
DRIVING COFFEE 
PURCHASES CAN 
DRIVE SALES ACROSS 
CATEGORIES.
After paying for gas, purchasing 
prepared beverages and retail 
beverages rank as the No. 1 
and No. 2 reasons consumers 
enter the store, respectively.5

Coff ee now plays a greater 
role in deciding where 
consumers purchase 
foodservice than it did in 
previous years, and brand 
loyalty is on the rise.6

• 57% of consumers say 
their away from home breakfast 
occasions include coff ee.
• 65% of consumers say
coff ee is equally or more 
important than food in 
infl uencing purchase decisions.
•64% of consumers now say
that coff ee is part of their daily 
routine, as opposed to 59% in 
2019. 

MAXIMIZE C-STORE 
STRENGTHS TO 
CATALYZE GROWTH.
Consumers cite the following as 
reasons why they are increasing 
their foodservice purchases at 
c-stores:4

It’s important to understand the 
changing needs of consumers—
quality, freshness and innovation 
continue to be important for 
increased beverage consumption. 
With consumers resuming their pre-pandemic 
commuting routines, retailers have the opportunity 
not just to recover coff ee bar sales, but to expand 
them by converting new customers and keeping them 
coming back for more.

of consumers are 
looking forward to 
new food and beverage 
trends in 2022.1

75%
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SERVING THE 
EVOLVING C-STORE 
COFFEE CONSUMER
Sponsored content from our partner

Best-in-class self-service 
amenities at the coff ee 
bar can help c-stores 
deliver on quality, 
convenience and 
speed of service—all 
while keeping labor low.

54%
of consumers are 
extremely or very likely 
to purchase foods or 
beverages that are 
specifi cally designed 
to improve mental 
well-being.2

Stores are located near 
where I work/live 

40%

I can get my food and/
or beverages quickly 

40%

Prices are good 
34%

Good coff ee quality 
32%

My favorite beverages are off ered 
32%

Franke Coff ee Systems 
off ers the technologies 
retailers need to perfect 
their coff ee off erings—
featuring self-service 
capabilities, bean-to-
cup systems, specialty 
beverage machines 
and more. 

VISIT 
US.COFFEE.FRANKE.COM
TO GET STARTED.

FOCUS ON COFFEE CONSUMERS’ 
TOP PRIORITIES TO CONVERT AND 
RETAIN NEW CUSTOMERS.
NACS’ Premium Coff ee Trends to Watch article reports on 
the top fi ve consumer need states fueling innovation in the 
specialty coff ee category.3

COLD COFFEE: Cold brew coff ee 
sales are expected to reach 
$1 billion by 2025.

WELLNESS: 30% of coff ee drinkers 
are interested in coff ees with added 
health benefi ts.

SUSTAINABILITY: 73% of consumers 
say they would change their coff ee 
consumption habits to ensure their 
coff ee was sustainable.

PLANT-BASED: Customers want 
alternative plant-based milks and 
creamers to go with their premium 
brew.

EXOTIC TASTES: Consumers 
traveled through their food during 
COVID-19, and now coff ee brands are 
showcasing coff ee beans with global 
fl avors (from Indonesia, Ethiopia and 
Guatemala, for example).

As consumers continue to elevate and personalize their 
coff ee experience with innovative fl avors, recipes and 
premium coff ee preferences, appeal to consumers by 
off ering these top fi ve.

Looking at consumer preferences for coff ee cafes 
can help inform competitive strategies at the c-store. 
Freshness is a top indicator of quality, and bean-to-cup 
brews off er freshness at its peak.4

• 52% of consumers say bean-to-cup would increase their 
likelihood for purchasing.
• 21% of consumers would pay 
more for bean-to-cup coff ee.
• 23% of c-store operators off er 
bean-to-cup equipment in their 
locations.
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