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Marley Coffee is an organic coffee -

not in the sense of the general accred-
itation signs which the British industry
is familiar with, but in that the plantation
works on Rastafarian principles, includ-
ing the ITAL standard which stands for
'all things Pure, True and Vital'.  One of
the particularly entertaining marketing
aspects of the product is that the
blends are all given names from Bob
Marley hits… and the company's over-
all slogan, 'stir it up', comes from
another Marley song.

A proportion of all profits from Marley
Coffee UK will be given to support
Kicks for Cause, a foundation that aims
to build playable soccer fields and soc -
cer camps for children of the coffee-
producing communities around the
world, enriching their lives through
sport. 

"I have been chasing this coffee for
two years," the importer Guy Wilmot
told us. "It's gorgeous coffee - we think
that it will really excite the coffee mar-
ket as it's so different."

There are three blends named after
Bob Marley songs - One Love is
described as 'full of floral notes, reveal-
ing hints of blueberry, cocoa and spice,
and a profound cherry finish'.  The
Buffalo Soldier dark roast is said to be
'sweet, sultry, smoky and deliciously
smooth, with  dark chocolate and berry
undertones'. The Lively Up! is an

espresso blend, offering hints of cocoa,
candied fruit and sweet caramel. 

The blends sold in the UK will be
roasted here under contract by a very
well-established trade roasting house.
The European market will have a slight -
ly lighter roast than those sold in
America, and the Marley family has
been closely involved in creating the
right taste for the UK - Rohan Marley
has already said that his family have
always felt a particular affection for the
UK, as a place where his father experi -
enced considerable goodwill from fans.

In the UK, there will be several mar -
keting directions.  The importer already
has links with the likes of Selfridges
and Harrods, but on a more street-level
basis is creating a roadshow using a
Piaggio coffee cart carrying Marley
branding, which will be at the Notting
Hill Carnival, the One Love Reggae
Festival and other musical events. 

Marley’s reggae coffee
comes to the UK

Rohan Marley says his father always felt an affection for the UK

The Jamaican coffee farmed by Rohan Marley, son of the late reggae star Bob
Marley, is to be brought to the UK by Blue Mountain Coffee (Europe), the sis -
ter operation to Sea Island Coffees of London, the importer of rare and exot -
ic beans.

The general media has yet again
got itself in a tizzy over the size of
the coffee trade, and have yet again
reported figures suggesting that
the majority of the population
spends its life in coffee houses. 

This time, the media have taken up
a report from TGI, to report the finding
that '55 per cent of Britons go to cof -
fee shops'.  This follows the widely-
disbelieved figures once put out by a
major chain, which suggested that
twenty million of the population go to a
coffee shop once a week.

This magazine’s investigation with
the research house has shown a dif-
ferent picture. TGI has confirmed to
us that the figure of 55 per cent is
simply  those of the British consumers
questioned who have been in a coffee
shop over the past year.  

TGI does have a figure of those who
attend regularly, which is considerably
different – of 25,000 shoppers inter -
viewed, 13.3 per cent said that they
go to a coffee shop once a week. The
research house comments to us that,
taking into account the various qualifi -
cations to any such survey, this gives
the café sector the interesting possi -
bility of a regular target customer base
of approximately six million people. 

Trade footfall -
even more odd

statistics

It’s almost here!
Kaldi’s new and
sensational book
about this trade
will be launched
at the 
Caffe Culture
show. To order
in advance,
visit our
website, 
www.coffee-house.org.uk
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Most coffee houses which use
background music have some kind of
plan for the way they match the mood
of the music to the intended ambi -
ence of their cafes - but fortunately,
British cafes don't do so in the kind of
language used by the Coffee Bean &
Tea Leaf, a 269-strong chain from
California. According to its music sup-
plier, the Playlist Generation, your
café's choice of music is now to be
considered your 'sonic identity', no
less. This supplier uses 'a collective
of the best music minds who curate
customised music sets for world-
renowned brands, and analyse  every
song to ensure it is consistent with
the voice and energy of the brand'.
The soundtracks are, in accord with
standard theory, 'strategically corre -
lated with store traffic patterns' - that
is, faster music in the morning rush,
more medium-tempo later on. Your
Sonic Identity, says the supplier, will
'differentiate you from the generic
coffee-house sound'. That, respond-
ed a couple of British coffee-house
managers tersely, is what we all do
as a matter of course, all the time!

Following the tabloid frenzy that
accompanied the launch of singer
Peter Andre's first coffee shop, we
now learn that he is expanding to a
second site - plans have been sub -
mitted to Brighton and Hove City
Council to install signs for his New
York Coffee Club in a unit near the
city's clock tower in North Street.
However, it has been reported in the
local press that Andre’s first cafe has
scored one out of five on a local
authority hygiene rating - a
spokesman said that the problems
had been rectified the same day.

Café Coffee Day, the dominant café
chain in India, is reported to be plan-
ning a defensive strategy against the
imminent arrival of Starbucks in the
country.  Starbucks is working on a
joint venture with Tata Global
Beverages (the owner of Tetley), with
intentions to open 50 outlets by the
end of 2012.  Café Coffee Day is to
scale up its other premium coffee
chain, Square, as a direct competitor
to the American, and intends to have
one store each in the metros and key
cities. It has said that as it controls
sixty per cent of the coffee chain
business in India, it has a stronger
position in the negotiation of sites
than a newcomer business. Coffee
Day has a total of 1,285 stores and is
aiming for 2,000 outlets by 2015. In a
strategy which is probably unique to
its own country, the brand is to devel-
op coffee bars in sites of religious sig-
nificance, and has mapped a number
of likely sites. In a phrase equally
unlikely to be heard in the UK, the
marketing head said: "places of pil -
grimage are emerging as a potential
vertical opportunity for expansion."

Costa is already active in India;
Lavazza, which owns the Barista cof -
fee chain, has 160 stores and is also
planning to double its sites by 2015.

Japan's largest trading house,
Mitsubishi, has bought a one-fifth
stake in the Ipanema Coffee farm, a
60 sq.km plantation in Minas Gerais,
deep in Brazilian coffee country. This
is the company's second purchase in
the area, which it has said is 'strate-
gic to its plans'. 

Paddy Bishopp, of the Suffolk
roasters Paddy & Scott's, is the latest
from the coffee trade on a charity bike
ride. He is riding from John O'Groats
to Suffolk as part of a group of fathers
trying to raise £50,000 for the East
Anglian Children's Hospice and
Bowel Cancer Research. The group
is attempting to do the 700 miles in
eight days, finishing on Fathers' Day,
June 17th.

A Norwich barista has inadvertently
become a TV star and won a lot of
support for taking a stand against
customers who order from him while
speaking on their mobile phones -
Darren Groom of Little Red Roaster
put up a sign reading: "we are unable
to serve you coffee if you are on the
phone" and to his surprise, it attract -
ed coverage from regional and
national press and television.  Others
in the coffee trade have been sup -
portive, saying that customer service
etiquette does demand two-way com-
munication.

An interesting display of community
action has come from Adrian Jones,
who runs the Street cafes in south
London.  On reading of the possible
closure of the local Healthy Ageing
Cafés, which operate to support peo-
ple with dementia and their carers, he
has promised to employ all that café's
staff during the month of April, and
has set up a fund to support their
continuing work. "I have faith in those
of us who still want the best for our
old ones, and for these people with
dementia who have been abandoned,
and I trust that a permanent solution
will be found soon," he told us. The
fundraising campaign is called
"re:Generation", and a local pub has
already volunteered to get involved.

The Belvoir fruit farms have always
relied strongly on Britishness, and not
surprisingly, do so even more this
year. What is extremely surprising is
the brand's summer Queen's
Diamond Jubilee promotion, which
offers main prizes of 18-carat gold
and diamond pendants, and runner-
up prizes of silver elderflower neck -
laces, also with a diamond.  We
queried this – and in response to our
question 'is Belvoir really giving away
£17,000-worth of jewellery in a sim -
ple prize draw?', we received the
astonishing answer: 'yes'.

Never miss your copy of the trade’s fullest and best
news magazine - subscribe now!  You can keep up
with the news from Scoop Malone and Kaldi every
month with a guaranteed copy in the mail - great value
at just £25 for twelve issues.  Call 01326 - 311339. 

Are consumers willing to pay to learn about coffee?  This magazine has been to
several tastings which have been put on free of charge, and we were intrigued to
see that the Boston Tea Party chain put a £10 ticket price on its event for May 3rd.
The session invites consumers to learn the story from crop to cup while receiving
a guided tasting from the chain's head of coffee, Andrew Tucker, and David
Faulkner of Extract Coffee. 

The intention is for 'a great evening of discovery, to give guests a better insight
into what they're buying, and how to brew at home'. "We've pre-sold half the tick-
ets quite quickly," Andrew Tucker told us. "The price tag is to pay  for the samples
and Dave's time to roast them up - we're not just going to use stock coffees, more
a wider range of some of the finest microlots and Cup of Excellence coffees.
We're also laying on a few beers and nibbles afterwards so we all believe it to be
good value."

The managing director of Costa Coffee, John Derkach, is to leave at the
beginning of August - he will join the Tragus restaurant group, which holds
the brands Café Rouge, Bella Italia and Strada.  He has spent 17 years with
Whitbread. The new managing director will be Christopher Rogers, current-
ly group finance director. John Derkach commented to us a couple of years
back that he expected to be the last Costa MD not to have begun his career
as a barista.  Costa has not replied to the obvious question!

Someone has invented a street vending
machine which dispenses cupcakes on a 24-hour
basis. It is painted garish pink, and comes from
American cupcake bakery Sprinkles, which has
installed one in a similar manner to an ATM in
Beverley Hills, where it sells a thousand cupcakes
a day at $3.50 each.  The bakery has reportedly
said that they are looking for the perfect London
location and that a bakery with ATM-type machine
attached will open soon. Sprinkles says the cakes
are never more than a couple of hours old.

Costa to aim at home coffee drinkers?

The new boss is to oversee a five-
year growth plan to increase the size
of the business to 3,500 stores world -
wide, and 3,000 Costa Express
machines by 2016. 

Costa is already the UK's largest cof -
fee shop brand with almost 1400
stores and a further 800 units in 25
overseas markets, including China and
India.  

Speculation in the financial press
continues about the possibilities of a
Costa 'spin-off' from its owner,
Whitbread. 

The group's chief executive has
merely said that he is "completely
focussed on delivering Costa's growth
story for the benefit of Whitbread's
shareholders" – which, of course,
could mean either keeping the brand

or selling it!

Yet another curious Costa story has
cropped up in the marketing and
advertising media. It has been widely
reported that the brand is to launch an
'At Home' product range that will take
the name into supermarkets and
homes for the first time. 

The range, it is reported, will be part
of Costa's new Enterprise Unit, whose
chief is the coffee-house division's for-
mer marketing director Jim Slater, and
one report says that Costa has trade-
marked the At Home name. 

The curious aspect of the story is
that Costa's owner Whitbread has
issued a short statement to Coffee
House, saying: "We do not comment
on rumour and speculation in the mar-
ketplace."

Consumers happy to pay for tutored
coffee tastings, says Bostons 

This is not the first time that a coffee
machine has been designed to sit beside
the driver of a car, and indeed we think it
was Audi who offered one as an optional
accessory, but the specialist 'gadget' writ-
ers seem to be agreed that this is the best
one yet. It is from Handpresso, the
French company whose speciality is in
portable and hand-held espresso
machines. It is designed to sit in a car's
cup holder, with power coming from the
12V cigarette lighter socket. The coffee is
from a pod. Handpresso does of course
hopefully recommend that users pull over
before brewing, but several motoring writ-
ers have already talked of brewing during
traffic jams. The price is 149 euros.



It is rather appropriate that it is in
Seattle, the American home of coffee,
that someone has invented a way to
start an automatic coffee machine by
sending a text message from a
mobile phone. The head of a compa -
ny which develops texting, so that
messages can be read on a desktop
computer or any similar personal
device, decided to draw attention to
his work by programming a bean-to-
cup machine to respond to a text
message.  In time, the so-called
Textspresso program will be pub -
lished online for other developers to
follow.

In March, Cambridgeshire, council -
lors have approved an application for
a new 'upmarket, traditional English
coffee shop' in a former charity shop,
despite complaints from other traders
that the town has enough food busi -
nesses. Although some council offi -
cers complained that food outlets
would dominate the town centre, oth -
ers said they would not allow shops
to sit empty, a view which was
endorsed by two thirds of readers
who voted in a local paper poll. The
coffee house is to be opened by Tony
Kabaran, owner of the nearby Bridge
House Restaurant.   

It has been an interesting month for
thefts from coffee houses. In
Aberdeen, a six-foot ornamental ice-
cream cone was taken from the
Inversnecky beach café. It is worth
about £500. In Sunderland, thieves
took a candy-floss machine from the
Queens café. The local police made
the rather unusual appeal for anyone

being offered a candy-floss machine
to report it…

Illy is the latest big-brand coffee
company to produce a single-serve
espresso machine - the Cuisinart will
first be sold in the United States and
Canada next year.

A Costa Coffee shop in County
Cork had an unexpected visitor last
month - an elephant.  The animal had
escaped from keepers who were try-
ing to give it a bath, and headed for
the coffee shop, where it was cap -
tured - but not before causing the
customers some alarm.

Peros, the major distributor of
Fairtrade coffees and snacks to food -
service, has launched Eros Tea, a
range of Fairtrade organic bagged
teas to match its Eros coffee. A novel
feature of the range is the use of
'supersize' silk pyramid pouches for
use in larger cup sizes -  it is suggest-
ed that teas in the bigger pouches
probably have an infusion time of
under two minutes. An English
Breakfast, Earl Grey, green, pepper -
mint and red berries are available in
the bigger pouches.  The rest of the
range is chamomile, lemongrass, gin -
ger and citrus, elderflower and apri -
cot, vanilla chai, a decaf, and a white.

Mark Bailey and Marc Boylan of
Bailey's Caterers have had two
launches in Peterborough in quick
succession - the Bailey's sandwich
bar in Cowgate was opened by the
mayor, and followed by their 'tradi -
tional coffee house' in the newly-
refurbished Peterborough Museum.

The latest consumer campaign against Starbucks in the USA has come from
a completely unexpected direction - vegan groups have protested about the
brand's use of insect-derived colouring in its frappuccinos. The chief exec -
utive has appeared on national television to promise a re-think.

This new kind of table-top was designed
for the home, but could conceivably be
adapted for catering use. It comes from
designer Brandon Gore of Arizona, and
features built-in saucers to catch spillage.
It does, it is said, avoid the danger of cof -
fee-rings on a table surface. A curiosity of
this particular table is that the main top is
cast in composite concrete, which is this
designer's specialist material… but so far
as we can see, that's not essential!

Consumers complain about
insect colourings in drinks

It was one of Starbucks' own baris -
tas, himself a vegan, who noticed that
the company had started using
cochineal extract as a food dye in pink
or red products, including its strawber-
ries and cream frappuccinos and red
velvet whoopee pies. This colouring is
made from crushed insects, and the
barista reported the ingredient to a
vegan consumer body, which began a
petition in protest. 

Starbucks replied with the rather
unfortunate remark that the company
had chosen cochineal extract in
response to customers' requests for
more natural ingredients, and referred
to other wide uses of the colouring,
such as in lipstick. In response, the
American press had a field day – one
paper said: 'drinking bugs is unsettling
to many, no matter how ubiquitous it
might be'. 

Chief executive Howard Schultz
even went on national TV to promise to
reformulate the product again.

Meanwhile, a Canadian scientist
argued that an extract made of insects
is still a better option than synthetic
equivalents, and another Canadian
food writer said: "as a mother, I'd much
rather my kids be eating bugs than
chemical dyes."

In the UK, Jonathan Money of Cream
Supplies, one of several vegans in the
coffee-trade supply chain, told us: "I'm
opposed to using artificial colours, full
stop. But I'm surprised that  any frappe
mix has cochineal in it - it's much more
expensive than artificial dyes.

"What is often used as a red colour -
ing in food and drinks such as milk
shakes is made from petroleum - and
that is for sure not good for you!"

In America, the chain has come up
with another strange ingredient story,
although it is one the coffee trade has
come across before. This is the idea of
a green unroasted coffee extract to be
used in Starbucks Refresher fruit juice
beverages. 

The Notcutts garden centres are promoting coffee as garden fertiliser, at
£9.99 for a five-litre tub.  The grounds come
from Greencup, a coffee company which has
on several occasions claimed that 27,680
tonnes of coffee waste goes straight to landfill
every month in the UK (we have questioned
the figure in the past, but have been unable to
agree or disprove it).   Notcutts will sell Green
Cup organic fair-trade coffee in 18 of its
restaurants, Greencup vans will collect the
grounds, and return them as fertiliser pellets,
which include nitrogen, potassium and magne-
sium. Notcutts says the fertiliser encourages
strong root development, repels slugs, retains water and encourages insect
and microbial activity. 

Scientists in Cuba say they have discovered why tepid coffee beverages do
not taste as good as hot ones. 

It seems that human taste receptors are most sensitive to food molecules at
20c-35c (68-95F) and do not always register molecules outside this range. This
means that hot coffee at around 170 F may taste less bitter than tepid coffee
because at such a high temperature, human taste receptors are simply not sensi -
tive enough to recognise the bitterness of coffee.  

It’s a question of history, say the researchers – early man existed on foraged
berries and freshly-hunted meat, all of which was at around 30c, and that is why
human taste buds became most sensitive in that area, and they still are.  Hot or
iced coffee beverages are both outside that range, and so drinkers do not recog-
nise bitterness in them.  Other researchers have argued that the bitterness of
tepid coffee has more to do with smell than taste.  A 'taste perception scientist' at
Yale University says that hot coffee releases more aromatic compounds than
room-temperature coffee, so it has a greater chance of impacting taste. 

Scientists find why coffee is better hot
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After being given notice to quit,
Sarah Anderson and John Bastin of
More Than Coffee in the Hart
Shopping Centre, Fleet, have been
offered a different retail unit following
a thousand signatures on a petition to
their landlords, and the local MP say -
ing it was ‘a tragedy’ that one of the
town’s thriving businesses should be
turned out because of a better offer.
Sarah and John have now told us: "A
new tenant's proposal was a better
option on paper than ours, despite us
offering more rent and being an exist-
ing tenant. However, the landlords
have offered us a five-year lease on a
different unit which is considerably
larger and has far better prospects
long term. Fingers crossed!"

The man who holds the self-styled
title of 'coffee guy' in South Shields
has moved 300 yards away to allow
for a new development.  John Pringle
has sold Bar Franchi's café, a coffee
bar established in the mid-60s, to
allow for a modernisation programme
in which the west side of the market
place is to be demolished. He has
moved to Charleston's, a nineteenth-
century building. Mr Pringle started
by selling coffee from huts on station
platforms, and has an interest in the
Intermezzo coffee bar in Newcastle.

The Local Data Company, the
research house which specialises in
the state of Britain's high streets, has
reported that February saw the high-
est level of national shop vacancy on
record - 14.6 per cent. "This is struc -
tural change and not a temporary

blip," says the company's Matthew
Hopkinson. "The reality is that the
spend that once took place on the
high street is no longer there, and
something has to be done  to bring
spend back into our town centres.”
Local data says that of core towns,
the highest shop vacancy rate identi-
fied is Dudley at 32.4 per cent. The
highest number of actual vacant
shops can be found in Nottingham,
with 428. The core town showing the
greatest increase in vacancy is
Newcastle, and the greatest improve-
ment rate is in Brixton, London. LDC
has now published its Toolkit of
measures to be considered by town
managers in regeneration.

Amid current talk about the 'pasty
tax' as a result of the budget, there
has been an entertaining protest
about a similar increase in state tax
on hot meals in Rhode Island, USA.
Taking their cue from another notable
protest about taxes several hundred
years ago, the area's restaurateurs
donned tricorn hats and revolution-
era uniforms, carried antique military
weapons, and dumped thirty pounds
of tea into the Woonasquatucket
River.  Unlike the original Tea Party,
they wrapped the tea in a giant plas -
tic bag, and pulled it back out to
ensure that no litter or environmental
laws were broken. Their action was,
they said, a 'politically-correct tea-
dumping protest'.  Asked if tea were
an environmental hazard, a restaura-
teur replied not, because they had
used regular tea, not decaffeinated!

The latest council to try and creatively tackle the question of street café fur -
niture is Northumberland, which has published clearer guidelines for pave-
ment cafés. The authority says that it has made significant changes to pol -
icy to help traders take advantage of the positive effects a pavement café
can bring. 

The matter of 'saturation' has arisen again, with a quite astonishing story
from Edinburgh - it is reported that other traders are up in arms over a coun-
cil decision to grant Costa a change-of-use permission which, it is reported,
will result in fifty-eight coffee outlets within a single mile.

Northumberland promotes
pavement cafe seating 

Notably, the changes include
removal of the requirement for a
license for a new pavement café, for
planning permission, or for payment of
street furniture fees. The council will
give requirements on various issues
including litter control and the position -
ing of tables, and outdoor displays
such as used by florists and grocers. 

A councillor responsible for environ -
ment, said: "pavement cafes are
enjoyed by many people and we want
to ensure that these can continue to be
enjoyed, even though our priority must
be to keep our highways clear and
safe. The new guidelines make clear
the issues that must be adhered to, but
also take away some of the criteria

which may have discouraged some
cafes." 

However, the council still 'strongly
recommends' that café owners have
public liability insurance.

Cafe Black in Stamford has won per-
mission to place chairs and tables out -
side the front of the shop. The cafe's
licence ran out in July last year and the
council had refused to renew it, claim-
ing that the cafe had disregarded its
rules about external seating. 

The owners, Hannah Darby and Jim
Harding, have also been involved in
council disputes over planning permis-
sion for a canopy, and the positioning
of an expensive ice-cream fitment.

58 coffee shops to the mile?

The Morningside area traders asso -
ciation had objected strongly to the
application, and said that they had
hoped to see the local authority take a
stand against the national chain, but
later described the decision as
'inevitable'. One local coffee shop
owner, Val Mcleod of Cafe Blush, told
the local paper that customers had
shown their concern about the area
becoming 'just like any other high
street'.

A councillor says that the Edinburgh
council is seeking a change in the law
so that big chains cannot take over
independent shops without first obtain -

ing change-of-use permission. 

Lockey Farm in Wokingham has
overcome a council refusal to allow
farmer Graham Adams to build a café
as part of his farm business. His local
authority turned down his plan on the
grounds that there was insufficient
information about the need for his farm
to diversify - he successfully re-applied
on the grounds that by turning the farm
into a 'destination', where families
could watch a farm in operation, see
the animals, try produce in the cafe
and then buy it in the farm shop, he
would create four jobs and support
local suppliers.

It is fashionable in some coffee houses to not offer any
sugar on the premises at all - mainly on the insistence that
coffee should be drunk natural, but also from a dislike of
processed sugars.  An interesting alternative to everyday
sugar has now been produced by the wholesaler Cream
Supplies - it is organic coconut sugar, which is low-glycemic
and is said not to cause the energy crash associated with
sugar or honey. It is made from the sap of coconut sugar
blossoms hand-harvested in Indonesian coconut groves.

There have been several reports about Starbucks in the business property
papers - one says the chain is to trim its central London estate by placing a 16-
strong package of sites on the market, as it looks to reduce its rent bill. The group
is reported to have appointed CBRE to sell the leasehold sites, which include
sites in Wigmore Street, Villiers Street, Baker Street and two units on the King's
Road. Prices for the sites range from £32,500 to £206,000. 

Another report says that Starbucks has put the leases of its three Oxford Street
shops on the market, and will close them when it finds buyers. The move is part
of Starbucks' plans to concentrate on locations off the main streets of the capital,
in search of more upmarket, and cheaper, venues. 

The chain told the London Evening Standard: "Fourteen years ago when we
came to the UK, we needed to be on Oxford Street to build our brand,  but now
people know us we don't need to be there."

Starbucks to leave prestige sites?
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In a busy Easter week for company acquisitions, the German group WMF
agreed terms to buy the Italian machine-maker CMA, and the American take -
away cup maker Dart announced that it would buy the Solo Cup company,
which has a big presence in the UK.

A surprising reason for the increase in the popularity of afternoon tea,
which sells at astronomical prices in the ritzy hotels, may be because other
consumers see it as a cost-effective middle-of-the-day meal. The idea
comes from Ffres, an organisation which works to develop the food tourism
sector in South West Wales, and which has been investigating why cafés
across Carmarthenshire are reporting increased trade in afternoon tea.

WMF to buy CMA, and
Dart to buy Solo

The German group WMF’s purchase
of Italian manufacturer CMA Spa,
which involves the machine brands
Astoria and Wega, is reported to be for
around 35 million euros.

In the UK, WMF is about to launch
Active Milk, which is a system that will
allow both hot and chilled milk-based
drinks from the same bean-to-cup
machine.  This involves a different kind
of milk preparation, using a pump and
then steam injection.  

Meanwhile, one of the world's giant
paper cup makers, Solo, will go to the
Dart Container Corporation for about
$315 million and  $700 million in debt. 

The two are known for different spe-
cialities – Dart does not have a high
profile in the UK, because it’s main
work is in foam cups, traditionally more
common in the USA. 

Dart is extremely active in the pro -
motion of this format, arguing better
environmental values and better heat-
retention.  Dart recently opened what it
says is the first depot in the UK to
accept polystyrene foam foodservice
containers for recycling.

Solo Cup is currently owned by a pri-
vate-equity firm, has international
sales of about $1.6 billion, and in the
UK is an active advocate of imagina -

tive message printing on takeaway
cups.

Tony Waters, managing director of
Solo in Europe, said that it is a benefit
for Solo to return to family-owned
roots.  His new ultimate employer,
Robert Dart, followed this by saying
that unlike publicly-traded companies,
where short-term results are of most
interest to investors, his privately-held
company has the time to make more
considered long-term decisions, which
is what he will do with Solo.

Economics are behind the growth in
afternoon tea, says food group

"Our members tell us that people are
choosing afternoon tea a lot more, as
opposed to lunch and dinner," says the
organisation. "The difficult economic
situation means that many people are
choosing an afternoon tea as a more
affordable treat.” 

The logic behind this, according to
the organisation's tea-room members,
is that the expense of eating out in the
evenings is now such that customers
are increasingly choosing to opt for a
relatively cheaper afternoon meal
instead.  In the case of independent
tea-rooms, this makes rather more
sense than it does when thinking of
afternoon tea at the prices of the top
London hotels, who charge £28-£70
for a sitting. 

The result, says Ffres, is that inde -
pendent cafes now have a platform on
which to promote their points of differ -
ence.

"Unlike coffee shops,  there are no
high street tea chains,  which means
tea rooms can express their individual -
ity and offer customers something dif-
ferent,” said a spokesman.

According to a Ffres member, the
Quayside Tearoom at Lawrenny, the

ideal afternoon tea now features a
'small and unfussy menu', that never
goes out of fashion, appeals to all
ages, and as such, produces a high
level of return trade. 

Meanwhile The Willis museum,
Basingstoke, is hosting an exhibition
on the history of tea until May 23rd.
The exhibition explores tea trading,
smuggling, blending and tasting with
some extremely rare items on show -
one very old tea bag from the very
early days of the concept, just over a
century ago, a huge copper tea urn
from 1800 loaned by the family of
actress Helena Bonham Carter, and a
Twinings delivery tricycle from 1885.

Lancashire Tea has created a new
brand called The Nation's Tea, which
will raise money for the forces charity
SSAFA with every pack sold. The
product comes in a pack featuring the
union flag prominently. 

Sheldon Flax, the founder of the
Italian Beverage Company and
owner of the Simply brand of
syrups, frappes and shakes, has
expanded to the USA – he has
opened IBC Simply North America,
with an office in Boca Raton,
Florida. The new company will be at
four big American expos in the next
few months.

"We will be focussing on the core
ranges that we manufacture in the
UK," he told Coffee House .
"Smoothies, frappe powders and liq-
uids, milkshakes, syrups, hot choco-
late, sauces and chai."  The Simply
range already  exports to Europe,
the middle and far east.
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An unexpected aspect to the Beverage Standards Association awards this
year is a section dealing with the environmental credentials of the cafes who
enter - contestants will be invited to give details of how they deal with the
various kinds of waste which occur in the trade, from cardboard and glass
to metal and food waste.  At exactly the same time, by helpful coincidence,
Darren Gardiner of the Ground coffee-bar chain in Northern Ireland has
been telling Coffee House that he has recently launched his own waste-
recycling campaign.  

The Douwe Egberts brand has suggested that a vast amount of British con -
sumers avoid purchasing ground coffee because they do not know how to
brew it at home. 

In launching its i-phone 'app' about cafetiere coffee brewing, the brand commis-
sioned research among 2,000 consumers about their home drinking habits, and
discovered that 42 per cent of those questioned avoid purchasing ground coffee
because of their lack of confidence over how to properly prepare it at home. One
in three, directly asked if they knew how to use a cafetiere, replied in the negative
- they did not know what dosage to use, what brewing time, and 38 per cent even
said the process is 'over-complicated'.   

Perhaps over-complicating the subject themselves and in danger of reaching
into the 'silly statistics' area, the brand then went on to claim that if British con -
sumers learned to use cafetieres, they could save themselves £15,601 in lifetime
spend in coffee houses.

In more useful and practical mode, the Douwe Egberts app offers tailored brew-
ing directions to meet multiple taste, strength and cafetière size preferences. It
also features an integrated timer that alerts the user when to use the plunger!

The old newspaper office in
Brixham has become a coffee house
- Millie and Me is run by Sophie
Bower and named after her daughter. 

Smart Lid, the disposable colour-
changing coffee lid, now has a British
distributor, Smart Lid UK Ltd. The
product is the one in which the lid
changes in colour according to the
heat of the beverage inside.  

Sam Prescott, owner of the Tea
Rose in Southport, will undertake a
350km charity bike ride in India for
women's cancer charities. She will
join various celebrities on the Women
v Cancer ride in October. She is
already halfway to her target of
£2,800.

Euphorium, a collection of artisan
bakeries and cafés in London, is
planning a series of coffee tasting
events to promote its use of Kimbo
coffee, which it introduced in March.
Its biggest promotion will be in its new
Threadneedle Street shop this
Summer, where a branded Kimbo
espresso bar will open on the mezza-
nine level. 

An interesting previous life exis -
tence for Nino Pajovic, who runs the
Café Le Mondé in Ayr - he used to
play football for Red Star Belgrade.

A floating café has been 'launched'
in Devon - it is the Café On The
Barge, run by Jason Bevan on the
River Torridge at Bideford. The owner
is hoping for a considerable summer
afternoon-tea trade.

Sales of Utz Certified coffee
increased by 12 percent in 2011,
making the programme the largest
worldwide label for sustainable coffee
farming, the organisation has
claimed. The year's business was
136,752 tonnes. Sales of Utz-certi -
fied tea increased by more than half
last year, and sales of sustainably
produced cocoa went up by 150 per
cent.

The promoters of the Unreal City

Tours in London are looking for a cof -
fee house or roaster to work with
them on brewing coffee in the eigh -
teenth-century style, to be given to
customers on their walking tour of
historic coffee house sites.  Given the
popularity of these tours, say the
organisers, they are also seeking to
work with a roaster on developing an
Unreal City brand of coffee.

Mozzo Coffee, founded by Grant
Lang, the man who created the
world's first solar and wind powered
art-covered coffee cart, has now
opened a roaster-retailer café in
Southampton. The site at Bedford
Place is intended to showcase
Mozzo's products to potential trade
customers in Hampshire.

National Vegetarian Week runs
from May 21-27, and the Vegetarian
Society says it has free poster packs
available for those who want to pro -
mote it. Details: 0161 925 2000.

The local paper in Enfield says that
adventure playground company Go
Ape has won the council contract to
run the café in Trent Park, beating 20
other bidders - the campaign group
True Friends of Trent Park raised a
petition signed by 2,400 people call -
ing for the people who had run the
building for 30 years to be left in
charge, but the local paper says that
the successful incomers bid approxi -
mately £35,000 a year to run it.

The owners of the Flirt café bars in
Bournemouth, who have just opened
their second site, Little Flirt, turn out
to have an interesting track record -
they are Rob Hazell and Peter
Moody, who founded the ShakeAway
milkshake chain. The pair had previ -
ously been  café owners in the town
when they had the idea for what was
to become a giant shake chain,
reaching a £6 million turnover at its
peak, but they left when the business
went into administration in 2011.
Shakes remain a major feature of the
new business. 

Waste-recycling is worth all the
hassle, says Belfast cafe boss

"It's been a real challenge and if I'm
honest, a lot of hassle," he said. "But
we think its worth it.  

"We were looking at ways to improve
our 'green credentials', and we tried to
work with many, many people with very
little success – it seemed that no one
was recycling commercial waste. 

"We were particularly interested in
finding somewhere that we could recy-
cle our milk cartons and cardboard.
Milk cartons make up a huge part of
our waste and in busy sites we literally
had bin liners full of them every day. 

"Now, a local recycling company col -
lects our plastics and cardboard, and
as a result we have cut down our gen -
eral waste by about 40 per cent. As the
cost of general waste collection esca -
lates it makes financial sense, and
being able to say to our customers that
we recycle all our cardboard and plas -
tics is also a great marketing tool. This
is just another example of how inde -
pendents can lead the field in our
industry!"

A constant problem, he acknowl -
edges, is takeaway cups.

"We live in a disposable age where
despite our best efforts the majority of
people will still order food and drink in
disposable throwaway packaging and
not give much thought to where it ends
up. There are many suppliers out there
offering good solid products that are
either biodegradable, compostable or
reusable, but I know in our market that
only a very small percentage of our
customers will accept the sometimes
considerable price increase associat -
ed with us using these products over
our standard generic packaging. 

"You can of course offer incentives to

customers who come in with their own
KeepCup, but this incentive is general-
ly a discount that is roughly equal to
the cost of the take away cup, lid and
sleeve. Only if the incentive offered is
considerable, and bold enough to actu-
ally change a customer's drinking
habits will we see an upsurge in cus -
tomers bringing in their own cup. 

"Many of us use our takeaway cups
as a branding and promotional tool,
and so we want to see them on the
high street, and this puts the industry
in a difficult situation."

Some suppliers, probably most
notably Vegware, are working on ideas
to help cafes in the correct disposal of
food waste. 

"Our focus has been different," says
Darren Gardiner. "We have focused on
cutting down our food waste both
behind the scenes and front-of-house.
We are proactive in ensuring that our
stock control systems are robust and
accurate and that we have food waste
at a minimum. We have also looked at
portion control, and looked at what
products were generating waste. It is
fair to say that we now see little food
waste coming back into the kitchen
from customers."

Ground is in Coleraine, Portrush,
Ballymoney, Ballymena, Belfast, has a
store within Waterstone's in Belfast
and a store within Next in Belfast. A
new store should be open before July. 

Vegware, whose Food Waste
Network initiative helps any catering
business in the UK find its best food
waste recycling services, has been
named Green Company of the Year at
the Edinburgh Chamber of Commerce
Awards.

As well as public coffee shop
space, he has devised a 'co-working
space' offering workstations and
meeting rooms, as a practical work -
ing environment for micro-business
people and freelancers who do not
need a conventional office.  It will sell
Has Bean coffees, and has a filter
brew-bar.

Elsewhere, Café Society in
Huddersfield is to host a new month-
ly networking event for local busi -
nesses. The group, called Coffee and
Cake, reports thirty businesses sign-
ing up almost immediately.

An American organisation for free-

lancers says that there is now some
science to back up opinions about
the desirability of coffee shops as a
workplace. The Journal of Consumer
Research set participants a range of
mental exercises at three different
noise levels. Those working at 70
decibels, roughly coffee-shop ambi -
ent noise, scored highest.  

By contrast, an agency renting out
office space (thus with a vested inter -
est!) cites other research allegedly
proving that 87 of workers 'think
twice' about trying to work in a coffee
shop, with half of them giving ambi -
ent noise as their main reason.

More coffee shops are working to attract their local business communi -
ties – the Matthews Yard coffee shop in Croydon has now been opened
by Saif Bonar, who says he was inspired by last year's riots to offer 'the
best coffee in South London in a business-friendly venue'. He has said
that Croydon received so much bad publicity at the time, that he wanted
to show that it is an area where local businesses can thrive. 

Coffee shops promote working space

British drinkers cannot work out the
cafetiere, says Douwe Egberts
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In their role with La Spaziale, the two
have been strong advocates of high-
tech equipment for artisan espresso
making – Steve Penk was a prime
mover in the resurgence of the UK
barista championships, and indeed sat
on the board of the world event.

Asked by Coffee House magazine
whether it was not a curious thing for
such a vocal advocate of manual
barista skills to take on a range of
super-automatic machines, he told us
that he had been ‘astounded' by the
quality of the Cafina machine from
Melitta, as a result of which he could
see promising new business directions
for his existing distributor network. 

"At first, I asked myself the same
question!" he told us. "When the first
offer from Melitta came, we just
thanked them politely for their interest
in us. It was a long time before we took
note of what modern super-automatics
can do, and when we did we were
truly astounded by the quality."

He turned to the opinion that in the
wider coffee scene, super-automatics
will come to play a bigger role. 

"We traditional espresso machine
suppliers are caught between the
skilled barista sector and the wider cof -
fee trade, which wants reliability in a
world where baristas come and go.
They do so because they are paid min-
imum wage, for which they might as
well go and wash cars. This is a frus -

tration we have had for years!”

The trade’s suppliers may, therefore,
accept that they will not persuade a
certain sector of the trade to take
human barista training seriously, and
so the best alternative course may be
to turn them to super-autos... but only
high-quality ones.

“The market is now beginning to
realise that in the automatic sector,
you get what you pay for,” says Penk.
“People have bought relatively cheap
and cheerful automatics for too long,
and indeed some people have become
scared of them. 

“Many operators are now beginning
to think that it is time to move up to a
machine with better build quality, and I
will argue that other automatics can't
do the same job as the Cafina in a
month of Sundays. We are now talking
of machines that have done 100,000
coffees between Christmas and
Easter, and I have seen one which has
done four million coffees in four years.
That's not a bad performance!”

Super autos will now come into the
mainstream sector, he argues.

“The contract caterers know of these
machines, but Melitta has no business
with coffee roasters or wholesalers. I
know what they want from an automat-
ic machine - I think I can now offer
those people new and additional busi -
ness, over and above the opportunities
we brought them before.“

It is not long ago that a Mintel report
said customers are fed up with soft
drink prices in out-of-home situa -
tions. Eight out of ten wanted
healthier soft drinks and many
resent paying high prices for poor
quality products.  Sixty per cent of
them said they resented paying so
much for soft drinks when they
know they can get it much cheaper
in supermarkets.

The consequence, say the soft
drinks makers, is that what encour -
ages consumers to keep buying soft
drinks, and paying a decent price for
them, is innovation in quality.  Or at
least, create an attention-getting 'rea -
son to buy'.

Typically, Bensons Totally Fruity is
now promoting the fact that it is the
first apple juice supplier to become
Red Tractor certified. This is the badge
which guarantees that all the apples
used in their juices are sourced from
certified British suppliers. This and the
Union flag on the logo, says Jeremy
Benson, make a difference which
means something to customers.

(The Red Tractor organisation has
also said that it opens up a whole new
area of activity for their Mark, too).

At Breckland Orchard, company
boss Claire Martinsen says that con -
sumers expect to see new ideas, but at
the same time like the reference-point
of something familiar. This is why she
created the theme of 'posh pop', using
new interpretations of familiar drinks.
This year's launch is cream soda with
a dash of rhubarb, a combination
which she says gives a result of
'creamy vanilla notes'. The same theo -
ry is behind her ginger beer with chilli.

Because of the various events on
this year, says Claire, this is going to
be the summer of the great British
drink revival, and so it is going to be
well worth the effort to put some activ-
ity behind the promotion of drinks, ide -
ally with their Britishness and with
effort on taste descriptions.

Mintel did give evidence that more
people would drink soft drinks, and
would pay more for them, if there were
a stronger proposition behind them,
notes Claire. And, indeed, that the
market could grow by 25 per cent if the
selling were done better. That means it
makes sense to look at the offering,
and the target market –  customers are
bored with run-of-the-mill soft drinks,
so it is worth rotating the offering, real -
ising that a good offering of soft drinks
will attract more female consumers,

and include ‘descriptors’ which
express some pride in a good product,
such as  'zingy ginger beer with chilli,
made with Norfolk spring water'. Your
customers really will thank you for not
sticking with the standard offerings,
she suggests.

The interest in organic products is
still alive in soft drinks, says Marvin
Henshaw from Pago, which has
launched an organic cloudy apple
juice, in which ten varieties of apple
are used. 

Sustainability and a healthy eco-
friendly lifestyle rank highly in buyers
of soft drinks, says Pago, so there are
attributes which must be stressed at
point of sale - freshness, freedom from
additives, and organic qualities.
Stress, says Pago, that organic juice
means no compromise on quality.

Pago also has a new ginger and cit -
rus flavour, and says it has achieved a
balance of spices, tartness, fruitiness
and sweetness which will complement
Chinese and Thai foods. 

"Ginger is enjoying a big resur -
gence," says Henshaw. "This natural
citrus fruit flavour has a lovely under-
stated ginger kick. It's a complement to
Chinese and Thai foods, and to tart
fruits such as citrus and rhubarb.

"We're determined to encourage out -
lets to be more adventurous in offering
'juice of the month', matching juice
flavours with food, and creating some
theatre around the premium juice offer.
We're finding that consumers do love
choice and innovation."

The aspect of this which
has raised eyebrows among
British coffee importers is
over what Colombia will do
with the coffee – re-export
it?  Even if it were used
internally to make instant
coffee, what identity would
go on that? 

"I could hardly believe it,"
came a response to our
question from Steve Hurst
of Mercanta, the speciality
importers.  "There is always talk at our
office in Colombia that plenty of
Ecuadorian coffee is coming in there
under the radar – it’s a poorly kept
secret. Colombia's own crop these
days seems closer to 8 million than the
11 million it used to be, and Peru could
easily provide raw material cheaper
than Colombia produce themselves. 

"The astonishing thing about this
report is the blasé manner in which it
was delivered and the apparent lack of
recognition of the significance of it.

“Colombia always stoutly
defends the purity of its
Juan Valdez trademark,
which has taken decades
to establish, and they will
hardly want it jeopardised
with the potential claim
that the coffee is really
from Peru!  

“I would imagine the
source of this report,
claiming that Colombia is
the biggest buyer of Peru

coffee after the USA, will now be
sought by the Colombians for making
the information public. What irony,
were Colombia’s reputation to become
watered down with the belief that
some of the coffee is really from Peru!"

Peru, which is the world's fifth-
largest coffee producer, is already
planning to double the amount of farm-
land given over to coffee. "We have
the land, we have the markets, so the
sky's the limit," said a Peruvian coffee
trade official.

Super-autos have enormous
potential, say espresso men

A quite intriguing situation in the super-automatic espresso machine sector
has arisen, with the British operation of Melitta now coming under the con -
trol of Chris Glossop and Steve Penk, who are also the directors of La
Spaziale UK and Mahlkoenig UK.

Colombia tops up with Peruvian beans
Colombia, the world's second-largest producer of Arabica coffee, has
almost trebled its purchases of Peruvian coffee to make up for a decline in
its own harvests this year.  The Peruvian chamber of commerce has report -
ed that Colombia bought 99,581 sixty-kilo bags during February. 

The Juan Valdez
promotional image
- but whose coffee

is he drinking?

Innovation is
keeping the
soft drinks
sector up
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At exactly the same time that some enthusiasts
are claiming that London is the most exciting
coffee-bar scene in the world, an opposing view
has come from a respected voice, saying that
the capital's coffee scene needs to grow up. 

In a remarkable presentation at this year's Tamper
Tantrum get-together in Dublin, an extremely
respected person on the London coffee scene
voiced the startling opinion that the capital, although
very recently described as having become the
world's centre of speciality coffee, may have
'stalled'.

Tamper Tantrum is the occasional get-together of
baristas and roasters, organised by Steve Leighton
of Has Bean in Stafford and the Dublin barista
champion Colin Harmon. The speakers are  all
respected operators in coffee, speaking to their
peers on matters of mutual trade interest.

The speaker who shook the audience was Tim
Styles, known for his work with many extremely
respected organisations, notably Climpsons and St
Ali in London, and Intelligentsia in America. 

He very cleverly wrong-footed his audience,
opening his talk by reading out what appeared to be
a fairly standard history of the modern coffee-house
scene in London, name-checking all the expected
top cafes and roasters who have led the progress. It
was pretty much the kind of respectful but unhelpful
speech that big-brand marketing managers read out
at trade events, and his audience were surprised
that he was not saying anything much of note.

It turned out that this was quite deliberate,
because at the end, there was a sting in the tail.

"So what's the problem?" he asked. "The problem
is that this is my diary, and it was written two years
ago! And since 2010, it's my opinion that the once-
terrific forward momentum has slowed to a crawl.

"We seem to have unrelenting openings of carbon
copies – same coffee, same suppliers, same
machines. We used to laugh at the uniformity of the
chains, and guess what? We are now the new
chains!"

Worse, he went on, the trade's progress has got
bogged down in a sea of self-congratulation. The
fans of a cool London scene have got too used to
raving about everything, when it is possible that in a
scene which has seen an explosion of bandwagon-
jumping new cafes, not all the capital’s coffee is that
good.

"We have become an industry of keyboard war -
riors in a frenzy of mutual Twitter congratulation. We
see coffee which is appalling, yet is applauded by
the great majority of people on Twitter. 

“According to Twitter, there is no bad coffee in our
world. Every cup they've just had is better than the
last cup... and this cannot be true!

“I want to put my hand up and say: 'no!'”

We must stop this mutual back-slapping and
regain the plot, he said. 

"We have lost the ideals. We have lost the ability
to take honest feedback and that worries me. We
need to be able to take critical feedback and use it
to improve. To move forward, we need to grow up!

"London people have become introspective - 'this
is the greatest', and that's it. We do have great wine
shops, cheese shops, micro-breweries, all quality-
driven and coming up with great handcrafted things.

"But if, in the middle of all this, the coffee sector
has stalled… then that is really scary."

It was noticeable that while his comments sur -
prised his audience, there was no disagreement.
One questioner said that he too is bored with what
is happening in London, and that it is quite likely that
the active coffee scene in the provinces may need
to kick-start London back into motion.

Tantrum organiser Steve Leighton told Coffee
House later he thought it very obvious that the
London scene had either stalled or was at least
'consolidating'. His co-organiser Colin Harmon
wrote after the event that he agreed with Styles'
demand for the trade to accept critical feedback, not
just praise. 

"Negative feedback is gold dust," wrote Harmon.
"It  points out where we're not communicating effec -
tively. If a customer thinks your filter coffee takes too
long, your milk isn't hot enough, your roast is too
dark/light or any other common 'speciality coffee
gripe', then maybe you should be communicating
your reasons better rather than just dismissing their
opinions."

After the event, Styles himself wrote that he was
'delighted to have voiced some concerns over the
homogeneity of London's coffee'.

Was he really expressing something which others
have been thinking, and is he simply the first to
stand up in public and criticise London's coffee
scene?  

"I'm sure that I'm not the first person to think that
things in London aren't as exciting or innovative as
they once were," he told us, "but it does seem that
not too many people have given voice to their
thoughts."

This magazine put the subject to many other
respected coffee-house operators, both in London
and around the country, and received some
extremely well-considered responses. What was
common to all is that every single one was pleased
that the subject had been raised. 

"I agree," said Simon Jenner of Urban Coffee in
Birmingham. "Just twelve months ago we were vis-
iting London to check for new ideas, but I was down
last month and visited some new places and they
look like all the others. I think those outside London
are now leading the way because we have less to
copy – so we just go ahead and try new things."

London’s
coffee-bar

scene -
best in the

world, 
or going
nowhere?
A challenge to the

status of the capital’s
coffee sector came in

this year’s 
Tamper Tantrums
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What do the provincial businesses do that London
could learn from? At Boston Tea Party, the well-
regarded south-western chain, Andrew Tucker put
forward a thoughtful response.

"We all peer in to London to see what's happen -
ing. And London has undoubtedly provided a great
deal of inspiration for us all, but I would say that a
vast amount of what is seen as 'London' innovation
is in fact down to two or three businesses –
Monmouth, Flat White and maybe most significantly
the Square Mile roastery. The rest comes from the
incredible size, concentration and diversity of the
general public there.

"As 'rural' operators, we have a responsibility to
carve our own identities according to our surround-
ings and make our own micro-industries. This can
be said of other big cities around the world too -
Melbourne, Oslo and Vancouver all have differing
coffee cultures and so, on a smaller scale, Bristol,
Cornwall, Bath and Leeds have subtle differences.

"The danger of  trying to follow what's happening
in London is that we forget what our own customers
want, which defeats the object of being in this busi -
ness in the first place. At Bostons, we are trying to
innovate and evolve, but we must manage this with-
out alienating or excluding customers – it would be
pointless to offer a weekly changing Cup of
Excellence coffee menu brewed on
siphons in our Honiton store, for the
simple fact that almost every single
person that walks through the door
would be unlikely to want it.

"Our cafes are used very much by
regulars – we have become a 'com-
munity cafe' (excuse the cheesy
term!)  and our USP has always
been our large food offering which
many London cafes don't offer. 

“I believe food is a major way in
which the London cafes can expand
further, and in this regard a lot of
inspiration can be taken from what's
going on out of London. Take Relish
(Wadebridge), ourselves, Jika Jika
(Bath), and Opposite Cafe (Leeds)
as examples. All offer a big food
offering that fits the local demo -
graphic while working to a common coffee goal.

"I think the most recent London additions have all
recognised the significance of food, and they're
breaking away ever-so-slightly from certain trends
by doing so.”

Where London might have ‘stalled’, he suggested,
is in the narrowness of staff selection.

"Many of our staff do not come from a coffee back-
ground and our training is often their first exposure
to good coffee and best practice.  We work hard at
embracing their differing personalities, because that
creates the environment in our stores.

“This is quite different to the way London cafes
recruit. Most of them all seem to recruit experienced
baristas and the result is a fairly homogenised
staffing. For the most part, they're good, but this
does add to the general uniformity.”

At Pumphreys in the north-east, Stuart Lee Archer
put the perspective that after such momentous
development, any slowdown in London would feel
like stagnation.

"Anyone who has been watching the London
scene develop over the last five years can't fail to be
impressed with the ridiculous rate of quality
improvement – by comparison with the previous ten
years the change was astronomical. Anyone who
has only worked in that environment in that period
can only see that as the norm. 

"The provinces are improving at similar rates to
London of three years ago - the chances of getting

a great cup of coffee in Newcastle have gone from
zero to quite good in a matter of months. If the
renewed vigour and momentum of the provinces
can be piggy-backed by London, we will see them
regain some momentum of their own. 

"I think areas like service, in which I believe
London can go a long way to improving, are areas
in which the provinces may be naturally better."

In London, Peter Dore Smith of the well-respected
Kaffeine business took very much the same view –
such considerable progress is difficult to maintain
for ever.

"I agree that there are a lot of coffee shops in
London that follow the same formula. But when I
went home at Christmas 2010, my experience was
that many of the places there are also the same! 

"The industry in London has come on an incredi -
ble amount.  I think that's a great achievement, but
it means that it will take a very special person or
company to come up with something new and differ -
ent that will change the scene again."

At Dose Espresso, another well-regarded London
name, James Phillips invited critics to look a little
deeper into the business of the London scene and
the way it developed.

"I agree that there is a proliferation of cafes that
follow certain design themes, and to
an out-of-towner, a lot may appear
to be from the same stable – but I
think that to say that we're all
'chains' or to make generalisations
is to ignore the 'why'. 

"Most of us started on shoestring
budgets that necessitated economi -
cal and functional fit-outs. We
designed to fit similar ranges of
equipment and we focussed on the
quality of our product, rather than
spending buckets of money on
flashy interiors and marketing indif-
ferent coffee."

However, he added, this concen -
tration on quality over appearance,
while it may have resulted in a lot of
similar-looking venues, has also
provided a businesslike bedrock

which bodes well for the survival of those who led
the progress, against new bandwagon-jumping
arrivals.

"Recently, London has become an attractive place
to invest in the coffee business, evidenced by well-
moneyed businesses planting their flags. A clever
business plan by an experienced coffee warrior can
now probably attract investors who simply would not
have given a coffee business a second look three
years ago.

"Fortunately, the bar was set high early on. Unlike
trendy cafes and roasteries that are about style over
substance, we in London began with a few dedicat -
ed proprietors who knew from experience that roast-
ing is an expert field in its own right, and best left to
those who devote themselves to it. So we do now
have a few cafe-roasteries arriving, but they come
to London knowing full well that the bar is already
quite high.

"I think that the expansion will continue for anoth -
er year or three, and then a Darwinian effect will
kick-in. Those places that are just riding the wave
will begin to die off as consumers become more
savvy to the quality of their coffee, and their busi -
ness owners and managers become pushed to
improve their offerings.

"I think that amongst all this 'sameness',  possibly
obscured by it, there is still a drive for originality
and, crucially, there is still the money, that will
ensure London as the coffee capital of the UK for
the foreseeable future."

“If the coffee
sector has stalled…

then that is really
scary."

- Tim Styles 
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For the second year running, the
curiously-named 'cold hot drinks'
sector saw the highest growth in the
soft-drinks business. According to
the Britvic report, this sector was up
45 per cent by value and 24 per cent
by volume in 2011, which was a per -
fectly impressive result even though
it did not match the increase of 2010
- but that was a big year, and repeat-
ing that performance was not
expected.

There are two forms of 'cold hot
drink' - essentially, the tea part and the
coffee part. The chilled coffee sector
has been dominated by novelty iced
and milky products, but has not
achieved any serious speciality status.
By contrast, the iced tea sector has
aroused increasing enthusiasm as a
division of the market which allows for
imagination, skill, and good margins.

However, that enthusiasm has not
spread to all parts of the beverage
trade, partly because iced teas are
thought to be complicated, and partly
because it is assumed the British mar-
ket has no taste for them.

As Whittard, no less, has pointed out,
iced tea is one of the most refreshing
drinks and one of the best thirst-
quenchers around, yet has never been
commonplace in the UK. Yet, interest
in it is growing.

There are several ways to make iced
tea - what Whittard calls the 'cold
method' is the one in which tea is left in
a jug in the fridge overnight. The 'hot
method' is brewed in a teapot, and
then put in the fridge. A third method is
delightful, but impractical for the UK - it
is the American 'sun method', in which

the southern-states drinkers leave the
jug on the back porch for several hours
to brew in the sun!

Any tea can be iced but Whittard
suggests that green gunpowder gives
a light, mild and refreshing result, while
Darjeeling, the champagne of teas,
gives a crisp, light golden colour with
crisp meadow aroma. 

Rooibos and honeybush are natural-
ly sweet and caffeine free, and chill
well. 

It is these last two that give the real
clue to the modern market, say the
team at Teapigs. The relatively recent
arrival of a vast number of fruit and

herbal blends in large bags has made
a variety of iced teas immediately
available.

To what extent is iced tea now
acceptable to the public? Do we really
have an actual movement, or is it still
tea sales people hoping to 'talk up' a
trend?  

"The British experience of iced tea
from holidays abroad has been a sug-
ary, artificial drink that hasn't been any-
where near a real tea leaf," says
Teapigs. "Having said that, the last few
years has brought about a real, definite
movement towards 'iced hot' bever -
ages in general during the summer
months. We're receiving increasingly
positive feedback from independent
cafes who are serving iced teas." 

What, then, is a realistic and practi -
cal iced tea menu?

"Cafes often shy away from adding
iced tea to their menus because they
think it involves a lot of hassle," agrees
Teapigs. "Do you have to make it up in
advance and brew overnight? Do you
add sugar, lemon, cordial? 

"The reality is that if you use really
good quality, whole leaf teas, it takes
just a few minutes to make up a jug of
iced tea with real flavour. 

"We recommend having three teas
on your iced tea menu: a classic tea
like a Darjeeling, Earl Grey or a green,
and a couple of caffeine-free options
made with fruit or herbal teas. 

"It's often these fruit and herbal teas
that get the public into iced tea in the
first place because they are essentially
a more natural, healthy alternative to a
fruity bottled or canned drink. Fruit tea
makes a lovely drink which looks very
appealing garnished with some fresh
berries on a hot day. 

"Using a herbal tea like our liquorice
and mint works really well too. The
mint is cooling and refreshing and the
liquorice is naturally sweet so there is
no need for sweeteners - a natural,
practical calorie-free summer drink that
tastes delicious. 

"Iced tea can really help grow the
overall tea business if people come to
choose a healthy iced tea over a fruity
bottled or canned drink." 

There is another kind of tea drink
which has made a surprising arrival in
the iced sector. It is chai - which is
strange, because the whole point of
this spiced tea is that, drunk hot on a
hot day, it has a cooling effect (that is
why it is drunk in India!)  

It was Drink Me Chai, the company
who pioneered the powdered instant
chai, which also pioneered the iced
version - that has now developed into
flavours such as chocolate and mango,
and green tea chai. 

Iced tea really is
getting hot... It has been an interesting time in the

cookies and biscuits sector, with
one of the main brands setting out
its ideas of the ideal qualities for
snacks in the coffee-shop sector.

Dawn Foods is launching its new
American-style cookies to the UK mar-
ket, and has been discussing how the
coffee-house market should promote
them. An American style cookie, says
the brand, should give a crunchy bite
with a mouth-wateringly moist centre.

In this, says Dawn point-of-sale
appearance is important. Dawn has
improved its cutting and baking meth-
ods, to provide what it calls 'our
enhanced open texture allowing clear
visibility of the quality of inclusions
throughout the cookie'.

In practical terms, says Dawn, this
means that while it is good to have
generous-sized chocolate or fruit
chunks in a cookie, those chunks
should be generously and evenly
spread, not just so that they give a
chocolate or fruit hit with every bit, but
so that the customer can see clearly
that they are getting a cookie with seri-
ous filling.

There is a curiosity of Dawn Foods'
history which has been carried forward
to provide its current proposition for
the catering trade. Ninety years ago,
two bakers set up a donut bakery in
Michigan, but people kept asking for
their recipe. They did not take either of
the obvious courses, agreeing or
declining, but devised a business out
of selling the mix for their catering cus -
tomers to finish off by themselves -
quite soon they were selling more
catering mixes than finished donuts,
and they may indeed have pioneered
the concept of 'bake-off'.

Today, says Dawn, even the cookie
is a product which caterers can finish
off. For the café trade, the brand has
devised something called 'cookie
pucks', which are 80gm portions that
can be baked-off from frozen in around
14 minutes. For smaller cafes, says
the company, this is the simplest and
easiest way to get a reputation for
fresh cookies.

The new cookies are all nut-free. The
flavours are Belgian chocolate chunk,
which has a vanilla dough and both
plain and milk chocolate pieces; the
triple-chocolate version which has a
chocolate dough, and the white choco-
late with vanilla dough version. There
is also a cranberry and white chocolate
cookie, and a cookie with oatmeal and
raisins on a buttery oat base.

According to marketing manager
Jacqui Passmore, the key requirement
is that if consumers are willing to pay
for indulgent, high-quality products
with their coffee, she says, then opera-
tors should make a point of promoting
their cookies, particularly if they are
warm from the venue's own kitchen, as
not just any old cookie, but clearly
'something special'.

The marketing 
of the cookie
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Typically, there is often a
flavour theme to a UKBC season
- we have seen the years in which
everyone used rosewater and
made Turkish Delight drinks.
Sometimes contestants use
flavours in an unrealistically eso -
teric way, extracting their own
juices by the light of the full
moon, for creating drinks which
are artistic but impractical for a
commercial setting. Sometimes
they create signature drinks
which clearly can be re-created in
a commercial way.

"From what I've seen, the vast
majority of entrants probably are
making drinks that can be recre -
ated at the more commercial end
of their role," Alan Miller told us.

"We have not had the really
crazy ideas this year. I think the
interest in the Heston Blumenthal
approach has peaked, and we
are now getting back to natural
flavours in signature drinks.”

Several people have noted that
orange is the flavour which has
made a particular appearance
this year.

"Orange by itself is a tricky
flavour.  It's important to get the
balance of a drink correct, so that
there is a clear taste of espresso,
supported and enhanced by the
other flavours. 

"There are different types of
orange with different flavour pro -
files, but in general it often works
well with natural or honey
processed coffees. Orange and
cardamom works, and orange
and chocolate always works.

"Where we have seen it work
this year, it has been used as part
of a combination of flavours."

The attitude of the entrants this
year has been admirable, says
Union. Sometimes there are
years where the atmosphere is
one of mutual encouragement,
and you can see the contestants
exchanging ideas freely and
enthusiastically in the prep room.

"This has been a very 'open'
year," remarked Alan Miller.
"While it has still been competi -
tive, there has been a great deal
of mutual encouragement at
every regional event. It has been
notable that baristas have been
watching each other and have
been supportive. This is great,
because you get banter and
debate between them, which is

far more helpful that an attitude of
'I'm cooler than you'."

At the same time, observes the
Union man, this has been a very
open contest in that it has not
been dominated by a high num -
ber of expected 'stars', but one
which has allowed a high number
of everyday baristas to come
through and show the extent of
their talents.

"I have noticed a very broad
church, of entrants from different
backgrounds. We have seen the
seasoned competitors, who know
what the judges want - these are
the ones who know how to
research the things which will win
them points!  

"There has also been a good
spread of the more 'commercial'
group, which includes people like
Marks and Spencer and the con-
tract caterers. For the barista
trainer of Baxter Storey to have
even put himself through the
intense pressure of competition
to gain understanding for his
training job was a great thing. 

"This has all added to the col -
laborative mentality, and we've
seen a lot of everybody gee-ing
each other up - I think this has
been a year in which the entrants
have all enjoyed themselves, as a
result of which many will be

encouraged to come back next
year."

There are cynics who say that
barista contests as we know
them, have had their day. There
are others, including previous
champions, who say that the act
of competition is something which
can produce a quantum leap in
an individual's experience and
abilities, and that barista contests
should be expanded and broad-
ened throughout the trade.

"It was having the world cham -
pionships at Caffe Culture in
2010 which brought home to me
just how exciting and interactive a
barista event can be," remarked
Alan Miller. "The barista element,
love it or not, brings the interest
level up a bit, and for a roaster to
interact with baristas is always a
great thing. And you find that in
competition, you learn things you
might not pick up anywhere else.

"Maybe, in the past, some con-
tests have been seen as too
'exclusive' and not as an open
invite, and hence our idea for a
'best newcomer' award. We were
interested that two contenders for
this are positioned so close to
each other in the top twenty - we
hadn’t expected that!

"But things evolve – look at the
cocktail world, where the mixolo-
gists are a similar breed to baris-
tas. There, competition is rife,
and contests are a big business! I
see no reason why we can't get
the competition numbers up.”

The UKBC finalists’ line-up,
with notes and brief pen-pictures,
is on our website - www.coffee-
house.org.uk

The finals of the UK barista championship will be held at the London Coffee Festival - but what kind
of contest has it been this year? Union Hand Roasted, one of the main sponsors, has a long history
of working with barista contests over the past eight or nine years. Marketing manager Alan Miller was
with the Union team at each of this year's regional heats, and spoke to Coffee House about this year's
trends and patterns.

The 2012 UK Latte
Art champion is Peter
Attridge, manager of
Colonna & Small's in
Chapel Row, Bath.
He will now fly to
South Korea later in
the year to compete
in the world Latte Art
Championships. 

"Pete values latte art
as a finishing touch to
carefully-crafted
espresso based
beverages," the
company's Max
Colonna-Dashwood
told us .

Barista contests - should
there be more of them?
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The London Coffee Festival is, it
might be argued, supposed to be for
the benefit of the trade’s ultimate
customers, the consumers – but for
the trade, equal value will be looking
at the new product ideas to be
found.

A major aspect of the recent coffee-
bar scene has been the 'brew-bar', in
which several filter methods are used –
a customer will be offered the option of
a filter coffee brewed by maybe
Aeropress, or siphon, or Hario cone.

Nathan Retzer of Brewed By Hand,
the UK distributor for Hario, has
recently been on a short tour of coffee-
houses and distributors, demonstrating
the fascinating principle that different
filter brewing methods do different
things to the same coffee. In practical
terms, this means that if you brew your
house filter coffee through a V-60 and
again through a cafetiere, you may
give the customer two entirely different
results.

In the use of the same Hario V-60
dripper, he demonstrates, a barista can
quite easily get a different taste from
two consecutive cups - this shows the

importance of consistency in the speed
and direction of the pour over the
grounds.   

There is far more to these brewing
methods than you might think - this is
the chance for an informal master -
class..

Marco Beverage Systems will also
be re-creating a typical brew bar, and

baristas are invited to bring along their
own coffees to try using the different
brew methods.  This will be a chance
to see the Uber boiler, which has
become a favoured method of heating
to precise temperature - and even pre-
cise dosage - for such brewing.

La Cimbali, the world's largest coffee
machine maker, is hosting the Sensory
Espresso Bar and the Sensory

Experience Sessions, which will host a
series of masterclasses run by well
known 'coffee creatives'.  Sensory
Experience Sessions will allow visitors
to try two or three espressos and try to
identify the differences in aroma, tex -
ture and flavour.  The company will
also host a Home Barista champi -
onship.  As this is La Cimbali's cente-
nary year, there will be examples from
the company's past as well as the
present - the launch of the new Dafne
semi-pro machine, and the appear -
ance of a Cimbali Granluce, one of the
very first post-war espresso machines.

Probably the most famous of all the
Italian espresso brands is making a
serious appearance in London - La
Marzocco machines can be found at
seven different locations around the
festival, including the Lavazza,
Grumpy Mule and Alpro stands, and
even on the Allegra double-decker bus.
Something to look for in particular will
be to compare the Strada with either
electronic or mechanical paddle on La
Marzocco's own stand. 

Something which has aroused a lot
of interest is Rancilio's creation of
'temperature profiling', which argues
that raising or lowering temperatures
mid-brew has a dramatic effect on the
taste of an espresso coffee. Again,
baristas are invited to bringing their
own house coffee and test the differ -
ence for themselves.

"This has made an impression,"
importer Marco Olmi told us. "The curi-
ous thing is that the people in the cool
East End coffee shops don't come to
us for our coffee, which is not an issue

New ideas at the
London coffeefest

Our preview of what to look for at the 
Old Truman brewery, Brick Lane 

The typical brew-bar in place - this is the Marco Beverage Systems example.
Note one unusual feature, the flexible ‘snake’ dispenser as used in many

pubs and bars. 
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for us - we have big markets for it else -
where. But we have begun to get their
attention with the Rancilio machine,
which has begun to revolutionise brew-
ing. When the temperature is dropped
midway through the brew, it has a pro -
found effect - even though I thought at
first it would not! This has become the
'edge' for Rancilio machines."

The same importer has two stands,
and elsewhere will show the new coni-
cal-burr Ceado grinder. The interesting
thing about this is the low rotation
speed of 250rpm, and yet it delivers
15gm in four seconds. We believe
there is an aspect to this which for the
moment is secret, but which will
address the common problem of static
and 'clumping'. "With some grinders,
you might as well be using a garden
sprinkler!" says the importer. "The idea
of a top-end, low-speed, conical-burr
grind-on-demand grinder with no static
could be another revolutionary idea.”

Also in the equipment field, Brita will
be arguing the cause of water filtration.
This, argues the company, becomes all
the more important with the recent rise
in popularity of drinking black coffee -
those who drink it black want the best
taste, and Brita argues that the water
preparation is a key factor in this.
There will be a taste-test demonstra -
tion.

There is no shortage of coffee roast-
ers and tea companies at the event,
but one of the highlights will be the new
School of Teapigs, by which that irrev -
erent company will be trying to show
the value of such interesting drinks as
the matcha latte - with which you can
achieve green latte art!  "This is the
next flat white," says the company,
"and pretty much every decent coffee
bar in North America and the Aussie
ones are serving it."  One of the inter-
esting aspects of the new School is
that participants can qualify for a
badge in the old school prefect style.

Among the interesting roasters on
show is Stokes of Lincoln. What are
they doing in the big city, we asked -
showing off the relatively new retail
packs, came the answer.

"We were often being asked 'where
can we buy your coffee as we rarely go
into town', and this prompted a new
range for the retail market," explained
the company's Nick Peel. "We started
with just one ground coffee, Perk Up,
and one bean coffee, Full of Beans,

and ideally we would like to get a few
retailers interested and talk to some
quality catering businesses in
London."

From even farther north comes one
of the most distinctive coffee brands of
recent years - Grumpy Mule, from the
Bolling roastery in Yorkshire, has
become notable for its unusual variety
of interesting origins, mostly from iden-
tifiable farms, estates and co-opera -
tives of smallholders. The range was
born of the idea that coffee lovers were
missing out on many exciting and
unusual coffees, and that customers
would enjoy discovering the distinctive
character and provenance of each cof -
fee and the people who produced it. 

How to discover the true flavours of
speciality coffee will be the subject at
Union Hand Roasted, where the roast-
ers will be showcasing our craft though
a series of 'Roast Experiences', with a
brew-bar serving up fine coffees
through a variety of interesting brew
methods. 

The concept of 'plant power' is on
offer at Alpro. It is a remarkable thing
that the progress of modern soya milks
has gone almost completely unpubli -
cised in the beverage market, and its
workability for the barista remains too
little discussed - we have gone from
the days when soy milk tasted like
grass to an ingredient which is served
in 25 million coffee-shop drinks a year,
and yet the concept still has an incom-
prehensibly low profile. Is it a market
worth addressing? Yes - the plant-
based non-dairy market is worth
£107.5 million a year. 

At Drink Me Chai, the pioneer of the
powdered chai, there will be a curious
new product to try - this is the Bubble
Shakes, a kind of milkshake using the
unique feature of bubble tea, the little
flavoured balls which are sucked up
through a straw.  This event will also be
the launch point for some new chai
flavours.

One of the entertaining features of
Mojo Smoothies is its guide to 'how to
spot a rogue smoothie'. Its rules are -
only buy smoothies in a clear bottle,
because carton smoothies have been
heat-treated, which spoils the flavour.
If you cannot see the smoothie, says
the brand, there is something to be hid-
den. However, also avoid smoothies in

glass bottles, for which heat-treatment
may also apply. Avoid smoothies made
from concentrates (except orange),
and watch for smoothies which may
have been processed twice, once in
another country and once here. 

"Far too often the 'value' smoothies
are bulked-out with cheap banana and
apple," says the company's Paul
Slijper. At this stand, he will offer inter-
esting questions to ask of other
smoothie suppliers, so that café opera-
tors can judge the freshness of what
they are buying.

There continues to be a problem with
the amount of indistinguishable hot

chocolate sold in the café market. The
Kokoa Collection has been working to
recognition for the concept of  authen-
tic single-origin hot chocolate, and is
looking to demonstrate the features of
different origins and varying cocoa-
content percentages.

An extremely unusual launch is
expected to be the Gourmet Classic
collection of coffee syrups and coffee
brandies inspired by authentic Italian
recipes from the Montebello region.
These are intended to deliver 'a bal -
anced and uniquely spirited twist to tra-
ditional coffee'.   

Another extremely unusual item on
show is roasted barley coffee. This
comes from Orzo Coffee, who tell us
that it is a rich and smooth organic
Italian drink - Italy's favourite alterna-
tive to coffee, and naturally caffeine-
free.  

There is a quite fascinating compari-
son to be seen in the unexpected area
of re-usable takeaway cups. The
KeepCup is the product which has
aroused attention around the world, as
'the world's first barista-standard
reusable cup, for coffee lovers on the
move'. It is a practical commuter cup
replicating the core form and functions
of disposable cups, but reusable.

Now we are intrigued to find that the
event will also see the arrival of a
direct competitor, the BYO coffee cup,
a re-usable container designed in
Melbourne.  This is made from food-
grade silicone, the world's most abun-
dant natural resource, says Allan
Stilling of Hello Good Sip, who will be
launching it.

Someone still makes traditional zinc-
topped tables for the café trade, Derek
Wilson of Bistro Life tells us happily -
and pewter ones too, which will be on
show.  "Zinc harks back to the days
when the likes of Toulouse Lautrec,
Sartres, Zola and Hemingway would
discuss the meaning of life in a smoky
Parisian bar, drinking absinthe with
their morning croissant!" he tells us.
"This is the cool way to get the Parisien
look!"

Although you’ve still got a page left, we
hope you’ve enjoyed the latest issue of
the coffee trade’s top news magazine.
Never miss your copy of the trade’s
fullest and best news magazine - 
subscribe now!

Only £25 for twelve issues -
great value.  

Email: trudi@coffee-house.org.uk

Boughton’s Coffee House 
is published by Ian Boughton and Trudi Roark

from
11 Lansdowne Road, Falmouth, 

Cornwall TR11 4BE
Tel: 01326 311339   

Mob: 07702 348866  
ianb@coffee-house.org.uk

The news website is 
www.coffee-house.org.uk

The newsfeed is 
boughtonscoffeehouse.wordpress.com

The BYO re-usable takeaway cup
and (below) Nathan Retzer of

Brewed By Hand prepares for a
little grinding by hand
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Although coffee has always been considered a stimulant, a Canadian aca -
demic study suggests that it may not work that way. Coffee might possibly
not have a stimulating effect on those who need to be boosted, and may by
contrast have the reverse result on hard-working and motivated people, and
might cause them to ease off.

Jay Hosking of the University of British Columbia's Department of Psychology,
came to the conclusion after experiments involving the effects of stimulants on
rats. Rats were given the choice between an easy or hard test, and successful
hard trials were rewarded with a generous gift of sugar pellets. "Similar to previ -
ous human studies," say the researchers, "variation in choice behaviour was
observed, with 'worker rats' choosing hard trials significantly more than their
'slacker' counterparts."

However, when fed caffeine, the rats showed a different behaviour. Those rats
who were already known to be 'workers' became less active when fed caffeine.
Those rats who had shown no interest in puzzles and tasks became more active
when dosed with amphetamine - but not with caffeine.  The conclusion, the mass
media has commented, is that the morning cup of coffee may not necessarily help
humans who need to be jolted awake.  Indeed, if Hosking's theory is true, hard
workers might be better off not having the early cup at all.

United Coffee has launched a coffee qualification for the staff of its cus -
tomers. It is part of what is called the first 'customer insight club' for the
beverage trade. 

The overall programme promises catering customers a range of added-value
benefits such as industry news, and insight on trends and factors influencing the
beverage market. Among these is access to a programme called Licence to Work
in Coffee Service, which involves barista training endorsed by the Academy of
Food and Wine Service.

This organisation already has a Licence to Work programme, which recognises
skills through a series of training courses for front-of-house staff in the hospitality
industry. This is partly for the industry's general benefit, but also to encourage the
idea that front-of-house service is a role where experience should be better
recognised and valued by employers..  The training is not just for United Coffee
customers, but available to anyone who works in the beverage sector. The
Academy's executive director has said: "this training will make coffee employees
more commercially aware, knowing how to make a great cup of coffee... and now
having a licence to prove it."

The American trend for bikini-wearing
baristas in certain theme cafes reached a
predictable situation last month, when Girl
Town Espresso of Washington state broad-
cast live sex over the internet. The owner
had installed video cameras for security,
before he came up with the idea of using
them to stream images of his staff in bikinis
live across the internet, in the stated hope
of attracting ‘the voyeur market’. However,
his plans came to grief when he got too
close to one of his staff and forgot about the
cameras. The local police shut the business
down immediately. In an imaginative
defence, the owner claimed that the cafe
had not actually broadcast live sex while it
was open for business, because the
images were on old film, from a day when
the café was shut, and the couple had got
carried away while re-decorating. Some
local officials actually checked the wall colours in the video with the décor in the
café, decided he was telling the truth, and allowed the café to re-open. 

The latest ‘health and safety gone mad’ story concerns a customer in a
Sainsburys café in Upminster who was, according to the local paper, told by
counter staff that they could not serve him scrambled eggs in case he was
pregnant. The customer ordered scrambled egg, but was told that he could not
have it. On asking why, he discovered that it is delivered frozen to the store for
re-heating. The kitchen staff told him that they are not allowed to actually make
him scrambled egg from scratch, for fear that if he were pregnant, it could make
him sick. Although he assured them he was not, he did not get his egg.

We are indebted to Mark Gillespie of the Lodestar, the coffee house on
Brighton beach, for the following: "A customer came in and asked for a double
espresso in a 7oz cup, which I made for him. He then picked up a sachet of
brown sauce, and I told him that it was sauce, not sugar. He said 'I know', and,
you've guessed it, he put brown sauce into the espresso! Is this a 'first'?"

As a land keen on concept cafes, Japan is now reckoned to have more than
100 meido cafes. A 'meido' is the equivalent of a French maid, a submissive
character which both fits the Japanese culture of politeness and ritual, but also
suits the known fetish for anime and manga cartoon-like characters. The maids
wear short pinafores, frilly petticoats, and maybe fluffy rabbit or cat ears. The
job is in high demand - a typical café manager interviews fifty would-be maids
a month. There is, one café manager told a Japanese newspaper in a probably
accurate if unfortunate turn of phrase, 'a very high amount of staff turnover'.

Coffee does not wake you
up after all!

United’s licence to make coffee
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