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Along with the international press,
some parts of the coffee trade were
taken by surprise at an announcement
from Kew Gardens that climate change
could lead to the extinction of wild
Arabica coffee well before the end of
this century. 

However,  the scientist who highlight-
ed the prospect seven years ago has
now confirmed that he thinks it 'entirely
plausible' that Ethiopian Arabica will
have disappeared by then.

At a conference in Costa Rica in mid
November, Dr Baker told the coffee
trade that the present methods of certi-
fication used by ethical-trading organi-
sations are not enough to cope with the
current situation, and that 'sustainable
coffee' is not really sustainable.

He warned that we remain ignorant of
the information needed to rescue our
own situation. He said: "We do not
know how much coffee land is disap -
pearing or how much new land is enter-
ing into production. We don't know how
much coffee is being grown in the
world to the nearest million hectares.
This is an absurd situation for such a
massive industry.”

Current certification schemes, he
warned, are not enough. They simply
suggest to consumers that buying a
certified coffee will make it all right.

“The schemes were designed before
the threat of climate change became
apparent,” said Dr Baker.  

“The industry depends on more new
coffee entering production, but is not
bothered where from – the industry will
just keep sourcing coffee from newly
deforested land, whilst continuing to
pretend it is ‘sustainable’.”

The certifiers have created a widely
accepted view of what sustainability is,

he said, so consumers now believe
that sustainable coffee is 'that which is
certified'. “You can see it in the guilt-
free coffee advertising - the more you
drink, the more land you protect... but
the market is not going to save the
planet.”

Will this lead to more GM coffee,
about which Dr Baker has spoken
before?

"Coffee wilt disease is present in four
African countries. It will spread to other
countries, but there is no concerted
action from the coffee industry or the

standards-setters, to stop it spreading.
"There is an obvious remedy – it is

resistant varieties. But the standards-
setters have not tried hard to promote
them, because some roasters don't like
them. This could be the first major
challenge of the climate change era,
and one they have not met well."

Later, Dr Baker told Coffee House: "I
got more congratulations for this
speech than almost anything I've ever
done. It resonated with a lot of people
who don't feel able to speak out.”

See also centre pages

Coffee and climate crisis – all our
eco-initiatives are ‘too slow’ 

Cup makers lead Euro litter summit

Under the chairmanship of Tony
Waters of Solo Cups from Cambridge,
the Pack2Go association brought
together sixteen litter-prevention
organisations, including Keep Britain
Tidy, Keep Scotland Beautiful, Irish
Business Against Litter, and similar
from other countries. The European
environment commission was also
there.

Surprisingly, this was the first time
different European litter organisations
have ever been brought together,
Tony Waters told Coffee House. 

"The litter organisations are now
looking to share best practice, and
although there was no one 'big idea'
which came out of the first meeting,
getting all these people together was
a very good first step."

The takeaway cup sector has pioneered an attempt to act against the
amount of food packaging that ends up as street litter, by convening a con-
ference to discuss forming a pan-European body sharing best-practice
tactics against the problem.

While the world’s press has jumped enthusiastically on the news that wild Arabica coffee will reportedly be extinct
before the end of this century, the coffee trade knew about the likely situation years ago.  And in spite of that, the
global coffee industry was told this month that it still needs ‘a radically different approach’ to conserve coffee,  and
that current work in ‘sustainability’ is too small and too slow to cope with the level of change now being experienced.
As a consequence, we are closer to a need for genetically-modified coffee. Dr  Pe te r  Baker :   "Cof fee -growinga r e a s  w i l l  b e c o m e  w a r m e r  a n dsubstant ia l ly  dr ier .  A  study f romB r a z i l  s h o w s  t h a t  w i t h  a  o n e -d e g r e e  i n c r e a s e  i n  t e m p e r a t u r eand a  l ike ly  change in  the  ra in fa l lpa t te rn ,  the i r   c rop  w i l l  be  s ign i f i -c a n t l y  l e s s .  T h i s  i s  w h y  B r a z i l  i ss p e n d i n g  m i l l i o n s  o n  r e s e a r c h .O n e  d a y ,  w h e n  t h e y  h a v e  a  m a j o rdrought ,  they  w i l l  say  to  the  wor ld :

' w e ' r e  g i v i n g  y o u  G M  c o f f e e …w h a t  a r e  y o u  g o i n g  t o  d o  a b o u t  i t ? 'A n d  w i l l  t h e  w o r l d ' s  c o n s u m e r sa c c e p t  i t ?  P r o b a b l y …  y e s ! "
From this magazine, July 2005 - what Dr Baker said then
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The Victoria House, a character
cafe and tea-room in the tourist vil -
lage of Port Isaac, is available at a
reduced price through Stonesmith of
Exeter. The sale is due to the owner's
ill-health. Port Isaac is the setting for
the TV series Doc Martin, and the
home of the sea shanty choir, the
Fisherman's Friends.

The local press in Portsmouth has
been scornful of planning committee
treatment of a local coffee cart com-
pany applying for a permanent shop
site - with the support of a 290-strong
petition, the Coffee Cup business
applied to open on Eastney beach,
but were told that they had been
turned down. The local paper, on
later looking at the minutes of the rel-
evant planning meeting, discovered
that in fact, councillors had not made
a decision at all, but had deferred it.
The council has apologised to the
coffee operator, who told the local
press that he had put in his applica-
tion eight weeks early, enough time
for a more constructive response.

Suki Tea of Belfast has won second
place in the 'Best Brand Development
Campaign' section of the Northern
Ireland marketing institute awards.
Drink Me Chai, a pioneer of pow -
dered chais, has won the Best
Medium Sized Business category at
the Bromley Business Awards.   

Following recent interest in the con-
cept of gluten-free menus, Cafe

Society of Huddersfield has now
been included in the latest edition of
the Coeliac Food & Drink Guide.
Owner Lizzy Jackson told her local
paper that becoming seen to cater for
dietary requirements leads to a
remarkable amount of word-of-mouth
recommendation, as well as estab -
lishing a loyal customer base.

The Ilkeston Coffee Bean has cele-
brated its tenth birthday with a '10 per
cent off' menu, and a raffle prize of a
free drink every day for three months.

A new tea bar which has opened in
Basingstoke will provide a home for
the owner's collection of teapots –
there are 200, both novelty ones and
practical. The Tea Bar has been
opened by Hayden Gowan in the Top
of The Town shopping area.

An imaginative new idea on the
'twin business' coffee shop theme
has come from Illinois. A car repair
man discovered that the café at the
local commuter rail station was com-
ing vacant - he took it over and com-
bined it with his auto-repair business.
Commuters can leave their car keys
at the coffee shop, and repairs or
servicing will be done while they are
at work.

With the opening of the More
Coffee Co in Melton Mowbray, the
local paper has reported the surpris -
ing finding that the town now has 90
places to buy a hot drink.

The British entrant  works as a
barista trainer for Origin coffee roast -
ers of Cornwall, while studying man -
agement training in York.

For the international contest, he was
required to make both hot and cold sig-
nature beverages and an Irish coffee,
a mandatory requirement of the con -
test. His other drinks had to contain
Grand Marnier, the contest sponsor.

"Grand Marnier is an orange brandy-
based liqueur with a citrus acidity
which goes well with coffee,” Dan told
us after the event. “I added a cane
sugar syrup poured over cherry ice,
which had the effect of adding flavour
as it melted, whereas water ice would
have made the drink weaker. Then I
used a good quality rum with caramel
citrus notes, to which I added spices -
rather like a mulled effect.  

"I stirred together and served with
espuma (a light foam) of fresh
squeezed orange and lemon juices on
the side."

His warm drink was something very
unusual - coffee with a Shiraz wine.

"I had wanted to find a drink which
people didn't expect to work with cof -
fee, and  I saw the judges looking per -
plexed when I introduced it, but they
later said it was the best drink of the
show.  

"I needed something to bind them
together, so I created a crème, and
infused the shiraz with vanilla, which
'calmed it down' and took the sharp -
ness off it. The crème was blackberry
and caster sugar, with Soju, a Korean
liqueur - it's like a mellow vodka, only
20 per cent alcohol.

"As there was a floral note in my
Ethiopian coffee, I also added jasmine
tea. I muddled them together, strained
over Grand Marnier, and added the
shot and the red wine."

UK does well in coffee cocktails
Dan Fellows of the UK has succeeded in taking fourth place in the interna -
tional Coffee in Good Spirits contest, the barista championship which
invites contestants to create a coffee cocktail featuring an alcohol content.
Very unusually, he used wine in one of his drinks.

A woman in Garfield, Pennsylvania, has creat -
ed a new way of flooring her coffee shop - she
used a quarter of a million pennies to cover an
800 sq.ft. retail site.  The owner, a qualified tat -
tooist, said that she worked out that it would be
cheaper to glue real money down than buy floor-
ing tiles, coming to about $3 per square foot. It
took 300 hours, or around three weeks, to cover
the entire floor, and her helpers were 'paid' in
free tattoos.

The enthusiasm of some coffee companies for seeking out business in high-
er education sites has now been endorsed by a report from Wales – coffee
is replacing beer so much as part of student life that a university bar in
Aberystwyth  has been forced to close. 

This is the third reported case of a university preferring to invest in coffee bars.
The student president at Aberystwyth said: "more students are drinking coffee
during the day while studying, and fewer are going out late into the night, so the
university has chosen to improve the main union building to make it a more
appealing living room during the day time."   The National Union of Students has
already produced a report which said: "Student Unions will need to embrace the
whole coffee experience - for those students who do not wish to spend significant
levels of their income on alcohol, coffee shops are a promising prospect." 

Colleges - the next coffee trading ground?

Following our recent story on the increase in one-
off printed ceramic cups, with Coffee Cups UK
reporting that they are now even printing cups with
individual numbers for use as table markers, the
company's Simon Martin has now noted that one-off
designs based on American licence plates have
become popular... typically, with names made up of
combinations of letters and numbers.  "Retro
Americana is fashionable at the moment on clothing.
The diner mugs are selling well to those in the café
trade who are serving so much more filter coffee.”

Dan Fellows
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The Cafe2U mobile espresso franchise, which
works from converted vans, has entered its sixth
country, South Africa. Including the UK, Café 2U
has 200 franchisees, but has ambitions for a thou -
sand in the USA alone.

The Ramsbottom Chocolate Festival, created by
Paul Morris of the town's Chocolate Café, a com -
bined coffee house and chocolatier business, has
won the Small Event of the Year prize at the
Manchester Tourism awards. The word 'small' may
be slightly misleading - the Ramsbottom event
draws 30,000 people. The next one will be on 23-24
March, 2013.

Dinkum, the specialist milkshake company from
Birmingham, has devised a winter version of its
Shmoo milkshakes. Hot Shmoo is essentially a hot-
milk shake. Dinkum's offer is of fully-branded shake
machines, ingredients and POS support.

We may be wrong, but we rather think that the
earliest Christmas-related project in a coffee house
this season was the one by the Coffee House of
Moreton Hall, Bury St Edmunds, on November 13 -
it sold local produce in aid of a hospice.

Gordon Richardson, the man who began the well-
regarded Beanscene café concept in Scotland
some years back, is the consultant behind the new
Caffe Borsa in the historic Dundee Royal Exchange
building.  He has said that the theme of coffee, food
and music will be 'a home from home, a genuine
neighbourhood coffee house where the emphasis is
on getting into a horizontal state of mind'.

Lavazza will develop its Espression café concept
further across the UK and Ireland. There has been
a recent opening at the Trafford Centre,
Manchester, and the new Newbury Parkway devel -
opment. Espression is also due to launch in
Westfield at Derby in January and Clapham,
London in February 2013.  There are plans for sites
in Leeds and Wembley.

Union Hand-Roasted of London has made the
extremely bold, and probably expensive, move of
advertising a direct-mail service of speciality cof -
fee in the quality press - its campaign covers the
Telegraph, Guardian, Times, and Observer Food
Monthly.   

The ads mention no
prices at all, but con -
centrate on freshness,
ethical sourcing, hand-
roasting and packing,
and lead customers to
a website for ordering. 

"Our ethos is that
people should not
have to suffer being
unable to find great
coffee!"  marketing
manager Alan Miller
told Coffee House. 

"We are encouraging the awareness that coffee is
not 'just coffee'. The coffee world has already
changed massively in the last three or four years,
and consumers are certainly more aware of great
coffee, but there's a world above what they find in the
supermarket. 

"Even those who think of themselves as coffee
enthusiasts don't know about things like micro-lots,
so this is to bring speciality coffee to people who did -
n't know it exists.

"We have a very powerful direct message - the
story of our own directors getting their hands dirty
and working face-to-face with farmers, and the satis-
faction for the consumer of a farm-to-roaster-to-
kitchen story, is a very strong message."

A coffee shop in Laugharne, Carmarthen, has
won a ratings battle which involved a question to
the Prime Minister in parliament last month. 

The local MP told Mr Cameron of the Owl and the
Pussycat, whose business rates had been raised by
700 per cent, and how the severity of the demand
meant that the business might be forced to close
even before an appeal could be heard.  The local MP
told the PM that this is ‘an example of bureaucracy
getting in the way of people who have energy and
drive, and who fuel our local economy'. 

Very quickly afterwards, the cafe received a visit
from the local valuation officials, who agreed to
increase the rates to three times their previous level.

The owner, Judith Brunsdon, said that her MP
moved so quickly that she received the result within
a week – a formal appeal would have taken a year,
by which time the rates demand would have sent the
business under. She added: "It's the little people that
are going to raise this country again and we need
support."  

Union puts coffee into
the quality press

Cafe rates row reaches
as high as the PM

International interest has been created by the
appearance in a Japanese bakery of a new kind of
point-of-sale scanning system which uses no bar -
codes – a camera photographs the goods at the
check out, identifies them by ‘sight’, and charges
the right amount. 

The item was identified by the BBC in a recent tech-
nology report, but it turns out that the system has been
in use in Japan for several months - the Brain
Corporation (really!)
first worked with the
University of Hyogo
to develop a POS
camera to instantly
differentiate baked
goods on a cus -
tomer's tray, and
back in March,
Toshiba created a
POS camera which
can  understand what an item is, faster than a person. 

This is more difficult than just telling an apple from
an orange. In a video test using three similar apple
varieties which a human would be hard-pressed to
identify by sight, the scanner did, instantly… but it took
a year's programming to 'teach' the computer that
trick, and to recognise items from different angles. The
consequence, which Toshiba has also worked on, is
recognition between, for example, a cheese sandwich
and a ham one. 

Could it work with coffee? Apparently so, we're told.
The photo-recognition POS of a cappuccino and a latte
may not be far off… and may only be confounded by
the foaming skills of the barista!

There has been another possibly imaginative
move by city councillors, to get round the con -
stant problems of change-of-use regulations.

In Bath, a property company has complained that
council attitudes to allowing change from A1 retail
use to A3 are 'outdated', and come from a plan which
was intended to prevent shopfronts becoming 'dead'
retail sites such as building society branches, but
which unintentionally then stunted the development
of food businesses.  

The property consultant complained to the council
that he was getting two calls a week from people
wanting to open cafes on main shopping streets, but
being forced instead to look at peripheral sites.  Bath
and North East Somerset Council has responded that
its policies allow for review and update according to
business conditions, and that there will be public con-
sultation on the matter next spring.

Items appear on the till
operator’s screen, already
recognised and priced
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In Bingham, Nottingham, the now-
familiar situation of a thousand-strong
petition against a Costa opening has
been matched by the unusual occur -
rence of a pro-Costa petition. The new
petition arose from a local Costa sup -
porter, who has claimed not to know
the proposed franchisee applicant.

Elsewhere, Costa has yet again
annoyed residents of Southwold.  The
mayor has complained that although
Costa met with the Totnes protesters,
they have not done so for Southwold.

An independent café in Broomhill,
Sheffield, is to re-open as a Costa
franchise - the owner of Cream says
that Costa had been asking to buy his
lease for some years, threatening to
open in premises opposite if he didn't
sell. All 12 staff will keep their jobs
under the new arrangement.

Following such widespread criticism
of Costa's attitude to the towns in
which it opens, one franchisee has
now said that he wants to be ‘clearly at

the centre of the community’. The head
of Gerry's Offshore Incorporations,
who is looking to bring Costa to
Burnham high street but is faced by a
petition citing likely damage to the
character of the village centre, has
said that Costa can make a positive
impact by offering its premises as
meeting places for community groups. 

A coalition of businesses has been
formed in Ripon to work together on a
'No to Costa Coffee' petition, although
the chain has been given permission
to open in a former Bonmarché store.
The local traders have said that the
authorities have been more interested
in filling empty shops than in creating a
viable mix of businesses, and that
Costa 'cannot bring anything to Ripon'.

Interestingly, the local press has
reported that Costa's managing direc -
tor Chris Rogers has  ‘recognised the
strength of feeling’ against national
brands in small towns. This magazine
has invited Costa to discuss that very
subject, without any response.

A bike magazine has reported that
the Velopresso pedal-powered
espresso trike, seen on our front
page last month, is to become avail -
able commercially. The Velopresso
has won two design awards, the
Deutsche Bank Award for Creative
Enterprises, and a second-place
prize in the Pininfarina Design
Contest. The trike was built by
Kingsmead of Canterbury with the
espresso hardware by Fracino.

Cherizena, the flavoured coffee
supplier, has created a range of cof -
fee-based Christmas gift packs, set to
retail at between £3 and £18. The
packs feature Cherizena's Christmas
coffee, which is said to have an
aroma reminiscent of plum pudding -
it is a Colombian Excelsior with rum,
hazelnut, cinnamon, vanilla, orange
and pecan nut flavours. Last year the
brand sold half a tonne of its
Christmas blend.

Ozone, the London roastery with a
new Zealand background, has
launched its first festive season blend
- it is a blend of  Brazil, Guatemala
and Kenya, giving 'a rich, naturally
sweet, complex coffee with a full,
rounded body' and flavours 'which
evoke the festive season'. It retails at
£9 for 250gm.

The world's balance between coffee
production and demand is remaining
'relatively tight', says the International
Coffee Organisation, with the world's
total production at 134.5 million bags
in 2011-12, compared to an estimat -
ed consumption of around 139 million

bags. The crop year 2012-13 has
now started in all the exporting coun-
tries, and total production is expected
to reach around 147 million bags, giv-
ing a slight surplus over demand.
Worldwide production of robusta cof -
fee in 2011-12 also reached a record
high, of 53.3 million bags. However,
production in El Salvador was down,
Ethiopia was down by nearly 20 per
cent on  2010-11, and production in
Colombia was the lowest for nearly
forty years.

A coffee taster and trainee buyer at
the Lincoln and York roastery has
become the youngest Q-grader in the
UK.  He is Sean Fowler, and the
roastery says that it is now the only
one in the UK to have three tasters
certified by the Coffee Quality
Institute of California. The certifica-
tion involves thirty sensory and writ -
ten tests – and applicants must pass
every single test to  qualify for the title
of Q-grader..

The newest coffee shop in Carlisle
is run by a couple who both gave up
careers in the NHS to open the busi -
ness. The Olive Tree in Bank Street is
owned by Eddie Kelly and his wife
Caroline - Eddie told his local paper
that working in a disablement servic-
es centre, and meeting patients who
have overcome severe disabilities,
inspired him to follow his own dream
of going into business for himself.
Their coffee is from the Carvetii roast-
ery of Embleton, near Cockermouth.

In Cirencester, business owners
have criticised a council decision to
allow Coffee #1 to open and accused
planners of not listening to the towns -
people, who had said that in a town
which already has the three biggest
coffee brands, preference should now
be given to other retail businesses.
The same point was made that 'yet
another chain will not encourage peo -
ple to come into the town'. 

One councillor said that although she
felt it important to support the town's
independent coffee shops, 'competi -
tion is not a valid reason for refusal -
but I wish it was.' In response, a café

owner said that the decision was
'appalling' and that the council was fail-
ing to support local businesses.

Coffee#1 pointed out that the site in
question had been vacant for ten
months.

There have also been petitions
against Coffee#1's proposed opening
in Pershore. In a rather acid exchange
of letters in the local press, a local café
owner who reported that customers
were coming in to his premises to sign
the petition received the sharp
response: 'they certainly won't be com-
ing in for your weak tea'!

The latest coffee chain to become the target of protests and petitions is
Coffee#1, the western business recently bought by the Welsh beer brewer
SA Brain.

Now Coffee#1 receives protests...

After Totnes, a surge in regional
anti-Costa protests 

The news that Costa has backed down from its proposed opening in Totnes,
Devon, has inspired a remarkable amount of new activity in many other
towns where there have been protests against the arrival of the chain.

Although the international press has had a field day with the question of
tax matters for mullti-national companies, some of the better financial sto -
ries have appeared on the side. 

Starbucks, Amazon and Google were all called to parliamentary meetings to
explain their alleged avoidance of British corporation tax, and when Google told
the committee that everything their company did was legal, Margaret Hodge MP
made the notable response: "We are not accusing you of being illegal. We are
accusing you of being immoral."

A lawyers' organisation in America has said that a $14 million ruling against
Starbucks in a case over tips is inadequate. Baristas had successfully claimed
that for the chain to allow supervisors to share in tips was against American law,
where only 'wait staff' are entitled to tips. The court found that supervisors had
received $7.5 million in tips between 2005 to 2011, and doubled the amount by
way of punishment - however, lawyers claim that it is customary for the  amount
at issue to be  trebled. The case affects so many baristas that the award
amounts to about $800 each.  A similar case is still pending in New York.  

In the UK, the latest figures for Caffe Nero show turnover up to £185 million,
with profits up to £19 million. Again, no tax was paid - but the Telegraph has
rather kindly observed: ‘there is no suggestion Caffe Nero is operating outside
rules or guidelines... rather it is simply taking advantage of the rules in place’.
Rather more interesting for the everyday trade is the suggestion that Caffe Nero
sees room for expansion from its current tally of 480 sites to around 700. 
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We recently reported on Sleeve for
Life, the reusable takeaway cup grip
made from recycled coffee sack fab -
ric. The company tells us that it has
now had its first order from a coffee
shop chain, has the product on trial
with three universities, and that its
website is now operational. On this,
we are interested to see, are such
new items as a shortie barista apron
lined with parachute silk, and a
cafetiere cosy. The site is at
www.sleeveforlife.com.

Larders Coffee House in Louth was
named 'Best Newcomer' in the East
Midlands annual Food and Drink
Awards. It was also highly commend -
ed in the 'Best Venue' category. 

Barista Helen Dannatt of Barnard
Castle has been named 'Pride of
Costa', in a recent promotion by the
chain. Both staff and customers voted
for their favourite worker.

Umer Ashraf, the owner of iCafe in
Glasgow, has begun working with
Duncan Bannatyne, the entrepreneur
who agreed to back him on the
Dragon's Den TV show.  iCafe
opened in 2005, won a Scottish
Eatery of the Year award, and two
more sites followed. On the TV pro -
gramme, Bannatyne offered £80,000
for 49 per cent of the whole business
and when Umer accepted, the entre -
preneur said: "We're going to do well,
me and you. Let's get to Glasgow and
open some more shops!"

The milk company Pritchitts has
produced an 'added vitamin D' ver -
sion of its Viva flavoured milk range.

There are worries that children being
less active and spending less time
outdoors means that there is a
greater risk of the old ailment of rick-
ets - and a study in Southampton
showed that one-fifth of children had
some indication of the symptoms.

Tetley is offering a 'make your own
point-of-sale' facility. Caterers can
add their brand name and identity to
their order, and either print manually
or order from the website for delivery.
The range of strut cards, loyalty cards
and posters, is available on free trial
for a limited period. 

Yet another block of public toilets is
to be reborn as a café, which only
goes to show how well these places
were built. The latest is in Marine
Park Gardens, Bognor, where a
councillor reports that a similar ven -
ture in Aldwick has 'worked very well'.
Another councillor has made the sen-
sible point that with many councils
economising on the cost of public
washrooms, such a plan cleverly
avoids removing facilities completely.
In a quite delightful statement, the
local council said that 'the building
will retain its traditional character
although it will not be a tourist attrac -
tion in its own right'.

Starbucks closed its site in
Dorchester at the end of October; the
shoe shop Stead and Simpson also
said it would close down there. The
local Business Improvement District
manager said that unlike some other
towns, shops are opening as well as
closing - Starbucks refused to tell the
local press the reason for its closure.

Cream Supplies, the wholesaler known for its immense range of flavourings
and its interest in experimental gastronomy, has introduced Gastropaint, an edi -
ble plate 'paint' featuring intense natural flavours and rich natural colours. The

item won an innovation award at this year's SIAL
show in France. It is the artistic squiggle on a plate
which has become something of a signature for
many kitchens, and this product is laid on the plate
with a silicone brush. Because of an 'exceptionally'
high fruit content, it is recommended that the item is
used sparingly - 150gm is enough for 60 servings.
The flavours complement both sweet and savoury
dishes, and are mango, blueberry, vanilla bean,

strawberry and sweet beetroot. Price is £8.99.

These unusual swivel-stool seats are a feature of the new Dach & Sons in
Hampstead, which uses furniture by the Andy Thornton company. The cafe area
features refectory tables, which feature steel bases that have six bolt-on swing
seats. "These are industrial-style refectory tables, featuring substantial steel posts
with rectangular base plates, providing complete stability," Andy Thornton told us.
"The six swing-out seats feature curved cast arm brackets with solid timber seats
which are bolted to a substantial centre block in reclaimed timber." Look also at
the seats on the farther table - they are oil cans with seat pads.

The claim, which led to such national
headlines as 'UK's pub chains are the
top sellers of coffee’ and 'Pubs selling
more coffee than cafes' came from the
Association of Licensed Multiple
Retailers, which issued a statement
saying that 'Britain's national pub
chains have now become the country's
number one coffee seller, with over 3.6
million cups sold each week'.

This caused astonishment in the hot-
beverage trade, and although Coffee
House invited the ALMR to quantify its
claim, the response was that their  fig-
ures are confidential, coming from
their own survey of five major national
pub chains.  

Although some parts of the coffee
trade said quite directly what it thought
of the ALMR's figures (one player
referred to 'a shambolic, back-of-a-fag-
packet attempt to grab headlines'),
others were sympathetic to the gener-
al cause.

"By virtue of having 50,000 outlets,
most of which are morphing into food
outlets, of course they are selling a lot

more coffee," acknowledged Jeffrey
Young of the Allegra Strategies
research house. "But in terms of put -
ting this against coffee shops in gener-
al, this is too rich a claim!

"The answer is simply 'no' -  they
haven't done enough homework. They
are certainly right to highlight that pubs
are doing much better with coffee, but
they've just been too enthusiastic with
their figures. Three and a half million
cups a week is certainly a good figure
for pubs, but it's only part of the story."

Others suggested that the figure for
the top three coffee chains put togeth-
er is probably six million a week, and
that with ten thousand independent
cafes, all needing to sell at least a
thousand a week to survive, the bever-
age trade's figure of cups per week far
outdistances the pub trade total. 

What the pub trade should have
said, it is believed, is that its top five
chains between them now sell as
much coffee in a week as Costa does -
which in itself is a quite respectable
performance.

Pub trade’s coffee claims go over the top
The coffee-house trade has reacted with nothing worse than fairly tolerant
amusement to last month's claim by the licensed trade that pubs are now
selling more coffee than coffee houses do.

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
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Although the courses began as low-
key fun events for consumers, they are
now clearly useful to trade operators,
Paul Meikle-Janney told us. The
Croissants and Coffee began a 'make
your own breakfast' course with les -
sons in both bakery and coffee, but the
more developed version is now the
Bread, Beer and Breakfast course.

This is a Saturday and Sunday morn-
ing event - trainees begin with baking,
and while their dough is proving
overnight, they receive a beer tasting.
The next day they come back to see
how their dough has progressed, and
then do a coffee course.   

"The bakery we work with already
does classes in helping people set up
their community bakeries, and these
classes always sell out,” Paul Meikle-
Janney told us. 

"We've also begun to be involved in
some interesting coffee courses - a
really good roasting course which had
five little roasting machines all going at
the same time... great fun!

"Our 1x2x3 course with Laynes
Espresso involves roasting the same
coffee two ways and brewing it three
ways - it shows how a roast can
swerve the same coffee off in different
directions." 

This is the Devereux tamper, which has been launched as 'the optimum size
and shape for baristas to use and grip with comfort - especially for professional
baristas who use tampers on a regular basis'. The
company claims that the new tamper 'perfectly fills
the gap in the market for a high quality hand-held
coffee tool that aids professional baristas'. The
main distinguishing feature is the way the handle
develops down from a 4-sided holding section to a
circular section towards the bottom. It fits well in
the hand, says the maker, being 'an ergonomic
dream - unlike other common tampers, the unique-
ly designed handle offers an ideal grip… the
advanced design is superior in every way'. This
magazine took a sample to several coffee house
baristas to try - while all were interested in the
design, several were curious as to whether the
shape would be comfortable for constant use over
several hours.  The trade price is £18.60 each for an order of 25.

In the north, the Paper
Cup Company has been
shortlisted for the
Lancashire Telegraph's
Environment Award. 

The company is a part -
ner of the Green Earth
Appeal, which works to
reduce the carbon in the
atmosphere through tree
planting. Coffee operators
buying paper cups are
invited to donate 99p per
thousand cups, which
goes to the Green Earth
Appeal to plant a tree in Haiti. 

Two thousand  trees have already
been planted, which is said to offset
the carbon footprint of two million
paper cups.

In the south, Joe Fogel of Vaiopak
has won the Mid-Essex Businessman
of the Year award and is running his
own VaioPak Forest Trust planting
scheme. This has re-planted 6
hectares of UK native trees at a project
in Radwinter. Customers are invited to
'donate £1 per thousand cups'. 

"The donation is built
into the price, and if a cus-
tomer decides not to par-
ticipate then we will take
off £1 per 1000," Joe
Fogel told us. "As a rough
guide, we have approxi -
mately 60 per cent partici-
pation from clients."   

Realistically, how much
does the cup trade actual-
ly harm the world's
forests? 

"Most makers of paper
cups these days are using

paper board which is at least 50 per
cent  from recycled material. We use a
70 per cent, and as an industry we
need to keep moving forwards in terms
of searching for affordable 100 per
cent recycled paper board, and make
sure that we start to put back more
than we are using.

"We have planted all kinds of trees at
the Radwinter estate - oak, ash, wild
cherry, field maple and others. This
represented almost 3.5 million cups
and approximately 250 clients."

Two of our takeaway cup companies have been involved in awards and in
tree-planting schemes.

Joe Fogel

Bunn, the filter brewing machine
specialist, has invented a multi-use
single-cup brewing machine which
will operate with any ground coffee,
soft coffee pods, tea-bags, and the
American K-cup capsule. The My
Café machine is said to be unique in
the single serve category, as it is not
tied to any particular coffee type or
capsule format. The machine fea -
tures Bunn's 'pulse-brew' system,
which is a way of gradually infusing
ground coffee in a measured way, will
allow for a 20gm measure of ground
coffee per cup, claims to be always
ready to brew within one minute, and
has a virtually-immediate recovery for
brewing second cups.

Taylors of Harrogate this week has
hosted the winners of its own tea and
coffee awards - these are growers
who have received grants from the
company to improve their facilities,
and who in return are invited to the
UK to see what happens to their pro-
duce. The winners were the Lujeri tea
estates from Malawi and Expocaccer,
a Brazilian coffee company.

Fracino, the espresso machine
maker of Birmingham, has won the
Midlands Outstanding Export Award
from EEF, the industry association for
British manufacturing companies.
Fracino's exports have risen from
nothing to a quarter of turnover in
four years.

An interesting music aspect is a
feature of the new Buskers Music and
Coffee Shop, set up by Martin Wakely
in Wolverton Park, Milton Keynes -

some of the musicians playing in the
café actually are buskers, some of
international standing.

The first heat of the 2013 UK
barista championships will be at the
Expowest show in Exeter, on 6-7th
February. The northern heat will be
hosted by Pumphrey's. the Newcastle
coffee company, on 15-16th
February. Pumphrey's has three of
the San Remo machines that are
used in the contest, and invites local
would-be competitors to practise on
them. The fourth heat of the event will
be held at the first Chester Coffee
festival, which is part of the Chester
Food, Drink & Lifestyle Festival (30
March-1st April), an event which
attracts 25,000 visitors.

Nepalese tea supplier Top Tea has
launched in the UK with an event
opened by the Secretary of State for
Business, Vince Cable, and the
Ambassador of Nepal.  The company
says that its tea is superior by reason
of  the unpolluted mountain air of the
Himalayas.

The UK Coffee School, South West,
has been launched by Coffee West of
Buckfastleigh. The centre will offer
training programmes including the
VRQ in barista skills, and a ‘train the
trainer’ programme.

Starbucks in America has paid $620
million for Teavana, a tea retailer with
200 locations in the US and Mexico.
The plan is to create a worldwide
chain of stand-alone shops around
the world, while adding tea bars to
the existing sites.

Local craft companies come together for
coffee, bread and beer training

A creative development of the concept of barista training has come up in the
newest courses devised by Coffee Community of Huddersfield, which is run
by one of the country's leading trainers, Paul Meikle-Janney. The training
house has worked with neighbouring craft bakers and brewers on a series
of courses which pair coffee with other foods and interests. Typically, the
Bread, Beer & Breakfast course links coffee with two other trades.

Cup companies get into re-planting
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At last month's Salone del Gusto in
Turin, the immense exhibition
devoted to the slow food movement,
there was a remarkable coming
together of two major activists who
have been looking at the future of
world agriculture, notably including
coffee – Daniel Katz, founder of the
Rainforest Alliance, and Carlo
Petrini, founder of the Slow Food
movement.  I t  was Giuseppe
Lavazza, whose brand has doubled
its ethical-sourcing initiatives with
new projects in Africa and Brazil,
who brought them together before a
fascinated Italian audience.

They heard Petrini warn them that
the biggest crisis yet to come in coffee-
producing countries will be in Africa - it
is the 'new  colonialism', and it involves
multi-national corporations buying up
land for their own use, with insufficient
regard for the rights of local people.

The meeting was intended to mark
the latest stage in Lavazza's Tierra
brand project, in which the company
creates alliances with the farming com-
munities with an interesting additional
feature.

It does not just go down the usual
route of giving agricultural advice and
helping out with local social facilities.
Instead, it puts the farmers into a posi-
tion where they are certified according
to Rainforest Alliance criteria, and are
able to sell at a premium price on the
general market. The farmers are not
actually tied into Lavazza in return for
the help they get – while a commercial
relationship continues, they become
autonomous producers, and in a
stronger trading position than they
were previously.

The first Tierra project has resulted in
coffee-growing communities in Peru,
Honduras and Colombia becoming
autonomous, and Lavazza has now
created new projects in Brazil, India
and Tanzania. It was the last of these
which provoked the Slow Food move -
ment to warn of the future for Africa.

Slow Food was launched to protest
against a McDonalds cafe opening at a
historical site in Rome, and now has a
political agenda which is against all
'globalisation of agricultural products',
and thus is against all multi-national
corporations. This militant approach
was shown right from the start of the
Turin meeting, when Daniel Katz was
announced as 'the man who decided to
talk to the enemy… the big corpora -
tions we all find repulsive'.

You have to, Katz told Lavazza – the
word 'alliance' in his organisation's
name was not accidentally chosen.

"I was 26, just out of college, when
the whole world was watching the
problems with the big corporations. I
was holding a banner saying 'stop',
when I realised that I was not going to
stop anything that way.

"I decided to build bridges. You can
burn bridges all the time against those
you disagree with, but often you will
find that you have to rebuild them.

"Today, the big corporations have

become dinosaurs - they are still play -
ing their own game, by themselves.
But the way the world is moving, cus -
tomers can now influence the moves of
corporations... social media now
moves so fast that everyone knows
right away when a corporation is not
transparent. 

"We are working on the ground,
which is the way to build a world for
future generations. Lavazza has seen
that building these alliances is the only
way to have a planet that continues."

Lavazza learned about working on
the ground a long time ago, Giuseppe
Lavazza told him. It was in the 1930s
that his great-grandfather first realised
that conventional ways of dealing with
coffee farmers were not sustainable,
although the term was not in use at the
time. He went out to
origin himself, a
very unusual thing
for an Italian roast-
er to do in those
days.

"We realised that
we were a candle in
a darkened tunnel,
but we were con -
vinced we could
change the rules of
the game,” said
Giuseppe Lavazza.
“We have invested
in a long-lasting
vision in these
countries, to create
communities which
are autonomous
enough to become
'entrepreneurs' who could make best
use of the resources of their area.

"In Tanzania, we now work with
about 750 farms, employing 3,750
people. We know that in these
alliances, we have to be patient. You
have to keep in touch with the local
people, because the first years of any

project are spent making relationships
with farmers who are very reticent
about having relationships with people
from outside! We need a great deal of
patience, because the rules of entre-
preneurs are not always right! 

“This is a way in which we believe we
can change the lives of a lot of people
with what is relatively little for us."

It was the reference to Tanzania
which caused Carlo Petrini to issue his
general warning about the position of
coffee farmers in Africa.

"The words 'sustainable' and 'certi -
fied' are very beautiful words," said
Carlo Petrini. "Even multi-national cor-
porations who are far from being 'sus -
tainable' now use those words… and
when the big corporations start talking

about it, you realise
the words may be
out of control! 

"Development that
just makes a brand a
profit is not right –
we have seen
'development' which
left farmers so poor,
they had to eat their
own coffee. 

“Africa is now sub-
ject to development
which is a new form
of colonialism, from
large multinationals
which come and buy
land to produce
things to sell in  their
own countries. 

Overnight, these
lands are sold or leased elsewhere,
and farmers lose their land. This new
form of colonialism is worse than the
last.

"Eighteen million hectares have been
lost to the farmers, and we must stop
this land-grabbing. We cannot leave
these situations to develop – be aware

that what happens to Africa in the near
future will be important for the entire
planet. When we first began stealing
land mass, we didn't realise how many
Africans would die or come to the
Mediterranean, and we are now paying
for that. 

"We have a responsibility for Africa –
we need more projects like Tierra.”

Petrini claimed to have encouraged
Lavazza to increase its work at origin.

“The first time that Lavazza came to
us to talk about coffee, I said 'leave the
commodity exchange, and go and talk
to the growing communities'. 

“Tierra turned into the prototype of
this, and it has turned into an extraor-
dinary opportunity.

"The economic crisis is an  opportu-
nity for even more change. Lavazza's
decision may be the first to be followed
by others on a long and difficult road."  

In the coming years, he said, this
work at origin must continue to assert
itself as a political subject, and work to
protect biodiversity around the world.
"If we don't make a catalogue of what
we want to defend, others will destroy
it before we can do anything."

To our great delight, Daniel Katz, the
man who kicked off the entire
Rainforest Alliance movement in
1986, later spoke with Coffee House.

We were curious about his current
attitude – a month or two ago, in the
Alliance's 25-year report, there were
references to 'we have begun to stem
the tide of destruction' and 'we can
fight the cycle of destruction'. In Turin,
Petrini said 'we will get out of this
together'. But how optimistic can we
be?  With specific regard to coffee, can
we say 'we are not losing… are we
actually fighting a winning battle? 

"The problems confronting us are
complex and scary,”  replied Daniel. 

“We certainly need to be pursuing
solutions, fast. But so many govern -
ments are broken, that makes it
extremely hard to get to quicker action.

"Nevertheless, I remain optimistic.
Back in the mid-1980s, I could not
even get companies to meet with me to
talk about conservation. Today, it's a
totally different world. 

“And while I am not expecting any
miracle technological fix, I do think that
the internet, and social media are
spurring a whole new way to come up
with problem-solving tools and the pri-
vate sector is starting to take a
stronger position on issues – if they
lead with authenticity and transparen-
cy, then governments will follow. 

"We live in very fluid times, and that
is not a bad thing. The planet is
resilient and people are also resilient."

Katz mentioned in Turin that his own
defining moment came while carrying a
banner marked 'stop'. We couldn't help
wondering – did this actually inspire
the extremely odd recent Rainforest
Alliance film, a 'wacky' (in the
American sense) story of an everyday

The world is not dead
just yet...

The founder of the Rainforest Alliance tells
Coffee House that we may yet still get out

of this environmental mess

When multinationals
start using the word

‘sustainable’... you realise
the word may be out of

control
- Carlo Petrini 

Daniel Katz prepares to speak to the Lavazza event
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guy who went off to the forests to try
and save the world, but ended up just
making a fool of himself?

"Oh, that's funny! I didn't have any-
thing to do with the video, although I
can relate to it…sort of. A long time
ago, I did say that 'the people, plants
and animals of the rainforest have no
voice and I hope that one day I can
help to give them a voice by speaking
up for them'. 

"I think there are many people who
really want to make a difference and do
the right thing but are still questioning
how and what to do. 

“It is difficult. As individuals, we do
need to take a greater responsibility
toward the state of the planet, but a
person can spend their entire life work-
ing to solve the climate crisis and never
see an iota of change in the tempera -
ture. It is our collective action that is
going to make the most impact. 

"I'm a believer in tipping points: that if
we do one thing well it can tip to anoth-
er action. Collectively, this can have a
mammoth impact on the planet. The
guy in the video got over-zealous and
felt the need to do more, but working
harder does not always mean working
smarter. 

"I think we all can work a little bit
smarter, and collectively, we can make
a world of difference.

"And the 'we' I am referring to are us
coffee shop users." 

The possibility of Arabica coffee
ceasing to exist as a wild natural
plant is not actually a new idea.

The importance of the most recent
work, by the Head of Spatial
Information Science at Kew, is that the
Arabica coffees grown in the world's
coffee plantations are from very limited
genetic stock and are unlikely to have
the flexibility required to cope with cli -
mate change and other threats, such
as pests and diseases. 

Until now, says Kew, producers have
been able to replenish diseased stock
from healthy wild plants, but if the wild
plants are lost then the world's coffee
supplies could come under general
threat.

Field study and 'museum' data were
used to deduce  actual and predicted
geographical distribution for the
species, which was 'modelled through
time' for three time intervals, the years
2020, 2050, and 2080. The results
showed 'a profoundly negative’ effect
on wild Arabica populations.

The most favourable outcome is a 65
per cent reduction, and at the worst,
an almost entire disappearance by
2080. Incredibly, the predictions are
regarded as 'conservative'.  In South
Sudan it is considered likely that wild
Arabica could be  extinct by the year
2020.

This study was the first to assess the
influence of climate change on natural-
ly occurring populations of coffee, and
identifies a number of core sites which
might be able to sustain wild popula -

tions of Arabica, serving as long-term
'storehouses' for coffee genetic
resources.

Although Kew says it is surprising
that the industry has never done any
such work itself, researcher Aaron
Davis, head of coffee research at the
Royal Botanic Gardens, has said he
was not trying to scaremonger. "The
scale of the predictions is certainly
cause for concern, but this work
should be seen more as a baseline,
from which we can more fully assess
what actions are required."

Although his work has shocked some
parts of the trade, it is not the first
warning.

In mid-2005, this magazine reported
a conference held on the subject by
the International Coffee Organisation,
when it was debated whether climate
change would have such an effect that
'protection' of coffee by genetic modifi -
cation would become common, and
acceptable. 

Dr Peter Baker of CABI, the century-
old organisation for research in envi -
ronmental and agricultural matters,
told the 2005 meeting:

"Time is a major issue. GM can
shorten the time required to produce a
new variety, but in coffee this may still

be twenty years. Meanwhile, the glob-
al model is for the coffee-growing
areas to become warmer and drier.” 

This month, Dr Baker recalled that
meeting, and told Coffee House: "I
think it is entirely plausible that
Ethiopian wild Arabica will have disap-
peared by 2080, if not sooner. It will be
a mix of climate change and popula -
tion pressure – this seems to have
happened already in South Sudan.

"So natural sources of variation from
within the Arabica genome will be
increasingly eroded and there could
well be more interest in GM varieties.
Potentially there is a lot of scope to
find greater resistance to drought, and
maybe this won't be such an appalling
prospect for coffee drinkers.” 

Reaction from the British trade to the
latest Kew report was worryingly divid-
ed. One of our leading roasters and
barista champions wrote that everyone
should read the report and consider it.
On the other hand, a Tweet purporting
to come from a big European coffee
company, but probably written by a PR
girl, said: "coffee to be extinct by 2080
- ooh, scarey!"

It is reassuring to know the big com-
panies are taking this seriously.

The extinction of arabica -
not a complete surprise
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It is no surprise that cakes and
patisserie are, one way or another,
of great use to the coffee-house -
but how often do genuinely new
ideas come up?

Curiously, two companies have come
up with new ideas relevant to the café
trade at almost the same time… and
oddly, both of them have ideas involv -
ing cheesecake.

The most radical new idea, however,
is the carry-out eat-in-the-hand sponge
cake from Erlenbacher, to be called the
Cakewich.

This brand does immense business
in Europe, but the name is largely
unknown in the UK, although its prod -
ucts do appear anonymously in certain
outlets. It is also part of Nestle,
although it stresses its 'hands off' sta -
tus, and it has recently put in work to
get round some distribution problems
which had hounded it in the UK. This
year it exhibited at Caffe Culture, to get
a feel for the coffee-bar trade.

"We have a product which is
extremely good, extremely different,
certainly enough so to be copied by
some British stores, but not a name
which is well known," agrees key
account manager  Martin Loweth philo -
sophically. "We were well received at
Caffe Culture, and what was really
valuable was the feedback.  We
learned interesting things about the dif-
ferences between what the whole -
salers want us to supply, and what the
high street people actually want.  

"We learned about the real interest in
lactose-free and gluten-free products -
people did stop to have a debate about
this, and we met some who told us that
they hadn't had a proper dessert for
years because of this issue. We are
now doing 'duo' mixed packs of various
'free-from' fruit and cream slices, which
mean that cafes can offer a choice of
'free-from' cakes without having to hold
too much stock."

The two newest ideas, however,
come as a surprise. One is a concept
which is quite familiar from the hot-
food catering trade, of a 'base' product
which is designed to be finished off by
the caterer. The Erlenbacher one is a
fudge on a sponge carrier, or a light
sponge base with a rich double-cream
cheesecake mix on top.

"It looks very uninteresting, but the
point is what you put on top. You think
of this as 'semi-finalised'… you peel off
the poly outer, and create your own
topping. You don't need the entire arti-
san skill, but you still get the credit for
your 'own' product. This becomes your
house speciality fruit cheesecake, or
whatever, and the costing makes
sense - you can buy it, top it, sell it at
£1.99, and still make a decent margin."

The second product is the surprising
one. 

"At first, I wondered about the 'cake
sandwich', and then I saw my clients
getting excited. From the first showing,
within minutes, we began to get devel-
opment chefs crowding round and get -
ting excited about this.

"It is a food-to-go cake, the sponge
equivalent of a sandwich pack. The
sponge is soft enough to be tasty, but
firm enough to be handheld, like a
sandwich. 

"There are two variations - a choco-
late cream one in a chocolate sponge,
and a strawberry compote in a plain
sponge. They lend themselves to dis -
play, and you can stand them  vertical-
ly, like sandwiches. They come frozen
and you sell at ambient temperature,
but you will not be planning to leave
them on display for a long time - the
key is to judge how many you intend to
put on display, and when. 

"It is the simplicity of it which has
struck a chord."

Pricing of new cake ideas is a fasci -
nating subject, says Martin Loweth.

"Buying it through a wholesaler, I
would expect that the cost would be
about 70p per triangle, to sell at about
£1.50.  We can see the potential for
coffee-and-cake 'deals', which haven't
happened at all yet because the prod-
uct is so new. The problem will be fix -
ing the price point - this and a coffee at
around £3.25 would make profitable
sense.

"The entire question of cake pricing
is interesting. There is an interesting
optical illusion in cakes, in which, visu-
ally, a triangle looks bigger than a
square, which helps you in your pric -
ing. You can see how the sandwich
cake came as an extension of thinking

from the dessert-type triangular pie or
triangular cheesecake slice.

"One of Erlenbacher's best sellers is
the premium apple pie, which is sold
pre-portioned, twelve to the pie. The
caterer's standard price from a whole-
saler would be about 90p a portion,
and in theory, you should double that…
but most places sell it at £2.50-£2.99,
and some sell it at over £3 - because it
looks as if it's a product worth three
pounds, which is the point.

"This is the thinking that Erlenbacher
now wants to bring to the coffee-house
trade. We are now in a position of say -
ing to the trade - OK, this is a name
with new ideas… and you can't run a
business just selling strawberry
cheesecakes forever!"

Or perhaps you can, says the English
Cheesecake Company, if you provide
your customers with genuine new
ideas in cheesecake. And here again
comes the same marketing concept –
the principle of being able to sell a

cake at a high price, if it looks worth it.

A fascinating new product, briefly
highlighted in our pages recently, is the
cheesecake 'mini', or cupcake. Each
cheesecake is substantial - they meas -
ure about 7cm in diameter and about
4cm deep, and weigh around 115gm.
They are, essentially, serious desserts.

There are twelve flavours, and some
are created as chocolate cupcakes
filled with luxury cheesecake, swirled
with cheesecake frosting and finished
with appreciably generous toppings.
Others use a moist vanilla mascarpone
sponge cupcake base. 

New ideas are also coming up from
more familiar suppliers to the trade.

Some interesting work has gone in
from the baker Bells of Lazonby, with
its We Love Cake brand of individually-
packaged traybake portions. This, says
the distributor Central Foods, gives the
product a serious quality image for an
impulse-buy product, with a very mar-
ketable 'free-from' factor.

"The five gluten-free cakes and
slices offer attention-getting potential
since they are free from wheat, gluten
and also dairy, not something any com-
petitor products can aspire to – many
are gluten and wheat free but not
dairy-free as well," says Central's mar-
keting director Alison Lauder.

"Lactose intolerance is the more
common disorder, so our products are
suitable for many more people than
just those with wheat/gluten intoler -
ance. The explosion in the growth of
free-from foods in the supermarkets
over recent years shows the phenome-
nal demand in this sector of the mar-
ket. All these have been benchmarked
against 'standard' equivalents to
ensure there is no compromise on
taste, flavour and texture.”

Honeybuns is hoping to launch their
gluten-free oat-based flapjacks in the
new year. It has taken a long time to
source a suitable sustainable supplier
of gluten-free oats, says the brand, but
it is now planning to re-issue its 'back
catalogue' of best-selling flapjacks.
"We discontinued them a few years
ago, but now gluten-free oats are avail-
able and reliable, we're going to dust
off the recipes."

The Handmade Cake Company says
that there will be another issue to look
out for next year.

"In January we are launching a range
of four sliced loaf cakes made with
rape seed oil – no palm oil," says
Simon Law. "This will be one of the big-
ger issues for 2013. We are seeing
more and more customers wanting
either no palm oil, or palm oil from an
accredited sustainable source.

"I have no doubt about this - it's an
issue that has been bubbling away for
a while, and in 2013 it's going to be big
news in the sweet bakery sector."

Let them buy cake
Two new ideas in cakes for the coffee house – the

Cakewich and the mini cheesecake cupcake

We Love Cake by Bells of Lazonby
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How much has the march of chai
progressed in the catering sector –
are we serving ‘real’ chai, and are
we brewing it the best way?

Chai is the spicy, milky tea of Indian
street corner refreshment sellers, and
in its purest form, it is the most refresh-
ing drink in the world.

In the UK and US, the number of pro-
prietary chais available to the trade
has shot up, but it has become notice -
able that there is a vast difference
between them – some are robust and
flavourful, some are insipid. Some
make for glorious presentation in latte
glasses, some are limp tea-bags hang-
ing over the sides of cups. There are
chai blends in tea-bags and pyramids,
and there are instant powders, and
chai-flavour syrups. 

What is the right chai for the coffee
shop? And which is the best method of
preparation?

The first question is of whether this is
a market worth going for?  At the
wholesaler Cream Supplies, Jonathan
Money has a good overall view of the
market, and stocks a wide number of
competing products.

"It's increasingly popular... well, it is
massively increasingly popular!” he
reports. “Sales of chai have been
huge. Over the summer we sold almost
as much chai powder as we sold
frappe powder.

"Beyond the Bean started it off with
their chai powders, then Drink Me Chai
came on board and as their range is
wider, we have seen some really high
numbers for them, including a
Fairtrade chai powder which a lot of
customers prefer. 

"The chai syrups sell well, are easier
to make, and have dual use for iced
tea. 

"So yes - chai is a big thing!"

In its real-tea format, what is chai?
All tea suppliers agree that there is
no strict definition – every street-
corner char-wallah in India will have
his own family recipe. 

And there are regional variations,
adds Newby Teas - people in the north
of India start with milk, add sugar to it
and bring it to boil, then add black tea
leaves and boil for few more minutes.

Further north, the taste is for Kashmir
chai using green gunpowder tea with
spices, almonds and saffron. 

In south India, tea leaves are put on
the pre-heated pan to remove any
moisture in the leaves, and then the
milk, water and sugar are added and
brought to boil. In genteel surround -
ings, Darjeeling chai is preferred by
those who like its delicate taste.  

What is crucial is making your own
choice, observes Gwen Hustwit at
Newby. "We believe chai should have
character, so this is an opportunity for
each café operator to create a signa-
ture drink and differentiate themselves. 

"Decide what you want it to taste like,
choose that as your 'signature' chai,
get settled with it, and get known for
presenting it your own way."

It is the quality of the spices which
makes the difference, says Anishka
Gheewala at Canton Tea. "Many chais
on the UK market  use artificial flavour-
ings. We use organic spices to get that
authentic aroma and spicy, warming
flavour – if a good quality tea and deli-
cious fresh spices are used and
brewed in the traditional way, there is
no reason why you can't replicate an
authentic Indian Chai.    

"For an easy solution in a busy café
setting, the tea can be steeped in a
teapot for 6-7 minutes  and served with
a jug of hot milk and honey."

At Suki Teas of Belfast, Oscar
Woolley says his blend is as authentic
as an Irish company can make it.

"The practicality of making spiced
milky tea has stumped many people.
The loose leaf and raw spice recipe I
use was pulled out of my sketch book -
I saw a fisherman making the basic
masala (the mix of spices) for the tea
in Kerala about 11 years ago, and I
noted the quantities down. 

"The trend in cafes for powdered or
syrup is the leading hassle-free way to
make a chai but there are drawbacks
to convenience - it tastes synthetic. 

"Real masala chai with tea, spices

and milk can be prepared in about five
minutes. Make a half-pot but full-
strength chai with boiling water. Add
honey or sugar to taste at this stage.
Pour after 4/5 minutes and top with
steamed milk, like a chai latte." 

Not surprisingly, as the pioneer of
chai lattes, Teapigs argues this to be
the closest practical method to 'real'
chai. 

"Chai latte has taken off in coffee
bars and is in theory closest to Indian
chai, since it uses lots of hot milk,”
says the brand’s Nick Kilby. He also
believes that the pyramid tea-bag con-
cept, which allows for larger leaves
and spice bits, is superior to the instant
methods. 

“In practice, cafes using powders
and syrups produce a hot frothy drink
that can be overly sweet and is a long
way from real tea leaves and spices.

"We know that café owners don't
have the time to brew their chai tea for
half an hour but, if you start with a
pyramid bag containing real whole leaf
tea and spices, then you are getting
pretty close to chai as drunk in India, in
a few minutes. 

"It's important for cafes to practice
serving a really good chai latte - it's
worth putting in the effort."

A chai cannot be insipid, says Marco
Olmi of Drury Tea decisively. "It should
be robust, and it needs a good Assam
base and nothing else. Chai is not a
delicate flavour - it's a hearty slap
round the face with a lot of spices.  We
do two, a simpler one in our pyramid
tea-bags and a more complex one in
our loose-leaf tea, and as we blend
them ourselves, we had a lot of fun
developing them!"

The problem, he observes, is the
question of a five-minute preparation
time, which is awkward for caterers.

"Your big choice is whether  to
attempt a traditional chai, or a chai
latte. In a real chai, the need for a  real-
ly good Assam base is because that
will infuse well with the spices for three
to five minutes, whereas a cheap black
tea will will not – it just gives you a tan-
nin bitterness.

“I am a fan of the chai latte.  Use a
pyramid in about an inch of boiling
water for five minutes, which gives you
a concentrated infusion, and then add
textured latte milk. 

“But again, this takes time… so, don't
knock syrups, because they work and
are easy. If you are doing a lot of take-
away chais, then use a syrup… well,
sometimes you have to be realistic!"

The 'instant' versions have caught
on for café use, even though many
'real tea' brands protest that these
are not 'real' chais... oh yes they are,
retort the powder and syrup
providers!

Ease of brewing is the real legacy of
the American chai influence, says Paul
Maxwell at Beyond the Bean, who
offers both Zuma chai powders and

The Indian way?

Chai is now established on the standard cafe menu -
but are we making the best of it?

REAL TEA CHAI

INSTANT CHAI

Hot and iced chais 
by Drink Me Chai
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Sweetbird syrups.

"True chai is impossible to reproduce
in a cafe, and what the Americans
have done is to take something which
takes quite a while in India, and put it
into a format which brews in a minute
or two. 

“Powder or syrup are legitimate
options, and more consistent than a
tea bag, which can be over-stewed. 

"Are powders legitimate? Both Zuma
and Drink Me Chai have won Great
Taste awards!”

Chai syrups are just as good, he
says.

"This is a whole development in itself
- it has the base of black tea and the
spices, so you add milk to it for a chai
drink, or you use it as a chai flavouring
to hot chocolate, or you can make a
chai latte from it - the British taste is for
a 'slightly spicy tea latte’,  less sweet
than the American taste, and the syrup
will do this. In this, it is probably more
multi-purpose than powder."

Whichever method you use, says
Maxwell, prepare for chai to take off -
"this is a slow-burning market. We
have doubled our chai business in the
last twelve months, but I expect it to
become really visible over the next two
years.”

By far the most active promoter of
powdered chai in recent years has
been Amanda Hamilton, who has taken
her Drink Me Chai company into delis,
supermarkets, and top café chains,
and pioneered the concept of flavoured
and chilled chais. She is not in the
least upset by the accusation that a
powder is not 'real' chai.

"I have always said that Drink Me
Chai was a creation inspired by my first
sip in India from a chai wallah, not a
'passing off' as the real thing. We took
the essential chai profile and put it
together in an instant form to which
you can add hot water, or extra milk for
an even creamier chai.   

"Our biggest compliment comes from
the many Indian fans we have in this
country who say that Drink Me Chai
reminds them of the chai their mother
made for them."

The problem of variation in chai prod-
ucts, from strong to weak, is one which
resounds with Amanda. There are
some products on the market which
barely count as pathetic imitations of
chai, being so weak in flavour.

"I totally agree! I have even visited
one outlet that served chai latte as a

tea bag hanging over a milky cup with
a token shot of syrup thrown in… it was
not one thing nor the other. 

“This only makes it harder to con -
vince new consumers to try good chai
as they have had so many different
versions of the concept. 

"A good robust chai should have
some body and be creamy - in India I
have tried chais made with buffalo milk
which makes a very heavy drink."

The idea of a flavoured chai is some-
thing which some people consider sac -
rilege. Amanda’s range includes some
which would certainly raise eyebrows
in India - vanilla, chocolate, pepper -
mint and even mango chais.To what
degree are these variations on chai
actually succeeding in a café context?

"Our best sellers by far are the origi-
nal spiced chai and vanilla. However,
in these times of consumer demand for
choice, it is good to offer new flavours
– just look at how hot chocolate has re-
invented itself with so many twists on
the original. You need new ideas.

"To demonstrate the commerciality, I
can tell you that when peppermint chai
was introduced to Poland, it outsold
predictions by three times!"

Not surprisingly, a major champion of
the flavoured chai concept is American
–  it is Big Train of California, distrib -
uted here by Falcon Sales. It has a
range of 19, which includes chocolate,
raspberry, gingerbread, caramel, and a
unique ‘’tropical’ one of mango, pas -
sionfruit and pineapple. 

This is a chai concept which has won
a national chefs' award in the US,
notes chief executive Robyn Hawkins,

and the justification for a range of 19
flavours is... because they all sell. 

"We look to the changing global taste
trends in other product categories - the
coffee syrup makers are hugely suc -
cessful by understanding these trends,
but we have found that flavoured
syrups make for a too-sweet beverage,
so we have made balanced, flavoured
chais. Our flavoured chais have subtle
tones of the flavours chosen and they
blend in nicely with the traditional
spices - the aim is for a decadent, com-
forting drink which is inexpensive for
café owners, is easy to store and use,
and which commands a good price.

"The true test is… what will people
pay for? We have 19 varieties of chai
which we sell to  tens of thousands of
customers because our customers
demand them.  It's that simple."

Some, of course, are a world away
from the original Indian chai.
Nevertheless, replies Robyn Hawkins,
American demand for her gingerbread
and pumpkin pie chais is so large that
she sells out of it in six weeks each
autumn.   

“Our Tropical Chai was developed at
the request of an important  customer
in Hawaii, and while I don’t personally
care for it as a hot drink, as an iced tea
it is fantastic!"

The key, she says, is that not only do
flavoured easy-to-make chais sell, they
sell at a good price.

Remember, she says, that in the US
and other 'developed chai latte coun-
tries' the price charged for a chai latte
from a powder is at least equal to, or
higher than, a coffee latte.

Vanilla chai? Flavours and powders
sell well, say Big Train.  “ In the US and
other 'developed chai latte countries' the price

charged for a chai latte from a powder is at
least equal to, or higher than, a coffee latte.”
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What can quite reasonably be
described as a long-awaited café
opening has now happened – it is
the appearance of the Priory Hall
coffee shop in Lancaster, inside the
historic old building that sits next to
the Atkinson coffee roastery.  

The roastery has taken over the old
Priory Hall, to use in a strategy which
we on this magazine always enjoy –
the use of the front of a commercial
building as a public area leading into
the business part. 

In this case, it goes further – Priory
Hall is to be more than just a public
entrance to the roastery, but will 'tell
the coffee story', through displays and
audio-visual, visible onsite roasting,
and in time an onsite bakery. 

"The Hall is our birthday present to
the Atkinsons company," roaster Ian
Steel tells us. "The company was 175
years young last month, so this is a
celebration of the coffee legacy
entrusted to us. We have transformed
a vacant and rather forlorn building into
a vibrant space in which to celebrate
all things caffeinated.

"We had always wanted a fusion of
cafe and culture, a kind of visitor cen -
tre where we could also warehouse our
green beans and our collection of arte -
facts. So when Priory Hall next door to

us became available we seized it. The
finished article has also turned out to
have that most elusive of qualities - a
good vibe!"

Much of the work was inspired by
what the Steel family saw on a
research visit to Portland, a notable
American café city.

"We picked up many influences and
examples of best-practice there that
have found their way into the Hall. 

"We created a 'materials pallette'
whereby authentic natural textures
such as wood, plaster, and copper held
sway over anything bogus or faux. We
uncovered an amazing Canadian
maple parquet floor, then designed and
built the bar and furniture of the same
material, recycling much of the wood
found on site.  

“Above the polystyrene suspended
ceiling was a magnificent art deco
plasterwork arch –  evidence of these
layers peeled back, as in our wall
showing the original layer of duck-egg
blue painted in 1936, is quite a
Portland thing.

"In coffee, we're putting our faith in
vintage and theatre. The various bits of
kit tell some of the story of the evolu-
tion of the coffee bar, starting with an
old French boiler from the 1890's com-
plete with hot water taps and steam
arms, just waiting for group heads to
be invented some twenty years later.

"Pride of place on the front bar is
given to a restored 1959 Faema
President two-group lever machine, a
beautiful object in its own right, and the
precursor to our actual San Remo
Verona that toured the barista champi-
onship heats in 2009/10.  When we've
restored our 1919 Uno roaster it will

feed the Faema… but for now we
make do with coffee roasted a few feet
away in Atkinson's old shop!"

Three more vintage roasters are in
various stages of restoration, as is the
green bean store and 'origin room',
which will be accessible to the public
and show a display of ephemera col-
lected from trips to coffee farms.

"We're also making siphon coffee on
halogen beam heaters and other
brewed coffees in enamel mugs. This

overtly retro reference echoes the
parish hall canteen feel of the building
but also makes a clear distinction
between the filter and espresso offer-
ings, just like the difference between
American and Italian coffees that we
saw in Portland."

Unusually, Atkinsons now proposes
to also use the Hall as a training café,
and pass on to its trade clients its own
experiences of café management –
not, Ian Steel agrees, a service one
usually expects from coffee salesmen,
except for those who pontificate with-
out knowing what they're talking about!  

"We set up the Music Room café a
couple of years ago precisely because
we felt like charlatans, dispensing
advice to so many café start-ups with-
out having been through it ourselves,"
he agrees candidly. "We made many
mistakes in that set-up."

One major lesson learned has been
the design of the correct workable
barista bar. 

"We spent a lot of time plotting out
the ergonomics of a perfectly anthro-
pometric bar this time! We have a bar
designed by baristas, who spent hours
sitting, pondering, and miming pulling
shots… this 'bar design by baristas'
concept is certainly something we're
happy to develop along with offering
the Hall as a training café for our
wholesale customers.

"But a great bar is not just about
workflow, it's also something undefin -
able, a feel, that  you can't put down on
graph paper. Judging by customers'
reactions so far, we have made a large
space somehow intimate, with a mood
conducive to the simple pleasures of
enjoying coffee."

Atkinsons has also learned the retail
value of cake.

"Since opening the Music Room, one
of the many practical things that we
can pass on is the importance of cake
in the coffee world! We mustn't flatter
ourselves that customers come only
for the coffee - they may be drawn in
by the coffee but they stay for cake and
return for the ambience. To this end we
are having an on-site bakery, which will
be on view and add another ingredient
to the workshop feel of the place."

A major intention is to open up the
Hall for community use. There are
commercial implications, acknowl -
edges Ian Steel.

"Because this space was once a
communal hall, we find it hard to resist
the urge to try and push the bound -
aries of what the cafe can be used for. 

"This is a privately-funded initiative,
so it must pay its way.  We have invest-
ed in a serious audio-visual system
which enables us to show films, slide
shows, projections, etc.  We've already
had a number of enquiries from local
groups and our response is that it is
very much up to the community to
make the Hall what they want it to be. 

"I was struck by reading an item enti-
tled: 'In the Future, Everything Will be
a Coffee Shop'. Our thinking is – what
if we turn that on its head, to become:
'in the future, the coffee shop will be
everything'?*

In the future, the coffee shop will be everything...

Atkinson’s roastery-
cafe in Lancaster is

on its way to being ‘a
visitor centre 

for coffee’
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How important are 'events' to a café
business? We report more and more
cases of evening events ranging
from coffee-tastings to book clubs –
but what good do they do?

Last month, Dolly's tea room and
wine bar in Falmouth, Cornwall,  held a
book evening to launch the new novel
by Judy Finnegan, the former TV pre -
senter. The tea-room was filled with
about sixty customers, mostly ladies,
at £6 per head, which included a glass
of wine and nibbles. 

The author brought her husband
Richard Madeley, the other part of her
TV double-act, which caused some -
thing of a stir among the ladies in the
audience, and between them they
chatted about her book in an informal
setting, with her table on the same
level as all the others, taking questions
and of course selling and signing
books.

Is there actually a business benefit in
such an event?

The biggest benefit, says café owner
Dolly Makin, is not an immediate bot -
tom-line one - it is in awareness.

Dolly's is a 'vintage' tea-room - the
tables are scrubbed wood, the seats
are old church seats with holders for
hymn books in the back; old teapots
and teacup sets are everywhere. The
soft background music is 1930s-40s,
sometimes from a real old gramo -
phone, sometimes by an accordionist. 

The house labrador, Hebe, is much
prone to coming over and lying down
next to customers, maybe sleeping
with her head on their feet. ("As you
can see," notes Dolly, "she's a trained
killer…"). 

The food is authentic, without being
so trite as to go down the spam sand -
wich route. 

"People kept telling me to buy in a
scone mix, but we don't do that. Ours
is a proper Womans Hour scone mix,
and you can always tell which of us
made a batch… mine tend to go side -
ways. We all make the cakes, and if
they go wrong, then they go wrong -
we're not into any EU rules about a
slice of cake having to be this big or
this shape!

"But whatever we do, it has to be pre-
sented with good service, however
informal the surroundings might be.

"This room suits the whole vintage
theme which has become so popular.
My philosophy is that things should be

used, so we do our cocktails in vintage
teapots, poured into vintage cups,
which we get from second-hand
shops… and anything cracked gets
'retired' to be a candle-holder or some-
thing like that.

"The room has become a sort of town
speakeasy - students like it here, and
my parents like it here. Nobody feels
as if they're in the wrong place."

How important are 'events' to a tea-
room?

"We do them for fun. We're not into
1970s nights, which would be wrong
for us, but we launched our cocktails

with a Prohibition Night. We're not into
superhero nights, but the Great Gatsby
is coming back soon, and that would
work. The Mad Men series is set in the
50s and 60s, and that would work…
except that they all smoke a lot, so
we'd need to get a smoke machine in.  

"Our Forties nights don't take a hell
of a lot to prepare… we get someone
in to play the piano or the accordion,
we play 40s sings, we have sandbags
at the front door, and Hebe is band -
aged as a bomb-site rescue dog. 

"The point is that people are not
coming for a 'show' – they're coming

for a night out dressed up in 40s
clothes. We do charge, but there's a
cocktail included in the price, and
they're not paying to be 'entertained'…
and in the 40s you made your own
entertainment anyway.

"But most people simply like dressing
up!

"At the town literary festival, we had
a girls' night with three or four writers,
and that worked well because the other
thing that people like of an evening out
is the conversation - these are very dif-
ferent evenings from just having some-
one on a stage."

Event nights also give the opportuni-
ty for some local co-operation. If it's a
personality author, the bookshop
downstairs handles the administration
with the publishers,  tickets and book
sales. The cafe does not make any
clear profit from the event, and Dolly
even hands out a free glass of decent
wine, but her bar is open after the
Q&As.

The point, she says, is that events
are not always necessarily about one-
off profit. They can also be about build-
ing continuing trade for the high-street
community. 

"Working together is what an inde -
pendent high street should be about.
The deli over the road supplies our
events with plates of local cheeses
with information sheets about where
they came from. He has also done for
a wine-tasting evening, and that pro-
motes his business. That was a rock -
ing good night – the wine company
said they'd never had one like it.

"I'm doing nights like Judy's to get
known, and the bookshop is doing it to
make people aware that books don't
just come from Amazon, they come
from the high street.

"It works - we have an occasional
book club here at Dolly's, and we've
already had one girl say 'I forgot there
was a bookshop in town - now I go in
there every week'."

Co-operation on
the high street 

Working together is what
an independent high street

should be about.
- Dolly Makin

The downstairs bookshop and the upstairs tea-room
co-operated on a book signing by Judy Finnegan

It is approaching the end of the year, and it is quite likely that the festive season will
coincide with a move by Trudi, Ian, and this magazine from the remoteness of Cornwall
to an even more remote location in Norfolk.  As this means we have rather a lot on our
plates, we propose to publish our next issue in in mid-January, after which we shall go

back to our usual monthly schedule.   Our usual online news service will continue, as
will the email news update service for subscribers (if you don’t get that service, a

subscription to this magazine is a mere £25 for UK readers) 

Meanwhile, may we remind those searching for the perfect coffee-related Christmas
gift that some copies of Kaldi’s book, the funniest thing ever written about the

British coffee-bar trade, still remain available at £8.99.   And those suppliers who
enquired about bulk copies for corporate seasonal gifts are respectfully reminded to

get back in touch!   Enquiries and orders to trudi@coffee-house.org.uk 
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In a headline-grabbing story for the
tabloids, Debenhams announced that
customers in its cafes would ‘no longer
be embarrassed by not knowing the
modern coffee menu’, quoting some
unidentified research which 'revealed'
that three-quarters of coffee drinkers
have been 'confused' by coffee terms.

In its new menu, latte became 'really,
really milky coffee', and cappuccino is
offered as 'frothy coffee'.  Espresso is
offered as 'a shot of strong coffee'.
Debenhams said that customers would
no longer have to play 'coffee Cluedo',
and predictably recruited the Plain
English Campaign to support its move.

The coffee trade was partly incredu-
lous, and unanimously critical.

"It's quite sad that they are dumbing-
down coffee," remarked Angus
McKenzie of Kimbo. "At a time when
even McDonalds present espresso
coffee proudly, this seems a huge leap
backwards. It is like taking the third
wave back to the first wave in one
dumb swoop. I'm saddened by their
lack of perceived consumer savvy -
our great British seniors fully embrace
coffee terminology!"

At SSP, the international specialist in

airport and rail station sites, Stuart
Coombes said: "I can tell you that all
customers are far more knowledgeable
than ever before. I am surprised at the
need for this."

All high-street operators to whom we
spoke agreed on that. One added:
“others have abandoned this kind of
patronising rubbish. This really knocks
their coffee credibility."

Rather more entertainingly, several
players all suggested that one of
Debenhams’ descriptions suggested
that its own coffee was not up to much.
Among them, Louie Salvoni of
Espresso Service remarked: "I'm going
to go there and order a cappuccino,
and if they ask me if I’d like a ‘frothy
coffee’, I will say no – because a well-
made cappuccino is not a 'frothy cof -
fee'."

Invited to comment, Debenhams told
us: "This isn't a publicity stunt. We
were responding to comments and
feedback from our customers, and
we're certainly not trying to dumb down
the nation's favourite hot drink."

Debenhams says it sells 100,000
coffees each week in 160 cafes and
restaurants.

The local press in Dundee have
highlighted a case which could
cause trouble for a small coffee bar,
bearing in mind Starbucks' known
enthusiasm for legal action. Local
operator Lindsey Stark has named
her car-park coffee stall
'Starkbucks'.  When advised of the
multi-national's known appetite for
litigation, the operators replied that
by contrast, they were happy to pay
tax as a profit-making business.
Kaldi discussed the litigation ques -
tion with the local paper in Dundee,
who told us: "We have had a situa -
tion with a family called McDonald
who ran a well-established restau -
rant bearing their name in a highland
holiday town. A certain multi-nation-
al fast-food retailer wasn't happy…
but there are lots of McDonalds in
Scotland!"

A Dublin café has apologised for
insulting a customer on Twitter. A
patron of Cinnamon wrote on twitter
about slow service in the café, to
which an employee tweeted what
has been described as 'an
unsavoury response', which we
won't repeat here. The company
used its Facebook page for a long
apology directed at all its customers,
asking the one involved for the 'gen-
erosity' of his acceptance. With a
super touch of humour, the café then
offered all customers a coffee of
their choice for €1, if they quoted
'twittergate' when ordering.

The advertising news source
AdAge has come across an interest-
ing view of  coffee in China, which is
held up as the new boom area.
Although Starbucks already has 600
sites there, coffee is reported to be
'against the masculine tradition' of
the country.  AdAge interviewed a
government business official who
reportedly told them that business is
usually carried out in teahouses
where private rooms cost upwards
of $200.  On Starbucks, the govern-
ment man said: "Coffee is  a drink
for women. Doing business with a
man, you  talk business over a meal,
or you go to karaoke and make
deals while you sing together. The
idea of men talking business in a
place like Starbucks is just ridicu -
lous." The conclusion, reported
AdAge, is that in the Chinese view,
karaoke is manly… coffee isn't.

Debenhams’ publicity stunt criticised for
putting back the cause of good coffee  

The chain store Debenhams has come in for a leathering from the coffee
trade for having used coffee to provide a silly novelty story for the general
press. When the retailer announced that it was changing its menu to
describe coffee drinks in ‘plain language’, the beverage trade complained
that it had simply put the cause of good coffee back by doing so.  


