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Foodservice Channels –
An Expanding Market for Dairy 
Products

Australian foodservice market at 
consumer prices, 2004

Total value = A$29.0 billion

Hotels / motels / 
guest houses, 8.2%

Other fast food / 
takeaways, 13.6%

Major fast food 
chains, 16.0%

Cafés, 8.6%
Restaurants, 29.6%

Institutional 
self-operated, 7.8%

Institutional with 
catering, 7.4%

Caterers (excl. 
institutional), 3.3%Clubs, 5.3%

Australian foodservice channels

Commercial, 62,400

Institutional, 16,700

Australian foodservice market channels
Local manufacturers/processorsLocal manufacturers/processors

Cash & carryCash & carry RetailersRetailers WholesalersWholesalers DistributorsDistributors

ImportersImporters

Foodservice providers/operatorsFoodservice providers/operators

Institutional & workplace cateringInstitutional & workplace catering Commercial sectorCommercial sector

Commercial foodservice consumersCommercial foodservice consumersPatients, students, employees, military personnel, inmatesPatients, students, employees, military personnel, inmates

Institutional 
caterers

Institutional 
caterers Self operatorsSelf operators Restaurants, clubs 

& hotels
Restaurants, clubs 

& hotels QSR chainsQSR chains Independent fast 
food

Independent fast 
food RetailersRetailers Catering, travel/ 

leisure
Catering, travel/ 

leisure

HealthHealth

Aged careAged care

EducationEducation

WelfareWelfare

MilitaryMilitary

CorrectionalCorrectional

Workplace 
canteens

Workplace 
canteens

CafésCafés

RestaurantsRestaurants

ClubsClubs

Hotels/motelsHotels/motels

McDonald’sMcDonald’s

Yum!Yum!

SubwaySubway

Hungry JacksHungry Jacks

Other QSRsOther QSRs

Snack food chainsSnack food chains

Small chainsSmall chains

Fish & chipsFish & chips

ChineseChinese

Other AsianOther Asian

PizzaPizza

SandwichesSandwiches

OtherOther

HMRHMR

C-storesC-stores

BakeryBakery

Airlines/trains/ 
ships

Airlines/trains/ 
ships

Private functionsPrivate functions

Function centresFunction centres

Sporting venuesSporting venues

Australian foodservice market at 
consumer prices, 1996-2004

A$ million

1996 1998 2000 2002 2004

Commercial Institutional

15,850 16,700
19,000

21,800
2,700 3,100

3,600
3,900

18,550 19,800
22,600

25,700
29,000
4,000

25,000

Per capita GDP and foodservice 
expenditure in selected markets (US$)
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Evolution of foodservice dairy markets

Focus on Innovation
Primary Target: Adults

Stage 3:
Developed

Focus on convenience and lifestyle
Primary Target: Young Adults

Stage 2
Developing

Focus on Education
Primary target: Children & Teens

Stage 1
Emerging

Too many people in the Dairy Industry are totally preoccupied with volume throughput and 
scientific issues and lose sight of consumer and foodservice operator needs

Australian food and beverage 
purchased by foodservice outlets

By product category (percentage of total value at wholesale prices)

Dairy products, 11.4%

Prep. meals, snacks & 
soups, 3.1%

Cakes, desserts & 
toppings, 4.8%

Breads, pasta, cereals, 
9.0%

Fruit & vegetables, 
18.3%

Meat, poultry & fish, 
30.2%

Spreads & jams, 0.8%

Sauces & condiments, 
5.0%

Fats & oils, 3.3%

Beverages, 14.2%

Dairy products purchased by foodservice 
channels (at wholesale prices) = A$1.2b

Other Dairy, 4.4%

Yoghurt, 4.9%

Ice Cream, 22.1%

Butter, 5.7

Cheese, 27.6%

Cream, 6.6%

Milk - all types, 28.7%

Coffee – Number of Purchases (million)

Number of Purchases 
(million)

200

160

95

NA

2002

2000

1997

1995

Number of Purchases 
(million)

150

101

83

NA

2002

2000

1997

1995

Flat White Café Latte Cappuccino
Number of Purchases 

(million)

370

434

241

276

2002

2000

1997

1995

Milk Drinks – Number of Purchases 
(million)

Number of Purchases 
(million)

204

200

195

168

2002

2000

1997

1995

Number of Purchases 
(million)

60

58

57

40

2002

2000

1997

1995

Number of Purchases 
(million)

39

38

25

2002

2000

1997

1995

Flavoured 
Milk

Thick Shakes Smoothies

Number of Purchases 
(million)

105

81

64

52

2002

2000

1997

1995

Ice Cream 
(traditional)
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399

525

835
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Number of café chain outletsCafé chains
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SWOT analysis of the Australian 
foodservice industry

■Strengths
► Growing faster than retail
► Diversity of points of sales

■Strengths
► Growing faster than retail
► Diversity of points of sales

■Weaknesses
► Fragmented market
► Complex and disorganised supply chain
► Fragmented and disorganised distribution

■Weaknesses
► Fragmented market
► Complex and disorganised supply chain
► Fragmented and disorganised distribution

■Opportunities
► Sustained growth forecast to continue in the next 

five years
► High development potential for new products and 

markets
► Industry consolidation leading to better 

profitability

■Opportunities
► Sustained growth forecast to continue in the next 

five years
► High development potential for new products and 

markets
► Industry consolidation leading to better 

profitability

■Threats
► Limited understanding of the sector by senior 

management
► Profit margins under pressure due to increased 

competition and a more demanding customer 
base

■Threats
► Limited understanding of the sector by senior 

management
► Profit margins under pressure due to increased 

competition and a more demanding customer 
base


