
Two big-name beverage companies
were involved in major work with
Rwandan producers at the end of
June.  Starbucks sent an extremely
high-powered delegation to the
country's coffee-farmers, including
the top man, Howard Schultz, the
British MD Darcy Willson-Rymer,
and Harriet Lamb of the Fairtrade
Foundation, and then Taylors of
Harrogate won a £240,000 grant to
help tea-growers. 

Starbucks will now offer a Fairtrade
whole bean coffee from Rwanda in
British stores early next year. It will be
a limited-edition washed Bourbon
Arabica, described as 'bright and
flavourful'.

The grant to Taylors comes from the
Food Retail Industry Challenge Fund,
which works towards increasing the
number of African products in British
shops.

Taylors said the match funding will
go to its work with the Rainforest
Alliance to improve the tea quality from
Rwanda which, a company tea-buyer
said, the company has been buying for
as long as anyone there can remem-
ber, for inclusion in its Yorkshire Gold.
However, he added, there have been
variations in quality, and investment
would improve both quality and sus -
tainability.

Taylors has reported problems in
finding experienced local tea agents -
it says that many of the best ones
"either went away or disappeared" dur-
ing the genocide.

Cafédirect has also recently had
support from the FRICF for work in
Rwanda - it is to develop a single-ori -
gin orthodox green tea from Rwanda
and a Fairtrade packed and blended
black tea. Cafédirect will help more
blending and packing activities to take
place in the country.

Starbucks,
Taylors and
Cafedirect
in Rwanda
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A new musical, a kind of coffee-themed girls' night out, will hit the stage
this autumn - it is Cappuccino Girls, and with perfect if coincidental timing,
its plot features the world barista championship, just at the right time to
support the promotion of Britain staging the event next year.

The writer is Mal Pope of Mumbles, South Wales - which is where former
barista champ Dan Gilmore works, and has assisted with the plot.  "The show is
a musical play about two things - women and coffee," Mal told Coffee House.
"Three women regularly use a coffee shop, and the show raises serious issues
that women talk about. We're certainly aiming for a girls'-night-out phenomenon." 

The main character is Eddie, a Brazilian barista who actually does have an
espresso machine onstage with him, and in the story he creates signature drinks
for the other characters. And, of course, Eddie ends up in the final of the world
barista championship.  There is a male joke involved, Mal told us: "The male
lead's character is called Edison Arantes do Nascimento…and if you know your
football, you'll know that was Pele's real name, so you'll guess that in the plot,
Eddie turns out not to be Brazilian at all...!"

Well, he’s got the barista pose right!  ‘Eddie’ the Brazilian onstage 

2010 - the trade’s biggest opportunity!
Now is the time for the entire British trade to think about how it is going to
benefit from the 2010 World Barista Championship.  It is, says competition
chairman Steve Penk of La Spaziale, the biggest promotional opportunity
ever offered in the UK, with chances for even the smallest cafes to benefit. 

The barista championships will be
held at Caffe Culture, and will coincide
with both the early stages of the foot -
ball world cup and Wimbledon - so,
the trade might benefit from a general
national feelgood-factor. Caffe Culture
has already seen a level of bookings
which has surprised the organisers. 

"This will be massive – for the trade,
the biggest promotional coffee  pro -
gramme ever presented in Europe.
Everyone in the beverage trade
should work out how they can make
the most of this… start thinking now!"

Café operators all round the UK
could benefit – there has been early
talk of a 'WBC pack' of material sug -

gesting how any coffee-house in the
country can use the event for publicity
purposes, and Penk points out that
tea-houses and even chocolatiers can
all, with a little thought, ride along.

Max the Bean, this magazine's pro-
motion to encourage maximising the
opportunities of the WBC, will start
online next month.

The WBC logo - ‘iconic images of London’
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KPMG of Glasgow has been
appointed provisional liquidator of
Discount Coffee of Lanarkshire.

Great Coffee of Newcastle has
devised food miles stickers for its
products, to show that it sources local-
ly. Owner Stephen Deakin says he got
the idea from a local butcher.

The Binary bar, in Manchester's
Castlefield area, began a 'free coffee'
promotion on 22 June. Anyone calling
in between 11am and 2pm  receives a
takeaway speciality Fairtrade coffee in
return for filling in a loyalty card appli-
cation.

The fire which destroyed the
Mountainview Tea House inside
Belfast Zoo was started deliberately,
police have said.

Bunn has devised Tea Basics, a
brochure explaining how to brew  dif -
ferent types of tea, for serving both
hot and iced.

The US Dunkin' Donuts chain has
invented www.DunkinRun.com, a
website which allows office workers to
circulate colleagues with the time of a
proposed trip to the coffee house, and
book drinks.

Daniel Versey has joined Marco
Beverage Systems as national
accounts manager.

Starbucks has told its staff in the US
to grind and brew its filter coffee more
frequently - the present rules are to
refresh the brew every half hour, and
the new rules say to refresh about
every 20 minutes.

John Oswell, owner of Tyneside
Coffee Rooms in Newcastle, celebrat -
ed 25 years of running the business
by offering tea and coffee at 1984
prices for four days.

Cafes have a good chance of pick -
ing up recognition in this year's Loo of
the Year awards - because only one
coffee house has entered! You can do
so by visiting www.loo.co.uk.

Violet Weston of Ye Olde Worlde
Cafe in Bosherston, Pembrokeshire,
has been made an MBE. She opened
the café in 1952, is now 88, and still
opens it up every morning.

Shetland Arts is inviting private busi-
nesses to bid to run its cafe at the
Bonhoga Gallery in an attempt to
reduce its subsidy. The local paper
reports that £430,000 in public money
has recently gone to prop up various
other cafes in the western isles.

The UK's highest cafe has re-

opened for business - Hafod Eryri, on
top of Snowdon, features a new giant
'wall of glass'  viewing area.

Another disused public toilet is to
become a coffee house - the Queen's
Rooms in Kelvingrove Park, Glasgow,
will be an organic Fairtrade cafe
called An-clachan.

Caffe Culture this year drew 4632
visitors, a four per cent increase.

UK-based coffee bar operator
Coffeeheaven, which has many sites
in central and eastern Europe, has
reported being in talks with 'a potential
suitor'.

Cafeology has launched an online
retail business. Company founder
Bryan Unkles says that interest from
consumers has come following cater-
ing trade with such customers as First
TransPennine Express, and that food-
service buyers have also been inter-
ested in an online service.

Coffee companies have been doubt -
ful about a proposed suggestion, at a
Chartered Institution of Wastes
Management conference, that coffee
could be supplied to customers in
their own containers. It followed a
government initiative which also said
that aluminium, which makes up a
large amount of coffee packaging,
could be banned from landfill altogeth-
er. 

It is reported that up to a million
Starbucks customers in the USA were
double-charged over a single week -
end in May, when debit and credit
cards were processed twice.

The owner of the Red Rock Cafe in
Goodrington, Paignton, has had a
thousand pounds' worth of heavy-duty
wooden external seating and tables
wrecked by vandals. He said that it
must have taken a lot of time and
energy to destroy such items, but
added: "I'm here for the greater public.
I'll replace what I've lost. I will not
throw in the towel." 

The Princess Royal opened
Scotland's remotest cafe, at Cape
Wrath lighthouse - the lighthouse café
has about 2,000 customers a year,  all
ramblers who complete an 11-mile
walk to get there. The princess arrived
by helicopter.

John Taylerson of Malmesbury Syrups has completed a fascinating survey
which confirms how widely the concept of flavoured coffee is prevalent
among coffee drinkers. 

The judgment was given to us by
'Winter', the man on a mission  to visit
every single branch of Starbucks in the
whole world, and who has been in
Britain for the past month. 

"I observe the way the baristas han -
dle customers, and I do perceive the
English as being more polite than
Americans. 

“But I have noticed your Starbucks
are staffed by a much higher percent -
age of immigrants than American
stores, and cultural differences come
through – I've certainly noticed less
smiling from the Eastern European
staff. I heard a while back about how
Russian baristas had to be trained on
how to smile more!"

However, reports the international
Starbucks-watcher, the chain's British
stores  fall behind in appearance and
cleanliness.

"I don't say they are badly designed,
but I don't care for some of the bath -
room fixtures, or the size of some. The
London stores, perhaps because they
are so busy, tend to be messier.

Suburban US Starbucks stores are
usually spotless."

We put it to Winter that although he
must be one of the few people in the
world to have been in nearly ten thou-
sand coffee-houses, Starbucks has not
used his unique experience,  even as a
'mystery shopper'.  

He told us that while some store
managers who recognise him give him
a 'loaded' Starbucks card to pay for
drinks, the chain's management do not
actually welcome him. 

"The store managers here have
received me favourably, so overall, I'm
more well-received by Starbucks in
Britain – in America, they keep me at
arm's length!"

The performance of Britain's Starbucks may be better than the Americans -
we make as good coffee as they do, and we may possibly be more polite
than they are, but we are probably not as tidy.  

Across the UK, 46 per cent of those
questioned had tried a flavoured latte,
and the area in which most consumers
had done so was Bristol. 

Although students and young people
were most likely to have tried flavours,
the usage figures for all age groups
were remarkably constant, and always
over 40 per cent, even among the
over-60s.

"We were not entirely surprised," he
told us, "but we will be tracking the fig -
ures further, because it is the rate of

growth which is the most interesting
thing."

The research did not actually say
whether people liked flavours, or drank
them on a continuing basis. It could,
we suggested, mean that x per cent
had tried a flavour, but  never drank
another. 

"Sales volumes and repeat purchas -
es say that people love them," replied
Taylerson. "People do like flavoured
syrups - or at least, they like mine!"

Flavours favoured, says survey

More smiles in UK Starbucks

Winter

A new design of takeaway cup lid has been
shown by Josh Harris, a student at Syracuse
College in New York. It features storage for
milk jiggers, sugar sachets, and the like.
Trade reaction has ranged between positive
and negative, some seeing a possible use for
filter coffee and tea. (Josh told us that he does
not actually have any link with Dunkin’ Donuts,
but merely used their cups for the picture).

Don’t forget - the cafe trade’s top
news website is

www.coffee-house.org.uk 
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Customers have rebelled against a
decision by Blackpool council to ban
external seating from the Stanley Park
café - forty of them brought their own
tables and chairs to stage a 'sit-out'.

Nestlè Professional, supplier of
Nescafe product to the catering trade,
has sponsored a rollercoaster at
Thorpe Park - it goes from zero to
80mph in two seconds, while rising
250ft. No word yet of a trip for the trade.

A couple have achieved council per -
mission to turn a boat in Bideford,
Devon, into a floating coffee house.
The tug Ionia will be moored near a
main car park, and surprisingly, will be
accessible for wheelchair-users.

The quality of beverages served in
railway station cafes must improve  -
and the Minister of State for Transport,
Lord Adonis, has said that this will be
part of the requirement for rail fran -
chises. The minister's recently trav -
eled 2,000 miles on 40 trains in a
three-day period, to see what real
conditions were like - and in regard to
beverages, his comments ranged
from 'downright poor' to 'terrible'.

A planned Costa coffee shop in
Whitstable was vandalised days
before its opening, allegedly in a cam-
paign to retain the town's traditional
shopping centre. The message 'Costa
Go Home' was daubed in red paint on
the shopfront, and more graffiti urged
locals to go to nearby cafes and cof -
fee shops instead. The café owners
said they were not involved, and the
local MP said that while not approving
of vandalism, he sympathised with
those who preferred to support local
businesses.

Carl Bjorkstrand has been appoint -
ed UK MD for Cimbali. 

A caffeine-free coffee plant, grown
in West Africa, has been named by the
University of Arizona in its 'top ten
new species for 2009'.  (The others
include a sea-horse the size of a pea,
and a gigantic palm in Madagascar
that literally kills itself with the amount
of flowers it produces.)

Esquires Coffee Houses have fund-
ed a playpump scheme to bring fresh
water to the Pella Community of
South Africa. It uses a schoolyard
roundabout to draw water to the sur -
face. The funds come from sales of
the One Water brand - Esquires has
already sold 85,000 bottles of the
product.

Although the British news media has
reported that McDonalds is proposing
to include the UK in a massive launch
of 1,200 McCafe sites, the company's
Vicki Fuller has confirmed to us what
she said at the Coffee Symposium last
year - she has no immediate plans to
open McCafé in Britain.

Clipper has redesigned its packag -
ing to promote its infusions range
which is now divided into the cate -
gories of Calming, Refreshing,
Cleansing, Relaxing and Uplifting.
Although fruit and herb 'teas' have
been drunk for centuries, says the
company's Gill Hesketh, recent pur -
chasing trends suggest that con -
sumers are moving strongly towards
caffeine-free herbal infusions. After an
extremely wide survey to confirm this,
Clipper has recommended that cafes
should actively display the infusion
option and promote strongly. Clipper
has just launched its organic raspber-
ry leaf infusion, made from organic
raspberry leaf, hibiscus, honey-bush
and rosehip. 

Martyn Herriott, recently a sen-
ior marketeer with Barry
Callebaut, has launched
Complete Beverage Solutions in
Berkshire. He will be offering a
range of Caffé Trevetti whole -
beans from Broshe Europa, cof-
fees from Langdons and Nairobi,
and Van Houten chocolate.
Martyn is also consulting with
What Price Solutions.

An American teenager
has created a unique 'sen-
ior prom' dress entirely out
of coffee filters. Aimee
Kick, a coffee enthusiast,
spent a month on the
entire project, folding and
cutting, dying, sewing,
and drying the coffee fil -
ters, which were laid on a
fabric base.

Metropolitan Coffee of London has been acquired by the Italian company
whose coffee it applied to distribute here - and as a result, the British com -
pany now expects to begin bidding for more significant catering-industry
contracts than it could previously handle.

The British company had proposed
to import the Caffe Kimbo brand, but
when the Italians looked closely at
their prospects in the UK, they decided
to set up their own base here, and
bought their prospective distributor.
The result is that Metropolitan now
hopes to become a more significant
player in national contracts in the hos -
pitality trade.

"Kimbo is not just an Italian coffee, it
is a Neapolitan sensation," says
Metropolitan's Angus McKenzie. "I've
never encountered such commitment
to quality from a large roaster before.
Their brand is adored in Italy and
despite the scale on which it is pro -
duced, there is a rare knowledge,

respect and love of coffee that you
might expect more from a tiny artisan
roaster. 

"You can now expect a lot of trade
activity from Metropolitan. We'll be
seeking to work with more distributors
than before, and we'll also be able to
compete more effectively for large cof-
fee tenders, whereas previously we
just weren't always in the right ball
park. Now, we can do the deals, and
with a high quality authentic Italian cof-
fee."

Metropolitan will still be able to pro -
duce its successful Integrity brand -
this will be adopted by Caffe Kimbo as
the product to take it into emerging
Fairtrade markets in Europe. 

"Frappes are found mainly in the coffee shop sector, but any  family-friendly
caterer can benefit from them, because there is often little choice for kids, other
than fizzy drinks or fruit sugary things," said the
company's Helen Ostle. 

"The caffeine-free vanilla frappe is a great
base for all sorts of things, and can be cheaper
than using ice cream in milkshakes.   For bars,
a shot of  Kahlua in a mocha frappe works a
treat on a cocktail menu, as does  Mangorita -
mango smoothie, lime syrup and tequila."

The most profitable size of frappe and
smoothie, says Beyond the Bean, is the 12oz.
"The likely selling price for a standard drink is,
without topping £2.30 - £2.50, with cream or
sauce topping £2.80 - £3.00… although there is a recommendation that owners
just list them at the higher price!"

One unusual recipe features a smoothie into which a Byron Bay cookie has
been crumbled.  "Think Cookies'n'Cream ice cream in a glass with a straw! They
blend smoothly and you get the delicious chocolateyness of the cookie coming
through."

Beyond the Bean has brought out Summer Drinks Sorted, a guide to prof-
itable work with frappes and smoothies. 

Metropolitan aims for big contracts

Summer drinks... sorted!

In last month’s Cologne championship,  Ed Buston of Clifton Coffee in
Bristol came second in the world Coffee in Good Spirits contest - he was
only two points behind, and had led at the semi-
final stage. 

He had previously won the UK contest with an
espresso martini made from two short espressos, a
shot of Polish vodka, a shot of Aruka coffee liqueur,
and half a shot of Madagascan vanilla syrup, all
decorated with cocoa flakes and three coffee beans
shaped like a flower.   "The drink has a pure coffee
flavour and a syrupy mouthfeel," he told us. "There
is a great battle going on with the sweetness of the
syrup and the bitterness of the cocoa."  

In the recent UK championships, John Gordon won the latte art contest
(and went on to 6th place in the world event), and Maire Reier became the
UK cupping champ. 
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The Oromo Coffee Company is sup-
ported by the Lorna Young Foundation,
set up in memory of an early pioneer of
Fairtrade and Cafedirect coffee, and
by roaster Bolling Coffee of Yorkshire.

"There are several communities of
Ethiopians who have leave to remain
in Britain," Bolling's Ian Balmforth told
us. "These people want to work, but
the concept of doing so in our society
is very strange for them. So they've
come up with the idea of selling the
coffee from their own country, and lots
of people are helping them.

"The products are 227gm packs of
ground coffee or beans - Limu,
Yirgacheffe and Harrar. They are
organic, and I think of them as 'beyond
Fairtrade', because this is high-end
coffee which is far too expensive for
supermarkets.

"It's a retail product with five or six
possible markets, from supportive
churches onwards - and if a fair-mind-
ed café owner decides  'we want to
help with this', then we'd supply it on
behalf of the Ethiopians."

The former UK head of Bunn, Roger
Cobb, is to spearhead a competing
brand of filter brewers in Britain. 

He has been appointed to head
Fetco, which does not yet have a high
profile in the UK,
although some mod -
els are available
from Mulmar.

"Fetco is a mas -
sively innovative
company, and many
of the developments
with filter brewers have come from
them,” he said. “ A lot of brewing
equipment looks the same, but it is
what happens inside that puts Fetco in
the lead.

“ As far as I am aware they are the
only major manufacturer who can sep-
arate volume and time in the brewing
process - you can choose how long
you want the brew to take.

“The latest innovation overcomes
the notorious problem of lime-scale
build up on filter sprayheads.”

KALDI
One of America's new breed of top-

less coffee shops has been out of
action after a fire, but got back in
business after the waitresses volun -
teered to work for tips only. It is the
delightfully-named Grand View coffee
bar. (An acid comment in the local
press said: 'the waitresses couldn't
have started the fire - they're not that
hot'!)

A teenager has tried to rob a South
Carolina coffee-house, using a
banana as a concealed 'gun'.
Although the shop owner and cus -
tomers managed to overcome the
thief, he managed to eat the evidence
before police arrived!

MJB, an acrylics company, has
launched a menu holder which incor-
porates a pair of specs… it's for peo-
ple who come out without their glass-
es.

A Florida man being driven to a hos-
pital by his mother asked her to stop
at a Starbucks so he could get some
coffee. Inside, the man tried to rob the
till, but couldn't open it, and then
unsuccessfully tried to snatch a
woman's bag.  When the police
arrived, his mother was still waiting
patiently in the car, unaware that any-
thing had happened!

A regional press report from the
south-west quotes the National Trust,
opening a new café, as having
worked hard to source as much local
produce as possible - but that 'the
only items that come from outside of
the region are the tea, coffee and
sugar'. This has puzzled not only the
coffee roasters in the region, but also
the UK's only native tea plantation.
The National Trust has not replied to
queries.

Douwe Egberts has created a web-
site for trade customers. One of the
curious aspects of the site is that in
the how-to section, it teaches the
trade how to pronounce certain coffee
terms: including, believe it or not,
'espresso'.

Lavazza hits the road!
The most exciting move to date in the mobile coffee sector has
come from Big Coffee, who have put one of the world's biggest
brands on to the streets - the experts in the conversion of the
Piaggo Ape have teamed up with no less a name than the
Italian giant Lavazza.
Lavazza has been eager to take up the idea of branded carts, seeing
the opportunity for a new route to market by delivering premium coffee
to areas not normally accessible.
Immediately the name was
offered, four mobile operators
took it up, even though it is
known to be more difficult than
any other mobile business,
because of the need to fulfil
brand values and keep true to
the Lavazza story.  
"Interest has been amazing,"
says Jason O'Neil, director of
thebigcoffe.com.  "The Lavazza
opportunity is open to people
with a passion for coffee and the drive to run their own business. They
will work with our team, and we ensure they are trained to the highest
standard at the Lavazza training school itself.  
"Our next stage is to launch an events calendar, assisting our ambas-
sadors with events bookings, website activity and marketing support."
One of the first to take Lavazza on the road is Emily of Shot Stop.
She's based in Tooting Bec, South London, and has been over-
whelmed by the reactions of her customers and how quickly they have
become loyal to their Lavazza. "I attend lots of events, and am starting
to reap the financial rewards of working for myself - I'm looking forward
to building my business for the future."
The Lavazza vans already have some well-known faces as regular
customers - international footballer Nick Barmby (pictured) doesn't
miss a cup when the Big Coffee van calls at the Hull City football
ground!
Is a Lavazza branded mobile the next step in your business success?
Visit  http://www.thebigcoffee.com, or call Rob on 07725 263450 or
Jason on 07592 744717.

Advertisement

Footballer Nick Barmby takes a coffee
break from training

Rohan Marley, the son of reggae
star Bob, has launched his own
range of coffee, using beans from a
family farm in Jamaica, together
with some Ethiopian Yirgacheffe. 

Proceeds from the
sale of the coffee will
go to the Marley
Coffee Foundation,
which helps youth
programmes in the
rural coffee-growing
regions of Jamaica.
The names of the
blends refer to Bob
Marley tracks, such
as the One Love
Yirgacheffe, Lively Up! espresso, and
Jammin’ Java Full City Roast.

Shane Whittle, the company CEO,
told Coffee House that he is hoping for
interest from British distributors.

Ethiopians trade from Manchester
An Ethiopian refugee community has launched its own range of coffee, as a
way of supporting itself in its new home in Greater Manchester.

Reggae coffee

Rohan

Roger Cobb

Abbeychart, the Oxfordshire
spares specialist, has devised
a new mini-catalogue for cafe
owners who are happy to do
their own minor maintenance
on espresso machines, thus
saving call-out charges.
Copies from 01367-711900.
There will be an online order-
ing facility. 



5

One of the UK's biggest contract caterers has developed a beverage train -
ing scheme which will involve the board of directors and 1,500 staff going
through a barista course presented by former world barista champion
James Hoffmann.

Baxter Storey serves beverages at 500 customer sites, and training manager
Graham Eveleigh told us that his aim is to give employees no reason to walk in
carrying coffee-chain takeaway cups.

"We are capturing interest, and I've rarely seen staff so excited after a day's
training."

Baxter Storey has now created an in-house Barista Club, will run internal barista
championships, and hopes to put an entrant into the national event.

The Coffee Boys, John Richardson
and Hugh Gilmartin, have set up a free
website which follows the concept of
their successful book Wake Up and
Smell the profit, which passed on real
lessons from real mistakes made by
real operators - in many cases,
Richardson himself!

"Coffee shop owners are my people,"
John Richardson told us. "They're my
friends - I was one, I know how tough
it is, and I know just how lonely running
an independent business can be. 

"Every week we get e-mails from
cafe owners saying how frustrated
they are about their businesses. They
say they are doing everything right and
that that they just cannot understand
why a competitor down the road
seems to be far busier and yet, in their
eyes, doesn't do as good a job.

"I also appreciate that it is very diffi -
cult to help independent operators
cost-effectively - so we are creating an
online service which will give away

information of the quality which
appeared in our last book. If we share
really good information, then café
operators will say: 'this is good stuff, I
trust these people, and I may buy
something from them in the future'.

"This is a very different approach
from classic consultancy!"

The free material will consist of a
series of twelve written essays, each
with an accompanying 'talking head'
video. The main content will probably
be refreshed every three months.

For those who accept the free con -
sultancy, there is then an option to
subscribe to a paid-for advice and
mentoring service.

www.freecoffeeboys.com

Coffee Boys offer free advice
Two of the trade's most entertaining and idiosyncratic trainers and business
consultants have devised an entirely new concept in business training for
independent café owners - they are giving advice away.

Contract caterers get into barista training

“Coffee shop owners
are my friends - I was

one. I know how
tough it is.”

- John Richardson

Boughton’s Coffee House is the independent news magazine for the
cafe, coffee-house, tea and coffee trades, and is published by

Ian and Trudi Boughton.

Tel: 01872 501050, mobile 07702-348866.  ianb@coffee-house.org.uk
The news website is www.coffee-house.org.uk
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How cafes make the ‘flattie’
At the Allegra Coffee Summit,
Matthew Clark of Sacred Coffee, one
of the new breed of Soho coffee
bars, spoke about the Flat White
and its potential in the UK cafe. 

Those who believe in 'cool' or 'hip'
coffee bars point to the New
Zealanders and the Aussies as the
new leaders in espresso, and their
'flattie' has been known of for some
years… but only now is it beginning to
win wider attention.  

A 'flat white' is a vague relative of the
latte, and has a richer espresso con -
tent. As one supplier told us: "every
roaster's dream - up to 30gm into the
portafilter at a time!"

The other main difference is that the
milk is prepared for a creaminess
rather than a foamy result. One recom-
mendation is for the milk to be poured
from the bottom of the jug, to seek less
bubbly, smoother, milk.

At Sacred Coffee, head barista Philip
Pollen explains: "The flat white is a
drink designed to be enjoyed relatively
quickly, sweet and strong, full
flavoured right to the bottom of the cup,
and not as fussy as a cappuccino. 

"In NZ and Aussie we believe it
should have the strength and charisma
of a cappuccino but the texture of a
latte. That said, I think it is one of the
hardest drinks to get right. 

"You need a carefully dosed and well
tamped puck, ideally 20-21gm, and a
well pre-heated 5-6oz cup.  A slow,
dark, well-timed extraction is a must,
say 27ml and 27 seconds or there -
abouts, and so is well-stretched and
spun milk made from well-filtered fresh
full cream milk. There should be plenty
of tight micro bubbles and the surface
should be nice and flat and un-domed,
and ideally at 65-70 degrees.

"The milk should be poured slowly
and steadily into the coffee - not so fast
as to break the crema, but not so slow
as to allow the milk to settle while pour-
ing. Fill to just below the rim to avoid
that nasty coffee line on the top edge
of the cup."

"It is a drink that is just a tad more
difficult to 'hit the sweet spot' with, but
more than worth the effort to get right."
And that, he acknowledges, presents a

problem.  "I do think that in England it
has the potential to lose its identity,
and become simply the little brother to
the latte."

Generally, it is priced slightly higher
than a latte or cappuccino - at Sacred,
£2.50 against £2.25.

There are those who say that the
drink demands a triple espresso shot,
or even more - others say that a dou-
ble shot is best, and James Sweeting
of the roaster Lincoln and York sug -
gests that the lightness or darkness of
the roast should dictate the measure.

There are many who approve of the
flat white. At the Allegra Summit, Louie
Salvoni, while a Soho-bred Italian, said
he thoroughly approved of the new
drink from 12,000 miles away.

"I think the real appeal is that it sug-
gests 'quality'. This is not the milk for
cappuccino or caffe latte, but a milk
textured specially for this drink… and
some would argue that it is not far
removed from the cappuccino served
in Italy. 

"For the café operator, there are two
levels of appeal. It is being positioned
by our Antipodean friends as a new
drink in the UK market, so offering it
shows that a cafe operator is above
the norm - they are different, innova-
tive, leading-edge!

"It is also profitable - same amount of
coffee, but less milk! Serve it in a rela-
tively small cup with beautiful presen-
tation, and then charge the same price
(£2.50 to £2.60) as a 16oz Starbucks
or Costa cappuccino/latte."

Salvoni's only worry is that the new
breed of coffee shops have forgotten to
use the word 'espresso' in the context
of the new drink. "I think that it is won-
derful that the boundaries of the old
coffee menus are being crossed, and
with a new exciting quality product.
However, they wouldn't be doing what
they are doing if it wasn't for the inven-
tion of espresso - it ain't an Antipodean
thing, it is an Italian thing, as the
Godfather would say.

"Please, show some respect.
Embrace the heritage, and then take it
on and improve it, but always remem-
ber the roots."

Outside of Soho and Covent Garden,
will the UK trade take it on?

"I think it is a very niche, central
London thing at the moment and I can-
not see it becoming a significant drink
in the UK," said Paul Ettinger of Caffe
Nero. "We do not offer it and have no
plans to."

The top man at AMT, Alistair
McCallum-Toppin, thinks the same:
"We heard about the flat white quite
some time ago but we decided that it
wasn't worth adding to our menu. If the
demand for it increases, we will look at
it again."

So will Starbucks, said British MD
Darcy Willson-Rymer: "We don't have
any immediate plans to do so - if
demand is there from our customers
we would certainly consider it."

At the Summit, Illy's Marco Arrigo
quite characteristically took the debate
in a new direction. He too comes from
the old-style espresso bars, and chal-

lenged the British trade to come up
with its own 'flattie'- a typically 'English'
espresso drink.

"This needs to contain a decent
amount of the drug, and as little milk as
we can get away with," he commented.
"The English like their milk, so a mac -
chiato won't cut it."

Starbucks told us they would like to
hear any ideas, but of course the drink
already exists - Tim Hume of the Red
Roaster coffee house in Brighton
invented the Caffe Inglese as a menu
item some years ago. It's a kind of long
black with a white option - espresso
poured on top of hot water and retain -
ing the crema, and a jug of milk served
beside it. It has, we are told, become a
successful menu item!

Allegra Strategies recently held its second big trade talking-shop in London - we bring you the best of the debates

Matthew Clark (left). And above is an
intriguing menu from Fernandez and
Wells’ Soho coffee shop - look at the

coffee portion: 33gm in each drink!
(Before you ask, a ‘stumpy’ is

macchiato-ish... or, in our favourite
description, ‘a latte for real men’!)

Instaurator, the Australian coffee
guru and author of The espresso
Quest, has been added to the fine
line-up of
speakers for
A l l e g r a ' s
next project,
a European
Symposium,
in Vienna, on
8-9 October.
He has the
intriguing task of addressing the
Europeans on 'the perfect espresso'.
An equally intriguing aspect of the
conference is that Allegra is trying to
invite the top hundred European
foodservice operators in a 'meet the
supplier' opportunity to promote the
coffee industry.

Instaurator set to
speak in Vienna

Get your business advice from the
experts – from creating the ‘flat white’

to latte art, and then on to coffee
cocktails and beverage menu-building.  

Thorough, knowledgeable business
advice from a friendly team who have
done it, and who advise the big names

in the catering world. 

+44 (0)1484 34 00 33
info@coffeecommunity.co.uk
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It is becoming very easy for the café
trade to see local authorities as the
enemy - councils constantly say
they want to establish a 'café cul -
ture' in their towns, but then com -
plain that coffee shops upset the
balance of business on their high
streets, and then levy exorbitant
taxes on external tables and chairs.
Councils constantly allege that cafe
operators ignore the A1/A3 retail
classifications, but show very little
consistency in their rulings in
licence applications or appeals.

We can claim to have been involved
in inspiring Allegra's debate on the
subject, having mentioned the vast
number of problems we report on
between cafes and local councils.
Allegra invited a talk by Chris Green of
planning consultancy DPP, who have
represented Caffe Nero in planning
disputes. 

The behaviour of councils is truly
puzzling. Caffe Nero went all the way
to the High Court because the council
in Epping didn't want them there - and,
having got a judgment to close them
down, the council then changed its
mind and decided the chain was good
for its high street! In Beverley, a similar
case against Costa cost the taxpayer
£10,000 and left the Planning
Inspectorate and the town council criti-
cising each other's decisions (and
Costa won). In Brighton, the dispute
over Starbucks' appeal was set for a
surprisingly long three-day hearing.  

Why are councils inconsistent in their
rulings?

"Because every council has slightly
different policies, all of which are open
to interpretation. At the same time,
councillors themselves don't always
understand things like retail classifica -
tions, and then again coffee shops
often fall between two classes - even
Caffe Nero varies between A1 and A3
classification.  

"So the lesson is to look at the poli -
cies applying to a specific area, and
then see how you can meet them. One
case does not fit all, and the case you
put to one council will not be the case
you put to the next, so we must always
explain clearly the benefits that the
applicant café will bring to the high
street, and really sell the value of your
being in that site.

"Your argument may be that you are
opening up in a tired old high street,
and that your presence there will enliv-
en the area and generate footfall. The
opposite is when you find yourself in a
successful high street where they do
not want to lose another retail store.

"This is how you get inconsistencies.
Even planning officers get confused,
and I have seen different decisions
given for premises six doors apart!"

One becomes suspicious that coun-
cils are against cafés - however, there
are increasing allegations that cafes
have deliberately opened up without
permission, knowing they have the
wrong licence, and assuming that once
the matter gets to a planning meeting,
they will be sufficiently established to
win retrospective approval.

Do chains actually do so?

"You can see why they might,"
answered Chris Green tactfully. "When
faced with inconsistency in decisions,
a company may decide to take a confi-
dent commercial view and go ahead.”

So, in the eyes of councils and plan-
ning officers, is the café trade seen as
allies or troublemakers? The answer is
positive, says Green.

"Across all planning sectors, there
are people who start up and retrospec -
tively apply - this is quite normal. So
planners don't look at coffee shops as

a breed and think 'they're all trouble'!"
Indeed, he said, the café trade can

be optimistic about future dealings with
the authorities. 

"There have been recent pronounce-
ments by government ministers about
taking a more pragmatic view of
changes-of-use matters, and I can see
that councils are beginning to look
again. I think it does take guts on the
part of councillors to think: 'oh, perhaps
we might have been wrong', but cer -
tainly, they're backing off from enforce-
ment actions more than they did
before."

And indeed, some changes can be
spotted. At the end of June, the
Gloucester council decided to create a
trial rent-free period in which to create
the 'café culture' atmosphere they want
in their town. Could this be a prece -
dent? 

On the other hand, the Bournemouth

Echo reported two bizarre council deci-
sions on the same day at the end of
June – in one, a cafe owner claimed
that her seafront premises would be
left without toilets for the rest of a 16-
year-lease unless the council showed
a helpful attitude towards her applica-
tion. 

In the other, Lord Raymond Digweed,
owner of the Ducking Stool Tearooms
in Christchurch, was surprised to have
his application to open until 9pm
turned down  by the council's planning
department, who said that the pro -
posed extension of trading hours
would lead to an increase in noise, dis-
turbance and general nuisance in the
quiet part of the town. 

A puzzled Lord Digweed told the
press that 95 per cent of his ‘noisy’
customers, 200 of whom had signed a
petition asking for evening hours, are...
old-age pensioners!

The Allegra debate involved Louie
Salvoni of Espresso Service, who has
often found himself in demand as a
‘coffee character’ interviewee for the
mass media.

He told the Summit: "I think that
there should be one voice for our
industry that could lobby parliament
and present our views to the national
press. It should not get into running
events, but should engage in  discus-
sions on topics of trade concern and
interest, through think-tank lunches
throughout the year with participation
spread across all elements of the
business of coffee."

The BSA, SCAE and BCA all claim,
one way or another, to be a represen-
tative body for the coffee trade.
However, when invited to speak in
public on such issues as health
scares, safety scares (scalding of
customers), problems with licensing,
and even the forthcoming world
championship, very little comment
has been forthcoming.

From the Beverage Service
Association, David Veal told us: "yes,
of course the industry needs a repre-
sentative body and we believe that
the BSA is that body more than any

other organisation. We should of
course be speaking out. 

"I would add one proviso, and that
is that we may not always agree with
the relevance – for example, I don't
think it would be appropriate for us to
comment on baby scalding issues."

(The alternative view, which has
been put forward, is that a trade body
should do so - and in that well-publi -
cised case, might have drawn on the
trade’s accumulated expertise to
issue advice for cafe owners on the
safe passage of hot water through a
public environment, and discuss also
the legal and insurance issues
involved).

Bill Gorman of the Tea Council, an
extremely active body well funded by
its industry, tells us: “for over fifty
years the tea industry has been very
serious about having a representative
body that spoke - it springs from the

desire to ensure that the tea category
is as strong and effective as it can be.
The Tea Council now acts as industry
spokesperson on all topics.”

Chris Green of DPP, who addressed
the Summit on planning issues, saw a
big benefit  for independent cafe own-
ers.

He told us: "such a body could do
good work in persuading councils to
understand the contribution that cof -
fee shops make to their town centres.
It's very easy for Starbucks, Costa
and Nero to put up a case… but the
person looking to open up one shop
has a far more difficult time. A central
resource and support of global infor -
mation on the benefits of cafes would
be a very helpful thing." 

The Summit's MC, Barry Kither of
Lavazza, recalled that Salvoni himself
had, some years ago, attempted to
create just such a representative
body. 

"I have been egging him on to get
the show back on the road, because I
think it has merit.  I would definitely
support a regular forum to discuss
coffee issues and issue statements…
count me in!"

Who speaks up for the cafe trade?
An unexpected development at the Allegra Summit was the call for a new trade body to represent the coffee
industry and cafe trade.  A demand for a ‘voice’ is not new  – we ourselves have called for a big promotional cam -
paign leading up to the world championships being held here next year –  but what was interesting was that no
speaker even mentioned any of the existing trade bodies as candidates for the job.

Louie Salvoni -
“there should be
one voice for our
industry.”

Cafe owners v. councils
Do we suffer at the hands of local planning committees who don’t
know what they’re doing... or are we the villains, always
disregarding local planning regulations?
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Are British roasters just as good as
anywhere else in the world? And do
our roasters have a style, or do we
just copy what is done elsewhere -
say, Italy?

"Resoundingly, yes to both!" says
Marco Olmi of Drury, whose family
roasted the first British espresso for
the then-new coffee-bar scene in
London in 1954. 

"There is a British style, and I defend
to the hilt the way we do it. It is not a
high roast, and certainly not the 'burn it
to hell' roast.  We concentrate strongly
on 'body', as opposed to just 'flavour',
which is why six or seven of our blends
have a bit of robusta in, and there's
nothing wrong with that… indeed, we
don't do a single-origin espresso, sim-
ply because I've never tasted a really
great one! 

"Fresh coffee is where the British
roaster scores against the Italians.
However, a lot of nonsense is talked
about freshness - the reality is that
many caterers have to sit on their cof -
fee for a while, because their trade
may be such that a kilo may last them
a week.  In this situation, you can't
sneer about freshness, you have to
understand the reality of the situation,
and also accept that a slightly old, but
very good coffee will still be better than
a fresh bad one!

"As it is, we can get a next-day deliv-
ery to most people, and our regional
service is timed to be a couple of days
old when delivered - certainly less than
a week. Bigger roasters just can't com-
pete with the local roaster who knocks
on the door, brings in the coffee, and
offers to check your grinder while
they're there.

"The local British roaster also knows
commercial reality. To create a blend
which may blow away die-hard espres -
so fans, but which doesn't appeal to
the masses, may not be commercially
realistic for the high-street café.  Nor is
it helpful to supply a blend which is so
sensitively delicate that the barista has
to adjust the grind every five minutes."

To get the best out of the local roast-
er, says Olmi, make a simple request.

"Ask to try his coffee on your cus -
tomers for a week. Maybe suggest that
the roaster lends a grinder so that the
trial coffee can be on beside the usual
house one, and offer samples to your
customers. Any decent roaster will be
as happy as Larry to go along with this.

"Things like this should make us
proud of being able to buy British cof -

fee from British roasters - and there
are roasters here who are every bit the
equal of the best roasters anywhere
else… coffee did not originate in Italy!"

Agreement comes from the far north
and the far north-west. In Dundee, this
year is the 125th anniversary of the
roaster James Aimer Ltd - and MD Eric
Duncan has been there for about one-
third of that time! The British roaster
has, he says, a unique understanding
of how to create coffee for the UK
taste.

"For many years an espresso coffee
had to be Italian-roasted, but now con-
sumers look for many different quali -

ties and flavours in their espressos,
and this is where the UK roasters are
winning.

"We understand the UK market, and
how it changes year on year - you can-
not take a nation of Gold Blend lovers
and transform them into espresso-
drinkers overnight. It takes time, and
blends and roasts must evolve as
tastes change. 

"This puts the local UK roaster in a
unique position to develop a UK coffee
identity."

The advantage of the British roaster
is a careful understanding of the

processes of roasting, says Philip Mills
of Johnson Brothers in Belfast. The
craft British roaster does not slam in
the coffee, turn up the heat and hope
for the best - he understands the
processes the bean goes through.

"British roasting seems generally to
be slow batch roasting, with each of
the five stages of the process being
allowed to develop at a natural rate
which is not accelerated.  This is par-
ticularly important during the first
exothermic stage when the structure of
the bean undergoes the greatest
change.  

"We deliver to end users within three

days of roasting. Assuming that the
average outlet orders a few days prior
to their existing stocks being depleted,
the fresh delivery is on average broken
into after day 7-8.  Our coffees for
espresso use are fine after 10 days,
but continue to mature beyond this
period."

There is one perfect answer to find-
ing out if you are picking a good coffee
supplier, says Philip Mills - ask to visit
the roastery. Every decent craft roaster
is proud of what he does and only too
willing to explain it, and the experience
is far more valuable than picking a bag
of coffee off an order form.

The great advantage of the local
roaster, says James Sweeting at
Lincoln and York, is adaptability. His
speciality is in working through trade
distributors to provide well-chosen
house and own-label coffees, and he
sees a distinct move towards better
baristas who can handle better cof -
fees.

"The British roasters have developed
the ability to be very good at working
on what the caterer needs, whereas
the continentals are more focussed  on
selling the product they've got. The
British roasters are responsive to
requests that the continentals wouldn't
get out of bed for!

"The British are not good at roasting
very dark coffees. However, people no
longer believe that espresso has to be
roasted as black as your hat - there is
a trend towards lighter-roasted coffees
from some of the new high-class cafes,
particularly the Antipodean ones, and
that is because their baristas are good
enough. The average barista can't
handle a light-roast espresso, and
turns it into a misery - so as a general-
isation, dark is easier for the 'average'
barista.

"But I'm glad to say that we are
involved in some of these Antipodean
venues!"

One of the benefits the giant brands
always trot out is 'consistency' - that
their coffee always tastes the same. 

"I doubt if consistency is always reli-
able from a local roaster, and I say that
from the experience of having been
one," returns Sweeting. "This is not a
question of ability, but capability. 

"On a head-to-head contest, on a
given day, a one-man roaster could
probably do the best job with a certain
coffee.  But not week in, week out,
because he doesn't have the facility,
and if something goes wrong, he's out
of sync.

"The truth is that the more sophisti -
cated the machine, which tends to
mean the bigger machine, the more
consistency - we use a 300-kilo, we're
getting a second, and two 120-kilos.  

"But there is a difference in talking

How good are our British and 
Irish coffee roasters?

Every major international brand on earth wants the cafe owner’s business - but
why can our own domestic roasters stand up against the giants so well?

“The British roaster
doesn’t just slam in
the coffee - he
understands the
processes the
beans go through.” 

- Philip Mills with a 
couple of barista
champs, Gwilym
Davies and Eire’s
Colin Harmon

British roasters, proud of
what they do - James

Sweeting (left) of Lincoln
and York, and Eric Duncan

of James Aimer



9

about 'consistency' between the way a
craft roaster uses it and the way a big
brand uses it. You can get consistent
rubbish, and we're talking about con -
sistently good coffee."

And fresh?
"I tend to agree with the school of

thought which says to leave roasted
coffee some days before packing it.
There is definitely such a thing as 'too
fresh' espresso, which will give you a
result that is variable! But the same
does not apply for filter. You can't have
filter coffee too fresh, and straight from
the roaster into the bag is the ideal."

You can rely on a local roaster for
ideas, says James Sweeting. "Ten
years ago, you'd never have seen the
ideas that some crazy young cats are
doing today… and we still feel we're
part of that!

"We have a coffee world which still
uses a lot of aluminium, which really
just isn't necessary for a lot of short-life
packaging.  By Christmas we'll be
offering all our foodservice clients a
fully-compostable coffee packaging,
which works without any detriment to
quality. 

"Trials are going on at the moment,
and I have garden plots outside my
office window in which we are com -
posting these things… I know it works!"

A typical new concept being cham -
pioned by Square Mile Roasters of
London, the roastery started by
world barista champ James
Hoffmann, is 'seasonal' coffee. 

This is a concept well-known in spe-
ciality tea, where a 'seasonal' can be
as precise as one afternoon's plucking
in the right weather which may achieve
a unique taste, but is not widely used
in coffee.  It is the exact opposite of the
'consistency' theory used by giant
roasters, in which their coffee must
always taste the same.

"I think we were the first in the UK to
embrace seasonal diversity in our
house espresso blend," James
Hoffmann told us. "We change it four
times a year, completely changing the
recipe to include what we think is the
best of the new crops from around the
world.  This means we aren't chasing
absolute consistency of taste - instead
we are chasing consistency of fresh-
ness and quality.  

"The overall taste profile remains
true to what we're about - sweet, clean
coffee with notes of chocolate, nuts
and fruit - but each seasonal blend is
distinct from the others."

If a roasting company isn't experi -
menting like this, what on earth are
they doing? The question comes from
Peter James of James Gourmet Coffee
of  Ross-on-Wye, who believes cafe

customers expect this kind of creativity
from a local roaster.

"I love the fact that big brands use
'consistency' as a measure of quality...
we think a barista should be tantalised
and engaged by the micro-changes
that occur with their coffee. We have
customers who really get the point of
seasonality, and in turn they have cus-
tomers that appreciate their passion. A
big brand cannot compete with that."

It is practical for any small customer
to look for ‘something different’, says
Peter James. Typically, he has created
the Guatemalan coffees for the well -
known Colonel Grumpy’s Coffee Bus,
run by a former diplomat to that coun-
try (and the blends are now generally
available).

“Our roastery resonates with  little-
known great coffees. In Guatemala,
there is much poverty and coffee is
produced manually – but it is sustain -
able, premium, speciality coffee.
We’ve earmarked three tonnes of it!”

However, says Peter James, don't
'buy local' for the sake of it.  "No more
than you would buy from the salesman
with the shiniest teeth and best cut
suit, even if he offers you free grinder
and golf clubs! The value of working
with a local roaster is in finding individ-
uals who genuinely care about what
they do, and about what you do."

Locals pioneer ‘seasonality’

Gala Coffee, the high-volume coffee
roaster, has come up with a surprise
- it is launching Gala Coffee Direct, a
website offering online buying for
independent caterers of any size,
even small cafes.

Managing director Murray Leslie told
us that he is looking to achieve a bal-
ance of variety and simplicity.

"I recall going to an SCAA meeting in
Denver twelve years ago, and a ques -
tion which always stuck in my mind
was: 'how many blends should I have
on my back counter?' And the answer
was: 'eight'!  

“Now, compared to companies
across the world, we are a much more
complex coffee trade - we in the UK
are explorative and imaginative, and
other countries are not nearly as cre-
ative as we are with choices, origins,
certifications and so on. 

"But with Gala, we have worked to
simplify things. We see more small
businesses willing to buy online, we
are well set up for this - we're certainly
known for roasting for many big high-
street brands, but we also have a great
many small customers.

"If you're a small café owner, you

may see an advantage here, because
online buying is about managing your
stockholding more conveniently, and
delivery within 48 hours will help you
do that… although I won't be sending
out one kilo at a time!"

How does online supply sit with the
trade's obsession with freshness?
Some roasters shout about their
super-fresh coffee, others say that
over-speedy delivery is not a benefit.

"I sit in the latter camp. I've tasted
the same coffee straight out of the
roaster, and again two weeks later -
and I prefer the older one. If I put my
money on it, I'd settle for coffee a week
after roasting.

"Now, we may be a huge company,
but we don't hold huge stocks. Our
roasted stock is held to a maximum of
one week - so this service will be about

the proper fresh product."

Gala has identified three brands
online - Lyons, Templo, and a new
espresso yet to be unveiled. Is Lyons
correct for the coffee-bar trade?

Lyons is not seen as a 'cool' espres -
so-bar brand, but Murray Leslie
believes in it as a good all-day filter
coffee. "A well-made, fresh filter coffee
is a lovely thing… a move back
towards filter coffee would not surprise
me, and would be a very good thing
indeed!"

Templo is a Spanish coffee, roasted
under licence. Gala has never really
promoted the brand since taking it on a
couple of years ago, but it does have a
following in tapas bars and the like as
'a nice, middle-ground, espresso'.

The third one is a new Italian-style
espresso brand, as yet un-named.

"Why do we need one? Because
research said that customers wanted a
new coffee with Italian roots - an Italian
style, roasted by us. 

“We did consider buying one in, but
that went against the concept of 'order
direct from the roastery'!"

Gala offers online service for coffee bars 

The new website
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It is the imagination of the 'local'
roaster which takes the beverage
trade into new and exciting
directions, and two have inde -
pendently worked on the market-
ing of 'pairs' of coffee and malt
whisky. The most recent
involves the first case of a coffee
blended specifically to match a
whisky.

This is the Cuillin Hills blend,
named for a hotel on Skye. The
roaster is Edinburgh Tea and
Coffee, challenged by hotel man-
ager Peter Sim to put a coffee with
Talisker, the island's own whisky.

"I wanted a coffee robust enough
and flavoursome enough to stand
up to a malt whisky after dinner," he
told Coffee House.  "It had to be
able to have a lingering finish that
complemented the island single
malts."

The answer was found in a blend
of El Salvadorian, a little
Colombian, a Brazilian Minas
Gerais 'pulped natural', and a
Sulawesi and a Sumatra. 

"The Indonesians are the secret
key," says Peter Sim. 

"They bring forward the rich nutti-

ness and toffee/liquorice tastes of
malt whiskies." 

The first such 'pairing' work was
done a couple of years ago by
Union Hand-Roasted of London,
where roastmaster Jeremy Torz
worked with the master blender at
Whyte and Mackay, Richard
Paterson, on a series of pairings
which could actually go on restau-
rant and hotel menus - Union's
work was to source single-origin
coffees which could go on a menu
beside a top whisky and be sold
together, rather like a flash restau-
rant offers a wine to match a
course.

"Richard had previously only
partnered his whiskies with
Colombian coffee, which he saw to
be a well-balanced one to suit most
whiskies. It became apparent that
with the right high-quality single ori-
gin coffee for each whisky, the
drinker could enjoy additional notes
in each beverage that were only
realised when the two were brought
together.

"It did generate lots of interest. A
bar in London offered a menu of
four distinct pairings, and I recently
ran a tasting of our most popular
pairings for the Peach Pub compa-
ny - it was an evening ticketed
event, and proved very popular."

This, says Torz, is where an inde-
pendent operator working with a
local roaster can produce a busi -
ness idea that nobody else has
thought of.

"I genuinely believe that these
efforts make us unique in the small
roaster category..,. and yes, we are
still a small company!"

"We are proud of the impact that we
have made on the lives of a little group
of coffee farmers in Harrar, Ethiopia.  

"Back in 2005, our founder David
McKernan visited them and came back
with some pretty strong language:
'humanity ignores them, bleeds them
for their unique coffee, and treats them
all like dogs'. He galvanised our team
to create an Ethiopian blend with
which we could support them. 

"By 2006, with no sign of the new
blend, McKernan was in the back-end
of Ethiopia, at a village called Illili
Daratu. He found the harsh reality – no
fresh water, and six hundred coffee
farmers depending on tea-coloured,
stagnant water that came from a six-
hour trip to the watering hole.  

"So much for our ideas of just buying
some coffee and perhaps banging up a
school for the kids!  A group of us had
an idea to raise money for clean, fresh
water which could be piped or sourced
closer to the village.  

"By 2007, we still had no new blend
of coffee, because a blend of Ethiopian
coffees is a big challenge. Each is a
good bold coffee in its own right, but
they don't work together as a blend. So
we held a big charity evening and

raised a good chunk of money for the
water project.

"Eventually, the blend was finalised
as Kafa Waaqa, which means 'Coffee
God' in the Oromian Ethiopian lan -
guage. Disappointingly, it’s not all
Ethiopian, but excellent green beans
from Harrar and Sidamo are matched
with some Sumatra and Brazil. 

"In 2008 it won a Great Taste award. 
"By 2009 - we have struck fresh run-

ning water in Harrar!"

Working with an independent roast -
er, she says, allows the café operator
to be a part of such great work.

(Java Republic is still inviting interest
from potential new distributors in
England, Wales and Scotland).

Although the local roaster is an invaluable
source of knowledge, Roy Grey of Capital
Coffee in Wimbledon says he has seen a wor -
rying level of ignorance from those who see
the trade as a profitable one to enter. 

"At the Caffe Culture show, we found a lot of
people preferring to talk to us because we are not
a big brand, and so they knew we would be able
to talk about coffee in detail.

"It turns out that a good percentage of people
are still astonished that coffee starts off green and
comes from a plant. I also had visitors at Caffe
Culture asking if I bought grown in Italy - I
explained that Italy doesn't grow coffee, and when
you see the expression on their faces, you realise
that understanding and knowledge of our subject
is very poor.

"This is a big problem of the industry - people do
like the idea of a coffee shop, but their knowledge
of what coffee is, is very limited."

Roy Grey also discovered another new kind of
coffee trader.

"A lot of people, many of them very intelligent
and educated, are wanting to begin coffee distrib-
utorships. Their idea is that they have a fantastic
website and sell coffee online, working from their
spare bedrooms, and that their supplier does all
the work, packing and delivering.  "I'm worried that
it is not going to do a great service for the indus -
try if we have a lot of people in spare bedrooms
selling a product they don't know!"

British roasters know how
to raise the spirits

Jeremy
Torz in

typically
enthusiastic
flow, at this

year’s 
Caffe

Culture
exhibition

It is independent roasters who have led the way in the cafe trade’s attitude
to social responsibility, says Tessa van Rensburg of Java Republic in
Dublin.

Independent roasters - your way to
dealing with a social conscience

Ethiopian coffee farmers with their
first piped fresh water
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Bewley's of Dublin is an absolute
giant on the Irish scene – virtually
every executive on the Irish coffee
scene, and many directors of well-
known British suppliers, did their
coffee training there.  

And yet,  'mainland Britain' has yet to
appreciate the company. In Eire, every
cafe owner will acknowledge the com-
pany’s importance - but on the English
side of the channel, even though its
coffee is available here, Bewley’s is
not accorded superstar status.

"It is probably fair to say that many
British caterers could have investigat -
ed Bewley's well before now!" comes
the good-natured agreement from
master roaster Paul O'Toole, a  man
acknowledged as a coffee taster of
international reputation. 

"If you take the very big industrial
boys out, and compare us to the seri-
ous roasting names in Scotland and
England, then you're going to find
we're a very similar player – but I agree
that not everyone appreciates our size,
our capacity, and our ability."

This widely-renowned expert is will-
ing to talk to cafes of any size and dis-
cuss their coffee – but, he counsels,
the key is not to get too clever in look -
ing for a complicated, unique blend.

"We all know that the very successful
coffee bars are the ones who concen -

trate on what they serve - ninety per
cent of becoming a great café is in
knowing what you want to deliver. Our
job is to help achieve the solution of
delivering it.

"To do that we will work either with
them on an off-the-shelf recipe, or
work with them towards a blend… and
I have a lot of sympathy with off-the-
shelf recipes which can be  'badged'
for a customer, because they are made
by roasters who know what works.  

“You don't actually have to re-invent
the whole blending process - there is a
point at which you must not get carried
away with your 'lingering aftertastes',
and concentrate on 'does it taste like
coffee?' We have already developed
some great blends which work!"

However, he does see an increase in
bespoke blends, particularly in
Fairtrade coffee. (Bewleys sourced
and roasted much of the Cafedirect
range).  In Ireland, much of this goes
through routes which, to a British eye,
seem unusual.

"For example, in Ireland, a lot of peo-
ple drink their coffee on garage fore -
courts - not just because it's the only
place left to park, but because in
Ireland they always serve very good
coffee!  A  noticeable thing is that two
of the biggest names in this have gone
Fairtrade.

"Quality is now the point of entry for
Fairtrade and certified coffee. I never
bought poor coffee just because it is
Fairtrade, but as a buyer of fine coffee,
I can see that the Fairtrade arm has
spread out, and it’s getting better. A
few years ago I simply would not have
been able to get the coffee I needed
from Brazil, Indonesia or Colombia, to
get the Fairtrade espresso I wanted to
make – now I can, and I can also see
no evidence at all that consumers are
making cuts on their Fairtrade, organic
or ethical spending."

Whatever the cafe operator’s view on
ethical sourcing, Paul O’Toole insists

that the overall key to working with
your roaster is to tap into their expert -
ise without getting over-complicated.  

Bewley’s is currently excited about
filter coffee and capsules - and, he
says, the same principle applies. The
right answer may be a simple one.

“Is there a perceptible move back
towards filter coffee?  Yes! I came into
the coffee business when you would
put 113gm of coffee into a pourover,
but we all saw how the dosage weights
went down, the roasts went up, and fil-
ter coffee got a bad reputation. It is
now changing back, virtually as we
speak, because it is being made well.
Sales of well-made filter coffee are
going up, and our biggest accounts are
showing big growth in it.

“Capsules are a new development
for us. It’s true that some capsules
already on the market make a brutal
cup of coffee, but we have discovered
something simple –  if you take the
trouble to put a great quality coffee in,
you get a great result out!  

"We are all very lucky indeed to be in
an industry that can talk about growth,
and there is a simple reason for that -
it is that people like good coffee. Let's
not over-complicate the subject!"

Paul O’Toole

Influential supplier with a simple theory
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Best Coffee Beans of Gloucester has
made its house espresso available to
the local Cotswold Ice Cream compa -
ny, which had been searching for the
right beans to make a Fairtrade cap -
puccino ice-cream. The ice-cream
maker, Dani Slatter (above) says: "the
blend  needed to be robust, as subtle
flavours can be lost in  ice-cream. We
found the addition of a very high quali-
ty vanilla extract rounds the flavours
into a smooth cappuccino."

The most remarkable development
in Byron Bay cookies, distributed
here by Beyond the Bean, has come
with the opening up of a British
bakehouse. 

The result has not been just a quick-
er and fresher delivery, with the
Australian brand no longer having to
travel half-way around the world, but
the arrival of new cookies fitting the
new 'baked in Blighty' slogan. This
allows for a programme of limited-edi -
tion or seasonal products, the most
attention-getting of which has been the
strawberries and clotted cream cookie,
which featured a quite distinctive new
and softer texture.

"Achieving that feel was a key con -
sumer point," acknowledges national
accounts manager Mark Perrin. "The
idea was to re-create a typical summer
dessert, to highlight the move to the
UK; the main differences are in the
produce we use. 

“These are free-range British eggs,
milk and butter from a local farm, and
even different water. Everything,

including flour and honey, is sourced
within fifty miles of the bakery."

The texture is slightly similar to the
lemon and macadamia nut cookie

which won a Great Taste award last
year, but that one was from a recipe by
the Australian parent factory. Now, all
Byron Bay cookies are made in the
UK, and the only imports are ingredi -
ents for which there is no domestic
source, such as macadamia.

"We are a bakery which can still say
we work 'hand-baked', under an EU
classification. But being a small-batch
bakery, we are also very adaptable,
and can tap into what is trendy - the
strawberry and cream will be the limit -
ed-edition product to September. It is
likely that there will be a Christmas
Cookie after that, and then in January
the theme will be of healthy cookies."

Now that the brand has become
known, some trade distributors are
already offering 'starter kits' at £95.

"The everyday café owner will strug -
gle to sell 150 of any one cookie in a
reasonable time, and all stockholding
ties up cash," remarks Mark Perrin.
"So we suggest a starter pack which
covers all the bases - this certainly
includes Dotty, which is our best-seller
by far. The triple-choc fudge and the
sticky date and ginger are our next
best sellers, and the fourth would be
the 'seasonal', which at the moment is
the strawberry and cream. 

"For the add-on sale, not too many
cafes take the pack, which is more a
deli product - what does sell as an add-
on is the wrapped single cookie. The
profit of the starter pack depends on
your selling price, but we should be
certainly looking at a fifty per cent
return, at least."

The Dotty became Byron Bay's best-
seller because of the childrens’ mar -
ket, but it involved some tricky sourc -
ing of ingredients. The chocolates on
the top of the cookie look like
Smarties, but are not. They are of a
considerably higher specification.

"Mums do not want artificial ingredi -
ents. We told many manufacturers our
specification - had to be suitable for
vegetarians, nothing artificial in there
at all, and 'bake stable', to survive
eighteen minutes in a hot oven, so that
meant a thicker shell. The odd request
was to make the colour 'a little more
shiny', which is difficult to do without
artificial colouring… but we did it!"

With the arrival of the UK-made
cookies, Mark Perrin says that he now
sees cafes coming up with their own
selling ideas. The best tactic so far has
been a linked deal, such as a pot of tea
and a strawberry and cream cookie.

Byron Bay - the English bakehouse 
begins to make its mark

Snacks and bites - the best new ideas for the coffee-house trade
An unusual chocolate bar with a
high selling price of £4.50 has a
conservation aim - profits help to
protect the red squirrel population
from the encroaching greys, which
are taking over the UK.

The bar is a creamy chocolate with
33 per cent cocoa  and 21 per cent
milk solids,
d e c o r a t e d
with hazel-
nuts, pine
kernels and
juicy blue -
berries - all
of which are
part of the
diet of the
squirrel. It
features an
e x t r e m e l y
unusual clear wrap, which the compa-
ny's Gill Houston says makes an effec-
tive display feature. The price, she
says, reflects the fact that the bar is
indeed to be a treat or a gift item.

"Our coffee-house clients use the
5gm bite-size chocs when serving
drinks, and this prompts purchases of
the larger bar. The bars offer a 50 per
cent margin, and our 'I've been
Wicked!' carrier bags tend to be huge-
ly popular!"

Her Coffee Chocs, made with
crushed coffee beans, are marketed
as an alternative to after-dinner mints,
and sell at  around £4.00, giving a 45
per cent margin. There is also a bean
bar, and Gill Houston is one of the few
suppliers we know who is willing to dis-
cuss the right kind of coffee bean to be
covered in chocolate… it should, she
says, be a dark roast, ideally of earthy
and bold characteristics, married with
a bitter-sweet chocolate.

Byron Bay’s strawberry cookie
(above) and retail packs
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It is all very well to promote healthy
'free-from' cookies, says the
Honeybuns factory - the real issue
is of whether such products taste as
well as the general market expects. 

This remarkably idiosyncratic baking
operation, which operates from a farm
in Dorset, began by distributing its
products on an old-fashioned delivery
bicycle… now, it has begun to win a
collection of awards.  The curious
character of the bakery, described as
'just a little bit Alice in Wonderland',
and typified in such product names as
'scrumdiddlyumptious', conceals a
very determined attitude to cakes
which are required to avoid gluten,
wheat, refined sugar, and sometimes
dairy produce.

"We decided to launch our cookies
after looking very hard at what is cur -
rently out there in 'free-from' products,"
explains Emma Goss-Custard, the
bakery founder.  "One of our principles
is to not simply copy a product that is
already done well. We want to offer
something that is either different, or
substantially better, than the market
already has."

Particularly in the 'free-from sector',
she says.

"We have tested and tasted a num -
ber of 'free-from' cookies on the mar -
ket, and we also compared them to
'non-free-from' products.

"We were especially disappointed by
the 'free-from' offerings. They were
universally dry and  crumbling. So we
sought other opinions, from coffee
shops to our John Lewis buyer, and we
discovered that certain 'free-from'
cookies were thought to be, in the
words of one café owner, 'a triumph of
style over substance'!"

The Honeybuns procedure involves
a very small-batch, slow-cooking
process, with products generally test -
ed in their onsite Bee Shack café.

"A café on the bakery site gives us
priceless feedback during various
stages of development," explains
Emma. "Crucially, in the cookie and
biscuit world, we learn what texture
customers  like, and we can spend five
months tweaking and re-tweaking. The
textures needed to avoid  the dreaded
'dry & crumbling'!

"The results  are truly innovative, and
there is nothing comparable on the
market. 

"They appeal to the free-from con -
sumer, they tick many of the 'free-from'
boxes but they taste even nicer than
'regular' products. They have foodie
appeal, are brimful of rich ingredients,
generally locally sourced, and appeal
to a green conscience, because the
packaging is eco kind. Each cookie
supports a good cause."

There are some curiosities, however

- Honeybuns frets about the current
trend for organic status, saying that a
blanket certification can miss some
other important detailed considera -
tions in individual ingredients. 

"We are a genuine little company
who truly do make everything by hand,
pack everything and  design all of our
own packaging. We are not super-slick
and faceless - trade consumers can
call us up."

Potential stockists can do more than
just experience the bakery for them-
selves - there is a Honeybuns Safari,
in which trade customers receive a
tour of the local ingredients suppliers.

The most unusual product to crop
up in the grab-and-go sector comes
from Peros - it is Chicza, the world's
first organic and biodegradable
chewing gum, which
has an extremely
unusual facet con -
cerning rainforest
protection… and a
potentially major ben -
efit to Britain's  pave -
ments, as well.  

There are apparently
vast amounts of rainforest still surviv -
ing in central America, and these areas
are fiercely protected because the for -

est trees provide a sustainable way of
life for the 'chicleros', the workers who
make Chicza. The 100ft trees have to
be carefully maintained to allow for a

continuing supply of their
latex, which is boiled and
then dehydrated into a
paste. 

The 'chicle' gum is melt-
ed together with natural
waxes and organic
sweeteners, and is then
pressed and shaped into

chewing gum strips. 

The result, it is claimed, is far more
natural than big-brand chewing gum.
The 'real' organic gum base is proba-
bly about seven times that of a big
brand gum, which Chicza says is
largely made of petrol-based poly -
mers. 

Curiously, Chicza gum strips are
'traceable' - each has a mark which
tells the Forest Stewardship Council
who made it.

Probably the most desirable aspect
of Chicza, apart from its taste, is the
end result - it is biodegradable. A
'used' chewing gum will return to dust
within a few weeks, and is thought to
be a useful addition to compost.  It is,
say the distributors, a useful answer to
the environmental nuisance which
comes from conventional chewing
gum.

Three flavours are available, wild
mint, heirloom lime and spearmint. 

The most remarkable news in the crisp sector recently
was when a midwife from Derbyshire won £50,000 by
suggesting a new flavour for Walkers crisps.   Her idea
was Builder's Breakfast, to combine the flavours of
bacon, buttered toast, eggs and tomato sauce. If it were
to sell as well as BBQ flavours, say Walkers, she would
earn £57,000 a year in royalties - and if it sells like
cheese and onion, she would become very well off
indeed.

It has been pointed out that her idea scored only 21 per
cent of a public vote, one per cent ahead of a suggested
onion bhaji flavour, and another per cent ahead of a sug -
gested fish & chips flavour.

Does the crisp consumer experiment, or stick with their
tried-and-trusted flavours?

"After the best sellers of salted, cheese and onion, and salt
and vinegar, there is a trend to a fourth," says Alex Albarn of
Pipers Crisps. "That's a spicy crisp.

"British café owners are now a big part of this mix - these
are focussed, passionate people, and they like that a lot of
our business is direct to the café owner. They like being able
to ring us up and talk about the product!"

At Salty Dog crisps, Judy Willis says that café customers
have turned very largely towards the 'artisan' hand-made
kind of crisp.

"Hand-cooked crisps are made without removing the

starch from the potato before frying. Standard crisp makers
will soak out the starch, and when the crisps are fried that
gets replaced by oil - by not removing the starch, our end
result is a crunchier crisp that is also lower in fat. We fry our
crisps with the skin on which we think gives them a bit more
flavour."

Judy's new 'crisp with bite' is black pepper with ginger.
"EAT have just launched the flavour into 96 cafes, and it is
selling really well for them, so that is a good start."

The cheese and onion crisp was invented by the Irish com-
pany Tayto, which was at Caffe Culture this year and which
has expanded recently through acquisition - they acquired
Golden Wonder two years ago, and recently Real Crisps of
Wales, then Redmill Snacks and Jonathan Crisps.  The
inventor of cheese and onion really was called (honest)
'Spud' Murphy.

Winner Emma
Rushin 
with Fearne
Cotton,
Heston
Blumenthal,
and 
Gary Lineker 

Spicy crisps – the next big flavour?

The non-stick chewing gum

The newest version of the stir-in
drinking chocolate is Stir Crazy,
which comes from Sweet
Temptations, and is very
interestingly packaged: the
spoon is already fixed
Excalibur-like into the top
of the chocolate.

This is presented as a
very premium product - the
starter pack is £174,
which gets 120 of the
expected best-sell-
ers. 

The suggested selling
price for a cup served in
the café would be £3.00 -
£3.50, with takeaways maybe at
£2.40 or so.

‘Free-from’
must be as

good as 
any other

Honeybuns’ single-wraps in their
distinctive tins
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And this year, the three companies
who sponsor the Bev-e contest are in
no doubt that they in turn are going to
pick the brains of their entrants and
winners!

At Monin, which sponsors the group
section, Darril Ling can't wait to take
his winners on a tour of his research
centre at Bourges, because he knows
that he will learn as
much from it as the
winning café owner
will.

"We love doing it,
because we're not
here just to sell them
a bottle of vanill a -
we're here to con -
tribute to developing
their business. Taking
cafe operators to our
own innovation centre
lets us achieve more
understanding of the
needs of the café
owner.

"The reason Monin
is in a league of its
own is because we
don't ask 'what syrup
does the café owner
want?'  We talk about
what the customer is
going to like in a drink.
The licensed bar
world really pushes us
and demands devel -
opment, but the cof -
fee world doesn't, except that some
cafes are good at promoting new
ideas… Costa is very good with its
posters."

How important are flavoured syrups
in the current market?

"Whether or not coffee shops offer
flavoured lattes, the public likes them!
Is the trend growing? You bet your life
it is!

"The reason that flavours have taken
off in independent coffee shops is
because they give these cafes the
chance to show what they do well -
make a special drink. 

And the coffee-shop business offers
everything - hot and cold drinks, from a
glass of water to a chocolate and kiwi

milkshake. So, are they making the
right use of our product? It doesn't
have to be just coffee - why aren't they
using flavours in milkshakes the way
they do in lattes?  

"Innovation is on their doorstep - last
year at Caffe Culture we did cucumber
and iced tea, and boy, was that one
profitable… for those who promoted it.

This year, the Fruits
de Monin did very
well. It started a lot of
discussion about
'what is a smoothie -
what should the fruit
content be?' We have
come up with a very
high concentrate - I
was amazed myself at
the quality you can
deliver with just ice
and a blender, and the
café owners we spoke
to said 'yes, we can
use this'!"

There are plenty of
recipe  ideas to be dis-
cussed, he says. 

"I won't say the
ideas are endless, but
I can suggest at least
three thousand!"

Rombouts, sponsor
of the independent
café prize, will be tak -
ing their winner to
Antwerp to meet the

family which pioneered branded filter
coffee throughout Europe.

What has Rombouts seen from café
entrants this year?

"What really impresses us about the
independent cafes is their overall pos -
itivity,” says Rombouts’ Jonathan
Wadham. “Bearing in mind the level of
doom and gloom covered in the media,
there is a real upbeat attitude from the
independents, with lots of talk of
expansion and new start-ups. They're
very keen to ensure they stay ahead of
their rivals, the chains, by offering a
better overall service.

"It's refreshing to hear more a posi -
tive attitude and to see the continuing
increase in passion for the coffee
trade."

Bev-e awards - the chance to
bend a supplier’s ear!

There are two main advantages for cafes who go in for contests such as the
BSA's Bev-e award… and not necessarily only in winning!  The first advan -
tage is that there is great potential for glory in even just being nominated for
a national award… local papers love it. The second is the very rare chance
to talk about business, because many independent café operators simply do
not have anyone to talk to.  Going in for a contest, there is the chance to
chew the fat about business issues with the judges… and most certainly to
bend the ears of suppliers. 

This year’s winners will
get to discuss such
concepts as Xavier
Rombouts’ Jamaica

Blue Mountain espres-
so, and talk recipes
with Monin’s expert
mixologist barista, 

Alex LaPierre

Follow the progress of the Bev-e awards 2009... 
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The hot issue of wi-fi internet access in cafes is not going to go away – but it is,
without a doubt, something that the café owner can now turn to advantage.  The
problem has been a contradiction – on the one hand, without a shadow of doubt,
customers want to sit in a coffee house and check their emails and so on. On the
other, the service has been so widely abused, usually by customers spending little
or nothing and taking up table space for hours, that some café owners actually
have taken the service out. 
The other puzzle is of charging for it - some big-name cafes have done so, and
there has been a backlash from the rapidly-increasing number of users who now
not just expect wi-fi access, but expect it for nothing.
Wi-fi access is a modern necessity, confirms Dave Birch of GotSpot sympatheti-
cally. And so his recent work as a service provider has been to find an economi -
cal way for café owners to give the service, but make it work to their advantage.
"If wi-fi is not available in a café, I'm disappointed, and I'll go elsewhere and try to
find a hotspot. If it is there, I certainly don't want to pay for it. However, I certainly
make a point of remembering the places that do offer free wi-fi, and will use them
again."
The GotSpot formula, which is in use by several of the Costa franchised-out
cafes, compels the customer to make a purchase to get internet access. A pur-
chase gets the offer of a voucher carrying a code number which the customer
uses to log in, and the café owner can specify how long that access lasts. At the
Costa site which Coffee House magazine tested, the code worked for a generous
90 minutes– and, the manager told us, virtually every wi-fi user comes back for a
second purchase during that time.
It also encourages loyal customers, says Dave Birch of
GotSpot.   "We keep a track of every log-in, and of our
11,000-odd registered users, over 1,500 have used our
hotspots more than five times. The owner of the
Pavement in Clapham tells me that customers now stop
for coffee and to check their emails as part of their daily
morning schedule – this has created repeat business. GotSpot
also solves the issue of customers spending hours using the wi-fi  without buy-
ing anything."
There is a small cost to the café owner for offering the system - GotSpot's entire
service comes out at about a pound a day. Why should the café owner pay
GotSpot, when wi-fi is virtually everywhere and some users actually walk the
streets with their computers on, looking for a free signal?  The answer is reliabili-
ty – a signal dropping out in the middle of work can stir wi-fi users to absolute
fury, and there has been a big row between commuters and one train company
over the unreliability of wi-fi access while travelling. As a writer on the BizNet
businessmens’ forum says: 'if you're offering wi-fi, make sure it works!'
Reliability is the key to your reputation, says Dave Birch. "Calls to our support
line are very low – last month we processed 1,508 log-ins and had seven support
queries… most of which were a known issue with Windows Vista. Very, very few
customers leave a venue without us solving the problem."
Although it is now generally recognised that wi-fi must be available, it also has to
be something which pays for itself virtually instantly.  So GotSpot offers a 90-day
money-back guarantee, and a means of monitoring online just how many cus-
tomers actually use the service.
Already, among those café-owners who have really thought about it, creative
ideas are beginning to come through. GotSpot has recently worked with a café
owner who wanted his access voucher to be integrated with his point-of-sale soft-
ware. The result was that the customer received a receipt which included his
access code - it saved paper behind the counter, and also doubled as an extra
promotional medium.
Wi-fi is here to stay - and, says GotSpot, now is the time for café owners to take
advantage of the lessons which have been learned, and to use the concept as a
risk-free business-builder.  

Wi-fi - how to make it
work to your advantage

For a creative, sensible, and above all practical discus-
sion of how to make wi-fi work for you, 

call 0871 566 1416 or 0796 643 9822. 
www.gotspot.co.uk      dave @ gotspot.co.uk

Advertisement

As the donor of a main prize,
Rombouts has the extremely unusual
opportunity of being able to look right
across the activities of a hundred inde-
pendent café operators.   They have
been struck by the sheer individuality of
the entrants.

"Cafes range from the sublime to the
ridiculous. There are no rules, so you
never know what to expect when you
walk in.  We find that those who get it
right, do really stand out. The best
cafes get 'simple' right - from clear and
concise food and drink menus to less
clutter on the tables and counters."

Last year, Rombouts took Sadliers
café of Tettenhall to Antwerp to tour
their factory. What did Rombouts learn
from the meeting?

"This reinforced our belief that café
operators want suppliers to work with
them in a much deeper way than just
'sales'. 

“There is still a slight naivety in the
industry, that if the independent buys
brand X or brand Y, everything will be
rosy...  and so a lot of people have
been sold inappropriate equipment
and product. The truth is that you
have to work hard to ensure that what
you are serving is the best it can be

because ultimately, it's all about the
quality of the coffee in the cup. And we
suppliers must share the responsibilty
of achieving that.”

In the case of Sadliers, says
Rombouts, they also saw clear signs of
the dedication and effort put in by the
successful modern cafe owner.

"Our favourite part of the trip was the
day the Sadliers visited as many coffee
shops in Antwerp as they could, to look
for new ideas and angles. This proves
that there is no substitute for dedication
and hard work, even for winners!" 

The sponsors of the mobile section
are Huhtamaki, the cup company,
where general manager John Young
has already observed that the cart and
mobile sector has become the fastest-
growing part of the beverage market.

His sales and marketing manager
Linda Salt is the third sponsor looking
to debate new ideas with the contest
entrants.  "I love the idea of the café
owner and the supplier being able to
pick each other's brains - we don't get
enough of that. Something we are in
favour of is the idea of the takeaway
cup being used as communication and
we really need to talk to the trade about
what ideas work for them."

... exclusively at www.coffee-house.org.uk!
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