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Scoop Malone, the top
writer in the beverage trade

press, starts the year with all
the news that counts! 
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These trustees, of whom a major
player is Brian Chapman of the Food
Brands Group and the Percol coffee
brand, have decided to stay together
and continue work for impoverished
farmers, but with a far wider remit - as
Good for Life, they will now seek to
support farming communities in coffee,
tea and cocoa. They will do this by rais-
ing money to support the work of the
Coffee Trust, which is run by Bill
Fishbein, the man who originally found-
ed Coffee Kids.

Brian Chapman has told us: "Coffee
Kids decided they didn't want to sup -
port a UK charity any more, so they
upped sticks and moved their admin.
All their UK donations now go direct to
America. 

"So our UK charity committee decid -
ed to remain in place as Good for Life,
to work on a wider base. We have
broadened the articles of our charity,
and we now expect to fund projects for
Bill - we're back where we started!"

Brian Chapman was the original driv-
ing force behind Coffee Kids in the UK,
and his Percol brand was the first to
put the charity's identity on product
labels where the consumer could see
it. He will probably not drop the charity,
but will continue to support it beside
the various  charitable causes which he
has founded through the Food Brands
Group.  

However, he is now inviting other
players in the British beverage trade to
join him in the work of Good for Life.

"We want to bring more people on
board with this. The support of farmers
has always been my objective, and I
will be willing to work with anyone in
the trade on it."

The support for farming communities
is to be given through healthcare, edu-
cation and 'economic diversification'
projects - that is, creating additional
means of money-earning, to ease fam-
ilies' entire dependence on one crop. It
is exactly the same pattern as Bill
Fishbein's original vision for Coffee
Kids.

Bill Fishbein achieved recognition
throughout the worldwide coffee trade
when, as a successful coffee trader, he
made his first trip to origin and was so
horrified by what he found that he
made a life-changing switch to become

the industry's most ardent independent
supporter of impoverished farming
families.

Bill left Coffee Kids in 2008, 'to make
room for a younger generation of lead -
ership' but created the Coffee Trust to
continue his personal work for small-
scale coffee farmers.

"My work now is concentrated in
Guatemala," he told Coffee House
magazine. "I work on my own, the proj -
ect I have developed in the Ixil region
is incredible, and I can't wait to tell
everybody in the British trade about it!"

The new Good for Life project will
probably also finance building a school
in Cameroon, establishing fresh water
supplies in Honduras, and the creation
of 'rickshaw cafes' in Nepal, to bring
employment to local young people.

Carolyn Fairman, the executive
director of Coffee Kids in America, has
confirmed to Coffee House magazine
that she decided to close her British
operation to save the costs of maintain-
ing two organisations.

British arm of Coffee Kids goes 
out on its own with new charity

The British committee of Coffee Kids, for many years the major charity within the trade dedicated to improving the
situation of impoverished coffee growers, has transferred its activities to another charity – run by the man who first
began all the support work for farmers. The original Coffee Kids organisation is to maintain a European liaison offi -
cer who will work with trade companies who donate to the cause, but the former UK board of trustees will now work
under the name of a new charity, Good for Life.

The support of farmers
has always been my
objective, and I will be
willing to work with
anyone in the trade on
it." - Brian Chapman

Here's an interesting use for disposable takeaway cups. At Liverpool's Bold
Street Coffee, they needed an eye-catching visual effect to attract new cus -
tomers before Christmas. The answer turned out to be 600 Vegware takeaway
cups, each fitted with Christmas tree LED lights, which are low-heat, so not a
fire hazard.  They drilled a hole in the bottom of each cup, and inserted a
plumber's grommet to hold the bulb in place. It took five staffers six hours to
complete… and apparently customers have been fascinated.
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The café trade failed to distinguish
itself again in the 'UK's favourite
awards scheme', the annual Loo of
the Year ratings. Only two coffee
shops picked up prizes, both in
Scotland - the one at the Glenfiddich
distillery, and the Muddy Boots farm
café in Cupar. The latter café appar -
ently started when the farmers
became fed up with selling produce
to supermarkets at low prices, and
made a radical change of business!
We have suggested to the Loo of the
Year people that the entry fee of £115
may make the contest unattractive to
independent cafes - they seemed
surprised.

Over the other side of the world, the
Chang Cheng Mee Wah coffee shop
in Singapore has rather shown the
way in this subject - it has won the
island's Best Happy Toilet award, for
its ritual of spot checks every 30 min-
utes and thorough cleans every three
hours. The secret is designated loo
staff who are on a bonus to keep the
place spotless. 

And more creatively still, we are
indebted to Chris Smale of the Great
Cafes online blog (which recently
picked up a top-blog award) for the
picture of the urinals at the Barton
Grange garden centre. How many
cafes, he asked reasonably, make
money from selling postcards of their
urinals?! 

There has been an entertaining
development in the never-ending
saga of the American trend for drive-
thru coffee bars staffed by female

baristas in skimpy outfits. One of
these companies has now done a
deal with a TV network for a 'reality'
series promising to show "the fierce
competition between baristas for top
shifts". Incredibly, the coffee brand
actually said it expected 'a great deal
of exposure'. (It is unlikely that
Starbucks will adopt a similar strategy
here, of course, but the chain has
announced its own drive-thru ambi -
tions, with plans for 5,000 new jobs in
the creation of 200 new UK drive-thru
stores over the next five years.)

There is an interesting feature to be
found in Gaggia's new Black Line
version of its Deco espresso
machine. Arguing an 'ergonomic and
practical' approach, the machine fea-
tures a  boiler with removable flange
for easy inspection. This, says the
company, means that the steel boiler
has a large flange endplate which
can be unscrewed for very easy
access to deal with scale build-up - "a
design which allows users to get their
hands into the boiler makes it easier
to deal with the issue," says David
Lawlor of Gaggia Watermark.

The new Kahve Dünyasi Turkish coffee store in London is only the first here, say
the owners. The Turkish chain Altinmarka put £3 million into its Piccadilly Circus
site, and says that more sites in the city are likely as part of its expansion and its
mission to 'place the Turkish coffee culture to where it deserves in the world'.

The writer has a track record in this
kind of book, having already published
the Brighton and Hove Independent
Café Guide, and the list of acknowl -
edgements for the London version
shows that some remarkably influential
names in the coffee scene were
involved, from baristas and coffee-
shop owners to roasters.  

This is a truly pocket-sized small
book, at 6in x 4in, yet it crams in 150
pages of café guides and good feature
stories on such aspects as roasting,
brewing methods, and ethical sourc -
ing.  The photography, which is by Vic
Frankowski of the Tapped and Packed
coffee house, is extremely imaginative,
atmospheric, and some of the shots of
the interiors of certain well-known
London coffee-houses capture their
character very well.

In what has become the accepted
format, the guide divides central

London into five parts, and looks at a
dozen in the west end, and half a
dozen in the other sectors. To a
degree, it would be fair to say that it
covers the expected ones, because
the writer could not miss out the really
great cafes, but there are some
delightfully unexpected entries as well.

We are told that Alex Evans is now
deciding on his third major city as the
subject for a coffee-house guide.

Info: www.independentcafes.co.uk or
www.coffeehit.co.uk 

Pocket guide to top London coffee shops
Another extremely good guide to London coffee-houses has been published
– it is Alex Evans' Independent Coffee Book, which reached the shops in
London just as the gift shopping season got under way.

A quite remarkable site for a coffee shop has been taken on by Caffe Vergnano,
at Staple Inn in High Holborn, London. This spectacular black and white half-tim-
bered structure is one of central London's few surviving Tudor buildings and, to
use an overworked term, is an icon - it dates from the mid-1500s, survived the
Great Fire and partly survived the Blitz, being reconstructed and restored after the
war with the majority of the original facade. One travel guide has said that a
Londoner from the 1500s would probably still recognise it today. Caffe Vergnano's
Luciano Franchi tells us: "the shop has been in steady decline, with very little
money spent on it since Shevrington's tobacco shop fitted the unit out in the sev -
enties. We have taken a bold step to salvage the decrepit shop, resurrecting it to
its former glory, in order to make it the jewel of a coffee shop it is today."

Barton Grange’s floral facilities
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We have again been asked to offer
suggestions for 'the coolest new
cafe designs', by the organisers of
the Restaurant and Bar Design
Awards. The café section in the
2011 awards was won by Costa
Express in Great Portland Street,
London. If the café trade wishes to
be represented, we'll happily pass
nominations to the organisers.

Esther Apoussidis, owner of
Coffee Continental in Blackwood,
south Wales, has won a Caerphilly
Women in Business award. One of
the intriguing aspects of her coffee
shop is a 'paninis of the world' menu.
She has also won the ‘Keeping Up
Appearances’ category of the
Caerphilly Pride In Your Place
awards, which celebrate businesses
that have made the environment
cleaner, greener and a better place
to live.

The Essex jam company Wilkin,
maker of the Tiptree jam brand, has
developed what is turning into a
chain of tearooms - it opened its
fourth in Writtle just before
Christmas. 

Shelton Imports, known for its
unusual flavoured coffee cubes, has
achieved a deal to supply the
Harvey Nicholls store in London.
The company has also done export
deals with distributors in Marseilles
and St Petersburg.

The wine brand Linton Park has
launched a Cabernet Sauvignon
with a 'pronounced' coffee flavour. It
is Café Cabernet, matured in French
and American oak to accentuate
what are reported to be the natural
coffee tones of the grape varietal.

A new Birmingham company has
been set up to import the Jablum
brand of Jamaica Blue Mountain cof -
fee. The House of Blue Mountain
claims to be offering the first chance
to buy this coffee over the counter in
the UK, and has also alleged that
'most' coffee sold as 'Blue Mountain'
is bulked up with inferior coffee
beans by as much as 80 or 90 per -
cent. Sea Island Coffee of London,
an existing accredited importer of
Blue Mountain, has pointed out that
the new company imports roasted
coffee, whereas its own existing
work with the same origin covers
only green coffee. Birmingham
recently signed a 'Treaty of
Friendship' with Jamaica, and will
host that country's Olympic teams.

Boston Tea Party, the south-west -
ern coffee-house chain, has opened
its first café in Hampshire at the
Furlong Centre in Ringwood. The
town’s mayor attended the opening,
and made the extremely unusual
move of recommending the venue -
local politicians usually avoid being
quite so direct!

Never miss your
copy of the trade’s
fullest and best
news magazine -
subscribe now!

A manual heater/frother with one-
touch control - the answer for

unskilled coffee outlets?

The takeaway cup trade has been
less than overwhelmed with news from
Massachusetts of an inventor who has
devoted two years and a hundred pro-
totypes to the creation of the all-paper
disposable cup and integral lid, made
from one single piece of paper. The
Compleat Cup is a body with two top
flaps, glued to a single circular base.
Of all the British cup makers invited to
comment on the idea, only one replied
- he said: "This type of cup has been
around for 10-15 years - I can see how
it would work for cold drinks, but not
for hot."

Yet again, the Bristol council is
involved with a planning battle
against Costa over franchised cafes
allegedly opened without the cor -
rect planning consent. It is the third
time within a matter of weeks that
action has been taken after com -
plaints of change-of-use without
permission. 

This time, the council has said that it
may order the franchisees to return the
shop to its original state if it is proven
that planning rules have been broken.
The local MP has already written to
Costa's managing director accusing
him of 'blatantly flouting' the local plan-
ning regulations, and the civic society
chairman has accused Costa of 'using
trade-and-be-damned' tactics. 

Probably the most telling comment,
worth trade attention, is from a local
resident, who said: "Costa seem to
keep putting their foot in it - with all the
previous furore, you would have
thought they would have learned to
use a 'softly, softly' approach and con-
sult the community."

Elsewhere, Costa is reported to have
applied for change-of-use to an old
shoe shop in Warminster.

Costa under fire in
Bristol... again!

"The trade often misses the whole
point of Nespresso slowly taking over
the world," remarks McKenzie, man -
aging director of Kimbo. "We all need
to recognise that they have created a
demand for higher-technology, bullet-
proof coffee, one cup at a time, at a
sensible cost."

The interesting new development,
says Kimbo, is how this is now taking
coffee drinks to 'secondary' catering
situations. There has always been a
large potential area of coffee service
which has remained outside the cater-
ing sector – typically, a hairdresser's
waiting room, or a car showroom, in
which it is considered good form to
offer a complimentary drink, but where
there is no chance of a trained milk-
foaming barista, and where the
throughput is too low for a fully auto-
matic machine.

Many of the capsule machines
which have been put on the market
meet the requirement for making cof -
fee in small numbers, but do not have
a steam arm, because they were
made for the European 'straight shot'
espresso market. 

This is the key, says Angus
McKenzie, who has now launched a
Magic Milk frother to be sold as a
‘bundle’ with his capsule machine. The

counter-top milk frother is essentially
a combination of heater and agitator –
it is rather like a heated Aerolatte. The
machine will hold enough milk for a
generous coffee, is operated by one
touch of a button, and takes two min -
utes and fifteen seconds to produce
milk of a quite acceptable standard. 

If a business serves less than a cou-
ple of dozen coffees a day, says
Angus McKenzie, this allows for a
profitable coffee service, and a high
standard of beverage served by
unskilled staff.  The end result is that
more consumers than before will be
introduced to espresso-based drinks
of a high quality, and will come to
expect a high standard of coffee in all
situations.

The latest company to come up with
a capsule machine is United Coffee,
with its  Campanini system. This is a
‘slimline’ system, which offers eight
blends, a user-friendly control menu,
and a guaranteed life of 15,000 brew-
ing cycles.  It has a four-litre water
tank and automatic cleaning.

The rise of the pod and capsule
have begun to make a mark in trade
statistics, says the Mintel research
company, which has suggested that
one in 20 homes now has 'some kind
of espresso machine’, and follows that
with the remarkable suggestion that
one in ten British consumers now reg -
ularly has their coffee made either in a
pod or capsule machine. (The word
'regularly' is of course open at all
kinds of interpretation).

The sharp rise of the capsule-coffee format is going to do the entire quality
coffee trade a favour, suggests the Kimbo brand – although the majority of
attention so far has been given to big brands and star names, such as
Nespresso's use of George Clooney in advertising, and its work in getting
its machines into some celebrity-chef restaurants, the likely overall benefit
is that very small catering outlets will now use the format as a low-skill way
of producing coffee drinks, thus broadening the market for speciality coffee
as a whole.

Easy froth at unskilled level will
broaden the trade, says Kimbo

It ’s always a good thing to
have some eye-catching work
on your café walls, and better
still if you can do it yourself.
This is the inside of Espresso
Head in Leighton Buzzard.
The album artwork is by one
of the owners, David Storey –
he used to design record
sleeves for various hit artists,
and the result has now turned
into his wall covering. His co-
owner is Simone Aylward,
who used to run the local
cafe The Barista Sisters…
with, of course, her sister.

United Coffee’s Campanini capsule
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Richard Norman of Mad About
Coffee in East Anglia is now the dis -
tributor for the well-regarded series of
barista training books and CDs/DVDs
by Christine Cottrell of the Coffee
Education Network, Australia.  Her
work has been seen at trade shows
here on several occasions.

A curious distinction for the new
Croft House Farm coffee house in
Buttermere, where there has been a
café on the site for forty years, is that
the farm is run by the youngest owner
in the area - he's 19.

The most unusual use we have yet
come across for takeaway cups has
been in Bellingham, USA, where
police in a helicopter were searching
for a gunman in the mountains. They
spotted a group of hikers who were in
the area, but had no way of warning
them - until it occurred to them to
scribble a note on a coffee cup and
drop it from the helicopter. The hikers
read the cup and escaped to safety.

There has been some concern over
the closure of the Four and Twenty
Blackbirds tea shop in Tiverton,
which holds the rare distinction of
being featured in the Japanese Tea
Council's guidebook to old-style
English tearooms. A new owner of the
site wishes to change the format of
the business, but the tenant hopes to
take the tearoom to new premises.

The flavoured coffee company
Cherizena has a new 'salted caramel'
line, which the brand says is a cur -
rently-popular flavour in the USA. It is
available to trade as whole bean or
ground, with an own-label option.

Shropshire police have asked cof -
fee-house owners to warn customers
against leaving mobile phones on
tables - local criminals have now
established a system of looking for
any top-line phone which is on a café
table and not actually in the owner's
hand. One distracts the owner, the
other makes off with the phone. Two
people have been arrested, a 25-
year-old man and a 15-year-old
youth. The man will appear in court,
the youth received just 'a final warn-
ing'.

The advertising industry has
picked a slightly-controversial tea ad
as its 'most-liked' commercial of
2011. It was the Aldi stores ad that
features a woman sitting next to
packs of PG Tips and Aldi tea, saying:
"I don't like tea. I like gin". There have
been complaints that the advertise-
ment made a joke of alcoholism, but
in Neilsen research, the public pre -

ferred it to meerkats and woolly tea
monkeys.

Mark Baxter from the Copper Kettle
cafe in Ashington, Northumberland,
created an independent meals-on-
wheels service for house-bound eld -
erly and disabled people during the
winter period - he cooks hot snacks
himself, supplies them for a small
charge, and delivers them. Demand
was such that several volunteers
were required to keep the service
going.

A former professional rugby player
is involved in the relatively-new Milly
Mays coffee shop in Mickleover,
Derby - the owner is Emma Adams,
whose husband Nick has spent the
last few seasons playing for the US
Mountauban team.

Scotland's second richest man,
according to the country's press, is
investing £3 million to help 30,000
tea farmers in Rwanda increase their
yield and income. The Wood Family
Trust investment will be matched by
another amount from Sainsbury's
charitable foundation. The head of
the Wood trust said: "my generation
has done very badly in tackling some
of the extreme hardship that exists.
We will only have made a tiny, tiny
impact - but that is a lot better than
doing nothing at all."

The Legacy hotel in Plymouth has
decided to market an all-Fairtrade
coffee lounge as a venue for busi -
ness meetings - the venue says it can
use the concept across all its hotels
nationally.

Following our recent story in which
café owners expressed doubts over
the Scores on the Doors hygiene rat -
ings scheme, it is now reported that
the Welsh government proposes to
make it compulsory for cafes and
other food businesses to display the
ratings sign. The  health minister
announced the idea during a visit to
the Habit Tea Room in Llandudno.
There is also a proposal for on-the-
spot fines to be levied on any cater -
ing businesses unwilling to display an
adverse rating.

A Swansea-based tea company,
Murrough's Welsh Brew, has said
that it now exports right across the
American continent, and is 'targeting
the Welsh and Celtic expatriate mar -
ket in a big way.' The company has
also introduced bilingually-packaged
coffee and hot chocolate products for
the Welsh hotel market, and says that
business went up 48 per cent in
2010.

The new idea is the Top Brewer,
which is a bean-to-cup machine from
Scanomat. What the company has
done is take the entire brewing part of
the process off the top of the counter,
and reposition it out of sight - the result
is that speciality coffee now appears to
be poured from a counter-top tap, not
unlike the way draught beer is served. 

The idea came from a quite typical
coffee-house situation, says the com-
pany's Simon Bracken, and yet the
solution has surprised many in the
trade.

"About eighteen months ago, the
company head Kim Vibe-Petersen was
held up in a queue at Schiphol airport.
He was trying to catch the eye of the
kind of barista who hides behind the
machine, which is something that
alienates customers. 

"He woke up in the middle of the
night with an inspiration - take the
machine off the counter. We took a
conventional machine, and made it
unconventional. This result was a con -
cept which has left a lot of people
scratching their heads!"

The trade saw the machine at the
HOST show in Milan last year, but the
first real breakthrough was when a
design website picked it up – one day,
Scanomat's YouTube video about the
product had a few hundred viewers,
the next day it had twenty thousand.

The technical puzzle behind the
product is in delivering freshly-made
drinks upwards. 

"It is a clever technology, in that
while pushing liquid uphill is not that
difficult a concept, pushing espresso
uphill, retaining the right temperature
and indeed retaining the crema, is
unprecedented," says Simon Bracken. 

"The milk goes through the world's

smallest milk-foaming device, which
can be seen by looking closely at the
nozzle - the final inch or so is remov -
able, and that's the foamer. The clever
bit is all in the last couple of inches."

A benefit promoted by Scanomat is
that there is now no barrier between
customer and server, allowing for more
selling interaction. 

By contrast, critics have complained
that there is now no opportunity for the
'theatre' of coffee presentation, which
now appears to be no more skilful than
turning on a tap. 

Scanomat disagrees, and says that
consumers find the new format 'jaw-
dropping', and their interest remains
high.

"The application is best shown by
looking at the high-street chains," says
Simon Bracken. "They deploy a high
number of machines, which take up a
lot of counter space which affects their
interaction with the customer.

"The whole coffee-shop experience
has now been accepted to be one in
which one person takes your order,
another takes your money, and anoth-
er one serves you a drink. But this
shows that you do not have to have a
Manhattan-skyline of equipment get -
ting between you and the customer!"

For the staff, the control system is a
touch-screen. Demonstrations show
this positioned on the counter in front
of the tap, but can be fitted anywhere
on the working side of the counter. The
product is also ready for cashless and
smart-phone payment methods.

"Operators are now recognising the
value of having something under the
counter," says Scanomat. "It does not
now take a lot to imagine the end of
the big, bulky coffee systems." 

No more ‘Manhattan skyline’
countertops, says Scanomat

A coffee machine which attracted attention from the design community
when it was previewed in prototype form almost a year ago is now ready to
be promoted to the catering trade in general. The invention leads to a differ -
ent kind of interaction with the customer, because the coffee machine no
longer gets between the customer and the server.

The most 'exclusive' takeaway cup sleeve
in the world has been launched – it is the
Jimmy Choo Rika croc-effect leather coffee
cup sleeve, with the designer's stamped
gold plaque on the front. 

Just $125.
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The system has been in develop -
ment for some nine years and
involved 'hundreds of prototypes',
although the patent was not published
in the USA until a month ago. A distri -
bution company from Vienna is now
offering the product to the British hos -
pitality trades. 

The invention involves a disposable
brewing 'bag' which holds an inner
compartment containing ground cof -
fee, inside an outer compartment of a
liquid-impermeable material, yet with
a feature that allows for a pouring
'spout' and a filtering mechanism.  The
'bag' comes with a plastic holder. 

The user opens the top of the bag,
and 'shapes' it in a manner which
allows it to sit in the plastic holder. The
user then fills the bag with 500ml of
hot water, closes the bag by a plastic
zipper feature at the top, and lets it
stand to brew (there is no reference to
stirring or agitating).  After brewing,
the user is required to shape one side
of the full bag into a spout, and pour
the brewed coffee into a cup.

The manufacturer says that 'follow -
ing thousands of brewing tests, con -
ducted by some of the world's leading
coffee specialists, it became clear that
the Coffeebrewer was not only an
easier way to brew coffee, but brewed
coffee on par with the French Press'.

Having tested the equipment,
Coffee House magazine can confirm
that it works, although at first we were
worried about being required to shape
a pouring spout from a bag already full
of hot water.  However, it seems man-
ageable.

The inventor has now followed up
with a micro-roastery in Denmark, for
the express purpose of preparing his
own single-origin coffees for the
Coffeebrewer. The first coffees to be
available in the bag system are a
Bolivian, a Costa Rican Tarrazu, an
Ethiopian Sidamo, with Tanzania,
Honduras, Guatemala and Nicaragua
also represented.

The distributor of Coffeebrewer to
the UK is Ameya of Vienna.

Brew-in-the-bag coffee arrives 
An unusual new method of preparing and serving filter coffee has been
devised by a Danish inventor, who says that he has now come up with a
system which is as good as, but easier than, the French press.

The brewing bag in the
plastic holder

Several projects have begun  on the
creative use of coffee waste –
Greencup, which supplies corpo -
rate offices, has opened its Coffee
Lab in London, partly built with
Coffee Surface, a wood-like sub -
stance of used coffee grounds and
recycled plastic. The company says
that the site will also feature 'the
first ever micro-anaerobic digestion
systems to convert used coffee into
electricity'.

Elsewhere, the University of North
Dakota has a project to generate elec-
tricity from the gasification of coffee
wastes. It is taking the waste from
Green Mountain Roasters and turning
it into synthetic gas or 'syngas'.  A uni-
versity researcher has been quoted as
saying (and we are not making this up)
that the project is an extension of work
they have done for NASA, exploring
the conversion of waste from a space
station 'and future Martian and lunar
bases'.

Student entrepreneurs selling soap
made from recycled coffee grounds
have won a 'company of the year' prize
in New Zealand. The founders said
they had their idea when sitting in
Starbucks, thinking 'where does all the
waste go?'  When one of them realised
that coffee is  a natural exfoliant, an
odour neutraliser, and has been
shown to reduce blemishes and cel -
lulite, the new product was born.

Lunar target for
coffee waste

Select Catering Solutions of
Market Harborough has become the
latest catering supplier to open its
own barista school, partly to pro -
mote its Caffe Carrara blend.
Director Paul Armstrong told his
local press that in spite of the
expansion of café culture on the
area's high streets, there is 'a seri -
ous lack' of quality coffee.

The latest of the mind-boggling
copyright law actions has cropped
up in Birmingham, where the Hungry
Hobbit café has been threatened by
the representatives of the estate of
JRR Tolkein. The new owner, who
has only been there for six months,
points out that the cafe has traded
under the name for many years
without any previous objection.

This month's most unusual award
has been won by the Gypsy Cream
Coffee House in Largs, Ayrshire,
which has taken the 'Best Soup in
Scotland' prize. It is of course a use -
ful reminder of how much customers
value a well-served soup. The café
received three hippos – yes, hippos,
we don't know why  – from the Good
Soup Guide.

And the month's most unusual
planning application comes from
Hartlepool, where the council is
interested in changing the Stranton
Cemetery Lodge office into a café.
The building is listed as a 'heritage
asset', and, as we understand it,
supporters of the plan have referred
to the desirability of ‘bringing more
people into the cemetery... ‘
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It is remarkable how little formal
publicity one sees about one of the
most famous espresso machine
brands in the world… and one of the
most expensive. Arguably, indeed,
the 'coolest' of them all.

Many of the newer-wave coffee
houses in London use the brand,
and it can be quite entertaining to
read the new coffee-house guides
and compare the machines used.
Among them, La Marzocco certainly
is the name most regularly seen.

And yet, the brand has a remarkably
low profile, which allows its rivals to
use a standard and regularly-heard
line: that La Marzocco is a too-expen -
sive brand, and that a café owner
doesn't need to spend out a lot of
money on 'buying the badge' when a
good barista can get as good a result
from a far cheaper machine.  

So why is the La Marzocco special?
And what really is the operational dif -
ference between a £2,000 machine
and a more expensive La Marzocco?
One practical response is that the
brand still has the most powerful
capacity for producing a great volume
of coffee and milk in busy peak peri -
ods. The second answer is more sur-
prising – it is about servicing.

"You can get a perfectly good
espresso from a pod machine,"
acknowledges the brand's marketing
director Chris Salierno, "but we're
about making a great number of per -
fect espressos. We have had two boil-
ers for forty years.

"But we also match performance with
ergonomics and a  long life – we may
buy our components from the same
people that other brands do, but there
is a difference between buying the
solenoid valve at five euros and the
one at thirty euros. We take this kind of
quality as an obsession, and we are
easy machines for technicians to get
into. 

"So La Marzocco is for those whose
working life is driven by the vocation of
coffee, and who do not want to settle
for a machine which gives them less
lifespan. That is what they see in the
badge.

"Yes, there is a 'coolness' attached to

the badge, but this comes from having
contributed so much to the industry in
a forward-thinking way."

Typically, he says, with the Strada
machine, which allows the barista a
wide degree of 'pressure profiling',
changing the way the water goes
through the coffee during the twenty-

second extraction, by way of a manual
'paddle'. This does change the taste of
an espresso, and some baristas say
that it allows for a better result from
single-origin coffees through espresso
machines, rather than the more usual
blends. One champion barista has said
that it allows him to create any result
from his house espresso, from 'syrupy
sweet to elegant and transparent'. 

All this is extremely geek-friendly -
but what is the brand's attitude towards
the very small café owners who cannot
afford a Strada?  Is the La Marzocco
brand a friend to the small coffee-
house owner, or only to the elite?

The La Marzocco has an image of
being a physically big machine, which
can dominate a coffee-house working
area – and that detracts attention from
what else there is in the range.

There is no such thing as an 'entry-
level' La Marzocco machine!" says
Chris Salierno, but the image of big
machines obscures such items as the

GS3, which is La Marzocco's 'home
and light commercial' machine. It is a
manual-fill or plumbed-in machine with
a very small footprint, which the maker
says 'compares very well in perform -
ance with the finest high-volume
machines on the market today'.  

This, says Chris Salierno, shows that
La Marzocco can be the brand for a
small restaurant application, for what
he calls 'excellence in small situa -
tions'… but again, it is not cheap. 

But here comes an interesting aspect
of La Marzocco's recent work. For
what is considered an 'exclusive'
brand, La Marzocco has made some
imaginative direct contact with the
everyday street-level trade. Typically, it
has devised Out of the Box, a kind of
one-company trade show.

"This was created to go beside the
HOST trade show in Italy, which is a
super-expensive one," says Chris
Salierno.  "A company our size just
gets lost in a sea of exhibition booths,
so we decided to create a more
dynamic show of our own, and we
found it let us engage  with the espres -

so community in a far better way than
being stuck in a suit, inside a show
stand, talking about a machine sitting
on a table.  

"We have actually had our people
making machines and welding boilers,
all on show.  Art has always been an
important element of La Marzocco, and
for our first event we also had 'urban

art' and a graffiti artist.  

“Beside our demonstrations, we have
hosted the Italian regional barista
championship, and we have had
speakers talking about life on coffee
plantations (La Marzocco is involved in
Songwa, a joint project at origin which
also involves the roaster company
Probat and the grinder brand
Mahlkoenig).

"Out of the Box has become huge –
we now have 1,500 visitors in two
days, and the whole thing is less
'exclusive', because we have more
who are not already La Marzocco
users."

La Marzocco has also made a
remarkable move in seeking design
opinion from the frontline trade – its
Strada machine was developed from
picking the brains of baristas.

"Our 'Street Team' is a group of
baristas and technicians, who were
invited in at the very early stages of
developing the Strada, so that we
could produce a machine which met
what the industry wanted, rather than
launching one and just saying 'here it
is, isn't it wonderful'.

"It was an 'outsourced task force' and
it was a successful exercise that
brought up things which made us stop
and think, covering things from the size
of the drip tray to the ergonomics of
steam levers versus knobs."

La Marzocco has also canvassed
outside opinion for its wonderfully-titled
Basket Case project, which addresses
what the brand believes to be 'a long-
time bottleneck in espresso quality'
concerning the everyday espresso fil -
ter basket.  

"Two years ago, an inventor who had
created a kind of digital scanner used
by the FBI, showed us that while filter
baskets appear to the eye to be stan-
dard, there is actually a great variation
in the size and finishing of them. It fol -
lows that you get irregular results.  

"As a result of this we have now a
new and better basket, which has just
been integrated with all our machines." 

The Out of the Box public event has
now gone around the world, to
Stockholm, the USA, Tokyo, and
Greece. But is the event  likely to come
to London? 

Chris Salierno likes the idea, and is
enthusiastic about the current state of
the coffee trade in the UK.

"It could do… certainly, the coffee
scene in the UK is spot-on. I've had
better coffee in the UK than in Milan,
and some of the coolest trends in cof -
fee are coming out of England. As an
American-Italian, I love the Italian his -
tory of our industry, but I have to say
that espresso is not just an Italian bev -
erage any more. 

"The flat white is a perfectly reason-
able development of Italian espresso.
Such evolutions are fascinating, and I
now think there is space in the Italian
market for an international Anglo-
Saxon coffee shop… though I haven't
seen any yet!"

The street
boys’ brand?

The GS3 ‘light commercial’ machine

Chris Salierno  

“Some of the coolest
trends in coffee are

coming out of
England... I now think
there is space in the
Italian market for an
international Anglo-
Saxon coffee shop.”

- Chris Salierno

There is one magazine in the
British coffee trade devoted

to really worthwhile trade
news, real trade comment,

reporting of serious issues,
and a complete absence of
PR-speak and sales waffle.

You’re reading it. 
A guaranteed copy every

month is a mere £25. 
To subscribe, email: 

trudi@coffee-house.org.uk
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Many years ago, this magazine was summoned to
an early-morning hush-hush chat, in the dark, at
a railway station coffee bar.  It was quite a John le
Carre situation, and the subject, spoken virtually
in whispers, was of plans to launch a new trade
show for the coffee-house market. 

Not long afterwards, it came off, and Caffe Culture
became established as the industry's main annual
get-together. Beside the rise of the event, Elliot Gard
became equally established as the event director.  

From a standing start, it did not take him long to
develop a respect for the coffee trade, he says.

"This job was put in my lap, and I had to get as
quick an understanding of the coffee trade as possi-
ble… I've now been doing it for seven years, and I
still find it engrossing. 

“There are fantastic real business-people in this
industry, with a lot of savvy.  A lot of them have been
affected by the past couple of years, but they still
continue to thrive, and it's important to have that kind
of character in an industry. I see other industries
which are sterile and in decline, and there's nothing
worse than working with a dull trade… but this one
has been inspirational!”

This, he says, comes equally from the trade’s sup-
pliers and the frontline operators, the coffee-house
owners.

"There is an ever-rising level of professionalism
and a lot of very forward-thinking café operators out
there. The recession got rid of a lot of the chaff, but
the good ones have continued to grow. I do believe
we have helped this along by providing a platform,
and we're proud of being a part of it."

Elliot Gard has a twin responsibility in running the
trade's main show. He has to give visitors something
to see, and also has to make sure the exhibitors, who
are his paying customers, get the most from it.  The
two sectors each bring their own problems – and sur-
prisingly, a major headache is in getting the trade’s
suppliers to show themselves off well.

This is not a phenomenon unique to coffee. In every
industry, there are trade shows populated with com-
panies who seem to have absolutely no flair, and
every industry has exhibitions where disinterested
staff can be seen reading the paper on their stand.  

Certainly, some Caffe Culture exhibitors do not
seem to even know how to say, clearly and unequiv-
ocally, exactly what they have to offer.  And although
Gard is supposed to be completely impartial, he is
not slow to make sure that his customers put them-
selves forward to best advantage.

"While not wishing to be critical of my own cus -
tomers, I see too many exhibitors waiting for things to
happen, which is crazy.  I'm putting 5,000 visitors in
front of them – but are they all ready to manage the
likely footfall? 

"This is a strange thing. The point of an exhibition
is personal face-to-face contact, and arranging lots of
meetings on your stand, even with your current
clients, makes your stand appear popular, which
draws more people towards you.

"I have learned first-hand that activity draws people
to a stand, and I mean personal 'activity', not a video,
because the visitors may simply think 'that's a nice
TV'! 

“Inactive people, or staff reading a newspaper on a
stand, mean that no visitor is going to want to go on
that stand. Believe me, if that happened on a stand
belonging to my company, I'd be having a few words! 

“Activity creates activity.”

As a result, the Caffe Culture boss almost forces
some of his exhibitors to question their own knowl -
edge of exhibition etiquette.

"I don't know if any other show organisers do this,
but we provide a lot of initiatives to help exhibitors

prepare for Caffe Culture. They don't all want them,
but the point is they we are making it clear that we
want them to do well from our show. 

"A very interesting aspect of this is that in my job as
'head of sales', I insist that all of my team must spend
time working as exhibitors on stands at other trade
shows, so that they understand the situation of the
exhibitor. I always bang on about this, and I'm strict
about it – how on earth can we understand the needs
of an exhibitor if you haven't been one?

"So, two or three years ago we took this further and
discussed with a company called Maxim Live the
problem of 'how do we make sure our exhibitors get
the maximum value from Caffe Culture?' Maxim Live
now call every exhibitor to offer a free one-hour con-

sultation, to go through the basics of a marketing
plan, appointments, stand etiquette and design, and
the importance of follow-up and of reviewing perform-
ance.

"Now, some exhibitors might find these things obvi-
ous… but they're not obvious to everybody. Some
small exhibitors, some on a tight budget, and some
overseas ones find it a very useful and helpful 'intro-
duction' to prepare for the show. 

A perennial problem is that the show website gives
the chance to put up free profiles, and even compa -
ny videos, and although the site receives 50,000 vis-
its, only thirty per cent of exhibitors bother to put up
information!

"All these services are there to be used. As an
example of how we far we go to help, there were nine
or ten exhibitors last year who bought 'space only'
stands… and our people actually helped them put
their stands up!"

But a show is not just for exhibitors. The really
important people are the visitors, the beverage oper-
ators and heroic frontline warriors of the coffee trade
who find Caffe Culture their one big chance of the
year to find all potential suppliers together in one
place. How does a café owner make best use of the
show?

"A lot of our visitors are independent operators,
pulling themselves away from their business for a
day, which is a cost to them. If you're investing your
time in coming, please don't waste it.

"You can get lost at exhibitions, but there is a very
simple method to start with – a floor plan and a high-
lighter pen. Believe me, twenty minutes' preparation
can save you hours!"

Most Caffe Culture visitors still come from London

... with Elliot Gard of
Caffe Culture

Activity creates
activity…

Over the years, the Caffe Culture show has become established as the
main meeting-place between the frontline coffee-bar trade and their

suppliers. The event director has seen it through from the beginning...
but what does he think of the coffee trade and the people in it?

“We almost need disagree -
ment and conflict to make
our panel discussions of

value… a kind of
presentational graffiti

is what we need!"
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and the south-east, which is a puzzle that contin -
ues to slightly vex the organisers. In other indus -
tries, there have been cases of large suppliers
putting on coach trips to bring frontline operators
in faraway towns to their national trade show, but
nobody in the coffee trade has yet been willing to
do so.

"That's a fantastic idea, isn't it? Even on a
smaller scale, I think that if you're an exhibitor
wanting to do business with someone special,
and three or four other companies of your own
size who don't actively compete with you also
want that important client, then to club together
and bring that prospective client to the show is a
very manageable and creative idea.”

The appreciation that beverage operators
spread out to the farthest reaches of the country
need exactly the same information as those near
to the show, led to the experiment of the Caffe
Culture Portal, an online news and information
service which does more than
simply promote the show. The
early results, says Elliot Gard,
prove that there is a general
thirst for trade information from
right round the UK.

"I think there is far more of a
'community' thing about the
show than there was five years
ago. We created the online
Portal as a way of taking this
wider, and doing so all year
round.

“Compared to 4,500 visitors
who come to the event, we
already have 13,000 unique vis-
itors to the website. Social net -
working is not something I use,
but I do recognise that it can do
something for a 'community',
and when we hit the Portal target for visitor num-
bers two months early, it told us something about
the thirst for information in this industry."

How much information a trade show can pro -
vide has long been a puzzle. Caffe Culture has
always provided various presentations and semi-
nars, which have to be well judged.

"The Caffe Theatre in the middle of the hall is a
feature we continue to have, year after year.  We
see some full houses and people standing at the
back, so again, this shows there is a thirst for
information.

"But the calibre of speakers at these things is
very important. I've been to some shows where
I've seen paid speakers doing a sales pitch, and
that's very different from 'information'. By con -
trast, the standout speakers of Caffe Culture
have often been the Coffee Boys (the Irish-based
café consultants) who are always engaging and
entertaining, and they are always mentioned in
the feedback we get from visitors. 

"Panel discussions can be a problem because
they need to be a spectacle – a very important
thing, often overlooked, is the ability of the 'host',
because while panel speakers may be knowl -
edgeable on their subject, that doesn't mean
they're good communicators or presenters. 

“We almost need disagreement and conflict to
make panel discussions of value… a kind of pre -
sentational graffiti is what we need!"

Elliot Gard also accepts responsibility for hav -
ing to stretch the boundaries of a show in a way
that may not please everyone.

Last year, Caffe Culture placed a focus on tea.
In return, some traditionalists sniffed that this
should not be allowed in 'a coffee show', to which
the organisers pointed out that they are really 'a

café show', and in the end, the visitors proved
them right – forty one per cent cited tea as their
key reason for being at the show, and tea was the
fourth-highest general 'reason to visit'. 

This question of what should be 'allowed' into a
show is an interesting ethical one. What would
happen if Elliot Gard received an application from
a would-be exhibitor who wished to promote kopi
luwak, the expensive 'cat coffee' which has come
under fire through accusations of animal cruelty
and battery-farming?

"If we were made aware of ethical doubts over
any exhibitor, we would look into it. The reason is
that anything which could reflect badly on the
show could affect the success of other exhibitors,
and our responsibility is to make sure that our
exhibitors do well. 

"So, in a case like that, there might have to be
a judgment, and that would have to be my deci -
sion. And if it were a problem which endangered

the success of the other
exhibitors… I would not be
afraid to take it."

What will  certainly be encour-
aged is the arrival of more
'small' exhibitors at Caffe
Culture.

At any exhibition, in any
industry, the 'status' stands of
the richer exhibitors are always
clustered around the entrance
and the centre of the hall, and
the small ones and the new -
comers are often consigned to
the walls of the hall.  A show
planner is not supposed to play
favourites, but Elliot Gard is per-
fectly happy to let it be known
that he has a lot of time for the
heroes of the small stands in

faraway aisles.

He was particularly entertained by the quite
revolutionary theory, which this magazine had a
hand in putting forward some years ago, that  half
a dozen exhibitors from aisle Z, working together
in concert, could quite effectively hi-jack attention
from the big centre stands though a stream of
activities – 'the row Z product of the show award
will be judged in five minutes'…'the row Z raffle is
about to be drawn'… 'the row Z celebrity guest
visit is now under way!'

"I think that's wonderful!" laughs Elliot Gard.
"We are 'facilitators', in that our job is to provide
the platform for a temporary marketplace, which
allows many different parts of the trade to come
together to do business. I do believe that an
industry still needs to come face-to-face, and I do
believe that an exhibition has to be as high-end
as possible, in that it needs to be 'a nice place to
do business'.

"But I don't believe that means it’s all about the
big exhibitors, and what does please me is that
we can be seen to try and support new and start-
up businesses. Some exhibitions have a mini -
mum size of stand which is too big for these peo-
ple – we have a two-metre space, which is
enough to give anyone the opportunity to experi-
ence the show and make business. 

"Often, we find these small standholders are
very innovative, and you'll find that if you market
even a little space creatively, you can get a con-
stant stream of visitors. 

"And I sincerely believe that once you're face to
face with someone… then the size of your stand,
or even the size of anybody else's stand at a
show, becomes completely irrelevant."

“I do believe that an
industry still needs to

come face-to-face,
and I do believe that
an exhibition has to
be as high-end as

possible...

...but I don't believe
that means it’s all

about the big
exhibitors”

- Elliot Gard 
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Ever since we first began writing
about the trend towards brew-bars,
we have been asked to go into more
detail. As roasters have commented
to us, it's an extremely economical
and attention-getting way to get into
brewing fine coffees very well. But
the question has come up from cafe
operators on several occasions –
'OK, what do we need?'

And possibly the most telling
recent comment was from one trade
supplier, who told us: “I don’t sup -
ply the equipment for brew bars -
but I’m getting so many requests, I
suppose I really should...”

The brew bar is essentially an
extremely clever way of making a prof -
itable feature of the easiest brewing
method of all – filter coffee. The key
lies in the difference between the
'slosh it in' approach of the general
catering trade and the visibly-painstak-
ing approach of the top-level coffee
houses. 

Most brew bars will offer three or four
filter methods for the customer to
choose from; it often surprises cus -
tomers and staff alike to realise that
not all filter brewing is the same.

The big difference is in the resulting
selling price – £3, £3.50, or £4 is not
uncommon for a single cup of carefully
hand-brewed top-notch filter coffee. 

Several of those involved in the con -
cept suggest that a well-judged choice
of inexpensive equipment and training
gets you into the game very quickly.

But be careful, says Steve Leighton
of Has Bean - don't do a brew-bar just
to be in fashion, and don't do one at all

unless you are actually interested in
good filter coffee.

"It needs to be a passion and not just
an add-on because you think it's cool.
If you have favourite brewing kit and
you know how to get the best out of
coffee with it, then start with that. If you
don't have any favourite brewing kit
then you shouldn't set up a brew bar –

I guarantee it will be done badly!"

If you really do like well-brewed filter
coffee, he says, then you can have fun
experimenting.

"You can certainly do it on the
cheap… your biggest investment is a
grinder and a hot water delivery sys -
tem. Buy an Aeropress, and play with it
in your kitchen first so you don’t  tor -
ture your customers with badly brewed
coffee."

And crucially, pick good coffee.

"The biggest problem is that people
try and do brew bars but don't have the
coffees to back them up. You need
amazing coffees for it to truly work,
because you’ll find the features of the
cheaper coffee will also be magnified
when you brew this way!"

It can be a remarkably economical
addition to a cafe’s service, says
James Hoffman of Square Mile roast -
ers. His Penny University brew bar
provided the blueprint which has since
been copied by many operators.

"The most important investment is
going to be a good grinder – this initial-
ly seems like a large outlay, but it will
also help you with your retail sales in
packs.

“After that it gets much cheaper –
£200 buys you some good scales and
plenty of brewing kit. Something like
four V60 brewers will give you plenty of
capacity as well. 

"What is important to bear in mind is
the increased labour cost in producing
drinks this way.  Espresso is great
because it is quick – brew bars are not
quick, but they can offer cups of coffee,
and 'coffee experiences', that are
worth more than espresso-based
drinks.

"So I would encourage you to seek

out proper training on it, because this
then allows you to run home brewing
classes – that's a great way to sell
more retail equipment, and coffee, and
build better relationships with cus -
tomers."

The Hario V60 that Hoffmann refers
to is the major pour-through one-cup
coffee maker – it is easy, though not
entirely idiot-proof.  What appears to
be an absolutely simple paper filter
holder is more clever than it looks, and
even the distinctive swirl shape is there
for a reason. 

The method is to measure and grind
your coffee – very precisely, not by the
odd handful! – for the coffee grounds
to be 'pre-wetted' a little in the filter
paper, and then ideally for a long-
necked kettle to be used for a more
precise pour… again, this is not a
'slosh-it-in' process. 

It may be a simple process, but it
makes for good 'theatre', and so long
as grind, measurement and pour is
done carefully, the results warrant a
good selling price.

(There are similar alternatives - the
Tiamo filter is distributed by  Espresso
Products, part of the of Universal
Espresso Care servicing company). 

Picking the brewing method you're

Creating a brew bar

A simple set-up - Aeropress, V60s, and long-neck kettle, as shown by
Hands-On Roasters of Wadebridge

The Aeropress doesn’t take as
much physical force as it seems,

but the customer will see that effort
has gone into the brewing. Below, a

four-Aeropress station by Cream
Supplies

The biggest trend of recent times is cheap to get into. The main investment in
brewing filter coffees by simple methods to return high selling prices is... care.
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comfortable with is key, says Tim
Williams, operations director for St Ali
and the Sensory Lab, one of the most
influential brew bars in London.

"At St Ali, we currently favour the
Aeropress, largely due to the fact that
it's quick and simple to use, very con -
sistent, and gives us a really clean and
sweet cup of coffee. The ergonomics
and timing of it mean that it's very easy
for us to work it into our existing bar
flow.

"Start-up cost is anywhere from £100
to as much as you want to spend. As
we’re fans of the Uber brewer, we
spent somewhere in the region of
£4,000 on our downstairs bar...
upstairs, where space is at more of a
premium, we basically use a domestic
set up – a kettle!"

Two of the items he refers to are
extremely popular with many brew
bars. 

The Aeropress is the manual-pres -
sure brewer which is extremely cheap
– around £20 each – and yet now has
its own world championship. It is
notably championed by Jonathan
Money of Cream Supplies, the distribu -
tor who reports that he is currently sell-
ing ‘huge’ amounts to cafes. 

The essence of it is to manually force
the water through the coffee grounds
and through a slim paper disc filter,
with a kind of bicycle-pump action.

However, this has its subtleties.
There are vast debates over the ques -
tion of wetting the filter, not to mention
the vexed question of the 'inverted'
method. This is all based on the theory
that the coffee's natural oils, which
some drinkers believe give coffee its
real 'fullness' of taste, and which some
coffee-geeks say are lost in the con -
ventional Aeropress method, which
one critic has said pushes out coffee
'like apple juice'. 

The solution is the inverted
Aeropress method, a technique which
is said to retain the qualities of the oils
–  it is not impossible science and sim-
ply requires the unit to be turned
upside-down at the right point, but
shows how simple methods of coffee
brewing do require care.

The Uber is a high-tech piece of
equipment to be found in many brew
bars. It is the water 'boiler' by Marco of
Dublin, which was designed to deliver
hot water with a remarkably precise
temperature control, down to a tenth of
a degree, for the benefit of those who
know absolutely the most precise for-
mula that gets the very best out of a
tea or coffee. 

It has a built-in weighing scale so
that the correct portioning of coffee or
tea can be done within hand’s reach
(precision of dosing is considered vital
in top-quality brewing) and the actual
boiler is hidden under the counter, with
just the tap and controls visible. It sells
at around £3,000, and is highly-rated
by serious brew bars. 

Whether you opt for the high-tech or
the low-tech approach, says Tim
Williams, one rule remains – taste and

try constantly, and it makes a lot of
sense to head to other coffee bars who
brew filter coffee, to chat to the baris -
tas about their technique and
approach. 

Some trade suppliers have set them-
selves up to help cafes cope with the
brew bar trend. Alice Rendle of
Edgcumbe's invites trade customers to
her training room to 'have a play' with
each brewing method.

“They can assess the merits or other-
wise of each system, and taste the
results,” says Alice. “They often realise
that it is not quite as simple as they
first thought, but together we can come
up with something that stands a
chance of success.

“We suggest they launch their brew
bar concept with the 'coffee dripper' –
frankly, anyone can do this, and the
'theatrical flourish' can still be con -
veyed with enthusiastic staff.”

But if you're going to do it, says Alice,
don't forget the basic practicalities.

"I am constantly amazed at how
enthusiasm for a project can blind one
to the realities. 

“Space is a key point. The brew bar
must be visible to the customer, so put
it on the front bar if possible, but not
too close to your espresso machine,
because you don't want them fighting
for attention. 

"There must be extra space to store
coffee, and probably for an extra
grinder, because you will be grinding
specially for your filter coffee.  And like
much of what goes on with coffee, it
can be a messy business so there
needs to be a bin close by to get rid of
grounds."

Consider your coffees carefully, says
Alice.

"Do you want to change regularly
and have a 'coffee of the week', or stick
to one that builds loyalty? I recom -
mend a single origin, to help the cus -
tomer recognise the taste profile,
which you will hopefully be explaining
in detail! If you are only offering one
coffee, buy it ready-ground from the
roaster in bags of 500gm to ensure
freshness. Price per kilo should not be
much more than your current house
espresso blend… but it must be a high
quality coffee.

"Then promote it to your customers,
highlighting the benefits to them of this
method – use all your signage, boards,
leaflets, etc. Give them some facts,
such as the estate from which it
comes, the growers, the provenance.
And then, put on coffee tastings, which
really are the best way to get cus -
tomers to 'buy into' the idea. You can
make a big story around this!"

Her reference to a ‘dripper’ is a famil-
iar casual reference to a favourite
piece of kit – Hario is the brand name
which always comes up in brew-bar
equipment, and Nathan Retzer at
Brewed by Hand is now the importer in
the UK of the classic V60 dripper... but
also of the Hario siphon, the most visu-
ally-dramatic feature of any brew bar.

This attracts the attention of every
customer, without fail – however, it is a
skill to work up to, and probably not
something for the brew-bar novice.

The interest comes from the use of a
naked flame under the coffee.

The principle is an old one (there is a
tale that it was invented by alchemists
working to get gold from base metal!)

Water is heated in the boiling cham-

ber over an alcohol lamp, vacuum
pressure pulls the water into the sec -
ond chamber where the coffee sits,
and when the heat is turned off, the
pressure equalizes and the brewed
coffee is drawn back down into the
lower chamber. Hario's own website
includes the interesting instruction
'then put out the fire', but Nathan
Retzer adds reassuringly that the
option of using Hario halogen heat
lamps effectively avoids the problem of
open flames.

What difference do all these methods
make? At Hands-On of Wadebridge,
they experimented with a Sumatra
Lintong 'showdown' - they brewed
beans from the same roast using four
different extraction methods: cafetiere,
Hario Dripper, Aeropress, and espres -
so.  The cafetiere (60g coffee / 1000g
water) took four and a half minutes,
and returned a brew 'exceptionally
smooth with full body, low acidity,
malty, cocoa, only slight sweetness,
minimal bitterness.  Rounded and lin -
gering finish maintains spicy charac -
ter.'  The Hario (24g coffee / 400g
water) was 2mins 45secs, and
returned slightly less smoothness and
mouthfeel compared with the cafetiere,
with a touch of sweetness but overall
dryness, 'in the same sense as wine'.

The Aeropress (18g coffee / 300g
water) used the inverted method with a
one-minute steep time, and was
described as 'full bodied, mellow and
earthy, almost buttery, slight cinnamon
spiciness, clean aftertaste similar to
the Hario, but longer lasting'. As a dou-
ble-shot espresso, the tasters reported
'creamy mouth-feel, syrupy fruit (fig,
prune), underlying marzipan sweet -
ness, hint of liquorice, chocolate finish,
very complex', syrupy fruitiness that
the other methods failed to demon -
strate'.  

What were the differences? Because
of the paper filters, the Hario pour-over
and Aeropress were both 'cleaner' with
the loss of the malty cocoa tastes pres-
ent in the cafetiere, but with more com-
plexity and slight acidity gained. The
Aeropress also had a hint of the com -
plexity from the espresso, 'but nothing
near the real deal'.

So what did this all prove?  It proves,
the company's Paul Travis told us, that
there are sufficient differences that the
brew-bar operator really must taste
and try, to determine which coffee,
through which method, they propose to
serve for best effect. And that is why
the top brew bars, on their menus, put
not just the name and features of a cof -
fee, but the method they propose to
use.

Whether brewing over open flames,
using a dripper or using the manual-
pressure method of the Aeropress, the
great feature of the brew-bar is that
each cup is quite evidently prepared
with care and skill.

And it is that care, performed in front
of the customer, which justifies the
high price per cup you expect to
charge from your brew bar coffee.

The Uber - it gives probably the
most precise brewing temperature

in the filter coffee sector

The siphon - the open-heat method
never fails to fascinate the

customers
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Everybody will tell you that the pop-
ulation is getting fat. Everybody will
tell you that the consumers are
looking for 'healthy' things to eat
and drink. Virtually every café owner
will tell you they want to provide
healthy food.

But do we? Can we?

Yet again, just before Christmas, the
general media had another go at the
'unhealthy' standard of coffee house
fare – a large coffee or hot chocolate
gets the consumer more fat and calo -
ries than a quarter-pounder with
cheese, said the Mail. A Starbucks
eggnog latte was reported to contain
579 calories, against the cheeseburger
at 490 calories. Furthermore, said the
same paper, the amount of sugar in the
eggnog latte is twenty-five per cent
more than an adult's recommended
daily intake!

It was also reported that a Costa
Black Forest hot chocolate has 548
calories, and also more fat  than a
McDonald's double cheeseburger.

Just after Christmas, the World
Cancer Research Fund said that two
out of three adults underestimate the
amount of calories in food, and that
terms such as 'light' or 'reduced fat' are
being used for foods that are actually
high in calories.

This is a concern because being
overweight is a factor in a number of
diseases, including cancer, heart dis -
ease and diabetes, the charity said.

Maya Monteiro, Senior Education
Manager at WCRF, said: "Despite
decades of increasing awareness
about calories and healthy eating, it
seems a lot of people are still con -

fused…  we hope the findings of this
survey help to raise awareness of the
importance of checking food labels."

Then the American Psychosomatic
Society said that “calories are mean-
ingless because the way in which the
calorific values of foods are deter -
mined bears absolutely no relation to
the way our bodies process them.

“Humans break down food with
enzymes in a chemical process that
releases energy and, more importantly,

the nourishment. Calories are simply
an unreliable measure of the energy
potential in our food and bear
absolutely no relation at all to how
nourishing the food is. 

“All foods contain calories to one
degree or another, but not all foods
contain nourishment.”

It is, indeed, a complete minefield.
So, for the everyday café owner, what
is the sensible way towards 'healthy'
foods and drinks? 

At the supplier Beyond the Bean,
Paul Maxwell is an advocate of
healthy, natural, vegan, and vegetarian
foodstuffs, but makes the very practical
point that forcing an all-healthy menu
on a cafe’s patrons could just be a big
business disaster.

"The big thing is in knowing what
your customers want, because enforc-
ing a menu can just turn customers
away – you could have an entirely salt-
free and sugar-free venue, but I'm not
sure how long you would last. As soon
as you start saying 'don't eat that, eat
this', the natural reaction of the cus -
tomer will be to object! 

"And at a time when sales of choco-
late are going through the roof, the
decision to reduce your chocolate offer
will just miss out on the sales. So, from
a purely business point of view, you
must be willing to strike a balance. 

"So a 'healthy options menu' may be
a better thing than entirely enforcing
healthy products."

For the café owner, this may involve
a lot of leaning on knowledgeable sup-
pliers.

"For the coffee-shop owner, it will be
important to know what the law is,
because the trading standards officers
will not accept 'I didn't know' as a
defence," returns Paul Maxwell. 

"The way things are going, in the
next five years there will be more legis-

lation requiring the labelling of calo -
ries, sugar, and salt content. From next
year, it's possible that even a one-site
cafe may have to show calorie con -
tents of what they serve, and it's possi-
ble that customers may begin to expect
to see it. Even on a thaw-and-serve
product, you'll have to show the nutri -
tional breakdown. You may have to
take into account that even your local-
ly-sourced bread will probably have a
high salt content. 

"This will be the biggest challenge for
café owners, who do not have the time
to go into this deeply - but we do. For
the cafe owner, so long as you are
aware of the legal requirements that
may come in, which we can advise on,
you’re OK. 

“Then it's down to the consumer to
make up their own mind what to con-
sume."

Guidance and support is going to be
worthwhile also on items which are
generally assumed to be 'healthy' –
typically, the smoothie. 

"Is a smoothie always healthy?" asks
Paul Maxwell. "You could say that fruit
is healthy, but fruit contains sugar, and
that is the problem. A 16oz smoothie
could well contain your entire daily
amount of sugar!

"Many smoothies do use table sugar
for the flavour profile and for enhanced
shelf life, but this  year, we will bring in
a 'no added sugar' smoothie range,
under the Sweetbird brand. This is  the
result of an American trend, and it has
already won a 'best new product' prize
there. It uses apple nectar as the
sweetener."

A more challenging stance on pro -
moting smoothies as healthy comes
from the Italian Beverage Company,
which has decided that the way for -
ward is with nutritional supplement or
'booster' ingredients, and has taken on
the Smoothie Essentials range from
the USA, which features such ingredi -
ents. 

In support of the move, the company
points out that the 'energy drink' mar-
ket is now worth a billion pounds a
year, and that when Starbucks recently

The healthy cafe

The hangover smoothie, now
available from the Italian

Beverage Company

Emma Goss-Custard
of Honeybuns 
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paid $30 million for a juice company, it
cited a move into the health and well-
ness category among its reasons. The
consumer's idea of 'wellness' has
changed - it no longer means avoiding
illness, it means a better quality of life
in general. 

Furthermore, an American writer
wrote two years ago that 'we have
moved from a culture that prepares
three meals a day to one looking to find
the same nutritional intake from a con -
venient drink'.  And that points quite
clearly to the smoothie.

It is a question of balancing benefits
and taste, says IBC. While many cafes
currently offer the vitamin-enhanced
'functional beverages' in their chill cab -
inet, many consumers do not like the
taste of them. The entire idea of
Smoothie Essentials is of a vitamin
boost which does not alter the taste of
the smoothie.

There are twenty supplement blends,
such as the antioxidant blend, the cal-
cium blend, and so on. There is a
healthy-joints blend, which uses chon -
droitin and glucosamine, the familiar
remedies for such ailments. The Libido
blend features the delightfully-named
Horny Goat Weed.

There is even a hangover blend.
"There is no medically proven method
for countering a hangover, so this
blend addresses the more common
symptoms," says the producer cheer-
fully. "Supplements make a smoothie
an enjoyable remedy - it counters the
elevated body temperature, and sup -
ports rehydration and the restoration of
the body's natural electrolyte balance."

A certain amount of upselling is
involved, advises IBC - for the café
owner, it will be more welcome to sell a
high-margin smoothie or frappe with a
functional boost than a bottled water.
Café owners who train their counter
staff to ask 'would you like a boost?'
and to recommend the appropriate
blends, should see improved perform-
ance from their smoothie and frappe
sales.

At Love Smoothies, director Richard
Canterbury's argument has always
been in support of fresh fruit, but sup -
ports the idea of 'booster' ingredients.

"Supplements are a good way to cus-
tomise a smoothie to the customer's
needs, and gives an up-sell opportuni-
ty.

"But recent studies have shown that
consumers are wary of the claims
made for some so-called 'functional'
foods, so be careful not to simply add
supplements for the fun of it.  If a sup -
plement adds value to the product and
meets a consumer interest, such as
immunity in winter or weight loss in
summer, then it will sell."

Correctly sourced, he says, juices
and smoothies give a healthy offering –
badly sourced, they do not. There is a
temptation for a caterer to use pre-
made smoothies to save preparation
time, but some of these, it is alleged,
are not always as healthy as they look.

"Smoothies have been championed

for offering one or two of the 'five a day'
and you get all the nutrients and fibre
too. But beware!  

"Shelves are becoming cluttered with
processed, bottled smoothies where
the smoothie has been boiled up to
100c, and in some cases are chock-full
of artificial additives. This is not a
healthy offering."

Making a fresh smoothie is better,
but can be a hassle, says Love
Smoothies sympathetically.

"You have to chop and peel the fruit,
and unless you're Michelin-starred,
this is going to leave you with heaps of
wastage, and then blend it up with
every order. Fruit can be too-ripe, it
can be unripe, it can bruise and worst
of all can fall off a work surface and get
wedged behind the fridge.  

"Our solution is pre-made portion-
controlled 'individually quick frozen'
fruit pouches - the manufacturer does
all the hard work, only the fruits at the
optimum ripeness get through, and you
aren't limited by seasonal offerings
because frozen pouches last up to
eighteen months. Blend the pouch with
200ml of juice."

And then, says Love Smoothies,
beware of fruit juice claims.

"Fruit is the healthy alternative to
artificial fizzy drinks – 150ml of any
unsweetened 100-per-cent fruit juice,
even a from-concentrate, gives one of
the recommended 'five a day'. But you
need to carefully evaluate fruit juice to
ensure that all that natural goodness
hasn't been tempered down or contam-
inated.  

"Always look for '100-per-cent fruit'
on the side of the product - this means
that the base of the product is actually
the juice from fruit, which is a step in
the right direction! Avoid anything
called a 'fruit juice drink' or 'fruit cock-
tail' as these can contain as little as
one per cent fruit. 

"The 'not from concentrate' juices are
seen as the healthiest in the market as
they minimise contamination, due to
less processing.  But there is no
shame in offering concentrated and
reconstituted juices, as long as they
are still 100-per-cent fruit without artifi-
cial flavourings, sweeteners or preser-
vatives. They offer a longer shelf life
and are cheaper, which is a big incen-
tive.  

"If you want to be healthy then don't
allow any artificial additives - additives
such as sugar or agave nectar are
acceptable in small amounts, but a
good quality fruit juice shouldn't need
them."

The problems with fruit juices are
well known. A few years ago one brand
actually analysed the contents of its
rivals, and 'scored' the results by a rat -
ing of skulls and crossbones. That they
got away without law cases suggests
that they had a point... and in
December, the soft drinks industry said
it welcomed the EU's amended Fruit
Juice Directive banning the addition of
sugar to fruit juices. 

And yet, astonishingly, of all the spe-

cialist fruit juice suppliers to the café
trade, only one responded to invita -
tions by this magazine to discuss the
healthiness of their juices… café own-
ers may make of that what they will! 

The one specialist juice company
which did offer a comment was the one
which works on some very unusual
ingredients. As we have reported
before, Lawrence Mallinson of James
White drinks has championed beetroot
juice so effectively that international
rugby teams now drink it in training, but
he happily accepts that the coffee bar
audience is probably not yet ready to
drink it in its natural form.

In the bakery sector, the café owner
with ambitions to serve 'healthy' food
comes up against even more further
obstacles. An American magazine
recently told its readers that coffee
shop pastries can be 'more like full
meals' in their content, and advised
readers to skip them entirely.

Here again, says Paul Maxwell at
Beyond the Bean, comes the problem
of keeping up with legislation. "There
will always be problems – for example,
it used to be the case that a product
which contained less than 200mg of
gluten could be called 'gluten-free'.
That has reduced considerably, and
you now have to be very careful of
what you sell as 'gluten-free'."

This is going to get more difficult - it
is predicted that next year, and certain-
ly the next five years, will see tighter
rules about the labelling of everything
contained in a product being sold for
consumption.   

This is a subject which closely inter-
ests Emma Goss-Custard, whose
Honeybuns products are sold through
a quite charming identity of a farm -
house surroundings, with her own
onsite café the Bee Shack. She is one
of the typical 'artisan' trade suppliers
who treads a careful path between the
'indulgent' aspect of her cakes and the
'healthy' image of farmhouse home
cooking.

How closely and clearly does
Honeybuns label its products, in a
manner which will make sense to the
caterer, satisfy the authorities, and
actually mean something to the aver-
age consumer?

"I think that the café owner should be
able to rely absolutely on the supplier
to be up-to-date on the law, and to

ensure that POS, packaging and prod-
uct are all up-to-date and legal," Emma
told Coffee House. "The regulations
define terms in a way that aren't help -
ful to the consumer, no café owner
really has the time to research it, and
so a brand’s information can be just as
helpful as good old-fashioned low-tech
customer service!

"We work very closely with our trad-
ing standards authority, and prior to
developing any new packaging and
labelling, we seek their advice to make
sure we're legal and will be clearly
understood by the consumer. 

"We had a good two-years' advance
notice on the recent gluten-free
labelling changes; our packaging was
modified and one product delisted to
ensure we were compliant. Customers
should be able to trust us to sort these
things out in good time."

The promotion of 'healthy' products
in a café is a minefield, acknowledges
Emma. She advocates an admirably
pragmatic approach.

"We are upfront about our 'indulgent
treat' positioning. Each regular cake
slice carries the message: 'warning:
this cake is an indulgent treat. If you
eat more calories than you burn, you
will gain weight'. 

"This message was intended to be a
little humorous, but also a kind of direct
foil to some of the smoke-and-mirrors
jargon found in the food industry.
Customers have found it refreshing."

Even though Honeybuns works from
farm surroundings, Emma studiously
avoids such easy labelling clichés as
'farm fresh'.

"These are vague claims. Rather, we
celebrate our genuine artisan meth -
ods, the naturalness of our ingredients
and our innovative recipes. At a
glance, our ingredients listings reveal
that by 'natural', we mean no added
chemicals, enhancers and the like.

"Having our little Bee Shack Cafe
onsite means we can also judge con-
sumers’ reaction on this."

There is a clue for all café owners in
this, says Emma. If her policies and
packaging celebrate her view of the
healthiness of products, why not carry
this forward on frontline café work?

Continues on next page...

Paul Maxwell, Beyond the Bean



There are many businesses who
believe in awards as business-
builders - and at the end of last year,
Mike and Rachel Carnell of the Old
Stables tea room in Hay on Wye
added to their already-big list of dis-
tinctions by achieving something
quite unique.

Their town straddles the English-
Welsh border, and at exactly the same
time, they won the True Taste of Wales
prize for the best tea-room in the coun-
try, and they took an English prize as
well, from  Flavours of Herefordshire.
This  makes them probably the first
café to win awards on both sides of the
border at the same time.

There is more to the Old Stables
than just a tea-room. The kitchen is
also the headquarters of Chef On The
Run, a preserves business named
after Mike and Rachel's own history of
marathons and charity runs. 

"I was head chef at a hotel when we
launched a relief-cheffing business,"
explains Mike. "I would race from hotel
to hotel and I became known as the
'chef on the run'. But due to a leg
injury, we had to slow down, so we
concentrated on our preserves, and
then we took on the tea room, which
had been in Rachel's family for years."

Hay on Wye is a tourist town with an
added distinction - it is the 'town of
books', and features the unusual sight
of 'honesty bookshops', vast outdoor
shelves from which books can be
bought for cash into a box. When the
annual literary festival is on, an extra
ten thousand people arrive each day -
a wonderful target market for a caterer
who specialises in purely-local food.

"There's not a lot we buy in," says
Mike. "Even our lager is Welsh, and
our tea is blended in Wales.
Everything on our cake board, bar one
item, is made by us, from scratch, right
here.  (The one food item they buy in
is Gower Cottage brownies, made in
Swansea, by a small company with its
own list of awards). The cream teas
feature the unusual Herefordshire clot -
ted cream, which everybody com -
ments on. The butter is Welsh. Even
the jars for our preserves are made in
Wales. The Dragon's Breath cheese is
something we use in our Welsh
Rarebit. It's mature cheddar with chilli
seeds – it makes a rarebit that bites. 

"And if we can't get something local-
ly, at least we'll make sure it's British."

Do customers care?
"Customers like the idea that things

are local - and if you don't say on your
menu where something comes from,
they'll ask." 

Nothing helps a catering business
better than having something unique
which visitors want to take away - for
the Carnells it is their ever-increasing
range of preserves and chutneys. It's
currently around thirty items, but Mike
says that every time someone brings

him in a sample of new local fruit, he
ends up devising a new recipe.

"Not many chefs are all-rounders,
but I enjoy it all - as long as I'm in a
kitchen, I'm happy, and I've always
particularly loved making desserts and
preserves.

"The skill is in using as few ingredi-
ents as you can, in small batches. Try
to do too many, and you'll lose the
colour, and you may end up having to
use additives. 

"So I will often do only twenty small
jars at once.  The big companies say
this is nonsense, and people can't tell
if they have artificial sweeteners and
preservatives - but of course they can!
If they couldn't, I wouldn't be winning
all these awards!

"The best-seller is probably the
Welsh leek chutney, which is a unique
recipe of leek, local apple, chilli and
spices - we have to keep making it,
because it doesn't stay on the
shelves."

Another popular curiosity is the
house whimberry pie. 

"It's a little berry that grows in the
heather - in other parts of the country
it's a whortleberry or a blaeberry.
They're worth their weight in gold - not
many people gather them, but we have
a farmer who picks and cleans them
for us. They're very popular, and we'll
bake and sell a pie every day in sum -
mer."

The whimberry preserve has both a
Great Taste award and a True Taste of
Wales prize - indeed, Mike's preserves
have picked up Great Taste awards
every year since 2004, once six in one
year. Mike and Rachel are convinced
that awards do help business - Hay's
main car park features a direction sign
for the Old Stables, and lists a long
string of their distinctions.

The full list is exhausting – in recent
years, best Welsh speciality food pro-
ducer, best UK speciality food produc -
er, eight years of Great Taste awards,
three Wales True Taste commenda -
tions, three Tea Guild awards, a
Waitrose and Country Living award
and two Womens Weekly and Asda
awards, one Loo of the Year certifi -
cate, and the five-star Scores on the
Doors hygiene rating.  

"We like competitions because they
keep standards up - the whole point of
this business is consistency. There's
no point in winning something just
once and sitting back, and the value of
always going in for awards is that you
don't know which judges are coming
when, and so you have to be at a high
level all the time."

Awards are not cheap, Mike
acknowledges – as everyone knows,
virtually every trade award carries an
entry cost, and sometimes hidden
expenses as well.

"Several of them charge, and we do
question the amounts of some of them,
although we have to say that the True
Taste of Wales award didn't ask for
anything. Even if we do question some
entry fees, we know the awards  do
make a difference, because people do
mention them, and visitors often say
that they found our awards reported in
magazine stories.  

"We have the five-star Scores on the
Doors for hygiene, which has only just
started here, but  we think it's impor-
tant - it's not just a case of making
friends with the local environmental
health officer!"

Does this put great pressure on their
staff? No, says the Carnells, just the
opposite. 

"We believe our staff enjoy this - they
know that the two of us can't do this
job by ourselves, they know we take
them to awards ceremonies, and we
think winning awards makes our staff
know that they are good, and that they
are important."

Taking awards on the run"Perhaps cafe owners themselves
could promote healthier versions by
carrying out in-store samplings com -
paring 'healthy' to the full-fat versions?
When a product is made of 'real' ingre-
dients, why could café owners not
make the most of this on their black -
boards?

"And they'll find that portion size is
crucial. Smaller treat sizes are a well-
established trend in Paris, and we
have all noticed that Starbucks
launched their Petites cake range this
summer."

There is a lot to be gained from
attention to portion control, agrees
Paul Maxwell at Beyond the Bean. 

"We were recently told of a pub in
the north which has a thousand-calorie
cake serving – it's a triple-chocolate,
full-of-cream thing," he reports. 

"In cakes, you may well find your
healthy balance is helped by portion
control. I think it is possible that those
who currently serve big slabs of cake
will be able to halve their serving and
still retain their margin.

"Let's say you currently offer a big
slab of cake at £2.80. If you are using
pre-portioned bought-in cakes, let's
suggest that instead of eight big por -
tions, you cut it to sixteen sizes, to sell
at £1.80. Not all large servings of cake
are always all eaten, and as people
really are taking more notice of price
points, you may find that you actually
sell more of the smaller portion."

Continues from page 13

Mike Carnell with one of his
award-winning preserves

The debate about 'healthy' coffee
could fill a book - but there has been
concern recently from Indonesia,
where the food administration people
have warned of 22 coffees, all sold on
spurious 'healthy' claims and with
names like 'energy', but actually
including supplements which are
banned from food use - the penalty for
selling these coffees is now five years
in prison. 

However, says Jarrod Normie of
Regency Coffee in
Manchester, there
is a refined coffee
from Germany
which is proven to
have a health
benefit. It is Idee
by Darboven, who
say that for all the
stimulant proper-
ties of coffee, it is
also known to cause stomach irritation
to some people. The Darboven
process is chemical-free, and is based
on steaming the beans, which is said
to remove the irritants without affect -
ing the taste.

Meanwhile, Teapigs has said that
matcha (green powdered tea) will be
the next big health thing in coffee bars.
"In January we're encouraging lots of
cafes to serve matcha as an 'antioxi -
dant, energy-raising, blast of the day'."
It has won a 'best slimming and fit -
ness' product award from readers of
Your Healthy Living magazine. 

The Old Stables cream tea - all
local, including the Welsh lager!

This neat idea comes from Cafe
du Monde - a clever way of rein -
forcing the impression of the
quality of
coffee. It’s a
simple ID
clip that
goes on to
the cafetiere
plunger. On
the reverse
is a QR
code, which
once scanned, links to informa-
tion about that coffee. 



It was seven years ago in this maga -
zine that a coffee company first
counselled cafe operators to watch
the 'grey' market. The market was
rushing to the hip and cool urban -
ites, they said, and yet it was worth
noting that the over 40s and over
60s have money to spend… and that
they like good coffee. 

It is true, says Helena Hudson,
founder of the Real Eating Company,
which operates four sites in rural and
coastal Sussex as a part-café, part-
restaurant, part-deli, bakery, foodstore
and wine shop. She devised the idea in
2004, having decided that there was
potential for a 'high-quality British
casual dining café' concept in the
South East, and one of her suppliers
has now remarked that Helena has
'responded instinctively and accurately
to the demographic of her trading
areas' and that customers now visit her
'purely because she isn't Costa!'

Those customers are, essentially, the
'grey market'.

"Yes, we made an effort to target
them, and it seems to be paying divi -
dends," she told Coffee House. "There
is a gap in the market, particularly in
the regions, that sits between the
national branded chains and the 'cool'
independents, to offer something to the
forty-plus customers. And 40+ fits the
demographic of the towns and cities
we operate in."

And, she says, these customers
expect their coffee to be good. Helena
uses Kimbo's Prestige espresso blend
("fired out with A-grade latte art,"
remarks the supplier), the machines
are San Remo Veronas, and the head
baristas are trained to C&G VRQ. 

"We have to keep an eye on coffee
trends without slavishly following the
latest thing," observes Helena. "We
are in a fairly conservative market. The
biggest sellers are americanos, cap -
puccinos and lattes... but if they are

not made right, the older crowd has lit-
tle hesitation in complaining!

"I think it is true that the older market
have a more discerning palate,
because they generally seem to be
well-travelled and know what they want
– so we have to get our coffee-making
spot-on, to the best possible standard
we can."

The company works on a table-serv-
ice concept. This, it is pointed out, has
the advantage that older customers
are not intimidated by having to know
they have to wait at the right part of the
counter. 

"It is always mentioned by customers
as a positive difference,” says Helena.

“It also increases the amount of time a
customer spends on the premises, and
so, while it slightly increases our labour
budget, that is far outweighed by the
increased spend."

(There is some takeaway business,
which accounts for about 15 per cent
of drinks sales, far less than the aver-
age of the chains. Helena says it illus -
trates that outside London, takeaway is
less ingrained as a habit.)

The cafe design also reflects the
demographic target.

"We don't push the boundaries with
cutting-edge design, but we probably
spend a bit more than the chains on
the basics, and I think it is one of the
reasons why we're preferred. It's a
British/Victorian design with a modern
take – the bar tops are made from
Italian marble. To give the vintage café
feel, we use Victorian-style globe light -
ing, the table tops are made from oak
rather than formica, and we put British
vintage food and drink art on the
walls." (The music is vintage of a differ-
ent era – 1960s Motown).

Customer service for the older crowd
is an art in itself.

"We don't always get it right, but as
our staff are mostly aged 18-26, we
train with some emphasis on how to
communicate with a more demanding,
older, customer.  This can involve not
using the 'have a nice day' remark,
which drives older customers crazy, to
not referring to an older customer as
'my love' if the waitress is 22!

"It also means looking at customers
directly when you serve them, and how
to chat, when it is appropriate, with an
older customer. This sounds obvious,
but we do specifically stress it with
younger staff - it gets the customer
experience where it needs to be."

The forty-plus market also appreciate
that Helena makes and sells her own
traditional cakes, pies and own-label
jams, jellies and pickles. 

"All our lunchtime items are made
each day in store," remarks the top
lady. "We don’t have a 'sell by' date in
sight!"

Firing out A-grade latte art
to the grey market

We had been looking for a picture of this ever since we heard about it - the
counter of Small Batch Coffee’s site inside the Myhotel in Brighton is a long
worktop of pre-cast concrete and reclaimed Victorian Staffordshire bricks. All
the woodwork in the background is reclaimed or ‘salvaged’ mahogany.
Reclaimed items continue to be used in coffee-shop design - Spring Espresso
in Fossegate, York has created tables made from wooden wheels used in old
steel and silk mills in Sheffield and Bradford. Tally marks, where workers kept
count of their jobs, are still visible. The espresso bar is made from an old flight
of stairs from a former flour mill. Although the 'new' furnishing items have been
built to order by a local carpenter, the café owners stipulated that all the
knocks, scratches and gouges should be left in the timber. "The wood has
another life, and has tales to tell," say the owners. "We see customers rub their
hands down the grooves in the wood - it's very tactile." 

“Coffee smells like freshly-ground heaven...” a
message to the grey market.. 
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The beverage trade has escaped
direct criticism in the Portas Review
of the national high street, despite
having failed almost entirely to
make any submission to the
researcher on behalf of the industry.
Mary Portas is known to be firmly
against the concept of 'clone
towns', and it had been expected
that her report would contain some
criticism of the number of cafes on
the nation's high streets... fortunate -
ly, no such comment appeared.

From the beverage trade, only
Starbucks and one independent one-
site cafe have been acknowledged as
having helped the Portas report. One
reason for this inactivity, it has been
suggested, is the coffee trade's com -
placency - one player in the industry
has remarked that: "Portas had already
said that she wanted the high streets to
become more 'social space', and as
the coffee-house industry believe they
already offer that, the trade did not
respond because it thought it had
already won".

The café trade has, however, raised
several questions over the findings
which the  'Queen of Shops' has pre -
sented to the prime minister in her 55-
page report and 28 specific points of
action designed to put life back into our
high streets.

In her presentation to the prime min -
ister, Mary Portas does indeed appear
to have recommended the kind of high
street setting in which cafés and café-
bars can play a vital role. She has writ-
ten that 'we no longer value human
interaction and socialising' in the high
street, but that in her vision of the new
kind of town centre, 'the new high
streets won't be just selling goods –

they should be social and cultural
meeting places, where shopping will
be just one of a mix of activities'. 

Controversially, Portas has suggest-
ed that the traditional town market is
the pattern to follow, that markets
should be encouraged, with a National
Market Day when all would-be entre-
preneurs can try their hand at running
a low-cost retail business.

However, she has also made some
possibly idealistic suggestions which
could have curious results for the bev -
erage trade - she wishes to 'make it
easier for people to become market
traders by removing unnecessary reg-
ulations so that anyone can trade on
the high street unless there is a valid
reason why not', and she has also
asked that the authorities address the
restrictive aspects of the 'Use Class'
system to make it easier to change the

uses of properties on the high street.  

Both of these are major causes of
argument between coffee traders and
local authorities, who wish to retain a
balance on their streets by retaining
certain properties for non-food use,
and who wish to control the activity of
mobile coffee or food carts.

"The Review is somewhat lacking in
understanding of some of these
detailed issues," agrees Chris Green of
DPP, a consultant who advises top cof -
fee chains on planning issues in the
high street.  "I'm not sure she has fully
understood how the existing system
operates.  Whilst she encourages flex -
ibility to address 'restrictive aspects',
she states that 'there need to be limits',
to avoid too much of one thing.  This is
a little contradictory and suggests con-
tinued need for control."  

It does indeed give potential for can-

nibalisation or over-supply, agreed
Matthew Hopkinson, director of the
Local Data Company.

From the Beverage Standards
Association, Martyn Herriott also noted
contradictions: "The idea of allowing
anybody to run a market stall flies in
the face of the advice the report gives
under 'service'. In Britain we have lost
the desire to be trained and learn the
art of retail, which is what will bring the
customers back. The defining point for
the independent has to be service with
a smile and an in-depth knowledge of
the product."  Nevertheless, the BSA
said, "the Government should be
encouraged or bullied into accepting
the Portas report and then starting the
push to make it happen."

The independent café named in the
report was Lisa Hemingway's Cupcake
Café in Margate.

"She was doing a walkabout of
Margate, and when she came down for
a cup of tea here, we were invited to
take part in her questions-and-answers
session,” Lisa told Coffee House.

"Her questions were 'what would we
do to change attitudes to the high
street?'. I told her that successful
shops are run by people who invest,
not wait for someone else to do it for
them. We believe everyone should
invest in their own shop – because if
people look up a street and see flower
baskets or lights, they say 'that's inter-
esting', and go and have a look. It's
very simple!

"We have already worked with a cou-
ple of people to put on bohemian street
markets. Mary Portas liked that."

A copy of the Portas report is avail -
able from the editor on request.

Portas – the cafe trade
escapes criticism

The Cupcake
Cafe in Margate
- the only front-
line cafe to
speak up for the
trade. 

The cafe had a
Royal visit a
week prior to
Mary Portas –
the Queen,
followed by the
‘queen of
shops’!


