethiopia’s
harvest is estimated to increase
by 2.1 percent to 7.7 million bags
due to beneficial weather and
improved agricultural extension
services. Output from Uganda
is estimated at 4.9 million bags,
4.2 percent higher than last year,
which is the second year of increase. Favourable weather and
new trees reaching maturity have
boosted yields in Uganda.
However, output from Côte
d’Ivoire is estimated to decrease
by 10.2 percent to 2.2 million
bags and from Tanzania by 23.4
percent to 900,000 bags. Exports
from the region rose by 5.1 percent to 11.65 million bags in October 2019 to July 2020.
Production is projected to decrease in four of the five largest
producers in Central America and
Mexico. Honduras’ harvest is estimated to fall by 7.2 percent to 6.8
million bags, which is the second
year of decline. Low prices and a
limited labour supply have dis-

couraged farmers from harvesting
their coffee. Production in Mexico
is estimated to decrease by 5.8
percent to 4.1 million bags, in
Guatemala by 1.2 percent to 3.96
million bags, and in Nicaragua by
3.7 percent to 2.7 million bags.
However, Costa Rica’s harvest is
estimated to increase by 5.1 percent to 1.5 million bags, benefiting from beneficial weather and
greater rainfall. Regional exports
reached 14.2 million bags in the
first ten months of 2019-20, 9.3
percent lower than in 2018-19.
Output from Brazil, both the
world’s and South America’s largest producer, fell by 10.9 percent
to 58 million bags in crop year
2019-20, which ended March
2020. Brazil’s Arabica output decreased by 17.4 percent to 37.12
million bags as it was an off year
of the biennial production cycle,
but Robusta output rose by 3.4
percent to 20.88 million bags. The
2020-21 harvest has not been
greatly affected by Covid-19, with
output anticipated to be similar to
previous on-year crops.
Colombia’s production is expected to grow by 1.7 percent
to 14.1 million bags in 2019-20.
Shipments from the region fell by
7.2 percent to 46.65 million bags
in October 2019 to July 2020 due
to lower output as well as transportation delays.

Global Consumption
Under Pressure

Global coffee consumption is estimated to rise by 0.3 percent to
168.39 million bags in 2019-20.
The first half of the coffee year
showed a strong trend following
an increase in global demand of 5
percent to 167.84 million bags in
2018-19. A surge in demand at the
start of the global pandemic and
increased at-home consumption
helped to limit the fall in demand,
but the latter half of the coffee
year faces ongoing pressure from
a global economic downturn and
limited recovery in out-of-home
consumption. As a result, the overall supply/demand balance is estimated as a surplus of 952,000
bags.
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ICO and IACO Join Forces to Build Resilience for Africa’s Coffee Sector
The Inter African Coffee Organisation (IACO) has joined forces with
the International Coffee Organization (ICO) and the Centre for Agriculture and Biosciences International (CABI), to design an
emergency intervention
programme to alleviate
the impact of coronavirus
(Covid-19) on Africa’s coffee sector. The initiative,
estimated to cost €12
million, aims to alleviate
market disruptions, food,
nutrition, and income security challenges facing millions of smallholder coffee farmers across 11 countries for an initial three-year period.
The risk posed by Covid-19 on
Africa’s agricultural sector remains
critical given the sector accounts for
23 percent of the continent’s Gross
Domestic Product, with food and
agricultural exports averaging $35
billion to $40 billion annually. Out
of this, agricultural products including coffee and food worth $8 billion
flow through intra-regional trade
every year according to a McKinsey
report, calling for the need to safeguard Africa’s food systems against
the pandemic.
Covid-19 has revealed the critical

weakness of the agricultural systems in Africa, and particularly the
growing concern of its coffee value
chain. ICO projects a loss of exports
valued between $100 million and
$200 million, potentially affecting
6.6 million jobs in the coffee sector,
particularly in the East Africa region.
Dr Fred Kawuma, secretary general of IACO, said: “This pandemic
has dealt a major blow to the coffee
economy. World prices were already
bad for producers at the beginning
of the year before Covid-19. Unfortunately, the outbreak worsened
the downward trend in coffee price
to the disadvantage of vulnerable
smallholder producers. This is why
we are working towards building resilience that will protect our
producers.”
Activities along the entire value
chains across the continent have
been disrupted, leading to stockpiling of coffee at farm levels, reduced
price to growers, reduced domestic consumption due to closures of
coffee roasting units, cessation of
movements and meetings, and closure of distribution outlets. This joint
venture by IACO, ICO and CABI aims
to address these challenges and add
to ongoing efforts under Africa Cof-

ENSŌ Matcha Promotes Nurturing of
Body and Mind Through Matcha Tea

Credit: Emma Duckworth, Ensō Matcha

ENSŌ Matcha is
a new UK-based
brand, founded in
this year. It aims to
inspire people to
nurture their body
and mind and is
particularly targeted towards women who lead busy, hectic lives and
who would benefit the most from
matcha’s calming, energising properties.
“The more we learned about matcha tea and its values, the more
we realised it embodied the kind
of balanced lifestyle we wanted to
live. After experiencing the positive
impact it had on us, we felt inspired
to create ENSŌ Matcha so others
could experience it, too,” said founder Natalia.
She added, “And we’re excited to

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

P.46-47,49 COMPANY NEWS√.indd 46

share some of the world’s finest artisanal Japanese matcha with you.
The brand is named after a sacred
symbol in Zen Buddhism, meaning
circle. It symbolizes many things:
the beauty in imperfection, balance
and the acceptance of ‘what is,’” .
ENSŌ’s matcha tea comes from
Kyoto, Japan, widely known as the
most prestigious tea farming region
in the world. The matcha is grown
by artisanal tea farming families
with generations of experience and
produced in small batches to guarantee freshness, quality and great
taste. The master tea blenders combine different cultivators to achieve
a unique flavour profile and maintain consistency year-round. ENSŌ
Matcha can be enjoyed hot or cold.
For more information, visit: ensomatcha.co.uk.

fee Facility (ACF) set up to promote
domestic coffee consumption in the
continent. The programme adds to
support systems and agricultural
practices which will ensure sustainable intensification of smallholder
coffee farming systems in a manner
that ensures income security devoid
of the price shocks in the international markets, guarantee food and
nutrition security of the smallholder coffee systems and promote the
creation of entrepreneurial jobs beyond farming, both in the rural and
urban areas.
Dr Denis Seudieu, chief economist of the ICO, said, “In the immediate term, the programme will
focus on building a system where
coffee smallholders are enabled to
earn living incomes by systematically incorporating high-value nutritious crops that provide income
during coffee off-seasons. It will
consequently ensure that producing countries remain food secure
amid reduced food imports due to
Covid-19 and mitigate any future
disruptions.”
“In addition to ensuring income,
food and nutrition security, the proposed complementary crops will
form the basis for developing rural-based Small and Medium Enterprises in aggregation, grading, packaging and distribution of coffee and
produce from the associated crops,”
added Dr Morris Akiri, CABI’s regional director. In the medium and long
term, the resilience created will
make operators eligible for loan financing requests and the ability to
consolidate their investments, thus
creating business for the banks.
Projected costs of this initiative
are estimated at €9.6 million and
will be met through grants from
Development Partners with an additional €2.4 million drawn from
counterpart contribution of the recipient countries. The programme
proposal supported by the African
Union Commission has been submitted to the European Commission
for consideration. It has also been
submitted to the International Coffee Council for endorsement during
its forthcoming session in September 2020.

October 2020

24/09/2020 09:20

COMPANY NEWS

Cafés Novell Launches First Line of Coffee in 100 Percent Compostable Packaging
Cafés Novell, a Spanish family
business based in Vilafranca del
Penedés (Barcelona), has expanded its line of organic “No Waste”
products with a new range of beans
and ground coffees in 100 percent
compostable packaging. In this way,
the company continues to advance
its commitment to sustainability
and expands its offer of responsible
products, following the launch in
October 2019 of the first capsules
of No Waste coffee.
“Since we started our project
more than two years ago with the
first compostable capsule on the
market in Spain, at Cafés Novell we
have been advancing to achieve a
round product: 100 percent compostable, 100 percent organic and
certified, and with all this maintaining the best conditions and qualities of coffee. The new beans and
ground coffees are the final step for
the disposal of waste related to coffee consumption,” said Josep Novell,
director of Cafés Novell SA.

Through the composting process,
the film that packages Cafés Novell’s
coffee disappears from the environment in 12-20 weeks, depending
on the efficiency of the composting
plants. Thus, these containers return
to land as fertiliser in a short period
of time, leaving zero environmental
impact and constituting a future alternative to the waste generated by
the capsules or packs of aluminium
and plastic coffee.
The one-way valve on the front
of the package is also made of compostable materials. This valve is a
key element to preserve coffee optimally without having to resort to
vacuum containers, as it allows the
release of the CO2 that releases the
roasted coffee, while preventing the
ingress of oxygen or moisture that
can damage the coffee. The new
compostable range in beans and
ground are also No Waste because
of the effect they have for cultivation at source and for the consumer.
Cafés Novell is the only brand on

the market in Spain that offers a
whole range of 100 percent organic, certified and sustainable coffees.
The coffee has also been grown
under the system of organic
farming without herbicides or
chemical pesticides.
“Cafés Novell has more
than 60 years of experience
in the HoReCa canal and for
more than two years we have
worked to bring coffee from
coffee shops to home. Hence,
our commitment to work
to ensure a coffee of the highest
quality and controlling the whole
process, from the plantation, to the
roasting and the materials used for
its packaging, is totally sustainable,”
said Ramon Novell, director of Cafés
Novell SA. The new range of No
Waste coffees is currently available
in the UK in three different blends
in both beans and ground variety,
Ristretto, Intenso and Decaffeinato following the same great taste
available in the No Waste capsules.
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Hälssen & Lyon GmbH
Pickhuben 9
20457 Hamburg, Germany
Managing Directors:
Andrew Bergmann,
Dietmar Schefﬂer

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

Your
contact
details

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.

Your half
page company
profile

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 customer-specific products and concepts. And it keeps adding new
chapters to its 140 years in the international tea business.

desired
Tea
producT.
Your
half

we find a twist
for any

page advert

Tea & Coffee Trade Journal offers a unique presentation
option for reaching our influential readers.

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.

www.haelssen-lyon.com
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‘SUPPLIER PROFILES’ offer high exposure and
extremely good value with each advertisement booked
receiving matching editorial space FREE OF CHARGE!

SUPPLIER PROFILE

That’s right...free space! So, if you book a page
advertisement in this special section you will receive
an editorial page opposite at no extra cost.

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

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 standards. Meeting all the required safety
and hygiene standards for food handling applications, Jenco’s systems can
be trusted to safely convey any powders
and granules, even those sensitive to
humidity and contamination.

Your half
page company
profile

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 solution. Their commitment to meeting the
developing needs of their customers
means they are continuously producing innovative conveying and handling
solutions for a range of process conditions, 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

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 consultation, 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

Your
contact
details

T(ea) is for
trustworthy
Your half
page advert

With over 50 years’ experience in the materials handling
industry, Jenco are a market-leader in their trade, offering
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.

+44 (0)1933 235910 | www.jenco.co.uk
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You supply the editorial content and match it
with your advert alongside.
• Book a half page advertisement and receive a half page
of editorial on the same page at no extra cost.
• Book a full page advertisement and receive a full page
of editorial next to it at no extra cost.
IT’S THAT SIMPLE
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Modern Process Equipment
Taking on challenges with innovative, precision engineered
grinders and systems.

Modern Process Equipment
3125 S Kolin Ave
Chicago, IL 60623, USA

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.

Your whole page advert

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 breakthroughs 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 precision grinding and densification technology 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.

SUPPLIER PROFILE

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

higher quality coffee products.

World-class coffee transport using Chain-Vey

Another MPE solution involved coffee transport, where ineffective and
often unreliable conveying technologies
adversely affected coffee quality with
excessive roasted whole bean breakage 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.

Your whole page
company profile

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

Your
contact
details

MPE’s complete turnkey coffee process
solutions encompass all stages of coffee
production. From green coffee unloading 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.

“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 coffee’s aroma, flavor, and volatiles,” says
Dan Ephraim, President and CEO of MPE.

Model 600.IS ‘In Situ’ inside a coffee processing
plant in Belgium.
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So, book your space NOW
or call for further details

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

Complete MPE-designed coffee process system in
construction.
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IMA’s UNIKA Single Serve Enhances Performance & Efficiency
When developing a capsule filling
machine whose aim is to enhance
performance and efficiency, you
need to evaluate a variety of aspects starting from the concept and
the design phase. This is exactly the
way IMA approached the task. And
the result is a unique solution from
which operators, production line
managers, producers, and eventually
the customers, will benefit. Here is a
closer look at UNIKA, processing up
to 600 capsules/minute by leading
packaging specialists IMA Coffee.
Built according to a modular design
concept, UNIKA can be arranged in
a variety of configurations. Each machine group is driven independently
by brushless motors.
Upstream, the infeed can be set
for all systems, starting from a
robotised KUKA depacker which
unpacks pre-arranged aluminium
capsules from boxes and places
them into the destacker unit. Further solutions are available, including denesters and centrifugal unscramblers for bulk-fed or stacked
capsules in other materials, such as
plastic or compostable varieties.
Further flexibility comes from the
speed at which capsules are han-

dled at infeed, the number of rows
and other aspects which can be
pre-configured by IMA technicians
on a case-by-case basis to satisfy
customer requirements.
One of the essential aspects a designer needs to consider is optimising access to the machine for any
cleaning needs or maintenance requirements. This minimises downtime and therefore boosts productivity for no other reason than you
are saving significant amounts of
time. Built as a modular machine,
in which each single group can be
removed for intervention, UNIKA
also offers simple access from both
sides. Each section detaches automatically with the push of a button.
UNIKA can incorporate more features for custom requirements. Inner components such as filters (paper or plastic) and bottom lids can
be implemented. A flavour dosing
unit is also one of the optional features that can be added.
A special additional cut & seal
unit can be integrated as well as
a second sealing unit, useful when
the capsule being sealed does not
have a flat circular profile. Final
product quality is also guaranteed

by a dedicated camera aimed to
control correct lid positioning.
If you require maximum flexibility for all capsule types, accessibility
to boost you production efficiency,
quality dosing and the ability to
handle a broad variety of additional
needs, UNIKA is a unique solution,
placing your company at the forefront of coffee capsule processing.
As with most IMA solutions, customisation capabilities are far-reaching and the engineers who are familiar with your processes are at
your disposal to tailor each detail to
suit your objectives.
Contact www.ima.it
or www.
ima.it/beverage/machine/unika/for
more information.

Nespresso Pledges to be Carbon Neutral by 2022
Nespresso announced that every
cup of Nespresso coffee, both for athome and for professional customers, will be carbon neutral by 2022.
This new ambition builds on more
than 10 years of work during which
Nespresso has reduced its carbon
emissions and compensated the remainder through agroforestry.
“Climate change is a reality and
our future depends on going further and faster on our sustainability
commitments. That is why we are
accelerating our commitments to
offer our consumers a way to drink
a carbon neutral cup of coffee by
2022,” said Guillaume Le Cunff, CEO
of Nespresso.
Having achieved carbon neutrality in its business operations since
2017, Nestlé’s new commitment will
tackle emissions that occur in its
supply chain and product life cycle. Nespresso will achieve carbon
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neutrality through the following
initiatives: the reduction of carbon
emission; the planting of trees in
and around coffee farms where
Nespresso sources its coffee; and
through support and investment in
high quality offsetting projects.
1. Carbon emission reduction: A crucial element of Nespresso’s vision
is to decarbonise its value chain.
These initiatives include: Sustainable energy usage within Nespresso’s
operations: Reaching 100 percent
renewable energy in all Nespresso
boutiques and increasing the use
of biogas within the manufacturing
process. Expanded circularity of Nespresso products and packaging: Increasing the use of recycled plastic
within Nespresso machines, as well
as of recycled and low carbon virgin
aluminium within coffee capsules.
2. Planting trees in coffee farms and
the surrounding landscapes: With

its partner Pur Projet,
Nespresso will triple the
capacity of planting trees
in coffee producing countries such as Colombia,
Guatemala, Ethiopia, and
Costa Rica.
3. Making an immediate
positive impact (offsetting
initiatives): Nespresso will
also invest in projects to
support forest conservation and restoration as well as
implement clean energy solutions
within farming communities.
This carbon neutral commitment
is part of a broader sustainability
ambition that will be further communicated later this year: to preserve exceptional coffees, build a
resilient and regenerative coffee
agriculture system, drive sustainable livelihoods for farmers and
build a circular business.
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A Shifting Sustainable Packaging Landscape

A

s millennials now represent the demographic
with the most considerable buying power, their
penchant for packaging sustainability is creating a
global shift, according to Packaging Sustainability – A
Changing Landscape, published by PMMI Business
Intelligence, a division of PMMI, The Association for
Packaging and Processing Technologies. The sustainability movement in packaging has become so prevalent that the United Nations established Sustainable
Development Goals for plastic packaging to be 100
percent sustainable by 2030. With these goals in mind
and with consumers more likely to seek out sustainable options, the global sustainable packaging market
is expected to reach USD $280 billion by 2025, growing at a CAGR of almost six percent.
Sustainability is second nature for today’s younger
consumers. Unlike the majority of their parents or
grandparents, the consumer behaviours of millennials
and Generation Z typically include checking packaging labels for recycling information or sustainable
initiatives, actively seeking out products in sustainable
packaging and a willingness to pay more for products
in sustainable packaging. Even with growing consumer awareness of sustainability, more than half of
the consumer-packaged goods companies (CPGs) in
PMMI’s report feel that consumers need better education on what sustainability truly means for packaging
design and costs.
For the tea and coffee markets, one of the most
prominent aspects of working toward a more sustainable production model is a focus on improving
the environmental friendliness of product packaging.
Newer, renewable packaging materials, including
plant-based and bio-based packaging options, can
create a circular economy and are being explored by
more than one in four participants in the report. The
global market for bioplastics is predicted to grow by
more than 15 percent over the next five years. When
looking at these materials, manufacturers need to
consider the material’s limiting effect on machine
flexibility and possible machine modifications.
Tea and coffee manufacturers also need to ensure
the new materials remain in-step with the product and
brand promise. Consideration of materials can enable
a product to feel more premium than others. For example, packaging consisting of paper or cardboard can
incorporate different lamination or varnishes to give a
more premium aesthetic and feel. Manufacturers have
also begun to design reusable containers to extend
beyond a single use. Global brand giants like PepsiCo,
Nestlé and Unilever have emerged with stainless steel

and glass containers, double-walled steel containers
as well as aluminum containers for refillable products.
Still, before investigating packaging materials and
initiating format changes, it is important for CPGs to
seek guidance from industry suppliers on processability, machine design and compliance with regulations
to ensure successful transition.
While packaging materials are a vital part of
any sustainability strategy, how the beverage is put
into the package warrants considerable attention.
Solutions such as integrated monitoring and more
flexible machinery can help CPGs and brand owners
enhance the sustainability of their packaging operations, enabling improvements in areas such as packaging material loss and overall equipment efficiency.
When looking at operations and the machine
improvements needed, coffee and tea producers must
decide whether it is beneficial to buy new equipment
or modify existing equipment. Approximately one in
four CPG companies interviewed in the PMMI report
are making machine purchases or modifications specifically addressing packaging sustainability goals,
but the decision depends on many factors within their
drive toward sustainable packaging. The report reveals
that food manufacturers are more often retrofitting
existing machines compared to other product segments due to the desire to use plant-based materials
that can require machine tweaking. Beverage manufacturers, on the other hand, are twice as likely to purchase new equipment when compared to retrofitting,
mainly due to shifts in package formats.
As manufacturers and end-users navigate the challenges posed by Covid-19, PMMI’s new web-based
Pack Expo Connects 2020 (9-13 Nov) will provide the
same opportunities and insights the industry has relied
on through the Pack Expo portfolio of trade shows.
The event will serve as North America’s resource for
the most advanced packaging and processing technologies across a range of industries and will facilitate
exhibitor and attendee interaction through live chats,
product and equipment demos, as well as educational
sessions. More information and updates on the event
are available at packexpoconnects.com.

Sean Riley is senior director,
media and industry communications at PMMI, Association
for Packaging and Processing
Technologies, based in
Herndon, Virginia.
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Gentle Clean Reliable Conveying

”
NEW 8

THE HEART OF THE SYSTEM

Systems

CABLE & DISCS

Moves up to
80,000 lbs/hr
(36,287 Kgs/hour)

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

8” Cable Conveyors
Typically used to convey:
• Roasted Coffee
• Ground Coffee
• Green Coffee

Decades of Global Experience
Worldwide Experts in
Cable Conveying Solutions

48

66

Years in Business

Countries Served

900+

30,000+

Products Moved

Conveyors Distributed

(641) 673-8451
www.cablevey.com/roast
Cablevey is a registered trademark of Intraco, Inc. 08/2020
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Something special we can
add to your tea business:

dynamics.

Tea • Specialty Tea • Herbs • Fruits • Tea Extracts • Flavouring • Blending • Packaging • Private Label • Quality Management

140 years ago, we set ourselves on an ever accelerating course that
has kept us at the forefront of the global marketplace. We have
continually delivered a vast diversity of teas, fruits, herbs and their
extracts, produced and refined in-house. Offering our customers
the convenience of a one-stop-shop broadens our scope of innovative product development and turnkey manufacturing, from
customized recipes to the package on store shelves.
The sound base of all our activities is the safe and reliable sourcing
of raw materials. We set the bar no lower than the very highest
quality control standards, supervised by the most experienced tea
experts. Thanks to all this, we have become what we’ve always
endeavored to be: the leading quality partner for quality brands.
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