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Since 1986, SilverChef has helped more than  
50,000 hospitality businesses bring their dreams 
to life. As the only dedicated equipment financier 
in the hospitality space, we owe our success to the 
hard-working entrepreneurs and operators who 
make up the vibrant Australian food service sector. 

The Australian hospitality industry continues to evolve and expand, despite some 
significant challenges. Stifled wage growth has limited the amount of spending 
money in consumer pockets; meanwhile, younger consumer expectations of an 
Insta-worthy experience are higher than ever. Combined with the complexities 
of compliance, accounting and increased operational costs, running a hospitality 
business is not always smooth sailing. 

We hope our first Future Grazing Report will help hospitality entrepreneurs 
and business owners navigate this increasing complexity and prepare for the 
opportunities and challenges of 2020 and beyond. The report is based on new 
research across Australian hospitality business owners and consumers, uncovering 
the mega-trends shaping the future of the hospitality industry.  

The results are enlightening and indicate we can expect more changes than 
ever before over the next decade. For example, we learned that Australians are 
increasingly concerned about sustainability and demand greater transparency 
and trust from all the businesses they engage with. On top of this, we’re seeing a 
significant shift towards health-conscious consumers across all generations.

At SilverChef, we live and breathe this dynamic, fast-paced and constantly-
changing industry… And we look forward to being part of your journey as we 
navigate the coming decade together.

Foreword

Scott Nicolai
Executive General Manager
SilverChef
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Overview

Acquiring and retaining customers 
has never been more challenging 
for the food service industry. As 
the world becomes more digital, 
the way consumers behave is 
fundamentally changing. Consumer 
expectations, societal shifts and 
advancing technology continue to 
shift what, how and where we eat 
and drink.

This inaugural report was commissioned by SilverChef to 
better understand the future of the Australian hospitality 
industry through the lens of three key mega-trends: 
behaviour, experience and technology. In doing so, the 
research found that:

• A large majority of Australians (86%) acknowledge  
health and wellness as an important factor when 
selecting a restaurant or café.  

• One in three Australians now actively seeks natural 
ingredients, such as medicinal mushrooms, which  
they believe offer physical, mental or emotional  
health benefits.

• Four in five Australians (81%) care whether ingredients 
are sourced locally, indicating that transparency 
around food origin will continue to influence the 
future of the food industry.  

• One of the fastest rising trends is meat alternatives 
and plant proteins. More than one quarter (27%)  
of Australians have increased their consumption of 
plant-based meals over the past 12 months.

• The use of third-party app food delivery services is 
flattening, with a resurgence towards dining out. In 
fact, 33% of Australians were more likely to dine out 
in the last 12 months; compared to 20% using delivery 
services more. 

• 37% of Australians rank trust and transparency as the 
most important factor when selecting a hospitality 
venue, ahead of price (35%) and convenience (28%). 
However, nearly half (47%) of hospitality operators 
believed trust and transparency was the least 
important element for consumers.
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Wellness warriors

86% Millennials

38% Millennials

88% Gen X

34% Gen X

83% Boomers

19% Boomers

Generational Breakdown

Generational Breakdown

1 www.csiro.au/en/News/News-releases/2019/A-piece-of-the-25-billion-pie

With the health and wellness food category expected to 
grow at a rate of 3.6% per annum to the value of AU$25 
billion by 2030,1 there is no doubt that healthy eating has 
evolved from a niche fad to a mainstream movement. In 
fact, the Future Grazing Report reveals the majority (86%) 
of Australians consider health and wellness important 
when selecting a restaurant or café to dine at or order from.

One third (33%) of Australian restaurant owners have 
considerably increased their health and wellness menu 
options over the last year, but looking ahead there may be a 
lost opportunity to meet consumer demand, with the research 
showing only 10% of businesses are looking to increase their 
health and wellness options over the next 12 months. 

After identifying a gap in the market for products that 
cater towards specific health and wellness demands of 
consumers, Brisbane establishment Nodo Donuts, founded 
by entrepreneur Kate Williams in 2014, has grown to be one  
of the nation’s pioneering gluten-free businesses. 

With more than one quarter (28%) of Australians, the 
equivalent of 5.5 million people, considering menu options 
such as vegan, vegetarian, gluten-free, dairy-free and paleo 
as important, Ms Williams said it was crucial for hospitality 
owners to cater to varying dietary requirements. 

“Health-conscious options are becoming increasingly popular 
across Australian hospitality venues. Consumers want the 
opportunity to have a variety of dining experiences while 
embracing fresher produce and more wholesome dishes,” 
she said.

“We are seeing more and more customers swap out refined 
sugars and even alcohol for raw treats and kombucha. The 
increased focus on health is a great opportunity for businesses 
to experiment with new and nutritious ingredients.”

The next wave of healthy diners are seeking a diverse array of 
benefits from their food and beverages. Natural ingredients 
that promote physical, mental and emotional health will top 
the list of must-eats. These include collagen, golden berries, 
functional mushrooms, turmeric and nutritional yeast. This is 
reflected in the research findings, which showed one in three 
Australians, the equivalent of 6.4 million people, now actively 
seek out these foods to include in their diets.

“We use many of these ingredients across our menu, 
especially in our super natural shakes and grab-and-go 
items with collagen, turmeric, hemp seeds, nutritional  
yeast and medicinal mushrooms all featuring. We also  
have beetroot and pumpkin in our donuts, hemp  
protein in our brownies and kombucha in our acai,”  
Ms Williams acknowledged.

Younger Australians, or the “Wellness Generation”, are the 
biggest believers in the power of superfoods. In fact, 87% 
of Millennials and 84% of Gen X believe natural ingredients 
can provide health benefits. With Millennials and Gen Z, or 
those currently under 35 years old, set to represent six out of 
10 people on the planet in 2020, there is a clear demand for 
hospitality operators to step up their superfood game.

86% of Australian diners 
consider health and  
wellness important

5.5M Australians diners consider  
vegan, vegetarian, GF, DF 
and paleo important
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of restaurant owners are looking to increase 
their health and wellness options in the 

coming 12 months

Mind the gap... in expectations

31
Australians look 

for superfoods 
thought to offer 

physical, emotional 
or mental benefits

in

of Australians consider health and wellness  
when choosing a place to eat

33%86% 10%

of restaurant owners have considerably 
increased healthy options over the last 

12 months

33%86% 10%

33%86% 10%
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Conscious consumers

2  www.theguardian.com/2019/jun/12/most-meat-in-2040-will-not-come-from-slaughtered-animals-report
3  www.eater.com/2019/7/26/8930827/beyond-meat-developing-bacon-plant-based

Sustainable and ethical practices play a critical role 
in conscious consumers’ decision-making, with one 
in four Australians purchasing food based solely on 
these credentials. Issues such as local supply chains, 
environmentally conscious manufacturing processes  
and responsible farming practices are at the forefront  
of consumers’ minds.

Investment in meat alternatives and plant proteins has 
exploded worldwide, so much so that it’s predicted almost 
two thirds (60%) of all proteins will be plant based by 2040.2 
In fact, the research reveals more than a quarter (27%) of 
Australian consumers have jumped on the plantwagon 
over the last 12 months alone. According to Food Industry 
Foresight’s Director and Principal Rod Fowler, this new 
megatrend is driven by consumer concerns about wellbeing, 
sustainability and the environment.

“Smart restauranteurs should make sure they offer their own 
plant-based meal options to benefit from the marketing 
wave generated by this new industry, while communicating 
the sustainability and wellness benefits on their menus,”  
Mr Fowler said.

After turning meatless burger patties, ground beef and 
sausage into a market valuation of $12 billion3, faux-meat 
company Beyond Meat is now developing a plant-based 
substitute for bacon. The Beyond Burger – the world’s first 
plant-based burger designed to look, cook and taste like 
beef – uses a fraction of the water and land required for 
the equivalent of real meat patties. Beyond Meat is just 
one of the 21 brands displaying plant protein products in 
supermarkets around the world.

Those eating more plant based food now than 12 months ago

Millenials

Gen X

Boomers

32%

24%

26%

Income <50k

50k - 99k

100k - 149k

150+

22%

27%

34%

29%

27%
WA

SA

QLD

NSW

VIC

18%

24%

26%

31%
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“ Living in the information age means we have more 
knowledge at our fingertips than at any time in history. 
With knowledge comes empowerment… on issues from 
climate to the supply chain, we’re seeing change from the 
grassroots upwards. Overall, it will fall to businesses to rise 
to the challenge posed by conscious consumers. 
Over the past five years, the total number of Certified B 
Corporations across Australia and New Zealand has grown 
seven-fold. These organisations are leading the way by 
committing to using business and profit as a force for good.”
Damian Nikolov
Global Community and Impact Manager, SilverChef

54 1 quarter
(81%) look for 
locally-sourced 
ingredients  
when eating out.

of Australians have eaten 
more plant-based meals in 
the past 12 months.

out more than
of 
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Trust and transparency matters

A growing preference for healthy and ethical choices

But nearly half of hospitality business owners 
believed trust and transparency was the least 

important factor for customers.

More than one third of Australians rank 
trust and transparency ahead of price and 

convenience when choosing a restaurant.

of Australians want  
pesticide-free food

 of Australians want 
unprocessed whole foods

of Australians want to  
know if the establishment 
supports animal welfare

47%37% 47%37%

82% 78%  

X

82%  
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Zero waste movement

Issues of sustainability are influential in the majority 
of Australians’ food-related purchase decisions. For 
example, 82% prefer pesticide-free food, 82% prefer 
wholefoods that are not processed and 78% want to know 
whether the establishment supports animal welfare.

While food waste was historically a profitability issue, it has 
now become a matter of principle. In response, the industry 
is increasingly looking at sustainable food practices to 
reduce food waste, including nose-to-tail, farm-to-table 
and closed loop services.

Loop Growers is a successful South-East Queensland  
waste reduction service that collects scraps and other 
organic matter from hospitality outlets for use as compost 
to grow vegetables, which are then provided back to the 
cafés and restaurants who supplied their waste - ultimately 
closing the loop.

Loop Growers co-founder Alice Star said education 
about sustainable food production was key to the social 
enterprise’s success.

“If we stop viewing food scraps as waste and instead see 
them as a resource; then we start using more of the food we 
buy, we begin to build relationships across industries and we 
learn about our environment and what we are consuming. 
Most importantly, we interact with our local community on  
a much deeper level,” Ms Star said.
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In brands we trust

Most important factor when making a purchase decision

Whether it’s accurate labelling, processing information 
or trustworthy nutritional details - consumers want 
transparency. Trust is increasingly becoming table stakes 
and as a result, restaurants must revisit their value 
system and how they communicate it to customers.

The research confirmed that more than one third (37%) 
of Australians rank trust and transparency as the most 
important factor when dining out, ahead of price (35%) 
and convenience (28%). However, this also represented a 
major disconnect with hospitality operations, of which nearly 
half (47%) believed trust and transparency was the least 
important element for consumers.

Consumer appetite for transparency, combined with the fact 
that four in five say their purchase decisions are influenced 
by food origin, is set to have a major impact on the industry. 
Newly-developed technology allows greater understanding 
of what is contained in food. 

In the future, it will only become harder for food 
manufacturers to substitute unwanted ingredients. 
However the research shows that, compared to 12 months 
ago, less than one third of hospitality businesses are being 
more transparent about the origin of their ingredients. 

One of the top concerns for Australian diners is whether the 
outlet uses Australian-made (25%) and locally-produced 
(15%) ingredients. According to Food Industry Foresight’s 
Rod Fowler: “It is definitely true that knowing the origin of 
food and that it is ethically sourced is a positive influence 
on diner’s choices. Food service outlets would only gain 
business from announcing this on their menus.”

Mr Fowler predicts that a groundbreaking hand-held 
molecular scanner will soon enable consumers to validate 
what they are eating, where it came from and whether 
it contains any contaminants or allergens. The scanner 
connects via a smartphone to a cloud-based application 
and will set consumers back only a few hundred dollars.

Trust & Transparency
Ranked #1

Price
Ranked #1

Convenience
Ranked #1

Consumers

Hospitality Owners

37%

27%

Consumers

Hospitality Owners

35%

44%

Consumers

Hospitality Owners

28%

29%
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Renowned technology expert Brad Howarth said that, as consumers come to demand better information about the food they 
consume, the value of food from certain locations or producers will rise accordingly. 

“Blockchain technology is already being adopted as a means for tracking the provenance of food items through complex 
supply chains, providing an immutable history of items back to their point of origin. The blockchain distributed ledger makes 
it practically impossible to falsify records and when used in conjunction with smart contracts, the paperwork involved in the 
handover of products at different points in the chain can be automated and accelerated, leading to a smoother and more 
trustworthy process,” Mr Howarth said.

An example of blockchain being used to communicate transparency in the food chain is US-based chicken supplier Block 
Bird. Their retail packaging shows the complete lifecycle of the individual chicken from egg to slaughter and includes details 
of health checks and whether any antibiotics were used.

“Ultimately, trust and transparency are two sides of the same coin. Hospitality 
businesses can build trust by truthfully and consistently communicating about 
what they stand for. Where does your food come from? How is it priced? 
What sustainability measures do you have in place? Doing the right thing – 
and being seen to do it – is critical to winning the hearts and minds of your 
customers; and as a bonus, it will help you attract and retain the best staff.”
Peta Karunaratne
Executive General Manager, People and Customer Experience, SilverChef

54 Australians are  
influenced by  
food originin
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Personalisation

Personalisation is set to become more precise in 
response to evolving consumer expectations. In  
fact, 86% of Australians, the equivalent of 21 million 
people, already expect meal customisation or a 
personalised experience.

With past behaviour being captured as precise data, 
restaurants are increasingly able to create dishes and menus 
tailored to a consumer’s individual tastes and dietary needs. 
In fact, personalisation is already seeing cut-through in 
Australia, with almost half (46%) of hospitality owners saying 
they offer more customisable options or experiences than 
12 months ago. From custom-made beer and wine based 
on the customer’s DNA, to 3D food printing, technology is 
accelerating the advent of personalisation.

Techspert Brad Howarth said things get exciting for the  
diner when AI is employed to understand their dining  
history and preferences.

“AI can ingest huge volumes of data in real time, such 
as purchasing patterns or long-range weather forecasts. 
And because AI is particularly well suited to working with 
unstructured data such as text and audio, it can also ingest 
and interpret the buzz from social media,” Mr Howarth said.

“As a result, we will see hospitality companies investing in  
AI technology for social media monitoring and data 
analytics, to give them the edge in predicting and catering 
for changing consumer trends.”

When these capabilities are matched against a diner’s 
personal history and preferences, they can be used to 
provide real-time suggestions that can both satisfy the 
consumer’s immediate cravings and take them into new 
food territory. 

Food futurist Rod Fowler said by combining facial 
recognition and artificial intelligence with a customer loyalty 
database, hospitality operators will be able to customise 
and personalise the interaction with their target market. A 
customer walking up to the kiosk, once recognised, can be 
offered enhanced versions of their previous purchases, a 
special treat if it is their birthday or anniversary, or only those 
menu options that avoid their registered allergies.

d’Arenberg Cube Restaurant in McLaren Vale was the first 
restaurant in Australia to use a 3D food printer, creating a 
unique version of a lemon meringue pie that featured a 
3D-printed base made from caramelised white chocolate, 
set with gelatine and a 3D-printed Italian meringue topper. 

Head chef Brendan Wessels said 3D printing enabled 
restaurants to inject much more theatre, entertainment and 
fun into the whole experience and presentation of food.

“It’s like any other modern technological advancement 
in cooking. There’s some apprehension associated with 
it because it is new and you have to figure out your way 
around it - and it’s the same with us; there’s a lot of trial  
and error. But 10 years from now, this is going to be 
standard equipment in kitchens,” Mr Wessels said.

21
(86% of Australians)  

expect meal customisation  
or a personalised experience

million
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“3D food printing has opened a whole new creative wave of customisation and 
personalisation of food and in the future, the cost of these devices will be low 
enough for people to have them in their own homes. In the USA, chocolate 
manufacturer Hershey allows consumers to submit their own designs from an 
iPad. In Europe, research bodies are using this technique to create palatable 
designs from non-traditional ingredients such as algae and insects.”
Rod Fowler
Director and Principal Food Industry Foresight

of hospitality business 
owners are now offering 
more customisable or 
personalised experiences 
than 12 months ago

of hospitality business 
owners believe the 
internet and technology 
will help them offer more 
personalised options

46% 88% 
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Reality check

Both Augmented Reality (AR) and Virtual Reality (VR) 
are vehicles to immerse the consumer in a branded 
experience that educates, inspires and prompts 
consumers to action. Aside from empowering foreign 
travellers to overcome language barriers and order with 
confidence, AR applications are reshaping multiple 
aspects of the restaurant industry, from the ordering 
process and employee training through to menu 
experience and customer entertainment.

Interactive menus (e.g. on a tablet or computer screen) 
enabling consumers to see a short 2D video of each meal 
option (63%) was ranked as the most popular technological 

application by Australians. Interestingly, this uptake of 
technology in hospitality is not exclusive to digital natives, 
with almost half (48%) of Baby Boomers also positively 
receptive to this concept.

Other applications that were ranked by the research 
respondents as most favourable included social media 
reviews linked to each meal option (54%) and VR headsets 
enabling them to see the meals on the menu in 3D (42%). 
When it comes to the hospitality industry’s predictions, 
68% agree that AR and VR will have significant influence 
on the industry in terms of menu development and 
customer experience.

Tech applications powered by AR and VR  
that Australians would most likely use

Interactive menus Social media reviews 
linked to meal options

VR headsets  
to see meals in 3D

63% 42%  54%  
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“Today’s consumers have access to an unprecedented range of dining options 
and their expectations are rising. As a result, hospitality businesses will need 
to invest in new visual technologies to entice new customers and to improve 
and differentiate the experience they provide. 

Augmented reality technology enables a diner to scan a menu or flyer with 
their portable device and then see the food items presented in 3D to help 
them decide what looks most appealing.

Dining experiences of the future will be enhanced using virtual reality to 
replicate appealing locales, virtually transporting a diner from their home to 
a more atmospheric location, such as a seaside café. A VR headset can deliver 
immersive images and sound and the food provides the taste and smell. The 
virtual environment can even be populated with other diners (if desired) to 
replicate a communal experience.”
Brad Howarth
Technology journalist, author and speaker

 of hospitality business 
owners believe that 

augmented and virtual 
reality will have significant 

impact on menus and 
customer experience

68% 
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Technology
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Is convenience king?

New technology-driven conveniences, such as 
online food ordering with home delivery, exploded 
in popularity five years ago and have experienced 
unprecedented growth rates since then. However,  
the novelty appears to be wearing off, with both 
restaurants and consumers finding that quality 
restaurant meals fall short of expectations once  
packed into a takeaway carton.

Rod Fowler from Food Industry Foresight said the growth 
of online ordering in Australia has flattened as consumers 
rethink their choices, especially when paying a premium 
for the service. This trend is reflected in the Future Grazing 
Report, with a net increase in Australians opting to dine out 
rather than have food delivered over the past 12 months. 
This will come as a welcome relief to the hospitality 
industry, with three in five revealing third-party home 
delivery apps such as UberEats and Deliveroo have eaten 
into their profit lines.

Overall, 33% of Australians increased their likelihood to dine 
out rather than order-in over the past 12 months. In fact, 
online food delivery has decreased across all generations 
over the past 12 months (35% of Baby Boomers, 28% of Gen 
X and 27% of Millennials). In further support of this, 50% 
of hospitality owners said the majority of sales over the last 
12 months came from dine-in customers, while 40% came 
from direct take-away customers.

Similarly, a quarter of hospitality businesses are decreasing 
their reliance on third party apps – outweighing the less 
than one in five intending to rely on them more. To combat 
the impact on commercial viability, one third (35%) of the 
Australian hospitality industry has taken actions to safeguard 
their operations against third-party apps, including only 
listing menu items that carry higher profit margins (20%), 
increasing prices (13%) and creating their own delivery service 
(13%), with some even developing their own app (11%).

Venzin Group chose to develop their own app to ensure 
customers interacted with their own channels as a first point 
of contact. 

When UberEats launched in Brisbane, Giorgina Venzin of 
Paw Paw Café and Asian Kitchens was one of the first four 
restaurants to sign up.

“It was a great way to garner some additional exposure, 
however, we had no idea how quickly the app would grow and 
how high the margins would eventually become,” she said.

“When third-party delivery apps became the norm we 
had to come up with a way to bring customers back to 
communicating with us directly. We decided to develop 
our own app which allows customers to order the same 
great menu they get when they dine in, without the delivery 
markup or compromised quality.”
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OpenOver the past 
12 months

Australians who have had food 
delivered rather than dined out
Respondents were asked to indicate if they were having food delivered 
more than, the same, or less than they were 12 months ago.

Baby Boomers
More than

12 months ago

The same
as 12 months ago

Less than
12 months ago

14%

51%

35%

Gen X
More than

12 months ago

The same
as 12 months ago

Less than
12 months ago

21%

51%

28%

Millennials
More than

12 months ago

The same
as 12 months ago

Less than
12 months ago

16%

47%

37%

of Australians were 
more likely to dine 

out than order in

33% 
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“Customer focus on convenience has been driving the demand for tech. Not 
only do customers pay premium prices for third-party delivered goods, but 
customisable ordering is rapidly gaining traction. For example, OrderUp has 
seen a significant rise in hospitality businesses using our technology both in a 
takeaway and dine-in capacity. The latter has become increasingly popular as 
customers can order from their mobile phones straight to their tables, skipping 
lengthy queues and making the dine-in experience more enjoyable overall.”
John Saadie
Chief Executive Officer, OrderUp

Actions taken by hospitality owners to safeguard their operations 
against third-party delivery apps over the past 12 months

20% 13% 13% 11% 

Only listed menu
options that carry

higher profit margins

Increased prices Created their own
delivery service

Developed  
their own app

53
hospitality business owners say third-party 
home delivery apps (e.g. UberEats, Deliveroo)  
have eaten into their profit lines.

out 
of 
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Automation and robotics

As the hospitality industry expands, the strain on the 
talent pool is growing. This, combined with increasing 
wages and escalating scrutiny on payroll procedures, 
has motivated one third of Australian hospitality 
businesses to introduce some form of automation over 
the past 12 months.

Hospitality businesses are currently approaching 
automation in two ways – firstly, integrating disparate 
systems (e.g. connecting a rostering system to a payroll 
system); and secondly, introducing completely new 
automated solutions.

One example of the latter is self-ordering. Some 
businesses are significantly reducing labour costs while 
increasing average transaction value with this kind of 
automation. The new McDonald’s table ordering system, 
for example, allows customers to order through a supplied 
tablet, Near Field Communication (NFC) tag or QR code.

Australia’s largest EFTPOS provider outside the big four, 
Tyro, argues automation is key in service industries and 
can provide benefits to both businesses and consumers. 
Tyro’s senior manager of partnerships, Nathan Cause, 
said removing manual steps for a streamlined experience 
improved service speed and efficiencies, while lowering 
operating costs by creating a customised dining experience.

“Integration is key - all systems talking to one another 
creates a smooth, efficient operating model. It’s worth 
investing in an integrated Point of Sale (POS) and 
payments system, regardless of whether you’re serving 
the customer at the counter or at the table. Integration 
prevents your people from incorrectly entering $50 as a $5 
transaction or surcharging 10% rather than 1%. Errors can 
be difficult for staff and businesses to reconcile and lead to 
a poor customer experience,” Mr Cause said.

When it comes to the kitchen, many businesses are keen 
to go paperless – for environmental reasons and to 
reduce costs. One way to do so is with a Kitchen Display 
Screen (KDS), also known as a bump screen. This creates 
efficiencies such as displaying only the relevant information 
to each staff member on the line. As an example, the chef 
on the grill will only see the protein that they’re required to 
cook. It also provides rich data points such as service times 

per station, which team member is delivering maximum 
efficiency and on which station. 

Food Industry Foresight Principal and Director Rod Fowler 
predicted robotics would also play a role in automation, 
taking over many menial tasks and freeing up human staff to 
focus on customer service and other high-value interactions.

“New generation robots or cobots (Cooperative Robots) 
are designed to work alongside humans safely and can be 
rented or leased instead of purchased. Combining cobots 
with existing standard commercial kitchen equipment will 
achieve significant cost savings,” Mr Fowler said. 

There are already hundreds of these solutions in food 
service globally, but one of the best examples in Australia 
can be seen at Niska Robotic Ice Cream Bar in Melbourne, 
where the store is solely run by robots.

Robots could also drive down kitchen costs, as they are 
much more precise in ingredient measurement and 
consistency, while enabling businesses to provide an 
enhanced customer experience. This sentiment is echoed 
by the industry, with almost three in ten (29%) of Australian 
hospitality owners stating tech and automation will have 
the most significant impact on operations over the next 10 
years, compared to VR and AR (8%).

31
hospitality businesses have 
introduced automation  
over the past 12 months.

in
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“IoT is also playing a big role in food production, helping 
farmers gain a much better understanding of the conditions 
under which food is grown, such as the moisture and 
nutrient content of soil, and then make adjustments 
accordingly,” Mr Howarth said.

“For the diner, this not only leads to tastier and more 
nutritious food, but it also provides the opportunity to 
know more about the conditions under which their food is 
grown. The best hospitality firms will tap into this wealth of 
information and present this back to customers to give them 
a more complete picture of what they are eating.”

The Internet’s powerful ability to connect the supply 
chain to real-time product data is revolutionising the 
hospitality industry. Businesses can streamline their 
operations and solve inefficiencies in the supply chain, 
while providing increased transparency to consumers.

When asked which hospitality business functions could 
be improved or streamlined through technology and 
the internet, 88% of hospitality owners said customer 
personalisation would see a significant (44%) or somewhat 
(44%) improvement. 

Techspert Brad Howarth said solutions based on the Internet 
of Things (IoT) would grow substantially over the next 10 
years, especially in Quick Service Restaurant (QSR) locations 
where they can spare customers the need to queue. Despite 
this, IoT is unlikely to replace the personal touch delivered by 
waiting staff in cafés or high-end restaurants.

Internet of things
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Rod Fowler
Director and Principal
Food Industry Foresight

Brad Howarth
Technology journalist, 
author and speaker

An independent study was conducted online 
between 23 and 27 October 2019 to gain insight 
into food and beverage attitudes and behaviours 
of consumers. The study was conducted on the 
YouGov Galaxy Omnibus and the total sample 
size (n=1,079) was nationally representative of 
Australians aged 18 years and over, by gender,  
age and region.

Australian hospitality business owners (n=457) were also canvassed in an online 
survey via the SilverChef customer database of more than 20,000 hospitality 
businesses across the nation. The survey was conducted between 29 October 
and 12 November 2019, to provide a snapshot of attitudes from those within the 
hospitality industry. 

Industry experts have provided third-party commentary and forecasting, including 
the Director and Principal of Food Industry Foresight (FIF), Rod Fowler. FIF has 
provided research data and analysis into the food industry for 30 years. Alongside 
Rod Fowler is leading technology authority Brad Howarth, who has more than two 
decades’ experience in investigating and interpreting technology-driven change. 
The Future Grazing Report also includes insights from key SilverChef category 
experts and customers who are experiencing these trends first-hand.

About SilverChef
Over the past 30 years, SilverChef has experienced first-hand the trends 
influencing the hospitality sector. The only dedicated equipment financier in  
the hospitality space, SilverChef has helped more than 50,000 entrepreneurs 
achieve their business dreams. SilverChef is also a proud Certified B Corporation  
- a new kind of business that balances purpose with profit.

About YouGov Galaxy
YouGov Galaxy is the Australian office of YouGov, an international research,  
data and analytics group based in the UK. YouGov was founded in 2000 and  
has a global panel of over 8 million people spanning more than 40 countries. 
YouGov is considered a pioneer of online market research and is the authoritative 
measure of public opinion and consumer behaviour.

About the report
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Don’t dream, Do.
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