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The point of the BSA awards is not,
as in some trade schemes, just to hand
out prizes for the sake of it. The point is
to highlight the need for good practice
in beverages, and then to allow venues
the chance to display something to
show that they have been assessed as
meeting trade standards in their work.

The ambition is that as these accred-
itations become more familiar on the
high street, more venues will feel they
need to achieve them, and that the
standard of coffee in general will rise.

The parallel, which this magazine
has made before, is of the Cask
Marque scheme in real-ale pubs, and it
is because of this long-term philosophy
that several in the trade have not been
too depressed by the head judge's
findings.

"All the findings were from first-round
assessor visits," Ranald Paterson told
us. "A small espresso is the one com-
pulsory drink required of all entrants.
All 54 per cent failed on extraction time
alone, the majority through under-
extraction (or, 'too fast'). There were
parallel faults such as too hot or cold,
and incorrect water volume.

"That does not mean that the remain-
ing 46 per cent were all good. Let us
say they were 'acceptable'. Less than
five per cent of them were of our 5-Cup
standard.

"A variety of reasons were given
including insufficient training to make
espresso, machines awaiting service,
and 'I know it's bad, but only the serv-
ice engineer is allowed to alter any-
thing'.

"It is true that espresso on its own is
a minority drink in the UK. But it is the
base of the biggest-selling coffee
drinks, and inevitably the standard of
these drinks is compromised by a bad
espresso."

This is not a new observation.
Indeed, it was at a speciality coffee
conference a couple of years ago that
James Hoffmann, the UK's first world
barista champ, remarked that: 'ninety-
nine per cent of all cups of coffee

brewed in the world are bad – maybe
ninety-six per cent, but nearly all of
them'. And nobody in the coffee trade
disagreed with him.

Two companies have, between them,
sponsored well over a hundred entries
into the BSA's awards contest this
year. Their reactions to the news were
optimistic.

"I would be saddened to the point of
a cliff jump if any results from my own
customers were that bad!" said Angus
McKenzie of Kimbo. "There is a good
and a bad side to the policy of mass
entry to a contest – on one hand, it
would appear to be bad press for the
industry, and on the other we get 'a
more real picture' of what's happening,

"But... you might imagine that when

the Cask Marque organisation started
judging beer back in the 80s, they
found ninety per cent to be undrink-
able, badly-handled beers, from which
they went on to massively change
practices and knowledge among con-
sumers, suppliers and publicans, as a
result of which, we can now drink great
beer in many places.

"So, let us fly our flag in explaining
about best practice. This may be the
light that starts showing the way."

It was Jaguar Espresso Systems who
sponsored most entrants.

“The BSA awards stipulate that every
outlet must be judged on its espresso...
perhaps because over 95 per cent of
drinks are milky drinks, many staff may
not recognise how important the
espresso part is, or are simply not used
to serving it,” suggested the company’s
Helen Taylor. “Perhaps more emphasis
needs to be given in training to the
espresso, in addition to foaming milk.

"If the industry is being challenged,
standards will rise as a result."

The majority of espressos tasted by the assessors in the first stage of this year's Beverage Standards Association
awards have failed to meet expectations. An analysis of the first hundred venues judged, from a cross-section of
sites across Britain, has shown that 54 per cent of straight espressos served were unsatisfactory. "Our standards
are not 'pie in the sky'," head judge Ranald Paterson told Coffee House. "Our assessors are not expecting world-
shattering quality – 'basic' will pass. Unfortunately, basic is too high for some in our industry."

Something which has gone almost un-noticed is a plan by Dame Kelly
Holmes, the star athlete, to open her own coffee house in Kent. We know that
she has now got the keys to a former newsagents’ shop (where, it is said, she
once worked as a teenager) and we know that she was surprised to find out
that such things as barista championships exist. We even know that she was
at a recent trade show - here she is talking to the staff at La Cimbali espres-
so machines. It is also the case that she was escorted around the trade show
by Paul Eagles of Kokoa Collection, the artisan hot chocolate supplier (on the
left of the picture). We also know that she is not a great coffee lover! Beyond
that, it's still a mystery...

Most British espresso fails to
meet judges’ standards

“Less than five per
cent were of our
5-Cup standard”

-Ranald Paterson
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Cofa's café bar of the Xcel Leisure
Centre in Canley, Coventry, is to
expand into two directions after its
first year in business - it will set up a
service for local businesses, and
probably a mobile coffee van as well.
The company's target was 'to be
Coventry's meeting place'. (The
name refers to the city's history -
Cofa's Tree was a meeting place for
early settlers, and the name evolved
from that).

Harris and Hoole, the artisan coffee
shop which has come under much
fire for partnering with Tesco, has
opened three more London sites. The
chain now has 16 in total.

The financial press has suggested
that over a thousand employees of
Bettys & Taylors tea rooms will share
in a bonus amounting to perhaps six
weeks' wages. Taylors' annual figures
show that group turnover grew 14 per
cent in the year to October 31, 2012,
with pre-tax profits reaching £10 mil-
lion for the first time. The company
has also reportedly contributed
£356,000 to charitable and communi-
ty projects in Yorkshire and tea and
coffee-growing countries.

The British Hospitality Association
has said that it expects the hospitality
industry to create another 30,000
jobs for young people over the next
two years. The figure comes from
pledges made by employers at a
series of nine Big Hospitality
Conversation events held in recent
months; these employers have said
they will create 14,800 permanent
jobs, 11,100 apprenticeships and
5,157 paid work placements. The
BHA has not said how much of this

comes recognisably from the bever-
age sector.

Caravan, the London roastery and
cafe, has started a coffee cupping
course aimed at home-brewers. This,
it is reported, is inspired by a
'massive' increase in its retail bean
sales. The business' chief Miles Kirby
has said that interest in what high
street baristas can do has led to more
people realising that they can make
great coffee at home. The courses
are priced at £15.

The SCAE has organised another
trip to origin - this is ten days in
Tanzania, from 7th - 18th September,
to take part in a programme which will
include all aspects of coffee growing,
picking, and processing, together
with visits to a coffee research station
and the local coffee auction. There is
also the chance to see wildlife in the
Serengeti national park. All-in price is
2,500 euros, and further details are
available from the SCAE or Colin
Smith at Smiths Coffee.

A delightfully practical cafe story
comes from Aberdeen with the news
that the Stevenson Café, in the
Museum of Scottish Lighthouses has
recently installed opening windows.
Not as odd as it sounds - think how
much glass is involved in a light-
house, and the effect this has on cus-
tomers and produce on a very hot
day.

The London Coffee Festival is now
involved with SPIN London, a cycle
show organiser. The two are putting
on 'Spin X LCF Xmas', which appears
to be a cycle-and-coffee show for
consumers.

It involves a collection of cereals,
toast and even pancakes turned into
ice cream specialities, all of which is
described as 'the ideal morning
boost, hangover cure and inexcus-
ably wicked way to start the day'.

The café's chief, Ashish Saggar,
says he is leading the way in the 'ice
cream at breakfast' movement.

Among his dishes are ice-cream
with pancakes and maple syrup, a
Bloody Mary sorbet, and a double

espresso gelato. Prices are from £3
to £4.50.

What is thought to be the first ice-cream breakfast menu has been cre-
ated by Camboco, a Soho café.

A remarkable project is currently
under way in Westerham, Kent, where
the Bradshaw family made a New
Year's resolution to go through 2013
buying only British. Everything they
use, from a mortgage to a loo roll, has
to be the product of a British company
operating in Britain and employing
British workers.

We could not resist asking how tea
and coffee came into this.

"I personally drink neither but my
wife does drink tea," James Bradshaw
told us. "Of course the tea we buy is
the British-grown stuff." (This is
Tregothnan – we thought it tactful not
to mention that much of the Cornish
estate’s output is actually blended with
Assam or Darjeeling!)

"We have been contacted by a coffee
brand that roast and make pods here.
That would suffice for British manufac-
ture, but their machines are made in
Italy.

"Any ‘considerable change’ meets
our criteria. Simply blending and pack-
aging may not meet it, but roasting
would."

When we protested that blending
was not a 'simple' matter, James
acknowledged that he is not an expert
on the subtleties, and wondered: "if I
mixed two French wines in Britain,
however skillfully, do I get British
wine?"

We enquired of several British coffee
and tea suppliers for their views on the
Britishness of what they do… and then
by remarkable coincidence, the sub-
ject cropped up again elsewhere.

The organiser of British Food
Fortnight, to be held at the end of
September, has now welcomed a sug-
gestion by this magazine that tea and
coffee should be included in her event,
even though they are not grown here,
but because they are finished and per-
fected in this country.

"You raise an interesting point," said
Alexia Robinson of Love British Food.
"Many Indian restaurants already take
part in British Food Fortnight in order
to showcase the British ingredients
they use. In your case, the ingredient
is not British, but the craft of roasting

is, and it has a long history in this
country."

The coffee trade has agreed.

"Coffee is not a finished product
when it arrives in Britain," said
importer Simon Wakefield. "It needs a
roaster and a server whose skills of
blending and making need to be con-
sidered – coffee, as most consumers
know it, is British."

Colin Smith of Smith's Coffee was a
roaster who backed the idea.

"Being a British coffee supplier is
one of my main selling points. It is
interesting that what is promoted as
‘Italian café culture’ is usually based
around the product of a local roaster,
and yet the big brands spend all their
time promoting the heritage of another
country. Why coffee buyers cannot see
the value of a 'British' coffee, I really
don't know!"

Meanwhile, Fracino, the British
maker of coffee machines, has been
quick to point out that its machines
were used at the recent G8 summit of
world leaders. We were intrigued to
know how this came about – it turns
out that the PM's 'events and visits'
officer was asked to make sure that
everything at the event was British,
and made the appropriate request.
Fracino supplied eleven Piccino
machines, engraved with the Union
Jack, for use in the leaders' accommo-
dation. The Prime Minister was also
given one for Downing Street.

Is coffee a British product?
There have, by entertaining coincidence, been two cases this month in
which the origin of hot beverages have been brought to attention, raising
the question of how much we can claim our tea and coffee to be ‘British’
produce.

The Bradshaws and their tea

The Bradshaws will be
running an expo dedi-
cated to all-British
goods in Westerham,
in August
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Another regional roastery is opening its own
café, partly as a standalone commercial venture,
but also as a showcase for its brands and service
to the trade. Origin Coffee of Helston, in Cornwall,
is to open the Brew House in Porthleven, a holi-
day village on the south coast, just a few miles
from the roastery (a manager is still sought).

"I've been thinking of this
for a long time," Origin's Tom
Sobey told us. "I won't want
to start a chain, but I do want
to have an outlet where we
can showcase what we are
doing, and what can be
achieved with our coffee.

"Porthleven is the right
location because, although
it's just a village, its summer
influx of people is huge, and it is also getting a repu-
tation as a foodie village, so it is a location with a cus-
tomer base which understands good food. In
Cornwall, beach cafes are booming, and it's impor-
tant for us to be seen how well we fit in with the good
coffee places here.

"If we can take trade customers there to see the
value of using good coffee, good equipment, and
well-trained staff, then this will be good for their busi-
ness – come down, we'll show you how we do it!

"Many roasters have begun to do this very well -
Small Batch, Atkinsons, Artisan in Edinburgh, all have
control of a café outlet.

"And of course we often get consumers coming into
the roastery looking to buy our coffee, and we're not
set up for retail sales."

The FSB and the Centre for Local Economic
Strategies have reported that in the figures they were
able to analyse, small independent companies gen-
erated £746 million more for their local economies
compared to large businesses – even though more
than £500 million less was spent with them. Looking
at it another way, the FSB says that for every pound
spent with a local company, 63p was re-spent in the
local area, far more than recirculated from a national
business.

As a result, the FSB says it wants to see more local
authorities recognising the real value of local busi-
nesses, and doing more to support them. Some
authorities can be seen to be doing this with their
own spending – four-fifths of councils have broken
supply contracts into smaller parts, to help their local
small companies win a share of the business.

John Allan, the FSB's national chairman, said:
"There seems to be an increasing realisation that
spending more locally will benefit the local economy.
Our report shows the power and strength of small
firms to create jobs and growth in the local economy
if they are given the help to do so."

(In Penrith, a survey last month reported that ‘local’
food businesses provide 700 jobs, that local food
makes up half of turnover at the town’s food shops,
and that ‘local’ business supports trade worth £17
million from within a 30-mile radius.)

However, the Independents' Day awareness event
appears to have been a damp squib for the café
trade this year. As we reported in April, the annual
event has the support of eleven trade associations,
and is intended to highlight the value of local busi-
nesses to their communities.

Although the organisers, the National Skills
Academy, reported that 'thousands of UK small busi-
nesses across the UK took part… putting on special
events and promotions for the day, including themed
window displays, high street festivities and special
offers', the practical reality appears to have been
rather less, certainly for the beverage trade.

Invited to tell us how the café trade performed, the
Academy could only give us four examples, most of
which involved the use of Twitter alone as a promo-
tional medium, and three of whom supported the
event because it coincided with their own business
birthday. Sadly, three of them told Coffee House that
the event had not worked for them.

Dawn Hartley of Hartley's Coffee House in
Nottingham said that she tried, but was the only one
in her area to do so: "we are very passionate about
'keeping it local', and we have a lot of customers who
choose to come and spend their money with us
because we are independent, and we only use inde-
pendent local suppliers.

"That Thursday was a busy day for us, as it was our
own first birthday too, and we had lots of balloons
and discounts to celebrate… had it just been
Independents Day, I'm not sure if we would have
been so busy, due to lack of knowledge and no other
shops in the area celebrating the event.

“More effort is needed. I personally contacted local
media, but no-one was interested in listening to me
about it, which I found very frustrating."

At Coffee Gang in Swindon, Matthew Pearce expe-
rienced very much the same: "Independents' Day
was of no use to me at all. I did not see or read of

any pre-publicity of the day, none of my regulars
mentioned it to me, and nobody claimed the 50p dis-
count I offered. I think on the next one I shall promote
it more for myself."

Paula Lingard of the Campden Coffee Company
agreed: "I don't think Joe Public was made aware of
it. We put a lot of effort into running a special menu
and it was a complete waste of time – which is very
sad as the idea is a really good one!"

Elsewhere, the shadow business secretary has
now proposed a British version of the American idea
'Small Business Saturday'. In the States, this is held
at the end of November, and encourages support for
local business on what is always a very busy pre-
Christmas shopping day. The British version is pro-
posed for 7th December.

Indies are valuable to town centres –
but awareness day falls flat
Independent businesses really do contribute more to their local economy, says a new report from the
Federation of Small Businesses - their figures show that 58 per cent more of the money spent by local
authorities with small firms is re-spent in the local economy, compared to that spent with large busi-
nesses in the same area. However, this years Independents’ Day, an event intended to promote the
value of locally-owned businesses, did not do the cafe trade any recognisable good.

Independents’ Day - did it do cafes any good?

Another roastery opens
its own coffee house

Tom Sobey
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This is GiveMeTap, which seeks to
bring clean water to the village people
of Namibia. The concept, thought up
by Edwin Broni-Mensah, is to sell a
reusable branded water bottle, which
consumers are encouraged to use
instead of buying branded mineral
waters. Having bought the bottle,
which raises money to go to the cause,
they can then claim a free fill of tap
water any time they call into a café
which displays the GiveMeTap window
sticker (there is an App available to
locate these venues).

There is no cash commitment from a
participating café, nor any requirement
to stock or sell the bottles - these are
generally bought direct, online, at a
price of around £10.

An interesting development is that
several big employer organisations
have bought large quantities of bottles
for their staff - the Deloitte finance con-
sultants bought 5,000 bottles for their
London offices, and followed that up

with an even bigger repeat order. This,
says the water charity, means that
some twelve thousand employees are
now likely to walk into cafes asking for
free water - which in turn means they
are likely to buy something else.

The founder suggests that for every
two bottles sold, he can achieve
access to clean water for one African
villager.

Cafes support free water campaign
One of the newest water charities has said that it now has the support of 216
coffee bars in London and Manchester.

We have reported recently
on steaming jugs which tell
you the working temperature -
now we have a coffee mug
which tells you the drinkable
temperature of the contents.
This comes from a company
called Brando, of Hong Kong.
A two-digit LCD display indi-
cates the temperature and a
heart on the side of the mug
also glows blue, orange, or
red to indicate how hot or cold
the drink is. The mug runs on
2 AA batteries. In America, it
sells for $38.

This odd sight may be a tech-
nological breakthrough. It
comes from the Taiwanese cof-
fee chain Let's Café, and it
involves personalised 'printing'
of coffee foam. Customers
upload their photo to the coffee
machine, which will then 'print'
it on to the drink – it is actually
a very finely-detailed sprinkling
of an edible powder.

The Glasgow City Marketing Bureau has launched a series of 'coffee shop con-
ferences' intended to give medical and scientific associations a way of communi-
cating with the general public in an informal and relaxed environment. The first
took place in June, at the Offshore coffee shop, to coincide with the
Europaediatric conference. At the coffee shop event, parents were able to discuss
child health issues and gain advice from a leading expert in the field of child
health. The Glasgow Bureau has said that the project has drawn requests from
other coffee shops to be involved in similar events.
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A curious arrival on the wall of a Barnsley café is a painting of the inside of the
café – but nobody knows who did it. The
oil painting was left on a table outside
the Pollyanna café in the town centre,
where it was found by owner Rita
Britton. She says that the detail is
remarkably good, and that every single
person in the painting is immediately
recognisable… but nobody has ever
seen a customer doing any sketches in
the café, or anyone taking photographs.
The only clue to the painter is the words
'Gorilla Art' on the canvas.

The TCG pub and bar chain has picked Cafeology as the coffee supplier for
its nationwide chain, and in return the brand has created a new Fairtrade
blend for the pub chain, and will provide hands-on barista training for all
operational staff over a three-month period. TCG will adopt Cafeology's slo-
gan 'great coffee, great cause'.

Cafeology's Bryan Unkles tells us: "they have selected our Latin Espresso
beans along with Cocoaology hot chocolate, Teaology tea and Fairtrade sugar.
Both their operations director and the chief operating officer have toured the
roastery, and they have now become extremely focussed on the development of
hot beverages."

TCG's chief operating officer Nigel Wright has said: "increasingly, our venues
are trading for longer hours, with coffee a growing part of the sales mix. Working
with a British coffee company will give us a point of difference in the bar coffee
market.

“We were impressed with Cafeology's early grasp of our business, and their
understanding that as our sites are all individual pubs, we didn't want a 'one size
fits all' approach. Their barista training was very detailed, giving our front of house
team better practical skills and general coffee knowledge."

The name TCG comes from Tattershall Castle, the floating bar and restaurant
moored at London's Embankment.

Press reports that the London brewery Fullers is to open its own chain of
coffee shops are inaccurate, the brewer has told us.

The brewer has recently created its own in-house coffee brand, Brewer St, and
it was published in a marketing magazine that Fullers would be opening coffee
houses beside some of its own pubs, on property it already owns.

"This is a little premature," a spokesman told
Coffee House, perhaps phrasing his reply a little
cautiously. "Coffee shops are just one of the
options open to us now that we have our own cof-
fee brand, Brewer St. There are no concrete plans
to open standalone shops."

The new coffee brand logo is inspired by
Victorian street sign tiles; so far, it promotes its
own coffee through beer mats and dedicated coffee menus. It is also running a
'buy nine, get one free' loyalty scheme. Brewer St. coffee was trialled in a dozen
pubs in 2012, and following a good reaction, it is now served in over 75 Fuller's
pubs in London and Surrey.

Notably, the brewer has made several recent moves to bring pubs nearer to the
coffee-shop model, most recently upgrading its wi-fi service.

Pub chain picks Cafeology

Not many tea-rooms can manage a bit of themed external self-promotion
like this - the two topiary teapots decorate the frontage of the Parlour cafe

at Fortnum and Mason in Piccadilly.

No cafe chain for London brewery... yet

Mystery artist paints cafe patrons
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The media in Dubai has got excited about Costa 'reaching new industry
heights with the worldwide launch of the first five-sense self-serve coffee
experience'. This is described as a one-of-a-kind self-serve machine, that has
had its first installation at Dubai airport through a local franchise partner.

According to the Dubai press, the machine in their airport 'recreates the sound of
a bustling café', a sonic 'experience' created by the people who mix sound for U2;
the smell of a coffee shop is also recreated to greet customers as they approach
the machine, through work by some world leaders in 'taste and scent engineering'.

Meanwhile, back in the UK, the chain has its usual month of protests. Costa is
reported to have applied to open in a former Pizza Hut in Hankridge retail park,
Taunton, and in Wells, and in Teignmouth, where councillors have approved the
idea despite an objector saying that the town already has 26 coffee shops and 92
outlets where coffee can be served. In Porthmadog, Costa will open in a former pub
in spite of concern by local councillors of harm to existing local businesses. A peti-
tion has been raised against Costa opening in Malvern; a poll in the local paper
showed 60 per cent of residents are against the chain's arrival.

By contrast, in Minehead, the head of a tourist attraction has said that a petition
against Costa opening is 'a joke', and that when many shops in a town are closing
or staying empty, even a national chain should be welcomed.

In the north, the Optimum Coffee Group, a Costa franchisee, is reported to be
aiming for a million pounds in increased turnover through the opening of three more
sites, two in Liverpool and one in Manchester. Managing director Mark Bryan has
said that his objective is to become the largest Costa franchisee in the UK within
five years.

Meanwhile, there has been further trouble over the situation in Basingstoke,
where the council proposed to spend £786,000 buying a Costa drive-through. It has
been alleged that one councillor who supported the project failed to declare an
interest in the property consultancy which recommended the project.

And a new state-of-the-art £700,000 sixth form for 300 students at the Appleton
School, in Benfleet, will include, of all things… a branch of Costa.

Starbucks has opened its first franchised British operation in Hampshire. The
store at the Liphook Services, on the A3 northbound towards London, is intended
to be the 'blueprint' for further franchised cafes across the UK. The work in
Hampshire is under the control of Mark Hepburn, director of 23.5 Degrees. He pro-
poses to open in Portsmouth, Bournemouth, Farnborough, Trowbridge and
Southampton.

Tetley has decided that it wants to
create a 'community of Tea
Masters', and has launched a tea
academy, from which it proposes to
'improve the quality of tea out-of-
home and to inject some passion
back into serving tea'. The brand
invites caterers to sign up to a
monthly e-newsletter that will
'provide education on different tea
blends and how to market them'.

The small coffee-shop chain
Merienda, owned by John Graham,
is proposing to open in Keswick.
Merienda already has branches in
Cockermouth and Carlisle.

There has been a fascinating pro-
posed use of overprinted takeaway
coffee cups in Edinburgh, where it
was suggested that 13,000 coffee
cups should be printed with the pic-
ture of missing Yulia Solodyankina
as the hunt for the Russian student
intensifies. The proposal came from
Ian LeBruce, of Cappuccino Ads, a
company which provides free take-
away coffee cups, paid for by adver-
tising revenue, to independent
cafes.

Starbucks will open a new outlet in
Southampton this summer - they
have permission for a site at Town
Quay Marina.

James Green, owner of Coco-
Jambo cafe at Whitley Bay Metro
Station, has won the barista contest
organised by the North East
Culinary Trade Association. He said
that his win has 'put Whitley Bay
well and truly on the coffee map'.

A garden centre in Brighton thinks it
has the city's oldest working barista -
72-year-old Carole Hilliard, of the
Mayberry Garden Centre, has recent-
ly gone through barista training to a
standard which won the admiration of
her manager. A quick poll around the
trade tells us that she may not be
alone - barista trainer Daisy Rollo
reports training far more people in the
50-60 age range, and only recently
trained a man in his seventies on the
use of an espresso machine. At
Coffee Community, Paul Meikle-
Janney remarks that he trains many
over-40s, adding the comment that
the archetypical older waiting staff,
always believed to be reluctant to
take on new skills, now seem to be
diminishing.

A familiar hazard for cafe owners
has been suffered by Costa in
Dorking, which is in trouble for remov-
ing a wheelchair lift installed at the
front entrance when the premises was
converted from a former bank. Costa
explained that the lift had been
repeatedly vandalised and was
beyond repair, but the local council
has questioned whether the company
is breaking the law. Costa said it
would provide a new lift.

We regret to report the death of
Vincenzo 'Vinko' Sandalj, president of
his family coffee company in Trieste.
He was 63, and died after an illness.
Not only did Mr Sandalj hold senior
positions in many international trade
associations, he wrote the extremely
well-regarded book Coffee – a
Celebration of Diversity.

Costa - sonic coffee experiences in
Dubai, more protests in UK
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Tri-Star, the distributor of packaging
products for takeaway food and drink,
is now offering products from
PacknWood, the British subsidiary of
a French company which uses
biodegradable and compostable
materials. Kevin Curran of Tri-Star
has remarked that in sustainable
packaging, it is now important that
suppliers "do not sacrifice perform-
ance for the sake of scoring green
brownie points".

The local press in Bradford report
that £120,000 has been spent on
refurbishing the National Media
Museum café, although the museum
might be one of three which are in
danger of closing through lack of
funding. A local MP accused the
museum management of 'either gross
incompetence or bluff and political
manoeuvring', to secure the survival
of the museum.

The press in Bolton has reported
that the town's new Café Lounge has
been opened by someone who was
once jailed for armed robbery. The
ex-offender, Daniel Shah, has said
that he is entirely open about his
past, and also about the need for
people to take control of their lives.
One aim for his business is to cater
for young people who think they have
nowhere to go - the café owner has
said that having 'been a brat' in his
younger days, he can relate to what
they need. A local councillor has spo-
ken of being 'thrilled' at the change
that a chance in the café industry has
brought about.

An entirely 'green' café is to be
opened in Sutton Harbour, Plymouth.
The Real Food Kitchen will offer food

from locally-sourced ingredients,
including the establishment of local
allotments, with the aim of having
some items in the kitchen within an
hour of being picked. Leftover pro-
duce will be donated to charities or
homeless shelters.

Britain's most southerly cafe has
escaped serious damage after a fire
in a junction box. The Polpeor Cafe at
Lizard Point suffered flames travelling
up the side of one wall - the owner
managed to douse them before they
reached his fascia boards, at which
point the fire would probably have
spread. The fire also damaged the
café's phone line, but fortunately a
neighbour called the fire service.

The owner of the newest bicycle
café has achieved a lot of attention by
campaigning for better conditions for
cyclists in his city, Glasgow. Callum
Dickson, owner of Siempre (with the
delightful slogan 'a different kind of
chain store') has said that while some
transport facilities have been
improved for the Commonwealth
Games next year, cycle facilities have
been left behind. The popularity of
combined cycle shops and coffee
houses was confirmed recently with a
poll which suggested the unexpected
figure of more than half of the popula-
tion now owning a bike.

A truly wonderful cafe prospect is
available in Torquay - the Blue Walnut
incorporates the UK's smallest cine-
ma, just 23 tiered seats. The lease is
£50,000, and rent is £8,000. The
estate agents, Waycotts, remarked:
"you don't get to use the word
'unique' very often about a cafe …"

The Indian trade has pointed out that it is the season for one of the world's
unique coffees, the Monsooned Malabar.

This coffee is thought to get its distinctive taste from exposure to damp mon-
soon winds during the six months it used to take a sailing boat to reach Europe -
by that time, the beans had absorbed the moisture, bloated and turned brown and
slightly musty.

Today, the process is recreated - at a typical Indian factory, the beans are scat-
tered, and left open to the elements to absorb the moisture from the humid air,
before being put in sacks stacked in 'wind rows’, a passage where the monsoon
wind blows through. Beans should go through this process three times.

As with several such speciality coffees, the warning to European buyers is to
beware of counterfeits.

Here's a curiosity which was devised last year, but cropped up at the big
coffee expo in Melbourne this summer. It is Coffee Trader, a board game
devised by Coffee Supreme of Australia and New Zealand.

"Every year we create a Christmas present for all our wholesale customers and
business partners," they told us. "Last year we created our very own board game.
We wanted to develop something
fun that would be played but would
also get stashed in with the chess
set, and the 1,000-piece puzzles in
the top cupboard.

"The aim was to have an element
of education. Growing and supply-
ing good coffee isn't as easy as it
may seem and we wanted to shine
a little light on this area through a
fun medium. After Christmas we released it as a product through our retail chan-
nels both here in New Zealand and Melbourne."

The game begins with players planting their first coffee trees, then going
through the season as a speciality coffee producer experiencing the highs and
lows of growing, processing, selling and shipping coffee. We have seen it offered
down under for $A45.

Peros, the distributor of ethically traded beverages and snacks, has introduced
a new product directory that provides detailed information about every product in
its range. The directory covers allergens, covering
all the familiar subjects such as gluten and nut
problems, but also going to the question of GM
ingredients, and gives details of the various certifi-
cations for which products qualify, ranging from
Fairtrade to kosher. There are nutritional details,
covering calories, fat content, salt content and
extending to shelf-life details. A product origin sec-
tion identifies the sources of all products. Copies available from 01494 436426.

Season for fake Malabars, says India

The first coffee trade board game?

Peros introduces ethical checklist

Ambitious plans are reported for Elephant
Coffee, of Neston in Liverpool. The café was
set up by Adam and Emma Mitchell, who
originally set out in business to renovate and
sell houses - until they stumbled on a prop-
erty in Neston which lent itself to a coffee
shop. After a year, they now propose to
expand into two more nearby sites in
Parkgate and Oxton. The partners have
referred to their business as "a bit more spe-
cial than the high street chains, which we
call the 'McDonalds of coffee shops'." The
name Elephant was chosen, we are told, as
'something which would not be forgotten'!

This is 3D latte art,
created by a Japanese
barista, Kazuki Yamamoto.
However, he says that
each design takes up to
five minutes – for which
Japanese customers may
wait more politely than
Europeans would.
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A quite remarkable sign could be seen on the
backdrop of one stand at this year's Caffe Culture
show – it bore the three logos, in close proximity,
of the giant Irish roaster Bewley’s, the London
coffee brand Darlington's, and Yorkshire's
Grumpy Mule, from the Bollings roastery.

It was the first major display of how the company
which has been a major force in Ireland for many
years has now begun to assert its standing in the UK,
following its two recent acquisitions.

What is Bewley's doing in the UK, and how can the
café trade benefit from its arrival?

Brendan McDonnell is the man who has been given
charge of Darlingtons and Bollings, and he faces the
question with great candour.

"Back in 2005, with the rise of the new coffee cul-
ture in England, I said 'we've missed a trick here' - I
thought we should have been in London earlier, and
that our timing was wrong. I also thought that the café
culture people would not take to us in London – I
don't wear a flat cap or anything like that!

"But as it happened, we came here at a perfect
time, and the market has accepted us - I've already
had a wonderful twenty months with Darlingtons,
before we bought Bollings."

What can Bewleys bring to the British market? The
answer, says Brendan McDonnell, is partly a matter
of expertise in coffee sourcing (Bewleys has one of
the acknowledged 'greats' of sourcing in Paul
O'Toole) and partly its imaginative attitude to working
with the catering trade. Bewley's may appear to be an
extremely traditional company, but it has some very
uptodate ideas - this was the supplier which, when
Starbucks first threatened to appear in Dublin, ran a
seminar for its trade customers on how to compete
against the green giant.

"Ah, that famous seminar was held in a pub called
the Washerwoman… it could only happen in Dublin!"
recalls McDonnell. "At the time, I had been spending
a lot of my time in London, and I could see what was
happening here, so I called my part of the talk
'Neighbourhood Watch'. I recall one girl who attend-
ed ran an independent shop in Dublin, and we said to
her: 'you're known for your scones, and Starbucks will
never be able to match you for that', and what hap-
pened? Starbucks came in beside her, but she flour-
ished, and is still flourishing!"

What can Bewleys now bring to the UK? For larger
operators, it is a matter of quality with scale, suggests
McDonnell.

"As the big catering players in England watched
what was happening with the new coffee scene, at
what the new barista champions were doing and what
the artisan roasters were doing, they wanted to com-
pete. But a lot of those operators are buying very sim-
ilar coffees from very similar suppliers.

"They needed a supplier who could do so on a big-
ger scale… like us!"

But Bewleys is not all about big clients. An example
comes with its first acquisition, the Darlingtons brand
of London.

This company, with its curiously old-fashioned logo
of a running waiter, has a customer base which
includes some vastly impressive modern-day names
- the Apostrophe café chain is a client, and so is the
very significant south-western brewery, the St Austell
chain of pubs and hotels. But so is a very highly-
regarded Soho independent, Sacred Coffee, and so
is Caracoli, whose head barista has just become the
UK latte art champ.

"I think a lot of people don't realise how significant
Darlingtons have become," agrees Brendan
McDonnell. "When I first met them, I realised that this
company had been formed by people with character
and forceful personalities, who had built a business
on flexibility and 'what the customer wants' - anything

that was needed, they would try to do it.

"I had been in their office only a few days when a
customer called at 9.30 with an order for just one bot-
tle of syrup. I waited to see what the answer would
be, and it was 'we'll have it to you by 2pm'. I asked
how they could do this, and I received the very strong
riposte that 'this is how Darlingtons works'.

"How can such service be cost-effective? Of
course, it would be outrageous to suggest that it is
economic, but it illustrates that this kind of customer-
service ethic still exists - when customers are in trou-
ble through no fault of their own, then you help.

And yet, the Darlingtons brand is still not widely
known.

"Darlingtons does not have a visible presence,"
agrees McDonnell. "We could double the business,
and people would still not know who we are!

"There was a point where we thought 'this doesn't
have a cool, cutting-edge brand - all the others have
their brand on swing signs outside café doors'. But
sometimes we can all be so ultra-focussed on 'the
importance of brand' that we forget that not every-
body sees these things the same way.

"The curious irony now is that independent opera-
tors don't want a supplier's brand outside the door -
anonymity allows the operator to concentrate on their
own café's identity, and it also protects them against
the danger that someone up the road is going to open
up and put out the same swing-sign… and maybe
20p cheaper.

"In the 80s and 90s, we were told that 'it's all about

the brand' - well, today it's about a lot more than that.

"Wonderful coffee will only get an operator to about
three o'clock on the dial. It's the rest of the business
support which gets them round the rest of the way."

Having taken over Darlingtons, the next Bewley
surprise was the acquisition of the Bolling roaster of
Yorkshire, the creator of the irreverently-branded
Grumpy Mule collection of ethically-sourced gourmet
coffee which became a favourite with both deli oper-
ators and some rather ritzy department stores.

This brand is going to make itself more popular,
says McDonnell.

"The purchase of Darlingtons was never an end in
itself. Although we quickly realised that we have cred-
ibility in the UK, we also realised that we needed
scale - if we wanted to build a significant long-term
business in the UK, we wouldn't be going to get it with
just a London operation.

"What we found at Bollings was a kindred spirit.
This was a business in a very good state, wonderful-
ly run, and at a time when I really should be putting
my feet up, Bollings has made me feel like a 30-year-
old!

"I believe it can build significantly. It has great cof-
fee and an irreverent attitude, and those who know it
have an affinity with it. Those who don't know it say
'what the hell is this?'… then they get it, and they
smile!

"It does definitely have a foodservice potential,
probably, in a place where operators feel they need a
brand of some kind, but not a behemoth brand.

"A brand has to be 'real', and the Grumpy Mule
roast is right on-trend. Scratch beneath the surface of
Grumpy Mule, and you find a real expertise in coffee,
in its standard, and in its sourcing ethics.”

"We were unusual in trade support in that, even

seven years ago, we had eleven barista trainers.
Part of what makes Bewleys is the ability to take on
people who have 'spark', and who can be encour-
aged to share with our clients what they know and
new things they learn… the Bewleys attitude is to be
open and fulsome with knowledge, to share the
romance of coffee and what can be done with it."

The matter of 'what can be done with coffee' is illus-
trated by another uptodate example.

A trend which began in Ireland, and which has now
begun to make a distinct move in the UK, is the con-
cept of good coffee in other kinds of retail space - typ-
ically, in Ireland, the corner stores were well before
the UK in offering good coffee, and the filling stations
there were far ahead of the service areas here in
doing so.

That, it turns out, was a Bewley’s initiative.

"The corner store revolution happened in Ireland
mainly because we all got a big kick up the backside

Wonderful coffee alone
will only get you to
about three o’clock on
the dial...

The irreverent identity which has at first
surprised a few buyers

- Brendan McDonnell

The Irish connection
Bolling Coffee, Yorkshire’s creator of the Grumpy Mule
brand, recently became the second UK acquisition for

Bewley’s of Dublin. This Irish roastery has an interesting
history of creative thinking in coffee
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from our own management, who wanted us to come
up with a big development," recalls McDonnell can-
didly.

"In an Irish filling station in 1999, the question
'would you like a coffee, sir?' would come from some-
one who had just changed a tyre and was wiping his
hands on a rag… and you knew the coffee had been
brewed hours ago.

"So one day we put a Franke machine in a filling
station half a mile from our office. It was an open sys-
tem (the customer pours from the automatic machine
and pays at the counter, rather like Coffee
Nation/Costa Express and similar new outlets in the
UK).

"Pretty soon, we thought: 'hang on, this place is
doing 900 coffees a week, the same as a decent cof-
fee shop'. So, we built a branded unit for such
places… and then we spent a year explaining to
retailers why they couldn't have it for free!

"Fortunately, a couple of guys from Dublin did take
it on, and they ended up becoming our mouthpiece
for the rest of the retail trade - we had hoped to sell
fifty units, and fairly quickly we sold seven hundred.

"Bewleys likes to think of ourselves as innovators,
and that's a good example."

There is a fascinating move afoot from Glenfinlas,
of Edinburgh. This company has been importing
gourmet coffee for fifteen years or more, and has
picked up several Great Taste awards for coffees
under the Green Mountain and Alpen Sierra
badges.

The new move is a very interesting one - Glenfinlas
now has its own new blends. One is an espresso, one
is a filter coffee.

"Over the years, we have gained extensive experi-
ence of what makes a great coffee, and our wholesale
customers have enjoyed the benefits that offering our
gourmet coffees can bring to their businesses," says
the brand, which also operates its own cafes and a
farm shop. "We felt it was time to build on this expe-
rience and develop our own range of speciality cof-
fees."

Dark Art is the espresso
blend.

"For our espresso blend,
we asked one of our roast-
ers to make something
that was dark but with a
good sweetness to it, and
we are delighted with what
they produced. It is a
blend of three certified
organic, single-origin cof-
fees: Peru, Guatemala
and Sumatra. The result is
a dark and malty espresso
with a delicious caramel sweet finish. It's also dark
enough for the flavours to hold up well in milky
drinks."

The filter coffee is House Blend.

"We know that filter coffee is sometimes seen as
less fashionable than espresso, but it's still an impor-
tant part of the offering of a cafe. We took the views
of our wholesale customers and they told us they
wanted a well-rounded filter coffee that they could
serve all day. As a result, our House Blend is rich and
full-bodied dark roast with a zesty, almost spicy finish.

"Both our coffees are roasted at altitude which we
believe helps promote the development of the sugars
in the bean during the roasting process resulting in
two dark yet sweet blends."

The new venture is by Iain
Langlands, who has hitherto been
an account specialising in small
business start-ups. As with virtually
all new roasteries, New Town
claims an interest in 'direct trade' -
but in this case, through an unusu-
al route.

"We are a micro-roaster, starting
small - no café, no public premis-
es," Iain told Coffee House. "For
the past five or six years, I have
been exploring coffee - I have been
to origin countries, and I have
friends and family in origin coun-
tries, which have been motivators
in getting to the roots of coffee.

"Establishing 'direct' relationships with farmers is
difficult for an operation of our size, and it is absolute-
ly true that some suppliers say they have 'direct
trade' when they buy through importers. We have
partners, but we actually have been talking to farm-
ers, which is how we secured some unique direct
lots.

"We strive where possible to obtain access to
exclusive micro lots which are carefully separated
from main crops through special preparation and pro-
cessing. These are often single-day lots or single
varietal lots. All our coffee is traceable to individual
farms, co-operatives and producers which we have
ourselves carefully researched and vetted over the
past couple of years.

"The original plan was to arrange our own direct
shipments… it turned out that we got the chance of
some space in a container coming to Europe, which
was a collaborative effort."

In a crowded marketplace, the response to his
launch has been encouraging.

"The aim is to promote high-end single-origin
roasts, and we are trying to promote interesting pro-
files - the vision is to have coffee bars take on a
week's worth of great coffees from us. We already

have the cafe in Edinburgh owned by
the Scottish barista champion taking
it as a guest coffee, and we have a
few more accounts in Edinburgh, and
Newcastle. We have sent coffee to
cafes in London and Cornwall."

(The one by the Scottish champ
gives Iain particular satisfaction - for
his coffee to be sitting in the next
grinder to Square Mile's is something
he takes as a recognition!)

A project in the planning stage is
Wayfarer, which is intended to be a
'seasonal' concept.

"Wayfarers at the moment is a little
beyond being just a vision, but it is
intended to be a seasonal offer using

unique directly-sourced coffees - we are using the
contacts of friends who live at origin, and the idea is
commercial and philanthropic.

"It's a vision for a seasonal espresso blend which
conveys a freedom of expression, intrepid explo-
ration of origin, encompasses unique processing and
preparation methods and ultimately delivers the most
interesting and dynamic cup profiles. We hope to
launch this seasonal blend around August."

New roaster in the New Town
We have reported from some time now on the quite remarkable continuing series of start-up coffee
roasteries, and the very newest one is from a place which has been an extremely active city in artisan
coffee over the past few years. That is Edinburgh, and the company is New Town Roasters. (The 'new
town' of Edinburgh is actually pretty old – but it is the classy bit which extends to the north and looks
across to the First of Forth!)

Union Hand-Roasted coffee has launched a
new seasonal blend - this is Equinox, which is
intended to change two or three times a year.
The notes we have for the current one are:
"lightly roasted, medium-bodied, refined-cane
sugar sweetness which lasts through to the
creamy finish. Aromatics of milk chocolate,
sweet coriander, Earl Grey are also present with
zingy notes of lemon candy aftertaste and sugar
coated nuts. Equinox blend is roasted in small
batches from coffees grown by smallholder
farmers from EI Salvador, Ethiopia and Brazil.”

New ‘seasonal’ from
Union Hand-Roasted

First house blend
for Scots brand

9
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There are certain coffee brands
which command the attention of
both the trade and consumers.
Notably, in one of the recent edi-
tions of the London Coffee Guide,
where it is considered cool to list
the equipment and coffee used by
various coffee houses, it was inter-
esting to see just how many times
Square Mile Coffee was recorded as
the house coffee.

Square Mile has now been one of the
cool roasters of choice in the London
area for several years – and yet, the
character of the company and the peo-
ple behind it has received remarkably
little attention. The main things that are
known about Square Mile is that the
two founding partners are James
Hoffmann, distinguished as the first
Briton to become world barista champi-
on, and Anette Moldvaer, a world title-
holder in her own right.

Of the two, James Hoffmann has
received the bigger worldwide atten-
tion – he is known for an intense, and
some might say geeky, intellectual
approach to coffee, and for his blogs,
which are read and referred to
extremely widely throughout the coffee
world, even by some of the more staid
brand operators.

This serious aspect unfairly obscures
the fact that he also has an extremely
lively sense of humour, and a lively
enjoyment of the absurd and of the
ridiculous. And his status as a world
authority is matched by a refreshing
dislike of the trappings of celebrity - he
actively argues against the whole con-
cept of cult popularity.

Anette is entertainingly pragmatic,
with an un-nerving ability to cut direct-
ly to the point, yet with a distinct sense
of mischief not far below the surface.

Rather unexpectedly, the word
'terrifying' crops up in their conversa-
tion regularly when they talk about
their experience to date, and it
becomes clear just how often they
have been willing to step out into the
virtually-unknown and take chances.
Indeed, they use the word so regularly
that it becomes clear that they relish
the challenge of the unexpected.

And their current status is all the
more notable for one shared aspect of
their early careers… they both started
off hating coffee.

Ten years ago, James Hoffmann was
very new to coffee. He was working a
sales counter for the Gaggia machine
brand, at a big department store in
Oxford Street, London.

Rather fortuitously, he then landed a
quite super job as a demonstration
barista with the British arm of the La
Spaziale machine distributorship,
which was beginning to flex its muscles
and starting to get assertive – one of
the directors, Steve Penk, was making
his own name in the industry as a
board member at the main British and
international coffee trade associations,
and was also a prime mover in the new
and revolutionary attitude towards
barista championships. Britain had
just come last in the world finals, and

half a dozen opinionated people from
the UK trade sat down plotting, deter-
mined that this would not happen
again.

That particular director spotted the
potential of Hoffmann, and made it per-
fectly clear that he expected the new
boy to bring home not just the British
barista title, but the world one, for the
glory of both the nation and La
Spaziale.

It did not happen immediately - but in
2007, Hoffmann succeeded in picking
up the British title with a most bizarre
signature drink, which turned out to be
an accurate indication that this chap
was thinking about coffee in a different
way from many baristas… it was made
by liquefying a doughnut in a cen-
trifuge, an idea which still regularly
raises eyebrows.

The original idea had been to trans-
form a pain au chocolate into a liquid
which could be layered on to an

espresso – that did not work, so
Hoffmann turned to the idea of a drink
which recreated the pleasure of eating
a doughnut with a cup of coffee. He
worked with the kitchens of a famous
experimental chef in spinning a dough-
nut at 4,500 rpm, which separated fats
and solids and left a liquid which could
be used in a coffee.

It worked well enough to win him the
British title… and then he went off to
the world finals and became our first
British world barista champ.

Having established himself as one
who approached the role of barista
from something of a sideways angle,
he then threw the rule book and career
path aside, and turned to roasting, with
several well-remembered side aspects
along the way.

He created the Penny University
cafe, which was probably the pioneer
of the 'brew bar' concept - given a

three-month use of a shop, he created
a café which avoided espresso coffee
completely, and focussed on filter,
brewed through a variety of methods,
and served without milk or sugar. The
idea was not to intimidate the customer
by saying 'this is how you must drink it',
but simply to show the beauty of great
coffees, expertly brewed.

It was partly through a moan of
Hoffmann's, about the problem of tem-
perature control in filter brewing, that
the Marco Uber brewer came into
being, and that item has now become a
staple piece of equipment for the 'brew
bar' trend which followed.

The Square Mile roastery did not get
off to a flying start - indeed, in the early
days, there were acid comments in the
trade along the lines of 'have they
actually sold any yet?' But they did - and
as with certain other artisan roasteries,
the brand is now cited in café reviews
as an indication that 'good coffee is
served here'. It was also an early pio-

neer of the concept of 'seasonal' cof-
fee, another concept now widely taken
up.

And all this comes from two partners
who began their working lives without
any interest in coffee at all.

"I absolutely hated it," acknowledges
James.

"I didn't like it either!" agrees Anette.
"It didn't suit my palate, but you grow
up with it in Norway – I started serving
in one of the top coffee shops in
Norway, so I needed to start learning
about it… and you just get sucked into
it."

How come they went from disliking
coffee to becoming regarded as
experts?

"It was a decision to 'like coffee',"
responds James pragmatically. "I
decided I 'needed' to like coffee. I was
demonstrating for Gaggia at the time,
and was answering questions which

made me cringe - people were asking:
'is coffee supposed to be this bitter?'

"By the time I started with La
Spaziale I thought I knew a bit about
it… I was already getting nerdy! La
Spaziale invested a lot in me and my
education, and they put a huge amount
of faith in me, even though I was a
gamble… they didn't really need some-
one like me in the company."

The move into roasting came as a
surprise to many. Again, suggests
Anette, this was born of a need to
move beyond comfortable situations
and test themselves.

While James had been developing
as a star barista and trainer with La
Spaziale, Anette had been quietly mak-
ing a name for herself at Mercanta's
London School of Coffee – which, per-
haps not coincidentally, had been
formed by Stephen Hurst, another of
the band of revolutionaries who had
met to resolve that Britain should never
again end up at the bottom of the world
coffee league.

"We both had roles where we were
teaching every aspect of it, brewing to
selling. We needed to put what we
were saying to the test," she explains,
ignoring James' interjection 'we had to
put up or shut up'!

"So we quit our jobs in May 2007,
and we were going to start roasting in
October, and then the world barista
finals in Tokyo happened in the
August."

The original plan was for a café-
roastery, recalls Hoffmann. "The closer
we got, the more the global economy
was tanking, and it became terrifying…
it was too much of a risk, so we walked
away and took on a cheap unit."

Does the background of a barista
help in roasting? Of the two, it turns out
that Anette is the one in charge of the
roasting – James, she observes, only
steps in on the roaster when someone
is off ill, and even then looks extreme-
ly grumpy about it.

"The art is in tasting and criticising -
you have to be critical of your own
work, and you have to be willing to
throw it away."

A great number of roasters, including
many of the current 'cool' brands, are
entirely self-taught. Anette had an
interesting preliminary grounding.

"I learned to sample-roast at
Mercanta," she explains. "The jump

Square deals in
the East End

London water
wants to kill coffee

machines!

One of Britain’s most notable and fashionable coffee
roasteries began from an unexpected start - the founding

partners didn’t like coffee

- James Hoffmann
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from roasting a 100gm sample to fif-
teen kilos is a big one… however, the
background of roasting, tasting, roast-
ing and tasting every day for four years
does leave you knowing what to look
for.

"We did throw a lot of coffee away in
the first weeks of Square Mile… but
then we also had the roasting competi-
tion in Copenhagen coming up, so we
had to get good at it in a couple of
months.

"And we won it!"

While all this achievement suggests
that Square Mile have been operating
on a level somewhere in the strato-
sphere, they do keep their feet firmly
on the ground - Hoffmann has spoken
out firmly, both in interviews with this
magazine and in public speeches,
against the concept of the 'rockstar
barista', against elitism in coffee work
in general, and against the idea of
superior attitudes in coffee generally.

It is always wrong, he has said firmly,
for the trade to appear superior in cof-
fee knowledge to the consumers – at
one Tamper Tantrum speech, he
remarked that 'every time I hear the
trade speak of 'educating' consumers,
something inside me dies a little'.

Becoming the 'cool' name in coffee
came as a surprise, all the more so
when the London press referred to
them as the brand being used by so
many of the top coffee joints.

"We were surprised to be described
as 'ubiquitous'," muses Anette. "We
were three people in a railway arch…
and we had 45 customers!"

Square Mile coffee is now seen in
many coffee houses, mainly as the
main house coffee, but very frequently
as a 'guest' coffee… just this month, a
reader told us of having found the
brand served in Amsterdam. ("We try
not to do much export, because the
idea of us recommending support for
local suppliers and then roasting for
export would be hypocritical," remarks
Hoffmann.)

The 'guest' situation lends itself to
the concept of 'seasonal' coffee, of
which Square Mile was an early advo-
cate - this is based on the idea that a
house coffee need not always taste
exactly the same, which is of course
the exact opposite of the argument put
forward by certain brands in both cof-
fee and tea, who maintain that their
consumers want the familiarity of a
product which has tasted exactly the
same for decades. Square Mile's flag-
ship Red Brick brand is a 'seasonal', as
is their rather more quirky Sweetshop.

"At the time, again, it was a terrifying
thing to do," say the partners. "Lots of
people were talking about consistency
of taste, year after year - and we said
'why?'

We started off with the idea of an
espresso being seasonal. Our goal, in
calling blends 'spring, summer, autumn
and winter', was to highlight the idea
that coffees arrive at different times,
and have different tastes.

"Other roasters have defined this in a

slightly different way - not linked to the
harvests, but to the idea of 'it's March,
we have to change', or 'winter needs
spiciness, spring needs lightness'. At
one time, we saw five different summer
espressos on the market at once!

"We never intended to change by the
calendar. The names of the seasons
were just a convenient division, where-
as in a harvesting country, crops are
often delayed by a few weeks. Their
coffees can change four or five times a
year, depending on the harvests. Our
blends change according to that - we
are now accurately 'seasonal' in that
sense.

"Red Brick is an 'accessible' season-
al coffee… Sweetshop is a different
kind, because sometimes we get cof-
fees which are so very different that
they are fun. Passionate people do
tend to get a bit serious at times, but
Sweetshop is a coffee to explore and
have fun with.

"But trade customers have embraced
the idea. They want to know 'what's the
next one?', and the most satisfying
feedback is from the consumers who
badger the cafes with 'when’s the next
one?'

"That is satisfying, and so is the fact
that it has been adopted across the
industry. That has been a very good
thing."

Being chosen as a 'guest' coffee is a

compliment, but it has been said that
the fashion for coffee houses to rotate
a great many 'guests' turns into a pain
for roasters, who would always prefer
a large number of regular orders to lots
of odd guest bags here and there.

"People do buy our coffee for a week.
We do prefer it if we can have a longer-
term relationship, and to be more than
the supplier of a bag that just turns up
in a café… but we are open to bits and
pieces here and there.

"The challenge with 'multi-roaster
cafes' is that you just don't know when
the next order is coming in… but it is
always fun to put a bag into a new café
and get their feedback. We like being
benchmarked - the new generation of
multi-roaster cafes are interesting with
their feedback, and we are motivated
by being constantly picked for them."

Entertainingly, say the partners, they
find that they are not selected on repu-
tation alone – many of their independ-
ent café customers are known to have
quietly gone into other Square Mile
cafes to check out the coffee before
ordering any.

Another supply curiosity in recent
years has been the number of new
roasters who have stated that they will
not sell small orders to cafes… what’s
more, certain brands will not even send
samples to cafes. Instead they say,
perhaps a little righteously, those who
wish to use their coffee can either
come to the supplier to be demonstrat-
ed at, or the roaster will demonstrate
on the café premises. Either way, the
roaster is controlling the situation.

Is this fair?

Rather typically, Hoffmann looks at
the question from a wider viewpoint.

"The question of a supplier who will
not send samples is a tricky one. We
would prefer café operators to come
here, but that’s because we would like
them to see what we do, and because
we would also like to come into long-
term relationships with them… it's not
going to do either of us any good if one
side jumps ship in a month's time.

"The wider question is that even if
they love our coffee, just supplying a
bag won't always fix a café's prob-
lems."

The ideal relationship, he says, is
when the café owner and the roaster
get into understanding each other's
business and can discuss mutual prob-
lems. A typical current and big one
which the two sides really should dis-
cuss, he says, is the tricky problem of
brew-water quality.

"We always knew that water quality
has been a big problem in brewing cof-
fee in London – but even we didn't
realise how big a problem it was. Some
people thought we were crazy when
we began talking about it - they said
'stick a filter in and that'll do it'… but it
doesn't.

"Look at the damage it does to
machines - we have had customers
changing filters every two months, and
still getting scale.

"Now, without getting too nerdy about
it, a little scale is OK in some
machines. But London water is getting
worse every year. You can stand a
spoon up in it – London water wants to
kill coffee machines!

"Reverse osmosis is an answer, and
I believe some people are thinking of
building it into machines. The down-
side is that it produces waste water,
but the plus side is that failure rates on
machines plummet, and so it is now
virtually a requirement in London. And
it's expensive… it's sad, but true.

"Now, this is difficult to explain when
dealing with new café start-ups using
second-hand machines. They want to
use our coffee, but we can see prob-
lems over the horizon, and what do
you do when you think 'this machine is
going to break'?

"We have to say 'if you want your cof-
fee to taste good, broken machines
and water filters won't help'."

This, say Square Mile, is not being
dictatorial to café owners. It is an
attempt to be helpful, for everyone's
good.

"You do worry that we're seeing a
slowdown. Coffee has seen boom and
bust in this country, it has been a huge
part of our culture, and twice it has dis-
appeared… we like talking to the trade
about these things because we’re very
interested in this becoming a sustain-
able industry."

James and Anette - founders of a cool brand, who are not afraid to take
risks, and who are against elitism

This is Scoop Malone, the most
active writer and reporter in the hot
beverage trade. You can read his
work in Coffee House, the trade’s
favourite news magazine, every

month by mail for a subscription of
just £25.

Details: www.coffee-house.org.uk

Red Brick - a pioneer in the
‘seasonal’ concept
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"Ascaso is a spares company in Barcelona who
make a mid-market domestic machine," explains
Capital's Roy Grey. "Then they started commercial
machines from a blank sheet of paper, and we have
a prototype.

"Many of the things in it which you would not
expect, are made of stainless steel. They tell a story
about lead content in copper, and about new regula-
tions, but the interesting thing is the effect on
limescale. We already knew there is something in
this - we have stainless steel boilers in our bean-to-
cup machines, and they have no scale.

"We have opened up the boiler in the Ascaso – and
there's no scale.

"At the moment, the group is brass. Generally, one
part of an E61 is chromed, and generally, within a
year, that chrome has gone… it goes into the drink!
In September, the group on this will be a stainless-
steel E61, which may never have been done before.

"A stainless-steel boiler has a ten-year guarantee
on it, which is longer than you would get generally.
This is not 'just another' coffee machine… this is
something new."

The manufacturers themselves refer to an
'austenitic' steel that has good corrosion resistance
and is used in food containers, the pharmaceutical
industry and in nuclear engineering. In many cities in
Japan, they say, it is used in drinking water pipes.

The result, says the machine maker, is a high
degree of energy efficiency, no limescale, and nickel-
free and lead-free coffee.

"It is all too common in hotels and restaurants and,
particularly, when dealing with professional coffee
machines not to pay too much attention to either a
product's energy consumption or its economic and
environmental cost," say the manufacturers them-
selves. "When buying a car, we adopt a much more
rational attitude. Our wish is to emphasise this point
and highlight its importance. By providing consump-
tion data for our machines and comparing them to
sector standards, we offer specific, tested solutions

that guarantee significant progress in this aspect.

"The stainless steel philosophy of making the most
of every benefit prompted us to reappraise all the
other components. Components that have traditional-
ly been made of copper or brass have now been
changed to stainless steel, and this includes the
screws used in putting it together.

"Copper, the material from which boilers and other
components have traditionally been made, is an opti-
mal heat conductor and, therefore, a great dissipater.
It is not the ideal material for maintaining thermal sta-
bility – thus, a great amount of power is required to
maintain the correct thermal stability.

"Stainless steel is a very bad heat conductor and
thus an extremely bad dissipater. Therefore, it is a
material that requires less power to maintain thermal
stability. This characteristic of stainless steel makes it
more energy efficient."

The maker also refers to the scale problem.

"Stainless steel does not retain lime particles con-
tained in water. This anti-limescale effect provides for
a long-lasting product and makes repairs due to lime
scale build-up a thing of the past. Use of this materi-
al means nickel-free and lead-free coffee."

Stainless steel - the machine
fabric of the future?
Yet again, a remarkable new machine argument has come up from Capital Coffee of Wimbledon. This
is the roaster company which has recently turned up several new brands and designs of both espres-
so machines and grinders, some of which have gone on to become familiar names… and now Capital
has discovered the espresso machine made entirely from stainless steel.

These are Ascaso’s photographs of
conventional portafilters, showing scale build up
after 115,000 brews, compared to their stainless

steel performance at the same total.

La Cimbali says: use
technology for
consistency

The matter of the standard of British espresso,
as highlighted by the BSA (and in our front page
story) has resounded with the La Cimbali brand,
which sees the situation as an endorsement of
its argument that busy beverage businesses
need all the help they can get from technology in
supporting the concept of quality consistency.

"The BSA's findings highlighted that 54 per cent of
independent operators failed to meet acceptable
coffee quality standards," observes La Cimbali's
Matt Tuffee. "The critical criteria on which the analy-
sis was based is this: required liquid volume is 25-
30ml, including good crema; acceptable extraction
time is 20-30 seconds, and the required temperature
is 65C best, or 63-67C is acceptable.

"Of the failures, 47 per cent were due to under-
extraction, and seven per cent to over-extraction.
This suggests that staff do not know what the
parameters of decent espresso are, or how to mend
it when it falls outside them."

The La Cimbali view is that training is a great thing
- but isn't always possible, and where it isn't, tech-
nology should be called in to help. Their current big
one is the Perfect Grind System. This is the one in
which the operator sets their ideal parameters for
the brew, and if those settings slip, the grinder auto-
matically re-adjusts. The espresso machine and
grinder communicate through Bluetooth cable-free
technology.

"The industry needs to start visiting those who
need help. What we're doing with our machine is
raising questions…. if people see and understand
what we're doing, it should raise questions about
how they work with espresso, and that's a good
thing.

“This is not so much a question of 'training', which
we know has to be a never-ending thing, but of
'support'. We think we must push the value of the
new technological side beside the conventional
training side.”

The standard question of all new technologies is of
whether they are novelties, or something which
might turn into industry standards.

"The PGS gives an operator the freedom to con-
centrate on many other aspects of their service. In
this, it's a very similar helpful concept to the auto-
matic steam wands which have become common.

"We think we're at the forefront of this. We were
not the only people to start thinking of automatic
adjustment between espresso and grinder – one
maker did something similar, with a wired connec-
tion. We think we have done it to a more sophisticat-
ed degree than anyone else. We talk of adjustments
in terms of 'human hair' size, which means we have
developed this to a point beyond anyone else.

"As a Bluetooth technology, it works semi-auto-
matically… that is, it knows there's another
Bluetooth device in the room, but there is a small
element of programming to pair the machine and the
grinder up, after which they stay 'friends' every time
they work. Clearly, you don't want it talking to the
wrong espresso machine – you only want to pair one
machine and one grinder. As a Bluetooth device, it
will recognise that other Bluetooth devices are
around… but it won't start trying to pair up with a
customer's mobile phone!

"Will it become commonplace? We started it on
our traditional machines, and introduced it to our
high-end automatics… it would be crazy to think that
this will not spread throughout the La Cimbali
range… yes, it will become a common technology."
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Many people have suggested that
there is a distinct increase in the
number of mobile traders working
with hot drinks… and Fracino, the
only British maker of espresso
machines, has confirmed to us the
degree of current interest in
machines which are able to work on
both electricity and gas.

"We have definitely seen an increase
in the number of machines being
bought for mobile use," says sales
manager John McGinnell.

"We are selling a lot of dual-fuel
machines. We sold 226 last year, of
which 48 went abroad, and the rest
were at home - and already, we are on
the way to selling more than that this
year.

"Caffe Nero have two of them; lots of
independents have them. You can put
them in the back of a van, and we have
seen them put in the backs of cars…
it's all very simple. Other manufactur-
ers do some, but nine out of ten you
see for sale or in use are ours. One
maker does a conversion kit, but we
think it's nowhere near as good as
ours. The reason we lead the field in
mobile machines is because Adrian
Maxwell (Fracino's MD and chief engi-
neer) has done his homework… our
burners are the best quality in the
world, and you do not lose pressure."

There is, says Fracino, no need to
worry that a mobile operation will
involve any lessening of operational
practicality.

"The ideal set-up is simple - a 12-volt
battery will do it, with a one-kilowatt

inverter; you can plug your grinder in
as well, and you expect absolutely no
reduction in performance. Gas can be
LPG or butane - we say LPG is the
cleaner and cheaper. We do three
machines, the Retro, Classic and
Contempo, and you can have them in
single or double-group."

By way of an indication of this, we
were recently intrigued to see the
mobile van run by Good and Proper
Tea in London, where Emilie Holmes
appears to be using nothing less than
a Marco Uber brewer… in the back of
a van!

(The Über is a system for dispensing
hot water precisely at the correct tem-
perature and in the correct volume. It
is built into the work surface with the
boiler concealed under the counter.

The barista simply puts the brew ves-
sel on the scale, weighs the correct
amount of product and sets the tem-
perature for that particular ingredient).

The newest mobile operator this sea-
son has not started on coffee, but with
chocolate and milkshakes over the
summer - this will be Go Chocolat,
which made a successful debut work-
ing the International Sea Shanty
Festival in Falmouth, Cornwall, last
month. It is run by Tina Boydell and
Moira Leedham, who also propose to
make and serve their own ice-cream
from the van.

(A chocolate-themed mobile operator
is not a new idea - the leader of one of
the street food associations in London
began with Choc Star, which was pro-
moted as long ago as 2005 as 'Britain's

only dedicated chocolate van'.)

"The van came with a five-litre
Ugolini Delice chocolate machine,"
Tina tells us. "Quick to heat, and
although not a bain-marie system, it is
pretty good at making a really good
consistency of hot chocolate and does-
n't seem to burn, particularly on the
base. I do tend to stop the paddle
every now and then and use a hand
whisk to help keep it all well mixed. It
is also really easy to clean - I can leave
the base in the van and just take off the
bowl to bring it in for a proper clean.

"The other machine I bought is a ten-
litre Buffalo, because I wanted to have
the small one for spiced hot chocolate
and the big one for standard - but in
fact, it has proved a bit of a pain! It
wasn't until I was delaying customers
and offering other products that I
realised it takes well over an hour to
heat around 6-7 litres of milk. By the
time I add my chocolate and get it back
up to temperature, almost an hour and
a half has gone by.

"In the van, this is totally inefficient
and using a lot of my generator power.
So what I now do is to make up bulk
hot chocolate in the Buffalo in my
house, and I do not take the machine
out with me.

“I flask up what I need for my day's
work and when I arrive at the venue, I
pour the hot choc into my small
machine. I decant the rest of the hot
choc and fast-chill it for refrigeration or
freezing... in fact, the hot choc is so
much nicer after it’s been chilled and
reheated!"

The lure of the great
outdoors

Tina Boydell
and
her new
mobile
chocolate
business

38682 CH73 July:CoffeeHouse73July2013.qxd 16/07/2013 15:07 Page 13



14

The workhorse gets a makeover
The concept of the 'workhorse'
machine is a favoured one in the
high street coffee-shop sector. For
every barista who covets a shiny
machine which costs more than a
new car, there are dozens of café
owners whose preference is for
something that can be counted on
to keep working, come what may.

It is this thinking that has gone
behind the new launch from Jaguar - it
is a gently-redesigned version of the
L'Anna, from Iberital.

"Essentially, the new Iberital L'Anna
Intenz is the old L'Anna in an updated
body," says Jaguar's Helen Taylor. "It
is such a strong and reliable machine
that it was felt that there was simply no
need to update the internal workings of
the machine, so the technology inside
remains the same, but the re-style has
given it a stylish appearance in keep-
ing with the top of the range model.

Our customers have always said to
us "don't change the L'Anna, we really
like it" and Iberital listened to them,
keeping everything that made this
machine so popular. But with its new
facelift it will look fantastic in any mod-
ern coffee shop.

"The edges of the machine are round
with smooth edges and the handles
are ergonomic and angle downwards.
Everything is finished in stainless steel
- steam tubes and coffee spouts, etc …
it is looking at least 10 years younger!"

There are a couple of options: a
steam lever control instead of the
wheel, with a long-life steam valve with
inner workings made from stainless
steel instead of brass (because stain-
less steel lasts longer, says Jaguar
pragmatically). There is also an anti-
splash safety device - a diffuser which
sits on the end of the hot water arm to
stop hot water spitting.

Iberital has a respectable history.
One of the UK's most successful com-
petition baristas used one during the
period he won his titles (although he
later became a brand ambassador for
a more famous rival!)

The brand is wider used in Britain
than might be thought, says Jaguar.

"We have been selling Iberital
espresso machines into the UK for 15
years, and we have sold somewhere in
the region of 5,000 to coffee shops,
pubs, restaurants, offices and health
clubs to name but a few. The number,
and the variety of the locations, speaks
volumes about the quality.

"We know categorically a significant
number of these machines are still in
use over seven, and sometimes ten,
years later. This is Iberital's renowned
reliability."

It is also an indication of how more
places are serving espresso, says
Jaguar, and an indication that a
machine which may not have the glory
name, or the 'brand' price tag, can turn
out good quality and quantity when
needed – and by a wider variety of
staff.

"Today, more different outlets are
using traditional espresso machines.
This means that there is more need
than ever before for the traditional
'workhorse' type of machine.

"In terms of output a two-group
espresso machine will produce 240
coffees an hour, if the barista is able to
handle it. The 'designer' machines
with temperature-control technology -
and we also have one - produce excel-
lent espresso but need a higher level
of expertise from the barista.

"Without this skill, all the benefits of a
'designer' machine are not max-
imised… and certainly do not justify
the significant extra expense required
to buy one!"

A very curious appearance at this
year's Caffe Culture show was from
Sielaff - this was the Ultima Duo,
which brought with it the unexpect-
ed claim of being an automatic twin-
grinder bean-to-cup machine which
also has a filter coffee facility.

It turns out that the reference to twin
grinders may be slightly misleading;
they are purely for the bean-to-cup
part of the machine.

"The Ultima Duo does have twin
grinders but these have nothing to do
with the filter offering," explains
Sielaff's Karen Nash. "The rationale is
that they can be used for different
beans, perhaps using one grinder as a
decaf option."

We now discover that while the filter
coffee module is operated from the
keypad on the bean-to-cup machine, it
uses a different brewer - this is an
add-on pourover machine which oper-
ates from a kind of coffee 'bag', which
also means that it is easier to throw
away the grounds. It brews just under
a litre, for dispense into a jug or pot.

A couple of intriguing espresso
capsule stories have cropped up in
recent weeks.

The latest of the capsule brands to
be compatible with Nespresso comes
from Mondelez, the company which
used to be Kraft/Kenco. This is just the
latest of a long line of compatible intro-
ductions, and indeed there has been a
long line of court cases resulting.

Next came the fascinating news that
the UK is now worth £100 million for
Nespresso, which claims to supply a
third of the UK's 5-star hotels.

It has been said for several years
now that capsules cannot be ignored,
and Barry Kither, marketing director of
Lavazza, has now commented to us
that capsules 'are the future'.

His brand proved it at Wimbledon,
where, as the official coffee supplier,
Lavazza did serve over a million cof-
fees, through sixty service points. (The
picture above is genuine – it actually
was a chocolate-sprinkle stencil!)
The majority were from traditional

espresso or filter machines, but a fair
amount were from A Modo Mio cap-
sules, which, Kither remarked to us
before the tournament, "will be the
least of our problems…"

His enthusiasm for capsules is a bit
of a personal turning point.

"I did doubt that Nespresso was sup-
plying all those five-star places. But
now I'm beginning to change my
mind…

"I am told that one celebrity chef
used them because he didn't have
room for anything else, but I do know
that it is now spreading by word of
mouth – Nathan Outlaw talks to his
chef chums, and he has moved to
Lavazza capsules. I am gobsmacked
by all this!”

"Capsules will be the salvation of
coffee in many places. Coffee is mov-
ing towards a bigger demand for more
consistency and more freshness, and
the no-brainer reality of coffee for
restaurants and hotels is that most
should convert to capsules.

“A lot of people keep saying 'you
make a better coffee from beans', and
that's probably right if you can get a
champion barista in... but these places
can’t. Certainly, we find that those who
convert at home never go back, and
the only question now is: how fast will
it move?

"But will there be compatability
through the trade? Are coffee cap-
sules moving to a VHS/Betamax
videotape situation? That is going to
be the next big question…"

Espresso and filter
in the same
auto machine
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As the barista-contest season came
to an end last month, a distinction
achieved by a British entrant went
almost completely un-noticed…
except by a local paper in his home
town of York, which happily report-
ed that Gordon Howell of the Attic
coffee bar now makes the best Irish
Coffee in the world.

This quite unofficial title comes from
the world finals of the Coffee in Good
Spirits contest, in which entrants have
to devise their own coffee cocktails
with an alcoholic ingredient, but are
also required to serve the judges an
Irish Coffee.

Gordon came third in the overall
Good Spirits contest, but the judges
said that they preferred his Irish to all
of the others, and the scoresheets
appear to confirm this. Therefore,
although no prize is given for that one
drink, it can reasonably be said that
Gordon’s is the best in the world.

And he now proposes to create an
Irish Coffee menu, which may well be
unique in the world of cocktails.

At the world finals in Nice, Gordon
made an interesting comment to the
judges – he said: "You have to under-
stand coffee more when you're mixing
it with alcohol."

Why is this?

"When you make coffee for milk and
sugar, there is an understanding of
what that coffee is going to taste like,"
he explained to us later. "It may be
strong or weak, but you have an under-
standable target. In cocktails, there are
more levels of temperature, taste, and

so on, and so there is more danger of
it not delivering what you expect.

“It's all in the way one ingredient talks
to another, so you need to understand
all of them to a higher level of detail."

Essentially, this means that you can-
not just chuck things in, the way many
baristas treat flavoured lattes.

And yet, oddly, this may be the way
the Irish Coffee was first invented –
legend says that in 1940, a chef at an
airport in western Ireland threw whisky
and cream to his coffee to warm up
some shivering American passengers
from a flying boat. When they asked if
it was Brazilian coffee, he replied: 'no,
it's Irish Coffee', and a drink was born.

"Yes, that original Irish Coffee may
have been a 'Caesar salad' moment,

chucking in what was to hand," agrees
Gordon Howell. "The original was
made with very limited flavours and
dynamics."

In competition, Gordon’s recipe used
a Central American coffee, a 15-year
Glen Dronach whisky (it does not have
to be Irish) and a filtered double cream.
The classic Irish recipe specifies the
kind of sugar as well.

"My choice of whisky followed my
choice of coffee, which had a 'texture'
to it… it reminded me of the juicy tex-
ture of fresh chewing tobacco in
America, which isn't as unpleasant as
you might think!

"I chose a whisky to complement
this, I introduced the sugar into both
my cream and my whisky, and the
result was complex – I wanted the sen-
sation of peel and cooked fruits, and
the cream was reminiscent of a
Christmas brandied cream.

"You want a thin cream on top, with-
out the fatty element, so I filtered mine
through a fine mesh. Some of the
creams that other competitors used
didn't appeal to me – they dominated
the drinks, and cold fat is not really a
great addition to any drink!"

There are arguments over whether
an Irish coffee should be made with an
espresso or a filter coffee.

"It all comes down to variants of
taste. With a filter coffee, you can also
introduce the ingredients at the right
temperature more easily – the temper-
ature impact of espresso can be more
difficult to control.

"In the competition, I tried to brew a
really great filter coffee, at a very pre-
cise temperature. I decanted the coffee
to bring its temperature down, and
brought the temperature of the whisky
up by sitting it in a water bath, so I did-
n't get the effect of two temperatures
fighting with each other."

His interest in the combinations of
whisky and coffee has now led to the
idea of a specific Irish Coffee menu.

"This may be a unique idea. It is a
menu which gives customers a choice
and an involvement, instead of order-
ing 'just' an Irish Coffee.

"A customer may have a love for one
coffee, or they may have a love for
whisky… or both. So, they might like to
choose either the coffee or the whisky,
and let us match it with the other one,
according to what they chose.

"An Irish Coffee menu offering six or
seven coffees against six or seven
whiskies would be a wonderful idea.
Certainly, Irish Coffee is not treated as
well as other cocktails – it's a drink
which deserves to be rediscovered and
re-introduced.

"My menu will probably range from
£5 to £7… for a quality drink in a
decent cocktail bar today you would
expect to pay £6.50, so I think the
prices are right."

The profitability of
great Irish Coffee

Gordon Howell
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Readers will recall that Starbucks'
system of asking customers their
names, so that they could be written
on takeaway cups for a more 'person-
al' service, was greeted by derision in
some quarters. A marketing maga-
zine reports a curious speed-dating
adaptation of the idea, reported by a
Starbucks marketing executive from
Dubai. Over there, apparently, cus-
tomers readily give their names to the
barista and like them clearly written
on the cups. They then take a seat,
and position the cup with the name
facing outward, and switch their
mobile phones to Bluetooth - which,
of course, will search for similar
devices nearby. Then they wait to see
who else in the café makes contact…

We are indebted to Claire
Martinsen, of the Breckland Orchard
soft drinks company, for the following.
She was approached at a trade stand
by two visitors, both sporting a gener-
ous amount of ‘body art’, who told her
they were preparing to open a coffee

house. Asking how far they had got
with their plans, she received the
reply: ‘well, we’ve got the tattoos,
now we need the premises...’!

An interesting philosophy from a
roaster entrant in the Sydney
Morning Herald Good Cafe Guide:
''If you're not doing something better
than everyone else, you're not in the
race.''

This is, believe it or not, the world's first
branded coffee stain.

It was conceived as a promotional stunt by
a company which makes kitchen towels –
what they did was create a set of coffee cups
which feature a reversed stamp on the bot-
tom; when liquid is spilled over the side of the
cup, it collects at the base and leaves a stain
in the shape of the logo. The idea, of course,
is that consumers will be encouraged to buy
the paper towels.

An 83-year-old has been honoured by Nescafe for drinking the beverage for
'almost her entire life'. The lady is from Kilmacolm, Ayrshire, and she was dis-
covered during research for the brand's 75th anniversary.

Kew Gardens is holding an exhibition of portraits of coffee producers. It is the
'Soul of Coffee' exhibition, sponsored by Nespresso and portrays farmers from
Colombia, Brazil, Guatemala, Ethiopia and India who supply the brand. The
photographer involved was given the wonderful assignment of a four-month trip
through coffee-producing countries.

Zuma Beverages, from Beyond the Bean, has won the 'best new non-coffee
product' award from the Speciality Coffee Association of Europe at its recent
show in Nice. The winner was the Cookies & Cream Frappé, which is made
with tiny pieces of real chocolate cookie, to be blended with milk and ice to form
a thick, creamy cold drink. It is the seventh product in the range - the Yogurt
Frappé won the SCAE's prize last year.

A 20-year-old engineering student from Manchester, Bob Stalker, has won a
six-month placement to Uganda, where he will help the Engineers Without
Borders charity team to design and manage the construction of a wet coffee
processing stream in Nkokonjeru, a small farming town right on the Equator.

Coffee thieves of some good taste recently struck The Field Beneath café in
Kentish Town, London. They stole several one-kilo bags of Workshop coffee,
ten 250gm bags of Extract coffee, ten 250gm bags of Federation coffee, and a
number of Hario grinders.

There is going to be extreme hardship for coffee farmers as a result of cur-
rent coffee prices, the International Coffee Organisation has warned – and,
in a reference to the situation highlighted by this magazine some months
ago, it has said that there may be further starvation among small farmers.

The ICO says that 'increased price volatility' will also possibly result in quality
and quantity problems – "given current price trends, there is a diminishing incen-
tive for farmers to invest in their crops, and the use of inputs such as fertilisers
and labour will likely be reduced," says the ICO, "and this could potentially have
a negative impact on production volumes."

The situation of some coffee farmers will be desperate, says the ICO. "Of imme-
diate concern is the issue of food security, as poor farmers find themselves with-
out enough cash available to secure adequate nourishment for their families in the
last few months before they harvest their next crop."

More starvation for farmers, says ICO
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