Challenges & Opportunities

Analysis and synthesis of the coffee industry challenges and opportunities
integrating Colombia and Italy’s coffee realities, based on the stakeholder holistic
diagnosis, territorial gigamap, and supply chain. The challenges are represented in
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espresso single serve
machines are the most
used method.
Sustainable options,
like coffee balls,
compostable pods are
increasing

coffee beans, ground
coffee, soluble drinks.
Bellweather coffee
offers smart roasting
machines

similar to arabica, but
resists warmer
weather(Briggs, 2021)

offers multiple origin
green coffee and
small box sampling
for new clients. Tutto
cialde instead gives
options for buying
capsules & pods

process, and Kaldivia
(COL) which sponsor
weekly events for
different coffee tasting

production regions
and farms, with
business
diversification towards
tourism, coffee tasting
experiences, art
activites, and
gastronomy

farms, reducing also
the contamination it
gets.

COFFEE

@FRASTRUCTUﬁ < FUNCTIONAL
&TECH EXPERIENCES
MPROVEMEN COFFEE

Coffee Gems, artisan
roasters who offer
multiple coffee
experiences: tasting,
brewing, espresso,
sensations, and journey.
Bean Hoppers: offer
experiences in person,
virtual (tasting kits
arrives), corporate
events.

Coffee hasimportant
characteristics, and
people are more aware
of health benefits and
functional ingredients.
Javy offers instant
protein coffee, coffee
concentrate, syrup,
collagen cream,

CUSTOMIZED '\ (SPECIALTY COFFE,
COFFEE & SUSTAINABILIT

For active involvement
of consumers ata
brewing or drinking
phase. CaffeLab offers a
“create your own coffee”
service for ordering
coffee. Starbucks offers
syrups or toppings,
options for
consumption, cold brew,
etc.

High demand for
specialty coffeein
European markets and
certified coffee (Fair
Trade, Rainforest,
Direct trade, Bird
friendly, etc)

KNOWLEDGE LOW GRADE
MPOWEREMEN COFFEE

The NFG (COL)
promoted radio
network, newspapers,
tvprograms and
youtube channels for
informing coffee
farmers about
novelties and
important news.

Low grade coffee can
become animal
feed,compost
(gardening)bioenergy
briquettes and pellets
(parchment),

bio-ethanol, bio gas or

bio diesel (spent coffe
grounds oil).

CLIMATE

RESILIENT
BUSINESS

Cafe Mogambo, has
great biodiversity which
protects crops from
weather disruptions,
and becomes a
research lab, with
guided visits &
gastronomic
experiences
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