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Restaurant & Catering
Australia
Restaurant & Catering Australia (R&CA) is the national industry association representing the
interests of over 48,000 restaurants, cafés and catering businesses across Australia. The café,
restaurant and catering sector is vitally important to the national economy, generating over
$37 billion in retail turnover each year as well as employing 450,000 people. Critically, over
93 percent of businesses in the café, restaurant and catering sector are small businesses,
employing 19 people or less.
R&CA delivers tangible outcomes to small businesses within the hospitality industry
by influencing the policy decisions and regulations that impact the sector’s operating
environment. R&CA is committed to ensuring the industry is recognised as one of excellence,
professionalism, profitability and sustainability. This includes advocating the broader social
and economic contribution of the sector to industry and government stakeholders, as well as
highlighting the value of the restaurant experience to the public.
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Executive Summary
The Restaurant & Catering Association’s 2021 Benchmarking Survey is a look behind the curtain of
Australia’s restaurants, cafes, and catering businesses. From every state and territory, regional to
metro, from the smallest of businesses to the largest, the 2021 survey encompassed every facet of
the hospitality industry.
This year, the typical respondent to R&CA’s 2021 Benchmarking Survey was a privately-operated
restaurant located either in the suburbs or regional Australia. They usually had 10 or more years of
experience in the hospitality sector and employed between 0 and 19 employees.
Data collected from the 2021 Benchmarking Survey shows that, for the 2020-21 financial year
businesses amongst the Restaurant, Café and Catering industry:
1. Many businesses responded with optimism for the future, indicating that the easing of
COVID-19 restrictions would enable them to get back to doing what they do best. Most
operators were confident that their sales, number of employees and profitability would go
up. This is a complete turnaround from last year, where pessimism reigned supreme due to
lockdowns.
2. Skills shortages continue to be the biggest problems facing the industry. Whilst business
operators are less concerned about a lack of patrons coming from overseas and interstate,
the lack of workers entering Australia has been absolutely devastating. This indicates that
whilst menu prices and consumer demand has gone up, the ability to service this increase with
staff has left many operators struggling.
3. The reliance on takeaway during the COVID-19 lockdowns has irreversibly changed the way
that Australians purchase food and the way that operators sell it. The 2021 Survey shows
that whilst many businesses moved to delivery platforms and takeaway due to COVID-19
lockdowns initially, many are now seeing it as a permanent addition to their revenue stream,
especially for the sale of takeaway alcohol beverages with a meal.
4. While food and occupancy costs have dropped slightly from last year’s survey, the cost of
wages and keeping people employed has increased at the time of this survey with a further
increase broadcasted for next year.

The 2021 R&CA Benchmarking Survey is a definitive snapshot about
how Australia’s hospitality industry is faring coming out of the COVID-19
lockdowns.
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CEO’s Foreword
When R&CA was founded in 1922, Australia had just stepped
out of the Spanish Flu pandemic. Now 100 years on, we prepare
to hopefully do the same with COVID-19. Just like then, R&CA
continues to function as a vital peak body that unifies Australia’s
restaurants, cafes and caterers to advocate and defend the
industry to the government.
In its 12th year now, the 2021 Benchmarking Report provides a
picture of what challenges the industry faces.
This year’s survey shows that optimism is back on the menu!
Though many businesses are still hurting in the wake of the
COVID-19 pandemic, most respondents are just ready to get
back to business.

Wes Lambert
Restaurant &
Catering CEO

Whilst last year’s report painted a picture of pessimism and seemingly insurmountable challenges,
however 2021 shows that the easing of COVID-19 restrictions has made the light at the end of the
tunnel visible.
These past two years have been incredibly tough. There’s no denying that. Many businesses have
had to close indefinitely due to the strain that lockdowns brought. This 2021’s report shows that
businesses who survived 2020 are confident that they will come back roaring.
However, 2021 has presented new challenges. Skills shortages, which have always been a problem
for the industry, has only been exacerbated by interstate and international border lockdowns. This
lack of supply has led to an astronomical increase in wage costs.
Takeaway and the transition to digital economy has taken a much larger role and it seems that it will
continue to be a part of how businesses operate moving forward.
Whilst we’re not out of the woods just yet with COVID-19, there is hope and the 2021 Benchmarking
Report shows that.

Regards,

Wes Lambert
Chief Executive Officer
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51.7% of
respondents
were
restaurants

56.9% indicated their
annual turnover was
between $200,000 &
$2 million
$200,000

$2M

74% had
more than 10
years industry
experience

>10 Yrs

71% were family
run businesses
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CHAPTER 1

Profile of Respondents
Type of Business
For the 2021 Survey, most respondents (51.7 percent) indicated that they owned a restaurant
whilst 25.5 percent of respondents indicated that they owned a café. The number of
respondents who indicated they owned a café increase from the 2020 survey.
An overwhelming 71.6 percent of respondents indicated that they were family-run businesses.

60%

Which of the
following best
50%
describes your
business?
40%
30%
20%
10%
0%

Restaurant

Cafe

Catering
business

Coffee
shop

Takeaway
Food
Business

Function &
Event
Venue

Business Size
Small businesses continued to represent a clear majority of respondents to the 2021 survey, with
60.8 percent of respondents indicating that they employed between 0 and 19 employees, down
from the previous year. The number of businesses who employed between 20-199 employees
increased to 35.3 percent, up from 27.8 percent last year.
How many
staff does
your business
employ?

80%
70%
60%
50%
40%
30%
20%
10%
0%
0-19 Employees

20-199 Employees

200 + Employees
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Number of Venues Operated
How many individual
venues do you operate
within your company?

11.22%
6.21%

19.09%

63.48%
1
2-3
4-5
More than 5

State of Operation
The 2021 survey again had respondents located in every Australian State and Territory, with
businesses from New South Wales (32.9 percent) and Victoria (24.6 percent) representing the
largest number of respondents to the 2021 survey.
Respondents were asked if they operated in more than one state or territory, with 3.3 percent
indicating that they do. This was up from 2.8 percent in the previous year.
In which state
or territory is
your business
located?

35%
30%
25%
20%
15%
10%
5%
0%

ACT

NSW

NT

QLD

SA

TAS

VIC

WA

Operate in
Multiple
States
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Business Location
Businesses located in suburban areas represented the largest group of respondents to this
year’s survey at 34.1 percent. The number of businesses in regional areas increased as a share of
respondents to 28.6 percent up from 17 percent in 2020.
The number of businesses in regional areas increased as a share of respondents to 28.64 percent.
Which best
describes where
your business is
located?

Capital city CBD
The surburbs
Tourist area
Regional area including
country town
Other

0%

10%

20%

30%

40%

50%

Ownership Type & Family Businesses
The 2021 survey again asked about the ownership structure of respondent’s businesses, with
50.4 percent indicating they were a privately owned Pty Ltd business. This was a decrease
compared to 56.3 percent in 2020. This again proved to be the most common business structure
for respondents.
The survey also asked respondents whether their businesses were family-run businesses, with
71.6 percent indicating that they were. This remained roughly the same from last year’s survey.
93 percent of respondents indicated that they were not part of a franchise.
60%
What
ownership
structure best 50%
describes your
40%
business?
30%
20%
10%
0%

Sole trader

Partnership

Private
company

Public
company

Trust
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Leasing & Licensing
Following from last year’s survey,
respondents were asked about the size
of their premises in square metres.
As with the 2020 survey, the most
common response was 100sqm250sqm (39.1 percent), followed by
250sqm-500sqm (25 percent) and less
than 100sqm (18.4 percent).

What is the estimated size (in
square metres) of your business?
** If you have more than one property,
please indicate the size of your
LARGEST business.
5.98%

Respondents to the 2021 survey
were asked to identify the size of
their business in square metres, with
five size ranges offered as answers.
The most common business size was
between 100 – 250 sqm, followed by
less than 100sqm.

11.41%

250sqm - 500sqm
25.00%

please indicate the rent paid for your
LARGEST business.

17.39%
I do not rent
my premises
$0 - $250
$250 - $500
40.22%

500sqm - 1000sqm
36.13%

you have more than one property,

23.91%

Less than 100sqm
100sqm - 250sqm

If you rent your business space,
what is your rent cost per square
metre? **An estimate is f ine. **If

18.48%

18.48%

Above $500

Greater than 1000sqm

The 2021 survey found that 77.8 percent
(down from 81.8 percent in 2020) of
respondents leased their premises, whilst
22.1 percent indicated that they owned
the building in which they operated from
(up from 18.2 percent in 2020).
Businesses were then asked about their
rent cost per square meter. 40.2 percent
indicated that their had a rent cost of
between $0 and $250 which was the most
popular option. 23.9 percent indicated
that their rent cost was between $250
and $500 and 18.4 percent indicated that
their rent cost was greater than $500 per
square metre.
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Leasing & Licensing Continued
Respondents were also asked to identify what liquor licence, if any, was in place for their
business. In an interesting trend from last year’s report, 60.5 percent indicated their business
was licensed (up from 50.6 percent in 2020) and 19 percent (down from 25 percent in 2020)
indicated they did not allow alcohol to be consumed at their business. BYO only and licensed
premises accepting BYO made up 19.6 percent of responses.
Which description below best
describes your business?**If
you own more than one
establishment, please indicate
which business type best
describes the majority of your
properties.

5.05%

14.66%

60.58%

19.71%

Licensed
Unlicensed (no alcohol
consumed on premises)
BYO
Licensed accepting
BYO

Business Turnover
As with the 2020 survey, businesses were asked for their yearly turnover for the 2020-2021
financial year. 56.9 percent indicated their turnover was between $200,000 & $2 million for
the last year, with the second most popular size range between $2 million & $5 million, with
18.4 percent.
These figures were slight increases to the previous year, indicating that there was a higher level
of consumer demand for takeaway food in jurisdictions that were affected by lockdowns due to
the COVID-19 pandemic as well as a broader bounce back once hospitality venues were allowed
to reopen.
What was your
yearly turnover
for the 2020-21
f inancial year?

60%
50%
40%
30%
20%
10%
0%

$0 - $50,000

$50,0000 $200,000

$200,000 $2,000,000

$2,000,000 $5,000,000

$5,000,000 $10,000,000

$10,000,000
or more
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Banking & Superannuation & Payroll
Businesses were asked to identify what bank and superannuation fund is used in the business.
For banking, the most popular choice was ANZ, with 23.2 percent of respondents followed by the
Commonwealth Bank with 22.1 percent.
For superannuation, most businesses (64.3 percent) used hospitality specific superfund
Hostplus, with 15.6 percent electing to use Australian Super, showing that industry superfunds
dominated the restaurant, café and catering space.
For payroll, the most popular frequency for processing payroll is weekly, with 78.6 percent,
followed by 19.6 percent who process fortnightly and just 1.6 percent who process monthly.

What Bank do you use in your business?

Australia and New Zealand Banking Group (ANZ)
The Commonwealth Bank (CommBank)
The National Australia Bank (NAB)
Westpac
Other

0%

5%

10%

15%

20%

25%

30%

35%

What Superannuation Fund is most popular within your business?

Hostplus
AustralianSuper
Intrust Super
Sunsuper
Other

0%

10%

20%

30%

40%

50%

60%

70%

80%
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Industry Experience & Education
Respondents to the 2021 survey were also asked two questions relating to their experience in
the hospitality sector and the highest level of education achieved. This year, 74 percent indicated
that they held more than 10 years’ experience in the hospitality sector, with 12.6 percent
indicating they held between 5-9 years’ experience.
Respondents were also asked about the highest level of education completed, with 36.6 percent
indicating degree level qualifications, followed by diploma level qualifications with 23.3 percent.
The third most common response was completion of year 12 studies, with 13.3 percent.
How many years have you worked in the hospitality industry?
80%
70%
60%
50%
40%
30%
20%
10%
0%

Less than 2
years

2-4 years

5-9 years

More than 10
years

What is the highest level of education you have completed?
40%
35%
30%
25%
20%
15%
10%
5%
0%

Completed
Year 10

Completed
Year 12

Trade
Qualification

Diploma /
Associate
Diploma

Degree

Other
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75 percent businesses
have an outdoor area

Most businesses are
operating outdoor
dining on a larger scale
than in 2020

Most businesses
have less problems
in operating
outdoor dining
areas than in 2020

Outdoor Dining
Summary
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CHAPTER 2

Outdoor Dining
Use of Outdoor Dining
Participants in this year’s survey were again asked about their outdoor dining areas in terms
of the number of occupants, the cost of leasing this space and any other issues that they had
experienced. Of those surveyed, 75.5 cent indicated they had an outdoor dining space as part of
their business.

Size of Outdoor Dining Space
Of those business who indicated they did offer outdoor dining, the most common size was
between 25-50 seats, with 31.6 percent of respondents followed by 10-25 & 50-100 seats, with
28 percent and 21.5 percent of respondents respectively.
This was an increase from last year, indicating that many businesses sought to expand their
operations to outdoors off the back of the COVID-19 pandemic and various state government
policies making outdoor dining easier.
What is the capacity
of your outdoor
dining area? *If you
have more than one
property, please
indicate the size of
your outdoor dining
area for the largest
property.

0.72%
2.16%
7.19%

21.58%

8.63%

28.06%

31.65%

0-10 seats

50-100 seats

10-25 seats

100-200 seats

25-50 seats

200-400 seats

400 seats or
more
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Barriers to Outdoor Dining
Whilst an overwhelming majority of respondents indicated that they did indeed operate outdoor
dining spaces, there were a number of reasons why some businesses did not.
The biggest issue was that their business was simply not suitable for outdoor dining (16 percent),
followed by lack of space available (7 percent), the cost of permits and furniture (3.8 percent) and
finally difficulties in the application process (2.7 percent).
Compared to last year’s figures for the same question, lack of available space (19.4 percent),
which was the most cited barrier to outdoor dining, had fallen dramatically indicating that
government efforts to increase outdoor dining spaces has somewhat worked.
Please state the main reason why you currently DO NOT offer outdoor dining in
your business.
80

80%

70

70%

60

60%

50

50%

40

40%

30

30%

20

20%

10

10%

0

0%
Cost of
Permits &
Furniture

Lack of
Available
Space

Difficult
Application
Process

My Business is
not Suitable
for Outdoor
Dining

NA - I have
an outdoor
dining space

17

Operating Effectively Outdoors
Finally, respondents were asked what their biggest issues were in terms of operating an outdoor
dining area effectively. Those who did face problems cited furniture requirements (21.5 percent),
followed by cost (18.7) as the two largest barriers to setting up outdoor dining. 10 percent of
respondents indicated that the application process in their jurisdiction had been difficult. For
the first time, most respondents indicated they did not have any problems with their outdoor
dining area.
What are the biggest
issues you face
in operating your
outdoor dining area
effectively?

60%

50%

40%

30%

20%

10%

0%

I am
currently
experiencing
no issues

Cost

The
Furniture
application requirements
process is
and
burdensome placement
is restrictive

Compliance
activities
of Council
rangers is
excessive

Difficult to
DA
police
requirements
smoke-free
often
outdoor
complicated
dining
and changed by
Council during
process

Other
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Live Music
For the first time, businesses were asked about their live music offerings to patrons. 19.4 percent
of respondents indicated that their already hosted live music in their venues. Of those who
stated that they didn’t, barriers to hosting live music included: not having adequate space (20.5
percent), noise restrictions in their local area (12.2 percent), followed by concerns about the cost
required to host live music (11.6 percent).
For many European restaurants live musicians are regularly installed to entertain
customers, especially in venues with access to alf resco spaces in suitable climates.
If you don’t currently have regular live music, what would you say are barriers?

I already host live music regularly
I don’t know where to find musicians
I feel I don’t have the space
I don’t know what type of music to stage
I don’t have any equipment
I don’t know how much to pay the musicians
There are noise restrictions in my area
I worry about how much a licence for live music would be

Other

0%

5%

10%

15%

20%

25%

30%

35%

40%
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94 percent expect to
still be operating in 12
months’ time

12 mths

90 percent of businesses
expect profitability to
increase or stay the
same after the COVID-19
pandemic

80 percent of businesses
expected profitability to
increase or stay the same

Skills shortages and
wage costs continue
to be the biggest
problems facing the
industry

Business
Expectations
Summary

Just 90 percent of
businesses expect the
number of employees
they hire to increase or
stay the same

CHAPTER 3

Business Expectations
Businesses surveyed felt that they were in a much better position in 2020-21 than the previous
year. This was a clear sign that the easing of COVID-19 restrictions had brought upon a wave
of optimism to most of the industry in key areas such as sales, staff, profitability, and capital
expenditure.
Business owners were also asked whether they expected their business to be operating 12
months from now, with 94 percent indicating they were confident they would still be operating
this time next year.

Business Trends
Last year’s survey painted a dire picture of pessimism at the height of the COVID-19 lockdowns.
This year’s survey, however, seems to point to a much brighter future.
The 2021 survey showed that the easing of restrictions across the country had a positive impact
on business confidence in the restaurant, café and catering sector with 79.7 percent expecting
profitability to increase or remain the same. This was up from the 55.5 percent of businesses
that expected profitability to decrease or remain the same in 2020.
88.2 percent of respondents expected staffing levels to increase or stay the same in the next 12
months. This was a stark contrast from 67.4 percent of respondents who expected that staffing
levels would decrease or remain the same.
71.5 percent of respondents also indicated they expected menu and meal prices to rise over the
next 12 months.
80%

How do you
expect your
business to
trend in the next
12 months in
relation to the
following:

70%

Decrease

60%

50%

• Sales

40%

• Number of
employes

30%

• Menu and meal
prices

Increase
Remain the same

20%

• Prof itability
• Capital
expenditure

10%

0%

Sales

Number of
employees

Menu and
meal prices

Profitability

Capital
expenditure
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Key Industry Issues
Businesses were also asked to rank policy issues facing the sector and identify the single most
important issue facing the sector today.
In 2020, the most important industry policy issue listed by respondents was wage costs, skills
shortages, and COVID-19 restrictions.
In the 2021 survey, respondents cited skills shortages and wage costs as the two biggest issues.
Concerns around COVID-19 restrictions, which ranked in the top 3 last year, fell dramatically this
year. Interestingly, a lack of interstate and international tourists was low in the list of concerns,
despite state and national borders remaining closed.
Rank the following industry issues in order of importance.
7
6
5
4
3
2

1
0

Skills
shortages

Complexity of
Fair Work
obligations

Wage costs

Not being able
to increase
prices in line
with rising costs
of business

Access to
international
talent
(migration)

COVID-19
restrictions

Lack of
interstate
tourists

Lack of
international
tourists

Success Factors
When asked about the most important factors in determining their businesses’ success
(respondents were asked to provide a number out of 10 with 10 being the most important and
1 being the least important), 2021 respondents indicated that food quality continues to be single
largest factor contributing to business success, with a weighted average of 9.3. This was followed
by consistency and service quality (9.2). The least important factor continues to be marketing.

22

Contributing Factors To Business Success
2021 survey respondents were also asked what changes to their current operating environment
would make the biggest difference to running their business successfully. ‘Reduced cost of
produce, electricity and gas’ ranked highest with 4.46 out of 5, with ‘greater availability of staff’
coming second with 4.45 out of 5.
What are the most important factors in running your business successfully?
Greater availability of staff
Relaxation of COVID-19 Restrictions
Ability to sell takeaway alcohol permanently as part of my liquor licence
Improved access to overseas workers

Reduced penalty rates on Sundays
Greater flexibility in the Award
Reduced cost of rent

Reduced cost of produce, electricity and gas
Reduced red tape (including administrative burden and council regulation)
Digital media & promotion
Increased marketing to improve international and domestic tourism
Reduced penalty rates on Public Holidays

Technology including booking systems

0

1

2

3

4

5

Which of the following would make the biggest difference to running your
business successfully?
Quality of the staff
Impact of COVID-19 Restrictions
Food quality

Cost control
Meeting customer expectations
Work-life balance

Service quality
Marketing
Offering value for money
Atmosphere
Consistency

Staff retention

0

2

4

6

8

10
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Which of the following would make the biggest difference to running your
business successfully?

Greater availability of staﬀ

Relaxation of
COVID-19 Restrictions
The ability to sell takeaway
alcohol permanently as
part of my liquor licence
Improved access
to overseas workers
Reduced penalty
rates on Sundays

Greater ﬂexibility in the Award

Reduced cost of rent
Reduced cost of
produce, electricity and gas
Reduced red tape (including
administrative burden and
council regulation)
Digital media & promotion
Increased marketing
to improve international
and domestic tourism
Reduced penalty rates
on Public Holidays
Technology including
booking systems

0%

10%

20%

30%

40%

50%

60%

70%

80%
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Food
costs have
dropped to
31.8%

Wage costs are rising again
as COVID-19 restrictions
have eased

Occupancy costs have
dropped slightly to 23.2%

Business Costs
and Expenses
Summary
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CHAPTER 4

Business Costs and Expenses
Food & Beverage Cost of Sales
In a sign that the COVID-19 Pandemic has continued to put a strain on the restaurant, catering
and café industry. Food (cost of sales) remained steady at 31.8 percent. This was the same as
2020’s figure however, it was down from the 37 percent figure, pre-pandemic. Beverage cost of
sales has also dropped to 27.6 percent, down from 28 percent. For both categories, the average
reported figure from businesses has fluctuated across the last five financial year periods.
Item

2020-21

2019-20

2018-19

2017-18

2016-17

2015-16

Food
(Cost of sales %)

31.8%

32%

37%

34.1%

31.6%

31.2%

Beverage
(Cost of sales %)

27.6%

28%

28%

32.6%

29.2%

29.3%

Occupancy Costs
Average business occupancy costs dropped to 23.2 percent. This was down from last year’s 27.3
percent, which was the largest cost percentage recorded. This decrease indicates that factors
that impacted the hospitality industry during the COVID-19 pandemic have begun to ease.
Average rent expenses decreased to 10.4 percent from 13.4 percent in 2019, where rates and
taxes & property insurance also decreased to 9.3 percent and 3.5 percent respectively.
Item

2020-21

2019-20

2018-19

2016-17

2015-16

2014-15

Rent %

10.4%

13.4%

9.0%

8.3%

7.5%

8.3%

Rates and Taxes
(Outgoings) %

9.3%

9.6%

4.0%

5.7%

4.8%

3.7%

Property
Insurance %

3.5%

4.3%

3.0%

2.6%

1.3%

0.8%

23.2%

27.3%

16.0%

16.6%

13.6%

12.8%

Total Occupancy
Costs %
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Business Costs
Respondents were asked to provide an approximate of various costs associated with operating
their business as a percentage. The list below does not represent all business expenses
experienced by a restaurant, café or catering business nor will all expenses listed apply to some
establishments. The following fields are an average of common business expenses based on the
standard chart of accounts.
Please Note: Food and beverage expense items are recorded as a proportion of specific revenue (i.e. food cost/food sales). All
other expenses are displayed as the average of percentage rates declared by respondents. Therefore, the summation of total
business expenses will not equal 100 percent.

Expense Item
Food (food cost to food sales)

2020-21 2019-20 2018-19 2016-17 2015-16 2014-15
32%

32%

37%

34.1%

31.6%

31.2%

Beverage (beverage cost to beverage sales)

27.6%

28%

28%

32.6%

29.2%

29.3%

Rent

10.4%

13.4%

9%

8.3%

7.5%

8.3%

Rates and Taxes

9.3%

9.6%

4%

5.7%

4.8%

3.7%

Property Insurance

3.5%

4.3%

3%

2.6%

1.3%

0.8%

Electricity, lighting and gas

4.6%

9.7%

9%

5.1%

3.4%

3.2%

34.4%

32%

41%

39.6%

37.0%

37.9%

5.4%

7.8%

8%

6.7%

5.3%

5.4%

2%

3%

2%

1.8%

1.7%

0.9%

Equipment, depreciation / lease

3.6%

4.8%

5%

3.6%

3.6%

2.7%

Repairs, maintenance and replacement

3.9%

4.9%

4%

3.6%

2.9%

2.5%

Cleaning, laundry and rubbish removal

3%

3.3%

3%

2.2%

2.1%

2.0%

Other Insurance

3.6%

3.7%

3%

2.4%

2.1%

1.5%

Interest

2.3%

2.7%

3%

1.7%

1.8%

1.0%

Accounting and management

3.1%

4.3%

4%

2.6%

2.5%

2.5%

Advertising and promotion
(social media/website)

3.5%

3.6%

4%

3.4%

2.7%

2.9%

2%

2.1%

2%

1.5%

1.5%

0.8%

Credit card charges

2.1%

2.5%

2%

2%

1.9%

1.3%

Telephone and postage

1.9%

2.3%

2%

1.8%

1.4%

0.8%

Travel (including motor vehicle expenses)

2.8%

3.5%

3%

2.4%

1.7%

1.0%

Wages and salaries (including super)
Staff on-costs
(payroll tax, workers compensation)
Staff training

Printing and stationery

Wages and salaries (including superannuation) represented 34.4 percent of overall business
expenditure in the 2021 survey, up from the 32 percent expressed in the 2020 survey. This can
be partially explained by the impact of the current skills shortage crisis in Australia, with this figure
expected to rise in the next financial year.
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Net Prof its
Two questions were asked of
respondents relating to profits made in
their businesses. Directly, respondents
were asked what the yearly net profit
after tax was, expressed as a percentage
of yearly turnover for the 2020-21
financial year.

What is your yearly net prof it after tax
expressed as a percentage (%) of your yearly
turnover for the 2020-21 f inancial year?

18.97%

Things slightly improved for restaurants,
cafes and caterers in 2021 as opposed to
2020 with 23.5 percent of businesses not
turning a profit in the last financial year.
This was a better position than last year’s
figure of 26.7 percent.

23.58%

The businessdid
not turn a profit
The business
broke even
0% - 2%

8.67%

21.41%

9.49%
17.89%

8.6 percent of businesses stated that
they broke even. Of those who did turn
a profit, 10% and above and 2-5% being
the most common responses with 18.9
percent and 17.8 percent respectively.

2% - 5%
5% - 10%
10% and above

Over the past 3 years, has
your net prof it:
4.07%

Increased

11.38%
31.98%

Decreased
Remained the
same

14.36%

N/A - open less
than 3 years
Other
38.21%

A second question was asked relating
to the changes in net profit over the
last 3 years. 31.9 percent of survey
respondents state that their net profit
had increased. 14.3 percent stated
that their net profit had remained the
same.
Unfortunately, 38.2 percent of the
respondents stated that their net profit
had decreased over the last 3 years.
This was the most common result of
this question.
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Word of Mouth
continues to be most
effective recruitment
method

80 percent of businesses
invest into staff training
however, majority of
businesses have no
structured training program

Chefs continue to
be most difficult
position to fill

The vast
majority of
respondents
have found
it incredibly
difficult to
hire new staff

Staff & Skills
Shortages
Summary
29

CHAPTER 5

Staff & Skills Shortages
Staff Training
Respondents were asked if the business had a structured or formal staff training program,
with 57.7 percent stating they did not. When asked about online offerings, 58.2 percent
indicated they would use a low-cost online induction/training course if it was available to them
when hiring new staff.
When asked how much, on a per monthly basis, they estimated they
spend on staff training, 20 percent indicated they did not invest any
money into staff training, 38.8 percent indicated that they spent
less than $200 per month.
When asked about priority training areas in the business, 43.8
percent of businesses indicated that training front-of-house
staff was the highest priority, up slightly from last year. The
second most important area was management at 25.6 percent,
followed by the owner themselves at 21.4 percent and then
finally back-of-house staff at 20.8 percent.

What are your priorities for staff training?

Front-of-house staff

Back-of-house staff

Yourself

Management/middle management

0.0

0.5

1.0

1.5

2.0

2.5

3.0

3.5
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Vacancies
When asked about whether they were currently having trouble finding staff to hire, 46.6 percent
stated that they were finding it extremely difficult to fill positions (a massive increase from 2020’s
23.8 percent). Only 8.4 percent stated that they had no trouble filling vacant jobs.
Are you currently experiencing diff iculty hiring staff?
No, I currently have no vacancies
or jobs available

No, I have had no difficulty
filling vacancies

Yes, I currently have vacancies and
have had some difficulty filling the position

Yes, I currently have vacancies and have
had extreme difficulty filling the position
0%

10%

20%

30%

40%

50%

In a sign of the devastating impact that COVID-19 pandemic and the resulting lockdowns have
had on the hospitality industry, 73 percent of respondents indicated that it was harder to fill
positions this financial year than the year before. This is a huge jump from last year’s figure of
46.1 percent.
Staff shortages across Australia once again remained the biggest concern for restaurant, café
and catering business owners. This was exacerbated by the lack of labour from overseas due to
the COVID-19 pandemic.

Compared to last f inancial year, have you found hiring staff to be easier, the same
or more diff icult than last year?
Easier than last financial year

About the same

More difficult than last financial year

0%

10%

20%

30%

40%

50%

60%

70%

80%
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Diff icul ty In Filling Certain Positions
Businesses who did indicate that they had vacancies that were required to be filled in the past
12 months were asked how easy or difficult certain key positions were to fill. Chefs were again
the most difficult positions to fill, with 51.7 percent of businesses indicating it was ‘very difficult’
to fill these positions, an increase from last year’s 33.8 percent. 49.1 percent of businesses also
reported that it was ‘very difficult’ to recruit café and restaurant managers to fill vacancies in their
businesses. The easiest position to fill was Kitchen Hand, with 27.1 percent.
If you have had vacancies in the past 12 months, how easy or diff icult has
it been to f ill the following positions?
Chef

Cook

Kitchen hand

Food & Beverage Assistant

Supervisors

Café & Restaurant Manager

Trade Waiter or Sommelier

0.0

0.5

1.0

1.5

2.0

2.5

3.0

3.5

4.0

Survey recipients were asked for the first time about what they think needs to be done to get
more people interested in a career as a chef. Respondents were asked to select their top three
solutions with a call for an increase in government support to the hospitality industry coming
in at an overwhelming 69.1 percent. This was followed up increased work visas from skilled and
semi-skilled food trade workers at 56 percent and finally 48 percent indicated that an increase in
funding for apprenticeships and traineeships would help.
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What do you
think needs to
be done to get
more people
interested in
a career as a
chef?

Increased government support for
restaurants/cafes/catering businesses
Increased government investment
in food trade apprenticeships
and traineeships
Increased private education providers
Increased work visas for skilled
and semi-skilled food trade workers
Greater access to
traineeships/apprenticeships
Greater support for current
trainees/apprentices to enable
completion of their training
Don’t know / not sure
Nothing needs to be done
to get more people interested
in a career as a chef/cook
Other
0%

10%

20%

30%

40%

50%

60%

70%

80%

When asked about the benefits of hiring locally sourced chefs, again respondents were asked to
choose their top three.
51.4 percent of respondents indicated that locally sourced chefs were more likely to stay with their
business for longer, 47.3 percent liked their reliability and 37.1 percent stated that locally sourced
chefs knew the Australian market better.
What are the benef its
of home-grown (i.e.,
locally trained and
residing) chefs to
your business?

Reliability
More confidence in
their skill/training
More likely to stay with
my business longer
They know the local
market/tastes better
Don’t know / not sure
No benefits
Other
0%

10%

20%

30%

40%

50%

60%

33

Recruitment Practices of Employees
Respondents were asked which recruitment methods they found useful in attracting staff. Word
of mouth was ranked as the most effective recruitment tool, with 46.2 percent of respondents
indicating this method was the most useful method to find staff. Social media took second place
for the first time, taking over from last year’s runner up Internet Advertising, with 24.3 percent of
respondents saying it was useful.
The least useful method was via newspaper advertising at only 2.9 percent.
Please rate how useful you have found the following recruitment methods
over the past 12 months?
Job Network
(Government
Employment Service)

Private Recruitment Agencies

Newspaper Advertising

Internet Advertising

Social Media

Overseas Workers

Word of Mouth

0%

10%

Useful

20%

Average

30%

Not useful

40%

50%

60%

Have not used
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4 in 5 businesses rely
on owners underpaying
themselves to make
ends meet

Group booking
surcharging has
tripled compared
to 2019 levels

62.9 percent of
businesses choose
not to open on
Christmas day

S
C LO

ED

54.4 percent of respondents
said complexity in the
award system was the
number one contributor to
non-compliance

Industrial Relations
& Trading Hours
Summary
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CHAPTER 6

Industrial Relations & Trading Hours
As part of the 2021 survey, businesses were asked several questions
regarding their trading practices on both Sundays and Public Holidays
and whether they applied a surcharge at any of these times.

Trading Hours
In the 2021 survey, 49.4 percent of businesses indicated that they opened on Sundays and
Public Holidays. 23.6 percent of businesses indicated that they opened on Sundays but closed on
Public Holidays.
The survey also showed more businesses are choosing to close on Sundays and public holidays,
which is directly related the high cost of labour on those days.
Are you open on
Sundays/Public Holidays?
6.04%
Yes, I am open Sundays but not Public Holidays
11.54%
23.63
30.06%

9.34%

Yes, I am open both Sundays and Public Holidays
Yes, I am open on some Sundays and Public Holidays
No, I am closed on Sundays and Public Holidays

49.45%

Other

Yes, I am open Sundays but not Public Holidays
Yes, I am open both Sundays and Public Holidays
Yes, I am open on some Sundays and Public Holidays
No, I am closed on Sundays and Public Holidays
Other
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Public Holidays
Businesses were asked which Public Holidays they opened for as well as the services that they
provided on each of these days (breakfast, lunch and dinner). As the survey was distributed
nationally, certain state-specific and regional-specific Public Holidays were not included.
The included Public Holidays were Australia Day, ANZAC DAY, Good Friday, Easter Saturday,
Easter Sunday, Easter Monday, Christmas Day, New Year’s Day, and Christmas Eve (Where a PartDay Public Holiday Exists e.g., QLD).
The most popular public holiday to open was Australia Day, with only 12.9 percent of
respondents indicating they did not open on this day at all, followed by Easter Saturday (13.7
percent). The least popular holiday to open was overwhelmingly Christmas day, with 78.7 percent
of businesses choosing not to open on this day.
Due to the recent introduction of a Christmas Eve Part-Day Public Holiday in QLD, joining states
who already celebrated the holiday such as SA & NT, this question was asked for the first time.
Respondents indicated that 73.3 percent of businesses chose to remain open despite the added
labour costs.
Please
indicate
which
of the
following
Public
Holidays
you are
open and
what
service you
provide on
these days.

80%

70%

60%

50%

40%

30%

20%

10%

0%
Easter
Friday

Easter
Saturday

Breakfast

Easter
Sunday
Lunch

Easter
Monday
Dinner

ANZAC
Day

Australia
Day

Christmas
Day

New
Year's
Day

Christmas
Eve *

Do not trade on this day

*Where a Part-Day Public Holiday Exists e.g. QLD
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11%

4%

Surcharging
Respondents to the 2021 survey were asked about their practices in terms of surcharging including
what item or items they applied surcharges to and whether they chose to apply surcharges on
Sundays and Public Holidays. 57.3 percent of respondents indicated that they applied a Public Holiday
surcharge, an increase from 2020 levels. 48.8 indicated they did charge a corkage surcharge and 44.3
percent indicated that they charged a surcharge on credit card use.
Of the respondents who reported that they applied a surcharge on Public Holidays and/or Sundays,
most indicated that they did so at either 10 or 15 percent as was the case in previous year’s surveys.
In terms of other commonly used surcharges, group booking surcharges have continued to rise from
the 2020 figure of 7.8 percent to 12.8 percent.
Do you
charge a
89.74%
surcharge
for any
of the
following?
92.25%

56.89%

57.30%

Public Holidays
14.88%

Sunday trading

NO

85.12%

72.2%

44.32%

Credit cards
59.26%

55.68%

48.81%

Corkage

51.19%
87.20%

12.80%

Group
bookings
64.86%
YES

42.70%

43.86%

Cakeage
0%

56.14%

20%
YES

40%

60%

80%

100%

NO

Main Contributor to Fair Work Non-Compliance
Respondents to the 2021 Survey were also asked about their Fair Work obligations and efforts to
ensure compliance in their business, including what they thought was the main contributors to noncompliance in the hospitality industry.
Respondents said complexity in the award system was the number one contributor to
non-compliance, with 68.7 percent of respondents. The second most common contributor was a
view that there were too many obligations on employers. For a third year in a row, the least common
reason for non-compliance was ‘Hospitality business owners don’t care about compliance’, with only
8.1 percent of respondents.
Based on your
insight, select the
main contributors to
non-compliance with
regards to Fair Work
Obligations in the
hospitality industry.

Complexity ofAward System
Too many obligations on employers
Lack of education and resources available
Employers want to save money by underpaying staff
Prices have not risen to meet the increase in other
business costs such as wages
Hospitality business owners don't care about compliance
Business owners are afraid to admit mistakes in case they are prosecuted
0%

10%

20%

30%

40%

50%

60%

70%

80%
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Business Owner Labour
The 2021 survey again asked business owners to reveal if they have ever failed to pay
themselves at the appropriate award wage for the hours they have worked within their business.
31.9 percent of business owners admitted to significantly and regularly underpaying themselves,
with 18.4 percent stating they sometimes underpay themselves and 13.5 percent indicating they
regularly underpay themselves.
Only 6.1 percent of owners indicated they do not work in their business, up from 5.2 percent
last year. 30 percent indicated that they always pay themselves the appropriate award rate when
working in their business.
As a business
owner, have
you ever
failed to
pay yourself
at the
appropriate
award wage?
If so, how
often?

6.13%
I do not work in my business
I am always paid for the work I do in my business
31.90%

I sometimes underpay myself to make ends meet
30.06%

I regularly underpay myself to make ends meet
I significantly and regularly underpay myself
to make ends meet

13.50%

18.40%

I do not work in my business
I am always paid for the work I do in my business

How many unpaid hours a week do you
When asked about how many
I sometimes underpay
myself
make business?
ends meet
work
intoyour
unpaid hours a week business
work in their business,I only
3.68%
regularly underpay myself to make ends meet
19 percent indicated that
0-5
significantly and regularly underpay19.02%
myself
they do not do unpaidI hours
to make ends meet
of work in their businesses.
5 - 10
The most common response
10.43%
10 - 20
was between 10-20 hours
18.40%
20 - 30
per week, with 20.2 percent
30 - 40
of respondents. 18.4 percent
20.25%
indicated they work more
More than 40
11.04%
than 40 hours per week in
I do not work unpaid
their business.
hours in my business
17.18%
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Changes to the Restaurant
Industry Award
Following the changes to the Restaurant
Industry Award in August 2021, the
survey asked if they had implemented
any of the changes introduced. 45.1
percent of the respondents stated that
they had, 39.4 percent had not and
15 percent of respondents were not
covered by the Award.
Have you implemented
any of the recent changes
introduced in August 2021
for the Restaurant Industry
Award (exemption rates,
substitute allowance
and new classif ication
structure)?

15.48%

30.06%
45.16%

39.35%

Yes
No
I am not covered under the Restaurant
Industry Award

Changes to the Hospitality
Industry (General) Award
19.48%
35.06%

45.45%

Yes
No
I am not covered under the Hospitality
Industry (General) Award

Following the changes to the Hospitality
Industry (General) Award in September
2021 the survey asked if they had
implemented any of the changes
introduced. 45.5 percent of the
respondents stated that they had, 35
percent had not, and 19.4 percent of
respondents were not covered by the
Award.
Have you implemented
loaded rates because
of changes to the
Hospitality Industry
(General) Award in
September 2021?
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1 in 4 businesses
switched to online
delivery platforms due to
COVID-19

Over half of
businesses who
sold takeaway
alcohol during
COVID-19 would
continue to do so
if laws were made
permanent

UberEats & Menulog
were the two most
popular platforms
used

More than 40 percent
of businesses indicated
they offered delivery
through a third-party
delivery platform such
as UberEats, Menulog or
Deliveroo

Credit cards account
for 90 percent of all
spending

Use of Digital
Technology
Summary

CHAPTER 7

Use of Digital Technology
Popularity of Online Takeaway and Delivery
The 2021 survey included additional questions regarding technology, takeaway, and delivery due
to the increased reliance on these platforms due to the COVID-19 Pandemic.
In an interesting change to last year, the 2021 survey showed that traditional pick-up/takeaway
overtook third-party delivery party delivery platforms such as UberEats, Menulog or Deliveroo.
Traditional pick-up/takeaway accounted for 33.7 percent of all deliveries while third-party online
delivery came in at 25 percent.
What kind of
Takeaway or
Delivery do you
provide in your
business (if
any)?

Traditional Pick-up/Takeaway
Self-Delivery i.e. deliver using your staff
Third Party Online Delivery (e.g. Uber,
Deliveroo or Menulog)
I do not offer Takeaway or Delivery
Other
5%

10%

15%

20%

25%

30%

35%

Choice of Platform
The 2021 survey asked respondents to name the online food delivery platform their business
used, and to select multiple options if they used more than one platform. UberEats & Menulog
were the two most popular platforms used, with 32.4 & 24.8 percent respectively. DoorDash was
the third most popular platform with 22 percent. 13 percent of respondents indicated that they
used Deliveroo. However, as a whole the amount of restaurants and cafes not using third party
platforms had increased to 44.8 percent.
If you use
online
platforms,
which
platforms do
you use?

50%
40%
30%
20%
10%
0%

Menulog Deliveroo UberEats DoorDash Bopple

I do not
Other
use an
online platform

Mr. Yum
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Choice of Platform Continued
In a sign that businesses had formed different habits during the 2021 lockdowns, compared to
2020, of those businesses who did use a third-party platform, the most popular reason for their
choice was now to add an additional stream of revenue (20.6 percent), whilst COVID-19 being the
deciding factor had dropped down to 16.5 percent.
Choosing an online platform to stay competitive with other local venues had dropped yet again
following a sharp decline in last year’s survey with 1.3 percent choosing this option compared
with last year’s 7.4 percent. In 2019 this was at 32 percent. This indicates that the market has
become normalized amongst operators.
When asked ‘What role will online food delivery play in your business over the next 12 months?’,
33.7 percent indicated that it would play a similar role, 21.3 percent said it would play a larger
role and 14.4 percent said it would play a smaller role.
30.3 percent indicated that they do not plan to continue using online food delivery platforms,
indicating that many businesses saw online delivery platforms as a temporary measure designed
to get them through the Covid pandemic period.
What role will Takeaway & Delivery play in your
business over the next 12 months?
35%

30%

25%

20%

15%

10%

5%

0%
Larger Role

Smaller Role

About the same

I do not plan to
continueoffering
Takeaway and
Delivery
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Choice of Platform Continued
For the first time, recipients were asked what the most they felt was important when choosing to
work with a delivery aggregator. The question asked for respondents to select their top three.
Commission Rates were the most important with 60.7 percent of respondents indicating that it
was their number 1 concern.
What are the most important factors when choosing to work with a
delivery aggregator?

Commission rates

A local business

Restaurant support / service

Public reputation

Supply of couriers

Promotion of business
within the platform
Integration with POS

Ease of use

Scale of business

Supply of packaging

Order device / applications

Other

0
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6

8

10

12
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Online Booking Providers
In an interesting trend from last year, the number of venues using an online booking provider
had completely flipped. This may have been because of the easing of restrictions in various
jurisdictions.
58.3 percent of respondents stated that they did use an online booking platform, up from 45.1
percent in 2020.
Do you currently use an online booking
provider in your business?
Yes

41.67%

58.33%

No

Of the platforms used, NowBookIt was the
most popular (27.3 percent), followed by
OpenTable (11.3 percent) and TheFork (9.5
percent).

More than 40
I do not
work unpaid
Takeaway
Alcohol

hours in my business

With COVID-19 lockdowns shutting down most of the industry, most
jurisdictions implemented temporary laws allowing takeaway alcohol to be
sold from restaurants and cafes.
For the first time we surveyed venues on this topic.
37.9 percent of restaurants and cafes had made use
of these temporary laws to sell takeaway alcoholic
beverages.
Respondents were asked what the main reason
for consumer purchase were. The most popular
response was that consumers often bought
alcohol and a meal together for convenience
(53.79 percent), followed by consumers
enjoying a drink they tried in the restaurants
so much that they wanted to take it home
(21.3 percent) and finally because the meal and
beverages were part of an experience such as a
wine pairing (19.3 percent).
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Why have your customers purchased alcohol f rom your premise for
takeaway and home delivery?
Consumers often bought alcohol
and meal togetherfor convenience
Consumers sought out a value
add alcoholic product, such as cocktails
Consumers bought an alcoholic
beverage because this would not be
available in a bottle shop, or other channel
Consumers bought a product for
takeaway that they tried in the restaurant
and liked (such as a particular bottle of wine)
Consumers bought alcohol for takeaway
or home delivery that was linked to an experience,
such as tastings or wine matched to takeaway food

0%

10%

20%

30%

40%

50%

60%

In terms of quantities, of those who sold takeaway alcohol, the most popular quantity sold was
more than one beverage and one bottle of wine, or a six pack of beer or equivalent (22 percent).
This was followed by a single beverage (15.8 percent.)

What is the most common quantity of alchohol sold for takeaway and
home delivery per order in your business?

Nil

A single beverage
(e.g., one beer, cocktail, or glass of wine)
More than one beverage and up to one
bottle of wine, or a six pack of beer or equivalent
More than above, but less than two bottles of
wine, 12 beers or equivalent alcohol
More than two bottles of wine,
12 beers or equivalent alcohol

0%

10%

20%

30%

40%

50%

60%
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When asked if they would continue to sell, or start selling, takeaway alcohol if the ability to do
so was made permanent, 55.8 percent of respondents said they would. This shows a clear
need and demand for permanent laws to be made. When asked if their total sale of alcohol
would increase if they were to move to takeaway sales, 48.9 percent of respondents said that
their sales would remain the same, followed by “increase by between 1%-10%” at 27.5 percent.
Would you continue to sell,
or start selling takeaway or
deliver alcohol if the ability to
do this was made permanent?

Yes

44.14%

If the ability for on-premise
and small bar liquor licence
holders to sell takeaway and
home delivery of alcohol was
made permanent, would you
expect your total alcohol sales
volumes to:

55.86%

No

50%

40%

30%

20%

10%

0%

Decrease

Remain
Increase Increase Increase by
the
bybetween
by
more
Same
1%-10% between than 25%
10%-25%
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Digital Marketing
Businesses were asked about what digital marketing channels are most popular for restaurant,
café and catering businesses. Respondents to the 2021 survey indicated that Facebook
continues to be the most popular form of digital marketing, with 39.7 percent of respondents
choosing this option. Instagram and the businesses own website were also popular choices.
Respondents also indicated that Facebook continues to be the most effective way to attract new
customers to their business, followed by Instagram.
40%

25%

SEO

Re-targeting

5%

Instagram

10%

Facebook

15%

Google Ads

20%

Other

30%

I do not use a digital
marketing channel

35%

Website

What
digital
marketing
channels
do you
currently
use in your
business?

0%

Facebook Instagram WebsiteSearch
GoogleEngine
Ads Optimization
I doRe-targeting
not use
(SEO)
a digital marketing
Other
chann

Social Media Advertising
The 2021 survey also asked respondents
about their use of social media advertising,
with 74.1 percent of respondents indicated
that they spend money of social media ads.
Businesses were then asked to identify
which social media platform has been the
most effective in attracting new customers,
with Facebook (37.3 percent) & Instagram
(25.9 percent) the two standout platforms.
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Payment Methods
The 2021 survey also asked
businesses for detailed responses
relating to payment methods
and payment platforms. An
overwhelming number of
businesses indicated that card
payment – either credit or debit
card – was the most common
payment method (90 percent).
Phone or device touch payment
e.g., Apple Pay slightly decreased
from 5.4 percent in 2020 to
just 3.6 percent in 2021. Cash
continues to decrease in popularity,
accounting for just 1.8 percent of all
respondents.
When asked about payment
processing methods, the most
common form of card payment
3.01%
was PayPass or ‘Tap & Go’ with 74.1
percent of respondents indicating1.2%
it was the method of choice for
26.51%
customers.
This was followed by
payment requiring the entering of a
pin (11.4 percent).
20.48%

When asked about why businesses
choose what payment methods to
adopt in their businesses, simplicity
45.18
(45.1 percent) and integration with
existing software (26.5 percent) and
cost (20.4) were listed as the most 3.61%
common reasons. Covid Safety
ranked at just 3.6 percent.

What is your priority when
considering what payment
methods to use in your business?

3.01%
1.2%
26.51%

20.48%

45.18
3.61%

Simplicity
Integration with
existing software
Generate new
business
Rewards, points,
bonus schemes
Cost
Being COVID-19 Safe

49

CHAPTER 8

Use of Australian Wine
The 2021 survey asked respondents
for their views on the importance
and role of Australian wines on
their menu’s, as well as better
understanding how wine is supplied
to restaurants.
45.4 percent of respondents
indicated that it is ‘Very Important’ to
feature Australian wines on their wine
list, with 22.4 percent indicating it was
‘Important’.
31.6 percent of respondents
indicated the percentage of
Australian wines on their wine list
increased over the last 5 years, up
from 20 percent last year.

What is the main way in which you prefer
to purchase wine?
70%
60%
50%
40%
30%
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10%
0%
Directly
from a
winery

Online

Third-Party
Wine
Distributor

Other

Businesses were also surveyed on the biggest
contributing factors in determining whether
Australian wines feature on their menu, with
48.2 percent indicating price was the single
largest determining factor. Supply availability
and menu design (i.e. ensuring wines offered
matched food choices) were second and third
most common reason listed, with 35.6 percent
and 27 percent respectively.
When asked about business preferred method
of purchasing wine, 63.2 percent indicated a
third-party wine distributor was their preferred
method, up from 59.9 percent in 2020. The use
of online wine purchasing among restaurants
also decreased to 10.9 percent from 12.1
percent in 2020. Purchasing directly from a
winery significantly increased in popularity, with
35.6 percent preferring this method compared
to 23.9 percent the year before.
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CHAPTER 9

Suppliers

For the first time, respondents were
asked about their relationship with
their suppliers.

Are you loyal to your suppliers or do you
change supplier in matters such as price?

When asked about what businesses
looked for in a supplier, common
answers included “reliability”, “quality”
and “price”.

80%

This helped inform the next question
which asked if businesses would
change their supplier if the price
was better elsewhere. 71.9 percent
of respondents indicated that they
would remain loyal to their supplier
even if the price increased.
The 2021 survey also found that
restaurants and cafes, on average,
had about 13 suppliers that they
used.

70%
60%
50%
40%
30%
20%
10%
0%

Yes, I usually stay with the
same supplier regardless
of price

No, I change depending
on price
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