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Canada is the only non-European country among the top 10 places for coffee 
consumption in the world, with Canadian coffee drinkers consuming an average of 2.7 
cups per day. This special feature, timed to coincide with National Coffee Day, explores 
the current trends, habits and choices of coffee aficionados.

Proposed topic highlights:
CONSUMER CHOICES – The brands and products Canadians value most.
INNOVATION – From field to cup, how the process of growing, roasting, packaging and 
serving coffee is changing.
MUST-HAVES – From nifty cups to coffee-making gear like grinders and espresso-
makers.
RESEARCH – New findings about the impact of drinking coffee.

SPONSOR CONTENT PRODUCED BY RANDALL ANTHONY COMMUNICATIONS WITH KEURIG DR PEPPER CANADA. THE GLOBE’S EDITORIAL DEPARTMENT WAS NOT INVOLVED.

preference. To address this, over the
past two years KDP has developed
some exciting new coffee makers,
such as the K-Supreme Plus, which
offers the ability to brew beverages
at different strengths and tempera-
ture settings, and the K-Café, which
comes with an integrated milk
frother for making perfect specialty
coffees. We are a company that be-
lieves in offering a beverage choice
for every occasion. So, this year we

have launched K-Express, which is
an affordable brewer for that perfect
single cup of coffee at home.
The use of technology has always

been part of our innovation in
terms of coffee maker design, and
consumers are using technology
more and more in their everyday
routines. That’s why we will soon
launch a smart coffee maker and an
app that will offer Canadian coffee
lovers the ultimate customizable

coffee experience right at home.
Finally, our brands’ sustainability

journey is something that is of
deep concern for consumers – and
rightly so. Earlier, I explained our
responsible sourcing coffee com-
mitment and circular economy
approach. In my view, this is essen-
tial – not only to respond to what
Canadian consumers seek but also
to be able to maintain a long-term
coffee industry.

Q&A WITH OLIVIER LEMIRE,
President, Keurig Dr Pepper
Canada

Canadians are among the top 10
consumers of coffee per capita and
the only country outside of Europe
to make the top 10 list. Do you see
Canada maintaining that ranking
into the future? If so, why?
Canadians do love their coffee!
According to the Coffee Association
of Canada, we drink about 2.5 cups
of coffee a day. This consumption
level remained steady – and in fact,
increased slightly – during the pan-
demic. This has been a steady trend
over the past years, and we expect
it to continue, but with some shifts.
For example, the pandemic made us
prepare more coffee at home, rising
from 72 per cent of coffee consump-
tion pre-pandemic to 76 per cent
during the pandemic.
Coffee is deeply rooted in

Canadians’ daily routines, and we
believe it’s here to stay. However,
consumers are now looking for
greater customization, sophistication,
variety and convenience. At KDP, we
will work to meet these demands
by offering consumers a variety of
options to make their experience at
home simple and flavourful. From
our iconic coffee brands like Van
Houtte and Timothy’s to our coffee
maker portfolio, there’s something
for everyone.

What would you say are the biggest
concerns Canadian coffee drinkers
have about the industry, and what
is Keurig Dr Pepper Canada doing to
address those concerns?
Canadian coffee drinkers want to
consume products that have a
positive impact on the environment.
Based on our consumer research,
we are seeing the importance of
this trend has increased from 45

per cent in 2020 to 55 per cent in
2021. For us, consumers play a key
role in shifting towards a model that
optimizes the use of materials and
products and keeps them in use for a
longer period of time. They are a key
part of a successful business model.
From helping to ensure Canadians

recycle our coffee pods prop-
erly following the required steps in
provinces and municipalities where
the #5 plastic coffee pods are ac-
cepted for recycling, to presenting
the concept of reducing our use of
virgin plastic and move away from
the traditional linear ‘take, make,
waste’ model, we are committed in
our role as a producer to educating
our consumers. For example, last
fall we launched a communications
campaign to discuss how some of
our coffee makers are now made
partly with post-consumer recycled
plastic. To go a level deeper and
ensure consumers understood what
exactly it means when we say we
use recycled plastic, we created an
informative video. It’s a complex pro-
cess, and we believe that equipping
consumers with a better understand-
ing is a way to empower them.
It takes hard work over a long pe-

riod to ensure the right behaviours
are adopted and sustained over time,
but we know this is possible and are
dedicated to making it happen. At
the company level, we are doing our
part by changing our business mod-
els and manufacturing processes,
but consumers also have a role to
play by choosing products that are
produced with circularity in mind.

What trends are you seeing in terms
of coffee consumption in Canada,
and how does Keurig Dr Pepper
Canada address those trends?
As I explained earlier, some of the
trends that have been emerging in
Canada in recent years are custom-
ization, variety and convenience.
Consumers are looking for more
customization, and there has been a
rise in popularity of specialty coffee.
There’s also a growing need from
consumers to have a quality cup of
coffee as they refine their taste and

National Coffee Day
Changing dynamics in the coffee industry

CUSTOMIZATION, VARIETY AND CONVENIENCE ARE EMERGING TRENDS

fee in the past day,” says Mr. Carter.
But the pandemic did shift coffee

preparation to consumers’ homes,
which in turn impacted the out-of-
home (OOH) market.
“In 2021, we are still in recovery

mode. As of August 2021, 23 per
cent of respondents had a coffee
prepared OOH the previous day
compared to pre-pandemic levels of
40 per cent,” says Mr. Carter.
Meanwhile, other sectors in the

industry, such as coffee roasters,
saw their deliveries to grocery
stores increase while OOH foodser-

vice volumes declined, according
to the study that also showed
many roasters established direct-to-
consumer delivery channels.
In keeping with its mandate to

provide leadership to the industry
in advocacy, proprietary research,
education and networking, CAC
initiated a global group comprising
British, American and European
Union coffee associations that
meets quarterly to discuss issues
impacting the industry.
These include sustainability, fair

labour and working conditions on
producing countries’ coffee farms,
health and wellness and trade/
tariff issues.
These and other issues will

be discussed at the CAC’s virtual
conference on November 16 and
17. Titled “Refilling Our Cup,” the
conference will focus on under-
standing the new realities of
consumer behaviour, changing
dynamics in the coffee industry
and technology.
“Our goal is to provide key

insights, market data and expert
opinions and identify the opportu-
nities to be successful coming out
of the most impactful and dramatic
change our industry has ever wit-
nessed,” says Mr. Carter.

For more information on the
Coffee Association of Canada
and the virtual conference:
coffeeassoc.com

ISTOCK.COM

While the COVID-19 pandemic has in-
fluenced where and how Canadians
consume coffee, it has not stopped
them from enjoying their favourite
beverage, according to the Coffee
Association of Canada’s (CAC) ongo-
ing consumer tracking study.
CAC president Robert Carter says

the study was launched in 2020
and has continued throughout the
pandemic and shows past-day (the
previous 24 hours) consumption of
coffee has remained steady.
“In any given month, seven in 10

Canadians will have consumed a cof-

TRACKING CONSUMER BEHAVIOUR

NATIONAL COFFEE DAY IN CANADA
IS SEPTEMBER 29

DRINKWELL.DOGOOD.
Ourcommitmenttodrive
positiveimpactsand
lastingchangesfor
generationstocome.
Tolearnmoreaboutour
commitmentto100%
responsiblysourcedcoffee,
visit:KeurigDrPepper.ca
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