
August 2015

The coffee trade’s top reporter, 
Scoop Malone, has gone digital!

When advised of the event by this maga-
zine, several senior executives were sur-
prised. The Lavazza brand said: "this is
the first we've heard of it," and Cafedirect
said: "we don't know about it - and what a
time to do it, with budgets all committed".
Even the Fairtrade Foundation said "we
weren't aware of it".  

Of the chains, Caffe Nero confirmed that
they had no plans for the event, and the
Beverage Standards Association wondered
what the Day was all about: "they say they
are 'joining forces with 26 others around
the globe', but we're not sure what this
means - what will they actually do? Is it a
call for everybody to drink some coffee?

What is the aim of world coffee day?  If
you compare it with the MacMillan coffee
morning, at least that's a tangible event
with participation for charity."

When this was put to the ICO, a
spokesman's reply was: "I understand and
totally agree with your point that the
announcement should have been made
earlier. We are working hard to learn from
our mistakes this year and improve the
organisation every year. As the event will
be celebrated on the same day every year,
we also hope that it will become easier for
the trade to plan for it."

There was, however, no information as to
what is supposed to happen on the day.

The one body which appears to have
done something is the Speciality Coffee
Association of Europe, which has created
a logo and a poster which can be dis-
played by companies taking up the idea.

The SCAE has attempted to stir up some
enthusiasm for the event by suggesting
that traders might run a special promotion
for the day.  Its suggestions are that cafes
might run a buy-one-get-one-free offer, or
a ‘second cup for a penny’, sell coffee-
related jewellery, or invite a local radio sta-
tion to broadcast from a cafe.

It has also suggested that cafes might
raise coffee seedlings in advance and give
them away or sell them, but so far we
have found nobody offering them to cafes.
The ICO wants to run a ‘suspended coffee’
project, but has given no details of how.

The coffee trade has been puzzled by the extraordinary late announcement that an
International Coffee Day is to be held on October 1st.  The event, whatever it may
consist of, is the idea of the International Coffee Organisation, which apparently
agreed the idea, and the date, at a meeting of its international member states back
in March 2014… but said nothing to the British trade until the end of July.

The international coffee celebration
that the UK trade did not know of!
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The Dorchester hotel in London has done something quite remark-
able with tea. Not only has it become the first hotel in England to
take on Scottish-grown tea, it has created its own rooftop tea gar-
den, with a view to growing very small amounts for its own use.

In this, it has been helped by Tam O'Braan, owner of the Wee Tea
Plantation in Perthshire.

The Dorchester's Promenade now offers three Scottish-grown teas,
two from the Wee Tea Plantation and the newest Scottish tea, grown
at the Garrocher garden in Dumfries.

Elsewhere, the tea lady who appeared in the BBC3 'reality docu-
mentary' The Call Centre is now opening her own tea rooms in
Swansea. Hayley Pearce is to open the Hayley Tea Lady Cafe in
September, on what appears to be the floor beneath the call centre
which featured in the programme. The former Welsh international
football star John Hartson is to open the café.

The Australian press has raised a long-standing matter which has
already been discussed in the British trade in recent years - the
alleged inequality between male and female baristas. 

A study of the cafes of Melbourne and Sydney has reported that
while 58 per cent of 'bar attendants and baristas' are women, men are
three times more likely to reach the highest
tax bracket in that occupation.  Putting the
figures in perspective, the survey also
notes that the world barista championship
has never been won by a woman, that
eighty per cent of the entrants are male,
and that only five of the 36 finalists in this
year's world latte art contest were women.

Interviews with female baristas have pro-
duced many stories of inexperienced men
being promoted over experienced women,
of female waiting staff losing out on the
opportunity of barista training in favour of
inexperienced males, and a public misconception that men are the
more qualified coffee makers. One girl said that nine out of ten cus-
tomers will congratulate a male member of staff on a coffee that she
has made, and that customers regularly ask to speak to a male mem-
ber of staff on the assumption that he will be the manager.

The Australians have cited the example of British barista champ
Gwilym Davies, who five years ago delivered an industry speech
dressed in drag to highlight the trade's gender imbalance (pictured).
He said at the time that "the lack of females reaching the final stages
of barista competitions is bad for us as an industry." 

Gender inequality among baristas
still exists, say the Aussies
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The world's first draught latte on tap has been invented by a cof-
fee company in Philadelphia. This follows the recent American
trend for nitro-infused coffees, and has appeared at the La
Colombe café.

According to the top man, Todd Carmichael, it is a full-bodied and
naturally sweet latte which requires no sugar.  Reviewers who have
tasted it say that it is cold and creamy, 'like a sugar-free milkshake'. 

The difference between this and other nitro-coffees, we are told, is
that the inventor has created a way of incorporating the milk directly
into the coffee at the point where it is pressurised with nitrogen.

The inventor says that the result is a world away from conventional
chilled coffees featuring milk and ice cubes.

The press in London has been getting quite excited about what it
calls 'the next big thing' in coffee - the combination of cold-brew coffee
and alcohol in cocktail form.  

The Evening Standard has proclaimed a liking for Damn Fine Fizz,
which it found at Relax, It's Only Coffee on Old Street - this is cold-
brew coffee mixed with homemade tonic, sour cherry, and a dash of
gin. The tonic adds a crisp, citrusy sparkle to the coffee, said the
reviewer. The same venue offers Cawfee and Cigarettes (rum, espres-
so and bitters) and an orange mocha frappuccino with vodka. 

In a delightfully London reference, the Standard notes that "you can
just order an espresso, but few people do, preferring coffee cocktails at
lunchtime".

Elsewhere, there are references to a new cold-brew coffee gin and
tonic at the Grind cafes, which the brand describes as "embracing our
London heritage of putting gin in just about anything!" 

Several cocktail bars, it is reported, are now experimenting with vari-
ous versions of coffee with tonic.

The Standard has also discovered the Korova Milk Bar, named after
an item in the film A Clockwork Orange featuring milk laced with nar-
cotics. The coffee version contains tequila and milk spiced with worm-
wood (used in absinthe) and nutmeg.

Nitro coffee makes the world’s first draught latte 



Quickfire Tableware, the independent company set up to provide the
café trade with custom-decorated cups, mugs and tableware, has
redesigned its website to allow visitors to try an 'instant quote' feature,
based on the number of seats in their café.  There is also the facility
for café owners to upload their logo or proposed design.  "We know
how difficult it is for new coffee shop owners to source all their equip-
ment", says director Simon Martin. "We are trying to help them
choose the best range of cups, filter and compare by range and man-
ufacturer, compare them by shape and size, and we send our cus-
tomers free samples so they can be sure they have made the right
choice before placing an order".   www.coffeecups.co.uk

Lotus is running a contest by which consumers can win a year's
supply of caramelised biscuits. The contest centres round 'exciting
limited-edition wrappers… guaranteed to add fun and intrigue to your
customers' coffee moment, which turns out not to be an entirely new
idea, but the old idea of a variety of different messages, such as
"Love at first bite" and "Relax…you deserve me".  Lotus have, per-
haps optimistically, suggested that the contest will drive additional vis-
its to outlets offering these as complimentary biscuits, by encouraging
consumers to search out the limited edition wrappers. Having done
so, the consumers then have to send a Tweet.

The Ground espresso bars of Northern Ireland is to open in New
York. The group already has over a dozen in its home country, and
one in Dublin, and has outlets in the likes of Tesco, Next and
Waterstones.

The latest coffee festival in Scotland is to be held on 29th August.
This is the first one in Edinburgh, although run by the same chap who
has already held one in Glasgow. The Scottish Coffee Festival will be
held at the Biscuit Factory, Leith, a relatively new exhibition venue.
The organiser, Chris Brown, wants to repeat the success of the first
Glasgow event, which drew 800 consumers. Tickets are £8, with £1
being donated to charity partner Prostate Cancer. The original
Glasgow event will return this year, on the weekend of 28-29th
November.

There will also be a return of Manchester's Cup North event, which
also will be held at a new 'event space'. This show will run on 7-8
November at the Victoria Warehouse, Manchester. Last year's inaugu-
ral event was generally held to be a success, and featured the
Tamper Tantrum debates, which will return this year.

The Mintel research house has confirmed the widely-held belief that
sales of black tea, as in the traditional British cuppa, are falling, but
that sales of green teas and herbal infusions have done well.

Between 2010 and 2015, the volume of tea drunk plummeted from
97 million kilos to an estimated 76 million kilos. Mintel say this situa-
tion is "almost completely attributable to diminishing sales of ordinary
teabags", and that teabag sales fell by 13 per cent between 2012 and
2014.

By 'ordinary' teabags, Mintel means commodity black teas. In those
same two years, green teabag sales rose by 50 per cent, fruit and
herbal teabags by 31 per cent and speciality items, by which Mintel
means Earl Grey and better blacks such as Darjeeling and Assam,
went up by 15 per cent.

Vegware, the specialist in compostable takeaway coffee cups and
cutlery, has launched an educational resources kit to teach primary
pupils about recycling. It is Bin Detective, described as 'a nice way for
catering managers to bring something curriculum-relevant to their
schools'.The concept encourages students to change recycling
behaviours at school and at home, and  includes an interactive class-
room presentation, a poster, and teachers' notes. The project has
been tested at a primary school, whose principal has said: "Bin
Detective has been really useful - it brings sustainability to life for the
children and has highlighted that the resources we have are not limit-
less. I think that the children see the relevance of it."

The appearance of latte art on the top of a coffee really does
increase the perceived value and likely selling price of the drink,
says a scientific paper published in the Journal of Sensory
Studies.

The study was conducted by an Australian university, with help from
Oxford University and also from UK barista champ Maxwell Colonna-
Dashwood. 

Several experiments were held - in one, participants were shown two
images of cappuccinos and asked to indicate how they expected the
drinks to look and taste, and what they expected to pay for them. The
respondents said they expected the cappuccino with latte art to be
better than the one without, and expected it to cost more - in general,
they suggested 11 per cent more than the one without the art.

The second experiment was an in-person test at Colonna and
Smalls coffee shop in Bath. One group of people were given coffees
with latte art and another group were given coffees without it, and both
were asked to rate the taste and how much they would be willing to
pay for them. In this case, the drinkers did not significantly prefer
either drink, but certainly expected the one with latte art to be worth
more - this time, about 13 per cent more.

In a third experiment, consumers were shown pictures of different
latte art designs, and asked how they expected the coffees to taste -
respondents expected the coffee with an angular latte art design to be
more bitter than one with a rounded design, yet also said that they
expected it to be of a higher quality and that its taste would be pre-
ferred over the other. 

A rather similar follow-up involved drinkers being served with coffees
bearing various latte art designs, half angular images and half rounded
images. This time, having the real drinks in front of them, consumers
said that they perceived the rounded shape as a more expensive
drink.

The conclusions were, clearly, that consumers perceive coffees with
latte art to be of a higher value.

Latte art really does make a
difference in profit, 

say researchers
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The Tolley family, who partnered with Tesco to form the Harris and
Hoole chain, are leaving the operation, and at the same time are
opening their first Taylor Street Baristas café in New York.

The brothers-and-sister team of Nick, Andrew and Laura Tolley
opened Taylor Street Baristas in the UK in 2006, seeking to create a
chain of high-quality food and coffee bars heavily influenced by the
café culture in their home country of Australia – the name of the chain
is a reference to their own home there.

In 2012, the British coffee trade was surprised to hear that the giant
supermarket chain Tesco was proposing to open a chain of cafes - and
was then astonished to hear that the supermarket had brought in the
expertise of the Tolleys, who went on to run both coffee chains side-by-
side.

Tesco said at the time that it had a non-controlling stake, and that the
Tolleys would decide all business strategy in positioning Harris and
Hoole as 'a chain of independents, with the consistency and conven-
ience of chains, but with an independent local community feel where
the product has integrity'. 

This sparked a quite furious amount of criticism in the daily press,
and there appeared a series of stories suggesting that Harris and
Hoole was some kind of fraud, passing itself off as an independent
business while being half-owned by the biggest grocer on the national
high street.

The chain persisted and achieved varying degrees of success,
becoming fairly well regarded for its quality, but having to close some
under-performing stores and recording substantial losses.

The Tolleys are pleased with what they achieved, Andrew Tolley told
us.  

"We are very proud of Harris and Hoole. We built a business that now
serves 11,000 cups of coffee a day in only three years, and this is
remarkable because we did it the way we intended, ensuring quality by
focusing on our barista training, and using speciality grade coffees on
precision equipment. 

"We have trained over a thousand baristas to a standard where they
are adjusting grinders, dialling-in recipes, and pouring latte art within a
week. These baristas are the next generation of baristas you will be
seeing in national competitions, where we have already had some suc-
cess.

"Most importantly, I think, we have been incredibly successful in cre-
ating cafés that have become ingrained in their local communities. You
can go into any Harris and Hoole and get a fantastic coffee, but when
you spend some time there you will notice the banter between baristas
and customers and the way the cafes are used by different groups
from new mums to local talent in music and the arts."

The new Taylor Street Baristas cafe will be in Midtown Manhattan,
which is the part of New York which includes the Empire State Building,
the United Nations headquarters, Broadway, and Times Square.  The

café will open in November in a 1600sq.ft. two-floor site, and while it
will be serving coffee from the Counter Culture roastery  from the US, it
will feature Australian food and snacks, and the business will at first be
staffed by a team of baristas from London. The company has reported
that it had a 'huge' response to an internal advertisement asking for
volunteers.

Elsewhere in Britain, Harris and Hoole has suffered the theft of a
charity collection box at its instore Tesco branch in Slough. The box
was part of a local campaign to raise £300 for a local children's charity,
and was thought to be holding around £100. 

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

The Old Farmyard, Mill Road, Dilham, North Walsham, Norfolk, NR28 9PU

01692 535660  07702 348866         ianb@coffee-house.org.uk

News & back issues:  www.coffee-house.org.uk   Newsfeed: is boughtonscoffeehouse.wordpress.com
Subscribe for free news updates!

Bunty's Tea Room in Steep Hill, Lincoln, has won the 'best event
service provider' category prize in the National Vintage Awards. The
awards recognise excellence in the work of vintage performers, and
yesteryear-inspired businesses. The café features mis-matched vin-
tage crockery, including a collection of old teapots, and features dis-
plays of old photographs on the walls and on table tops. 

BB's Coffee and Muffins is opening its first site since being taken
over by financial company Brentwood Investments earlier this year -
it is opening in the Vancouver Quarter in King's Lynn.

Soho Coffee Co has continued its presence in leisure centres by
opening at Yate Leisure Centre. The Cheltenham company is in the
process of an ongoing programme of improvements at Active leisure
centres across south Gloucestershire and has created a 'protein
shakes' menu for fitness enthusiast customers.

A delightful report in one of the London papers suggests that
Shoreditch, the home of the hipster coffee scene, is becoming 'gen-
trified' and will be 'the new Notting Hill'.  The report followed the
opening of a 'goth' Pret A Manger, in which the chain took over a
closed-down pub, but gave up its usual maroon colouring in favour of
a matt black appearance. This has not gone down well with some
residents, who complained that Shoreditch 'has gone from being
grungy to being mainstream and commercialised, and very desir-
able'.

Harris and Hoole founders will leave to concentrate on Taylor Street... which now opens in New York
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The Window, the Norwich café which was dubbed 'the smallest cof-
fee house in Britain' and was featured by Chris Evans on Radio 2,
has closed after five years in business. However, owner Hayley
Gosling  is keeping her brand going as a pop-up business which may
appear instore at other retail stores. She told us: "I'm going on tour
and expect to pop up in a lot of places." 

The musician Midge Ure, a co-founder of Live Aid, was the guest of
honour at the opening of Coffee House 76, a new charity cafe and
clothing shop in Bath. He has links with the local cancer charity
Dorothy's House, which benefits from the new business, which took
£900 in its first hour.

Pipers Crisps, which were begun by the team behind the Lincoln
and York roaster and have risen to become one of the most popular
brands in cafes and pubs, will be the main sponsor of CAMRA's
Good Beer Guide for 2016.  Pipers crisps have been voted Britain's
'best brand of savoury snacks' for the last three years and the 'best
posh crisps' by the Independent.

Costa is to expand across South Wales with new sites in Cardiff,
Swansea and Porthcawl, and a new Starbucks site in Fforestfach is
likely to involve the demolition of a church - with the approval of the
congregation. The Gendros English Congregational Church has said
that its survival depends upon realising its assets, and that selling a
church building which has fallen into disrepair will enable it to contin-
ue somewhere else. Starbucks has applied to knock down the church
and develop a drive-through unit.

The couple who began the Indulgence Coffee Lounge in Uttoxeter
eight years ago, and sold it last year, have now bought the business
back again… because they missed life in the town. It will now be
renamed Liaisons.

Nespresso is to open a new 3,000 sq.ft. boutique in the massive
Bluewater shopping centre in Kent. It will open in October.

The speciality tea shop T2, which has shops across Australia and
New Zealand, one in new York and several in London, is now to open
in both Cheltenham and Bath. In Cheltenham the tea shop will open
in a former shoe shop, which will be split into three parts: a tea library
featuring loose leaf teas, a 'smell table' and a tasting bar. In Bath, T2
has submitted a planning application to replace a clothing shop.

The Red Kiosk Company, which converts red phone boxes into tiny
coffee bars, is now beginning to expand at a remarkable rate.  The
company has won planning approval for its first site in Norwich, in
Tombland, where it is now seeking a tenant for the unit.   At the same
time, Jake's Coffee Box has opened in a phone box in Birmingham
through the same organisers, serving coffee and sausage rolls. The
operator reported that he had twenty customers instantly upon open-
ing up, though he added: "everyone seems to look really oddly at
me..." Red Kiosk reportedly has permission for three more such sites
in Birmingham. The operation gives ten per cent of profits to charity,
and has a subsidiary company called Thinking Outside the Box,
which strips the boxes and refurbishes them.

Casa Espresso of Yorkshire has worked with a cycling clothing
company to produce a blend of coffee designed specially for cyclists.
The new Expedition blend is a collaboration with Pilgrim Cycling, a
brand from London that makes hand screen-printed T-shirts and
accessories, and is available at £6 for 250gm.

The police have criticised three men who played a practical joke on
the owner of a tea room in Middleton, Manchester, by entering the
café wearing balaclavas and carrying what appeared to be a weapon.
A police spokesman said that officers gave the culprits a good telling-
off, and pointed out that as witnesses believed they had seen a
firearm, armed officers had been deployed, and that  several police
vehicles drove to the cafe exceeding the speed limit, believing they
were handling a serious emergency. The police said: "we understand
the need for humour in life, but these actions could have had some
horrific consequences".

We reported some months ago that barista Maxwell Colonna-
Dashwood had published a formal scientific paper on the subject
of water quality in coffee. This was 'The Role of Dissolved Cations
in Coffee Extraction', jointly written by himself, his wife Lesley,
and Christopher Hendon of the department of chemistry at the
University of Bath, and at the time he told us that a book on the
subject would follow.

The book, Water For Coffee, is now available for pre-order at £26.99.
Briefly and a little simplistically, his work argues that the concept of

'hard water', which the industry generally reckons to be important in
brewing, may have been generally mistaken by the coffee trade. He
maintains that it is not the 'hardness' of a café's local water that counts,
so much as the mineral composition of that hardness, or the 'type of
hardness' found in any area. This, he has said, explains why one cof-
fee can taste different when brewed with seemingly-similar waters.

The book can be pre-ordered from http://waterforcoffeebook.com
Meanwhile, the managing director of European Water Care, Steve

Slark, has told us that he too is working on a book about water quality,
and that his company is opening the UK's first 'water treatment acade-
my' for the beverage and catering trades.

Ideally, he says, the book would be published under the banner of the
Beverage Standards Association, of which he is chairman, and would
be free to the trade.

The property owner who holds the artefacts from the old Bramah
Museum of Tea and Coffee has made what appears to be the first
move in putting the items back on public display - but has walked
straight into a problem with the local church.

In Battle, East Sussex, the developer is alleged to have started felling
trees without permission on a site for which an application for a tea
museum has been received, but not yet considered. The matter came
to light when tree-felling began and the parish administrator called the
district council to send an enforcement officer and a tree officer to stop
the work. Council officers instructed the workmen to stop, but tree-
felling allegedly began again as soon as the officers had left.

The access to the proposed museum site is also under debate - it is
the church drive, which the  developer reportedly claims to be public
land, but the church says is private.

A complication with regard to the trees is that the local council
requires six weeks' notice of planned felling, in a conservation area,
and did not receive any such notice - however, had an application been
received, the council would not have objected, on the grounds that the
trees 'were not deemed good enough to protect'.

The Dean of Battle told us: "Our local problem is not with the idea of
a museum, which might be a very good thing for Battle. The problem is
with the planning and access issues and the difficulties we are experi-
encing with the developer and those acting on his instructions. Some
here who have looked into the background of the project have been
surprised to find a similar proposal in Southwark four or five years ago,
which was surrounded in controversy and which, surprisingly, did not
result in a Tea Museum opening in the building constructed for it."

The Southwark situation did of course concern developer Don Riley,
who holds the Bramah artefacts. When we asked if he is the man
behind the Battle development, he confirmed it with the comment: "yes
- it's a storm in a samovar!"

Barista champ’s water-quality
guide book now out

Tea and coffee museum owner
upsets the church over new site
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Starbucks is reported to be opening a site in Covent Garden,
London, which will copy the general look of the big Starbucks
Reserve and Tasting Room site which it opened in Seattle. In that
concept, the big green logo disappeared, to be replaced with a sim-
ple star and the letter 'R'. The store will feature different filter brew-
ing methods including the Clover, which drew so much attention as a
new one-cup filter machine when it was launched, that Starbucks
simply bought out the manufacturer.

The company will also spend £30 million over the next five years
on technologies which will include the 'fastest wi-fi on the high street'
and wireless powermat i-Phone chargers across all its British sites.
It will also be launching a mobile pay app so customers can pre-
order and pay for their coffees on their smartphones, be told how
long it will take to make their drinks and where the shortest queue is. 

Costa is building a new roastery in Basildon to support its existing
one in Lambeth, which is currently working round the clock. Costa
will be investing an estimated £36 million in its new site. The new
roastery will open in early 2017.

Banbury will be the centre of coffee production for the new joint
venture between Mondelez International, the owner of Kenco, and
Douwe Egberts. The Oxfordshire site will receive a £30 million
investment. A company spokesman said, in a comment which may
not impress the residents of this historic place: "this deal will really
put the town on the map."

The Irish coffee chain Insomnia announced a plan of entering the
UK market by opening up instore concessions with Debenhams: the
two have already worked together in Cork, and are now planning for
sites in Rugby and Bradford. However, it has already opened in MJs,
the 24-hour catering site in Formby, Lancashire.  This extremely
unusual business, which features an all-day drive-through as well as
live entertainment, has grown to now serving 6000 meals a week.

The Northampton roaster 200 Degrees has taken on its second
coffee shop in ten months - it started roasting coffee in 2012, and
last year opened its first site, which was shortlisted for the
Nottinghamshire Food & Drink Awards after only six months of trad-
ing. The new site will be in the Gresham Parade development and
will feature small booths for business meetings. 

Systix of London has begun distribution of the espresso machines
and roasting machines built by Sweet Coffee Italia, of Turin.  The
roasting machine is quite a small one - it is the Gemma, which
roasts in two-kilo cycles, and is used by the Italian barista champion.
Its size, says Systix, means that it is aimed at coffee shop owners,
for whom they have ambitious expectations: "two kilos per cycle will
give volume of around fifty or sixty kilos a day; this is sufficient for
coffee shops to use for customers and to nearby restaurants.  It is
better for speciality coffee to be roasted in small quantities. The
price is £8,000."

A quite remarkable defence of the single-serve coffee capsule has
been put forward by the PAC packaging consortium of Toronto.
The Nespresso-style capsule has come in for a vast amount of
criticism by environmentalists, over the numbers being put into
landfill, but the new report attempts to show that single-serve cof-
fee may be a 'greener' choice for the environment than traditional
brewed coffee. 

The 99-page study, 'Life Cycle Assessment of Coffee Consumption:
comparison of single-serve coffee and bulk coffee brewing',  (which is
available on PDF file from this magazine, if anyone needs a copy)
might possibly be considered partisan, in that it was carried out with a
couple of transatlantic companies who work in the capsule sector. It
claims to look at the full environmental impacts of coffee, including its
effect on ecosystems, climate change, and water, throughout all steps
of its life cycle, from farm to processor to consumer to waste disposal.

Its summary claims that 'the single-serve coffee system's packaging
generates more packaging waste. However, when considering the
entire life cycles of each brewing system, the amount of coffee
required making up for consumer waste and the electricity consumed
for brewing drive differences in impact… overall, the single-serve best
case scenario posts a better environmental performance'.

A student from University College London has raised £6,040 in a
crowdfunding project intended to create a social enterprise proj-
ect, the Second Shot Cafe, which will help get homeless people
back into work. The money was raised in a month.

The project was launched by Julius Ibrahim, who said that when he
moved to London, he was 'overcome' by the level of homelessness
and the number of people sleeping rough. He investigated the statis-
tics, and found that for every rough sleeper in London, there are anoth-
er 100 'hidden' homeless individuals sleeping in hostels or 'sofa-surf-
ing'.  He is now working with the charity Crisis who will help recruit and
support the cafe's baristas. Those who work with him, which is proba-
bly going to be three trainees at a time under an experienced barista,
will be paid the Living Wage, and profits will be invested in homeless-
ness projects.  The location for his first site is not yet known.

Canadian packagers claim that
single-serve capsules are more

eco-friendly than filter colffee

Crowdfunding to support training
cafe for homeless

The long-established Somerset tea blender and coffee roaster Miles
has some intriguing aspects on its redesign - an origin plate of the local
town, Porlock, and elephants, which refer to its conservation work with
Paignton Zoo. We have always liked the Smugglers blend, and the
delightful note in the company history which notes that historically,
Miles never did actually engage in smuggling... which probably makes
it unique on the west country coast!   
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The York Coffee Emporium, the roaster
and equipment supplier run by Laurence
and Philippa Beardmore, has been forced
to look for a new home after beating its
own business targets for the year.

According to Laurence Beardmore, the
business exceeded its projected turnover of
£500,000 for 2014, and is now likely to
achieve £750,000 this year, with the result
that its storage and office space have been
outgrown. In the past year, he has won forty
new catering trade accounts, most of which
have involved the creation of bespoke
blends.

"Every time we grow we need to store
more green coffee which we roast and then
store again," Laurence has said.  "This time
we are also building in space for future
growth, as we aim to buy a new roaster, and
we want to take on two new apprentice cof-
fee roasters and two interns from the
University of York."

The Monin syrup brand, which is distributed in the UK by Bennett Opie, has launched a
series of YouTube videos showing how to use the products in simple and cost-effective
lemonades, iced teas, frappes, milkshakes and smoothies.

The videos were inspired by demands from the trade, and were professionally yet economical-
ly made, says Monin's Darril Ling. 

"The big drinks brands already do this for the bartender world. They know that making a gin
and tonic is not difficult, but making a perfect one, which is going to bring in serious money, is
something worth learning, and the same applies here.

"The interest has been enough for us to spend a few thousand pounds on it - this is an invest-
ment of a size that doesn't need to scare a company, although you do need some sales volume
behind you to do it. It is not silly stratospheric money, not the tens of thousands that some
stores expect for promoting you for two weeks!

"We devoted two weeks to it, and did perhaps four or five days of filming. It was professionally
done, and really it's the editing that takes the time. It was not scripted - we just didn't want too
many ums and aaahs, and James avoided them."

Is there really sufficient demand from the trade for instruction videos on these subjects?  
"Yes, we do have demand - I can't say that cafes are queuing up all day on the phones, but I

do get enough calls which I can now conveniently divert to YouTube. And one of the very big
contract caterers has said to us that they have a large number of sites in which the managers
want to do what their competitors on the high street are doing, and for them, so this is turning
out to be an important resource for them.

"We are not splitting the atom here, but we know that everyone can use a quick reference
point, and these films show 'yes, you can do this quickly and easily, it's realistic to sell these
things, this is how…'"

James Coston in training action

Monin produces You Tube training series

The next coffee company to make its
arrival in the fashionable coffee capital of
East London will be Cubana, which is the
bar-restaurant from Waterloo owned by
former Tory treasury minister Phillip
Oppenheim, who also created the Alma de
Cuba coffee blend.

The former minister has spent several
years on a mission to revive the Cuban cof-
fee-growing industry, despite experiencing a
certain amount of hindrance on the way from
the American establishment and government
departments, who have not been enthusiastic
about helping businessmen passing through
the USA on their way to the revolutionary
Caribbean island.  The great majority of
Oppenheim's coffee-development work on
the island was done before relations between
Cuba and America began their recent thaw.

He has spoken on several occasions of
wanting to establish a roastery which would
concentrate on Cuban coffee, and this will
now happen at a 3,000 sq.ft. site in
Charterhouse St, which will incorporate a 15-
kilo roaster from Giesen, the brand which is
experiencing a great deal of popularity in
Britain.

Oppenheim, who created the Alma de
Cuba coffee brand, now has a non-executive
role with that coffee product and will now
concentrate on creating a new Cubana brand
named after his restaurant, which will feature
Latin American, Creole and Cuban dishes.

Cuban coffee to set
up its own roastery

There has been a remarkable response to the introduction of 'order kiosks' by the Deli
No 1 coffee shop in Hull - the coffee and sandwich business has found its remote-order-
ing facility so popular that it has enquiries from fifty-six possible sites in the city.

The concept is based around a touch-screen unit which accepts orders of drinks and snacks,
and takes payment by bank card.  Orders are transmitted to Deli No 1 and then delivered.  

Café operator Daniel Moxon, who began his business only last year on a site once run by
Starbucks, first experimented with the idea in a 'managed workspace' office complex run by the
local council - in this site, the in-house café facility had closed down, and so had the nearest
coffee shop in the street. Almost immediately upon installation, twenty office workers on the site
registered with his service and placed orders.

According to the local press in Hull, he now has 56 sites interested in using the facility, and
Deli No 1 is proposing to invest £500,000 in installations. Customers can choose from a surpris-
ingly wide menu of sandwiches, hot sandwiches, and various buffet options. 

He told his local paper: "a lot of our customers don't have time to go out for lunch, and all they
get is a bap van near the office, which isn't the healthiest of options. We're always trying to find
something different to bring in more customers."

York Emporium
outgrows itself
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There has been a mixed reaction to the publishing of the Northern
Independent Coffee Guide, which has been launched in
Manchester.

There has been a recent trend for these local publications over recent
years - the main London coffee guide is in its fourth or fifth year, there
have been other guides for London and Brighton, and newspapers
regularly produce guides to their 'top twenty coffee houses' when they
can't think of any new ideas. 

Outside London, the biggest such guide to be published so far is the
one to coffee houses in the south-west, and the new northern one
comes from the same publishers, Salt Media of Barnstaple. In the
book's introduction, barista Dave Olejnik notes that there is now
enough good coffee in the north to warrant a book, and adds: "unlike
our counterparts in London, we don't have to hide away on back
streets due to ridiculous city rental rates. The North is really putting
speciality coffee in the hands of the everyday person."

However, several people in the trade have said they found the book a
disappointing reflection of the northern coffee scene, with remarkably
few places recommended for good speciality coffee - only two places in
Newcastle, and two in Liverpool. Manchester has seven places
reviewed, and Leeds has nine… but many of the important towns and
cities in the region appear to have no representation at all. 

This inaugural guide, covering one of the biggest regions of the UK,
appears to have found only 39 coffee houses to write about.

This seems odd for a scene with has its own show (Cup North, which
runs this year in November, and which drew 800 visitors last year), and
indeed, a regional newspaper recently invited two well-known figures
on the northern coffee scene to pick their top coffee places in York, and
they reeled off ten in that one city without any problem at all. By con-
trast, even the central London guide features 185.

The answer, it turns out, is that the companies and venues in the
book paid to be featured.

At North Star roastery, Krag Kragopoulos said: "when flicking through
the guide, we were a bit shocked at the businesses featured. We actu-
ally spoke to them and it was pretty much confirmed some people were
featured due to the commercial requirement! 

"In terms of Leeds, I feel the right cafes were featured, but it high-
lighted to me how few of them there are for a city this size. The North
is kicking off, but perhaps not to the extent people think… it is going to
take a while."

(The editor of the local evening paper has recently remarked that
Leeds has 'no shortage of fantastic places for tea and coffee'.)

At the Rounton roastery, David Beattie made very much the same
point - that the new guide might serve to spur some activity in certain
areas. "I think when people refer to 'the North', they are really referring
to Manchester, which is where it is happening...  some areas of central
Yorkshire are good, but some parts of Yorkshire have a feeble coffee
scene. There are a lot of claims that some places are doing 'speciality
coffee', but we have visited them, and really, they are just taking a term
and using it to market poor coffee. I go to many new cafes, many new
ones in York as well where they should really know better, and they are
pumping out the same dribble as the next, which is quite disheartening.

"The coffee scene in the North is growing, but there are parts who
are so far behind, it's ridiculous... so I guess the guide may perhaps be
a true reflection."

At Caffe Society, which is now a roaster as well as an equipment sup-
plier, Jason Mooring was not impressed. "I must admit my disappoint-
ment with the guide book," he told us.  "As a top-end coffee supplier for
15 years in the north, I would have expected a call from the people

involved in publishing this, because our knowledge of the coffee shop
scene within the region could have been tapped into - we have many
within Wakefield, Hull and such like all doing a stellar job at selling top-
notch coffee. Surely someone like us should have been consulted - to
not even be told about the guide is pretty bad. I just hope the next
guide is much more open and a little bit more truly independent."

But the essential question is - are there enough coffee houses in the
guide to do justice to the reputation of the northern coffee scene? And
are we being fair to be surprised at the low numbers?

"You are right," agreed its editor Jo Rees, candidly. "While we think
all the places in the guide are very good, not all of the very good
places are in the guide yet."

How were the venues selected?
"The criteria was based on quality of experience, the use of British-

roasted beans," (a delightful requirement in itself!)  "and being a place
where a consumer could have a genuinely excellent coffee experience
and enjoy a number of different styles of coffee serve.

"People are invited based on quality criteria, so you can't buy your
way into the guide - but invited, they then pay for their space. If they
choose not to pay, we still include them as places we'd recommend, so
they are on the maps and in a section of 'more good cups'."

(Those sections did not increase the number of featured cafes to any
great extent).

"Essentially the coffee shops and roasters are paying for the consid-
erable resource and cost it takes to produce and distribute such a
guide. The vast majority of the books are distributed through the peo-
ple in the guide, and in return for their investment, they get a quantity
each which they can sell in their bookshop to recoup their investment.
As the guide gets out there (and the response so far has been lovely),
more people who have been a bit unsure about it will now come on
board and join in."

A firmly practical view of the 'pay-to-appear' policy was put by Paul
Meikle-Janney of the Dark Woods roaster, who helped nominate some
of the entries.

"This way of doing it might be a bit contentious, but it was a way of
getting it started. Without doing it this way, there might have been no
Northern Coffee Guide at all."

Does the Northern coffee guide do the scene justice... or is the
northern scene exaggerated?
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These delicate little items are, believe it or not, tea cups - and yes,
they really are built to look like toilets. They come from the Ddo-ong
Cafe in Seoul, South Korea, and yes, you can guess what the literal
translation of that is. The café came to worldwide attention after being
featured on the super blog Seoul Searching, a wacky piece of work
written by an American girl living in Korea. She says that the cafe is
littered with 'quirky poop hidden treasures', which includes the furnish-
ing and the cakes, which we would prefer not to illustrate!

It is, he told us, practical for small-quantity commercial use, in the kind
of restaurant which prides itself on quality coffee, but only sells maybe a
dozen espressos an evening.

"Yes, I think it is. Due to its heavy build quality, you can label it as a
semi-commercial machine, but of course this is not about quantity, but
about quality.

"There are some small bars, restaurants and galleries who use it, and a
high-end Michelin star restaurant in Belgium is using it, because they
have just a few tables, they don't want a big commercial machine, and
they don't want milk based drinks. 

"More and more bars are concentrating on exclusive espresso which
needs to distinguish itself from the mass-beverage drink that comes out of
the big machines."

The concept of a wall-mounted machine is not unique, but certainly
unusual - Wouter Strietman tells us that he knows of the Faema
Veloxtermo, which looks relatively similar and which he thinks was used in
Italian trains in the 1960s.

"Of course the basics of the lever technique were developed in post-war
Italy, and there were around 30 different manufacturers of small house-
hold lever espresso machines back then.

"The lever technique has a rich heritage, but not much of it is left when
you look at today's market. So for me it was essential to redevelop this
old technique and integrate modern features and production techniques
into it. I have now been working on lever espresso machines full-time for
the past six years - developing such a machine takes a long time! 

"Levers are known for their sweet aftertaste, due to their light decrease
in pressure. With a hand lever (as with the Strietman machine) you have
a lot of control over the pressure, and due to the configuration of the mov-
ing parts it also is very solid and stable in its pressure.

"Another thing is of course the pre-infusion, which consists of pressing
the lever down very soft and slowly at the beginning of the shot, to devel-
op the aromas.

"And last, very important, is temperature stability.  The Strietman
machines are very stable, due to the big brass group, which holds all the
heat, and it doesn't overheat due to its open boiler design.

"The machine is very simple and straightforward for maintenance. The
inner piston can be removed within a minute, then it's just an empty cylin-
der.  If you use filtered water you don't have to bother with de-scaling, and
the piston rubbers need to be greased once every half year."

There are a couple of versions of the machine, priced at around £1,300
- £1,450, without VAT and carriage. 

Strietman’s wall-mounted lever espresso
machine now available

This quite remarkable item is the Strietman espresso machine, of which we believe there are still relatively few in the UK. It is a lever
machine which has been designed for home use, but inventor Wouter Strietman tells us that it is actually being used in some commer-
cial settings on the continent, even though it has no conventional water tank and is clearly designed for the production of one espresso
at a time.

The wall-mounted
espresso machine is
now in use in some

European restaurants. 

It has no water
source, and is 

refilled manually. 

Latte art in the loo bowl...
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The winners in the beverage sections of
the Great Taste Awards have been
announced for this year - and as always,
the awards have aroused the usual inter-
esting responses and comments from the
trade, not to mention the usual exaggera-
tions from some of their PR agencies.

The big stars of this year's awards were
Bewleys, who took 23 prizes for coffees and
teas, including two of the top three-star
awards. Another good performance was by
Union Hand-Roasted, which had ten winners,
four of them three-star awards.

Other notable appearances in the coffee
awards were from Sea Island, which took
three awards, two of them for coffees from its
decaffeinated range.   We also see awards
going to several independent roasters who,
we think, made their first appearance in this
contest - Rave Coffee, Raw Bean (with two
Mexican coffees), Beanpress, Monsoon
Estates, the Ludlow Food Centre, Avenue
Coffee, Edgcumbes, Footprint, and Caffe
Society, previously known more as a machine
supplier but now a roaster as well. The
Revolver Co-operative of Lancashire also
popped up with an award.

In the tea section, Daily Grind scored seven
awards for the Novus brand, Suki got ten, and
Teapigs took eleven. There was also the inter-
esting appearance of the York Coffee
Emporium, for once not with a coffee but with
its own breakfast tea blend.   

As always, we were highly entertained by
several of the responses from the award win-
ners. There was some nice exaggeration by
Tetley, who won five tea awards but claimed
that their products 'were assessed on taste
alone, by a panel of 405 food experts, includ-
ing top chefs, buyers, retailers and food writ-
ers'. That really would be an achievement –
there certainly are hundreds of judges, but
they are split up between many food sections,
and so Tetley's teas were probably tasted by a
dozen. And UCC said it 'has secured both the
prestigious producer and retailer awards',
which is a section we have never heard of.

However, part of that may refer to another
entertaining aspect of this year's awards.  The
prize list shows that this year, entrants were
required to name the 'producer' of their prod-
uct.  We have for several years observed that
many of the boutique tea brands win stars for
products which are all blended by the same
chap, Alex Probyn of Blends for Friends, and
this year he was pleased to see that two win-
ners, Balcony Tea and Miss B's, credited him
for his work. But, he told us, there were many

more of his products in the winners' list, under
other names! We also spotted several coffee
winners who credited themselves as the prod-
uct producer, though they clearly do not roast
for themselves.

Bewleys, among its big list of winning prod-
ucts, gave credit to the Grumpy Mule roaster
for several (it bought that roaster a year ago)
and also credited Reginald Ames for several
of its tea blends. Whittard, which took nine
prizes, credited Ames and Halssen & Lyon for
its blends.

Among the interesting comments from
entrants was a confident remark from Sea
Island, which had two decaffeinated coffees
among its prize-winners. 

"This marks a great stride in proving what
we've been banging on about - that decaf cof-
fee has changed. A common phrase you hear
in coffee circles is 'death before decaf', which
is simply unfair these days. Our Signature
Espresso blend could certainly rival a number
of caffeinated espresso blends on flavour and
cup quality."

Elsewhere, Allan Pirret of Novus was
pleased that the judges spotted the point of
his White Mulled Wine tea.  This is a
Christmas tea, but the judges pointed out that
it tasted like wine.  "They are right," he told
us. "It is a different approach to Christmas
Tea, which is always boring black spiced tea.
This one clearly aims to be different."

At Revolver World in Wolverhampton, Paul
Birch was interested in the small number of
Fairtrade coffees in the awards.  He is the guy
who was in at the beginning of independent
record labels in the 70s, and was responsible
for the launch of such acts as the Stone
Roses, but who now runs a co-operative
designed to support producer countries and
also support relevant charities. (The University
of Wolverhampton is awarding him an hon-
orary fellowship for this work).

"What is disappointing is just how few
Fairtrade coffees took a star," he remarked to
us. "Just Grumpy Mule, Bewleys, Percol and
ourselves."

We received very few serious grumbles this
year, although one tea brand was puzzled that
a product which in the past has won a three-
star top award was given nothing this year.

Elsewhere, a coffee roaster who has long
been a supporter of the awards, and who has
won many over the years (and several this
year), raised an interesting question about the
judging of modern coffee.  

He said to us: "I looked at our score and
jumped for joy - but some of the feedback
remarks left me in a quandary. Sometimes I
felt: 'that's not a coffee person making that
judge's comment'. I also looked at some com-
petitors and thought 'I'm surprised they didn't
do better'." 

The situation in modern coffee, he pointed
out, is that we now have recent trends
towards light roasts, honey roasts, geisha
beans, and all kinds of brewing parameters
which just didn't exist a few years ago –
espresso has become a 'barista-dependant'
item.  This being the case, he suggested, it
might be a good idea if the awards organisers
recruited a few of today's acknowledged cof-
fee experts on to their panel, and furthermore,
that entrants could be required to stipulate
their brewing parameters.

"Did entrants stipulate their brewing data?  If
they didn't, then that explains why I think there
are coffees in the results list which may have
not got a fair shake. I just can't see how the
Great Taste baristas are going to spend 15
minutes dialling in the parameters for every
coffee before they present each one to the
judges."

One of the most entertaining winners was
from Edgcumbes, which has only just opened
up its own roastery, but took two awards.
One was a two-star prize for Billy's Blend,
which has a story behind it.

"I was approached by a lady called Billy,"
explains the roastery's Alice Rendle. "She
took on the lease of a defunct Little Chef on a
super busy road in West Sussex.

"It’s now  called Billy's on the Road, and we
developed a 'banging blend’ for it - Monsoon
Malabar and a touch of Kenya to go with the
Central Americans. All very hipster!

"Soon she expanded her business and built
a beachfront café with her sister called Billy's
on the Beach, in Brackelsham Bay, near
Chichester.

"The only problem was we couldn't keep up
– they started selling huge quantities and our
five-kilo Probat was struggling. That was the
catalyst for us to buy the new bigger roaster
and create our new roastery."

Great Taste awards - are there modern
coffee experts among the judges?
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In 'eating' chocolate, this has been familiar
for some time, and the BBC's Good Food
magazine even carried a run-down of the
world's top ten chocolate origins in bar form…
in 'drinking' chocolate, the subject cropped up
again among the exhibitors at Caffe Culture
this year.

And in general, those supplying hot choco-
late to the beverage trade acknowledge the
work of one relatively-new brand, whose pro-
motional work and products have been suffi-
ciently attention-catching for others to suc-
cessfully hop on for the ride.  Up to relatively
recently, the hot chocolate market was domi-
nated by familiar big-brand products, charac-
terised by fairly low cocoa contents and quite
high sugar contents, but it was the unusual
discs and attractive display jars of Kokoa
Collection which become the 'in' thing to have
on coffee-house counters.

The brand was created by Paul Eagles, for-
merly the franchise support manager at
Esquires coffee houses, and before that in
catering at Granada and the Royal Festival
Hall. 

This summer, he went to origin, to meet his
cocoa suppliers in person.  This is a journey
which is relatively common for coffee suppli-
ers, but virtually unknown for a chocolate
brand.

It was inevitable that he would do so, he told
Coffee House.

"When I decided to start my own business, a

mentor said 'do something you have a pas-
sion for', and I had always been a chocaholic.
At university, I had perfected hot chocolate
recipes for my friends, bringing back choco-
late from my trips to Europe, and had used
them in my own recipes.

"While I was with the Esquires chain, I loved
doing new product development - every two or
three months, we would do new products and
recipes, and thinking about chocolate, I was
inspired by the Suki tea brand - tea as a prod-
uct had been standardised, but Oscar at Suki
brought in branding and appearance, and
that's where I saw the start of something new
for hot chocolate. 

"Coffee had already changed its character,
tea was becoming represented by players
who were slowly changing, but nobody was
doing anything with chocolate… even in a cof-
fee shop, you would see a La Marzocco
machine on the counter, beside a tub of
chocolate powder from the corner shop.

Being perhaps a little big-headed, I decided
that I wanted to create a new category.

"I can't claim to be the first person working

Single-origin hot chocolate – a success
from the heart of a devastated island

The concept of 'origin' in hot chocolate has now seriously taken hold in the British beverage trade.  It has taken a lot of time, and it has
certainly progressed a lot slower than happened with coffee and tea, but now there is a distinct trend for suppliers to make a point of the
origin of their drinking chocolate products.

Kokoa Collection has been the pioneer of the concept of single-origin hot chooclate – company boss
Paul Eagles has recently been to meet growers in Haiti

People sent me a lot of horror
stories –  that Haiti was crazy,
dangerous, full of voodoo, and
I would be taking my life in my

hands. And it was all totally,
comically, unfounded!
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on 'real' chocolate, but I had done a lot of
development work on it, and I was interested
in the challenge of creating something which
would help café operators operationally - I
wondered if I could come up with something
portion-controlled, which would mean that
however busy you are, the staff on duty could
always make it well and properly?"

Sourcing the right chocolate and creating a
new kind of hot chocolate product came about
at more or less the same time as he launched
Kokoa Collection.

"I couldn't have thought my way through it
without the new product development experi-
ence I got from Esquires. I had developed
their chocolate, which was a Fairtrade pow-
der, and what was extremely frustrating was
that when I asked 'where is it grown?', the
supplier couldn't tell me… not even the
Fairtrade Foundation could tell me.

"There was no concept of 'origin' in choco-
late, and that prompted me to go down this
route.

I drank a lot of chocolate, followed up a lot
of leads, and eventually found a company in
France which could help me with sourcing
what I wanted."

At the same time, the idea of Kokoa
Collection's distinctive chocolate discs came
up.

"Did I invent the concept of chocolate discs
which would melt in milk? Not entirely,
because the concept of chocolate 'callets'
(small chips) was already in existence, but
what I did was to specify the weight that I
wanted, which I reached by working on an old
formula we had used in Esquires, which sug-
gested to me how to create something which
could be used as a multiple for different sizes
of cups. 

"I had already decided against the flake
format because you can't measure it so easily,
and because baristas in chain cafes do tend
to compensate for uncertainty by over-dosing,
so I preferred to create the security of a por-
tion-controlled product. That turned out to give
me the right size of disc."

There is a brewing aspect to this which very
few baristas will have thought about.

"There is actually a similarity to pre-ground
coffee, in that depending on the size of the
pieces you brew, you're changing the oxidisa-
tion and the surface area… but you might
think this is getting too detailed!"

It does however illustrate how the subtleties
of chocolate are not as well appreciated as
those of coffee or tea.

"The chocolate market is not as mature as
coffee, and the details are not as clear.
Someone from outside the trade will say a
mass-market brand coffee will look the same
as a Union Hand-Roasted, and the same
applies in chocolate - the range of products
goes from basic to award-winning, and there
are more processes in chocolate manufacture

than in coffee, but very few of those brewing
hot chocolate yet recognise the difference."

Although he was a chocolate enthusiast,
even Paul Eagles found the learning a steep
experience.

"I have now spent five years learning about
all this from zero, and what has been interest-
ing in becoming my own expert is discovering
things like why chocolate for hot chocolate is
quite different from chocolate for eating…
what is good for one use is often not good for
the other. 

"Hot chocolate is made in quite a coarse
way, compared to eating chocolate, and that
is not a negative thing. It's all to do with how it
works in the milk - a very good eating choco-
late could get lost in a milky drink."

And yet, he knows, his brewing discs are
regularly used as snacks.

"Yes, it's nice to know that my discs are
eaten, but Kokoa Collection is not seen as an
'eating' chocolate. A chocolate connoisseur
would certainly understand that these discs
are of high quality, and would be patient and
let them melt on the tongue - they wouldn't
chomp into them like most people do!"

This all brings up the contradiction of how
much beverage operators want to know, or
indeed how much they need to know, about
the concept of high-quality hot chocolate.

"How much do I have to explain it all? Far
too much - and of course, the more you have
to explain something, the less of it is going to
get through. However, funnily, it has become
easier for me now that Kokoa Collection has
been mimicked by other suppliers, because
they have helped get the idea through to a
wider number of operators."

Although Kokoa Collection has become the
brand of choice for many coffee-house opera-

tors, it did not grow in the top-class coffee
shops as readily as he had expected.

"I did make some mistakes when setting out
my target market. I thought the speciality cof-
fee trade would embrace it, but it turned out
that at the time, some of them were being so
precious about their coffee, they just looked
down on chocolate.  So the ones I thought
would be my big customers, were not.

"Our first momentum came through
Patisserie Valerie, although it wasn't for their
house chocolate, but a winter special. And
then Tebay services (the service area which
was the first to embrace deli-style and artisan
produce into a mobile service situation) were
very supportive. Then the speciality food
shops became my advocates, and recom-
mended the brand to one another.

"More growth has now come from pub
chains - as they become more daytime ven-
ues, so hot chocolate begins to sell, and the
contract caterers have become big for us, as
well."

He also worried about making a wrong
assumption in how coffee-house baristas
talked to customers.

"When I was developing my promotional
material, I began to panic about a line I had
written which said 'this product helps start a
conversation with customers' - several café
operators said rather gruffly that they did not
want to talk to customers! Then I realised that
the ones who do want to talk to customers,
are the ones I want to work with."

One fine example of this was reported by
David Littlejohn, who at the time was running
a little coffee shop in the heart of Soho. He
told a story of the customer who came in ask-
ing for a hot chocolate, became interested in
the story of single origins, and decided to go

Paul Eagles
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through the Kokoa Collection card, there and
then… what began as a sale of £3 or less
turned out to be a sale of over £15.

The new  interest in hot chocolate origins
was endorsed at Paul Eagles' first trade show.  

"I gave a good impression at the first
London Coffee Festival, even though I had
only just picked up my first delivery. 

"At the time, I had nine origins, so the name
Kokoa Collection was a meaningful one, and
out of all this chocolate, the feedback showed
that there were four most popular flavours. I
myself had really liked a Peru chocolate, but
the feedback for the Ecuador was far better…
some chocolate origins are very good, and not
all are 'speciality'. 

"So we decided on a range of four - Ivory
Coast, Ecuador, Venezuela and Madagascar."

Oddly, his first trip to origin has now been to
a place which did not make his first list.

"My partners in France already knew grow-
ers in Haiti, which is one of only two origins
where we buy from single farms.     

"Before I went to Haiti, I had a lot of preju-
dices built up from horror stories that people
had sent to me. They said Haiti was crazy,
dangerous, full of voodoo, and I would be tak-
ing my life in my hands.  I was told to make a
will before I went… so I got quite scared.

"And it was all totally, comically, unfounded!
"Haiti is a poor country where the people

were very friendly. Only on one occasion,
when I stumbled by accident into a slum, was
I worried. Otherwise, people were helpful and
looked after us, they helped us with travel and
showed us which buses to get on. It was not
dangerous, but it was certainly out of the com-
fort zone. We did see items of voodoo, but
just as a part of everyday religion and culture.
The buses were classic central American, the
kind packed with passengers, and with goats
on the roof.  And there were places where the
roads would just disappear into bare rock."

Five years ago, Haiti suffered an earth-
quake. The island has still not recovered. 

"The place is now becoming re-built after the
disaster. The UN has done a lot of work with
water feeds and sanitation, but other than
that, it still feels like a place in ruins. The
earthquake hit Port au Prince, and the bulk of
the concrete rubble was too much to take
away, so there is still rubble everywhere.

"It's an eight-hour drive to the region where
our co-operative is, and they felt the quake,
but suffered no real damage. The crops
weren't damaged, but the logistics became a
real problem. At the point of the earthquake,
people in Haiti were getting quite entrepre-
neurial, but afterwards, a lot of them became
reliant on handouts. The cocoa farmers were
able to go against this trend.

"It was quite touching that they put out a
welcoming committee for us. This was out of
the peak season, because they harvest from

April to June and again from August to
September, but they were excited to meet us
and they made a point of wanting to know
about our business. We took a lot of our prod-
ucts and branding and samples to show them
what we had done with their chocolate.

"In Haiti, they do have a tradition of drinking
their chocolate, unlike some coffee-growing
places. They add some spices to it, and
although they politely said they liked our
chocolate, we could see that they are used to
it being much sweeter. 

"The reputation of Haiti among chocolatiers
is good, and since we introduced it into the
UK, it has done well. We introduced it as a
special edition, because I didn't really want a
fifth chocolate on my main list - and now,
some stockists choose it over the others.  It
now has a Great Taste award, and it has a
Gold from the Academy of Chocolate, and
from being the last one in the range, it has
gone to being the one with two awards. I took
the Academy plaque out for them to display."

It came as a surprise to see how small the
farms are.

"Parts of my visit left me taken aback. There
isn't a 'plantation', in terms of rows and rows
of trees - but it's very organic, and certified so,
and I realised that the reason it is organic is
because that is natural to the habitat. Their
farm management, in terms of clean ground
and ensuring the light gets to the pods, is far
more naturally organic than I had realised.

"The area is very lush and green, very simi-
lar to rainforest, and every farmer will have a

rented plot of land, but none of them grows
'just' cocoa. There are bananas, avocados,
mangoes, yams, growing everywhere. The
raw cocoa is a very high natural quality,
because the habitat is perfect for it.

"The health of the people here is much
different from the capital, because here they
have a natural plentiful supply of fruit and fish.
They are not a rich sub-section - they are
quite poor. I went there with questions about
what kind of support they wanted, and the
answer was that they didn't want flash
houses, but they do want schools. 

"What impressed me were the processing
facilities. They have invested in fermentation -
some origins ferment by rolling the cocoa in
banana leaves, then they rotate them, by
moving them progressively from one fermen-
tation box to another, and this brings the
cocoa to speciality grade. The boxes are laid
out in threes to allow rotation and ensure that
the process is controlled and the temperature
monitored. The beans spend two days in each
box so receive six days of fermentation in
total. The PH acidity must be monitored along
with the humidity and temperature to create
the perfect results.

"After that, they are laid out to dry, and they
have to reach a certain humidity before being
bagged. And they can trace, from the point of
the bagging, right back to the field it came
from. As the beans are laid out to dry under
plastic sheeting they use apparatus to meas-
ure the humidity. Only once they reach a set-
ting of nine per cent can they be taken to the
weighing room, where they continue to dry,
finishing at seven or eight per cent humidity.

"The last process is the quality check. Fifty
beans are tested and split in half so a quality
percentage can be determined. They are
aware that their cocoa is good stuff, and they
recognise that investment makes things bet-
ter. They know that they need a co-op
because individually, each farmer has very lit-
tle value, but 700 of them together can take
their cocoa to somewhere where it can be
treated properly."

Paul Eagles’ Haiti chocolate will feature as
part of an unusual ‘hot chocolate festival’
which he proposes to run soon. This is not an
event in the same sense as the large
Ramsbottom one in Lancashire or the occa-
sional London ones on the South Bank, but a
specific promotional scheme for the cafes and
retailers who use Kokoa Collection.

“We have teamed up with a marshmallow
company and a syrup company, and we shall
create a Haiti-inspired mango chocolate drink.
For bars, there is a version with Haiti rum.

“The idea is for an independent promotion
for coffee shops who will be given signs to put
up. It helps our stockists make a bit of noise in
the first week of October, when we really
begin to come into the hot chocolate season.” 

After the earthquake, a lot of
Haiti became reliant on hand-

outs. The cocoa farmers
were able to go against this

trend.
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Bio-Bean is the company which was set up
to retrieve spent coffee grounds from the
coffee trade and turn them into bio-fuels. The
general theory is that all the grounds which go
into baristas' knock-out boxes are disposed of
in a café's general waste, for which the café
owner pays a high price for collection, and
which finally end up in landfill, doing the
environment no good.

The alternative is to turn these grounds into
fuel, in the form of either bio-diesel or bio-
mass pellets. This is done by a process which
extracts the oil content from waste coffee
grounds, leaving a mass of around 80 per
cent of it, which can be dried and turned into
pellets that are burned as a cleaner alterna-
tive to wood chips.

The founder of Bio-Bean, Arthur Kay, says
that the UK generates half a million tonnes of
waste coffee grounds a year, with London
alone producing almost half of this. He says
that it costs the coffee industry, including the
café trade, £80 million in waste disposal fees
just to send all this to landfill.

His argument in favour of turning coffee
grounds into bio-fuels has already won him a
collection of awards – a Shell LiveWire Grand

Ideas award, a Grand Ideas Award, a Young
Entrepreneur of the Year award, and an
Innovation award.  He was named the
Guardian's 'sustainable business leader of the
year' this year, won the Mayor of London's
low-carbon prize, and won The Pitch,
described as 'the UK's biggest small business
competition'. He collected £20,000 in a
Santander prize for entrepreneurship, and
then won half a million euros in an internation-
al Green Challenge award.

In recent weeks, Bio-Bean has won a deal
with Network Rail, which involves collecting all
the spent grounds from coffee outlets in its six
major London termini. This comes to 700
tonnes of coffee waste each year, which in
landfill would release more than 5,000 tonnes
of carbon dioxide into the atmosphere each
year… instead, it will become 650 tonnes of
carbon-neutral biofuels, enough to power a
thousand homes for a year.

At street level, a major part of Bio-Bean's
case centres on the potential cost savings for
café owners. The company is well aware that
most British companies want to do 'the right
thing' – but only so long as it makes financial
sense!

"A coffee shop which is owner-controlled
can make its business decisions on the basis
that something is good for the world, but
some bigger companies find that harder," the
company's Dan Crockett told us.

"If an environmental idea doesn't save
money, they have a good excuse for not doing
it, and we experience this constantly. We have
met some very funny characters who have
told us that if the zeros and ones don't make
sense, they're just not interested.

From knock-out box to bio-fuel
Spent coffee grounds from coffee machines all over the world go into landfill... but a British company

has created a system in which they are collected and recycled into heating pellets or diesel fuel 
There are certain advances in business which take a lot of time to get going – even when the national press thinks they make world-
beating stories, the relevant industry continues to treat them with caution, if indeed it gets to hear about them at all. Such may be the
case with the remarkable story of Bio-Bean which concerns a process and service which promises to be able to save money for coffee-
house operators everywhere… and yet still remains known only in London.

When you consider that trees
in America are cut down,

shipped to Europe and turned
into bio-pellets which make up

ninety per cent of the pellet
industry, under a veil of

‘sustainability’, you may think
it ludicrous...
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"Other big names, including some who don't
always find themselves in the press for the
right reasons, are more hungry for the sus-
tainability story. They're under pressure, and
when other things go wrong, having a good
story to put forward is important for them.

"All this has affected the way we present
ourselves to the coffee industry, and we now
find it equally likely for us to open doors with
the commercial savings, the sustainable situa-
tion, or the social story of creating jobs.

"One thing which is still missing is complete
transparency at the disposal end. If certifica-
tions are so important at the buying end of the
coffee chain, then we one day want to certify
the other end, so operators can say: 'this cof-
fee has been sustainably disposed of'. 

"But that is still some way off."
The general idea came by chance.
"The inventor, Arthur Kay, says that when he

had the idea, he didn't know anything about
bio-chain engineering,  the logistics of waste
management, or the coffee trade. 

"He's an architect, with a desire to use
'design' in a way that benefits cities. The wider
implication of 'design' is that it can change the
way that cities run - they do not have to be
fixed in the way they have always worked.

"He was set a project to design a zero-waste
roastery and coffee shop, at which point he
realised that we have an industrial-scale issue
of coffee waste pouring out everywhere, which
required an industrial-scale answer. 

"His answer combined existing technologies
in a way that nobody else had done."

This was the concept of transforming coffee
grounds into bio-pellets or bio-fuel. Is the use
of these fuels yet sufficiently common to make
the project self-sufficient?

"This is 'emerging industry' stuff, and without
wishing to sound arrogant, we are pioneering.

"Bio-mass boilers are still not in general use.
For a coffee roaster to have one, like Java
Republic in Dublin, is still very unusual. The
people we supply our pellet fuel to are super-
markets and big corporate buildings, where
their heating is run entirely by bio-mass."

There are some bizarre and little-known
aspects to this.

"When you consider that trees in America
are cut down, shipped to Europe and turned
into bio-pellets which make up ninety per cent
of the pellet industry, you may think this is
ludicrous. And it is all cloaked under a veil of
'sustainability', to the degree that you wonder
if many of the users really know about it.

"And there are many surprising emerging
technologies coming out of all this. Orange
peel can be more valuable for bio-fuel than
the fruit is for eating!"

Bio-Bean's work is carried out in an old air-
craft hangar, on an old military base, and the
company has so far refused to let any visitors
in, although there may be an open day soon.

"What happens in there is transesterification
(a reaction between fats and oils and alcohol
to produce bio-diesel). The grounds come out
with a different chemical composition, and are
then dried and turned into pellets.

"There are no blueprints for this kind of
work, so this is a world-first factory. Some of
the equipment was rare, and some is only
understood by a few people… we have some-
one holding a PhD in bio-mass pelleting!

"The money which has been granted
through various prizes and awards has all
gone into this, and was very timely. We are
now making the transition from a grant-aided
start-up to a standalone business."

But, crucially, is it tempting for the coffee
trade to be involved?

"This is economical and practical for the café
operator; we don't believe that any café is too
small to be part of this. 

"Businesses always have to pay for their
business waste collection, and if the collectors
are going to be charged landfill tax, and as
the café owner, you're going to be paying for
it… and we remove that. 

"Our principle is that even if the café opera-
tor has to buy the bag to put the coffee
grounds in, they will still end up paying less
for their business waste."

How is the collection done?
"We knew early on that we did not want Bio-

Bean to be a waste management company,
which can be incredibly complicated, so we
created relationships with several such com-
panies, and they provide the paper collecting
bags, at about a pound or so.

"These companies already have their collec-
tion mechanisms in place. A strange thing is
that waste management is something you
don't see in the life of a city, because it's
invisible until you become aware of it… and
when you start thinking about it, you see it
going on everywhere, and realise that the
waste management companies have their
vehicles on the road anyway.

"For the café operator, it's as simple as say-
ing 'put this bag under your knock-out box'.

We are not even creating yet another wheelie-
bin, except that in very high throughput sites,
we can provide caddies. And we can adapt
the collection schedule, because some opera-
tors may need one collection a day and some
may need one every two days. 

"For the rail stations, there is a slightly differ-
ent solution. We knew their bag collections
would accumulate far too rapidly, so we now
have coffee skips, and we collect as soon as
one is full." 

Bio-Bean now believes that its service will
come to be used by coffee-house operators,
both big and small, and corporate companies
such as the giant coffee roasters.

"At the moment, the service is still a regional
one for coffee businesses in the south. We
shall aim for a UK-wide solution in perhaps a
year or so, but the problem with this is that
regional collection sites can be widely dis-
persed, whereas London's coffee business is
conveniently centred on just a few square
miles, and our factory is just off the M11.

"Eventually, the aim would be to expand
domestically, and in time, the trucks which
deliver commercial coffee may come back
packed with grounds, but we're not anywhere
near that yet. 

“Before then, we have yet to prove to the
coffee trade that this is not a gimmick, but an
industrial solution which is going to stay
around."

This means that from now on, the café trade
will hear more of the Bio-Bean proposition.

"Meeting the coffee-house trade has been
fascinating for us.  At first, we were more pre-
occupied with the technology than talking
directly to the café trade… we're now improv-
ing on that!"

Costa has launched a new offer of bags of
spent grounds which customers can use as
garden fertiliser. The grounds are available
in old coffee bean bags, or customers can
also bring in their own containers.  In the
curious PR-speak used by the major chains,
Costa has said:  "unbeknownst to many,
used coffee grounds contain many essential
trace elements which make up a highly suc-
cessful and natural fertiliser."  The fact is so
well known that Starbucks has been giving
away spent grounds for years.

A tea factory in Kenya is reported to be the
first to have taken up the use of bio-mass
briquettes as an alternative to firewood. The
Makomboki factory feeds its boilers with
briquettes of macadamia, cashew, and rice
husks mixed with sawdust, and reports not
using a single cubic metre of firewood for six
months. The project was part-financed by
Marks & Spencer, which buys tea from the
factory, and is claimed to save 60,000 trees
a year.

We realised that we
have an industrial-scale

issue of coffee waste
pouring out everywhere,

which required an 
industrial-scale answer... 

...we don't believe that any
café is too small to be part

of this. 



19

Corden is the retail marketing manager for
Fullers, the very big London brewery which
also runs around 400 pubs.  Fullers was one
of the first big chains to spot that the pub
world was changing, and to adopt a policy
based around quality food and then quality
coffee.

It did so before much of the pub trade, about
whom the coffee sector continues to tell more
and more success stories - we now hear of
run-down boozers who have transformed their
business through taking on a coffee shop
model, and we hear from pub managers who
say that their weekend daytime coffee sales
outstrip their alcohol sales by a big margin.
More and more pubs, even local free houses,
have adopted early opening to offer breakfast
and coffee, and a credible flat white now
appears on more pub menus. 

True, there are still some oddities about the
way that pubs work with coffee - several engi-
neers have told us of pubs which keep switch-

ing their automatic coffee machines on and
off, causing milk blockages, and of pubs
which have still not caught up with the con-
cept of cleaning coffee machines (which is
odd, because the cleanliness of beer lines is
almost holy writ in the pub world).  And one
famous brand has recently complained that
for every great pub coffee there are ten dread-
ful ones.

And it is equally true that the pub trade drew
derision with the intriguing and extremely
hopeful claim by a pub trade association not
long ago that 'pubs are selling more coffee
than cafes are', and that 'Britain's national pub
chains are now the country's number one cof-
fee seller'. The truth of the matter was that if
the top five national pub chains added their
coffee sales together, they were achieving
about fourteen per cent more coffee sales a
week than Costa. 

This is still a fairly admirable figure, and
while the idea of pubs being the UK's top cof-

fee sellers were laughed at by some parts of
the coffee trade, one major coffee brand exec-
utive noted carefully: "I think it possible that
they may become so, at some point in the
future…"

The financial press has reported JD
Wetherspoon's meteoric rise in coffee sales
over the last few years, and the FT noted
recently that Fullers has now reached sales of
1.2 million hot beverages a year. Has the pub
trade now caught up with the coffee trade? Or
have the predictions of the cafe trade and the
pub trade coming together now come true?

"No, not totally - we have done well in the
right food-led pubs, but not in general," Nick
Cordon told us. 

"What JD Wetherspoon did was to sell the
concept of breakfast in pubs… but did they
want to be serious about their coffee sales
first, or about their breakfast sales? I think it
was about breakfast, and coffee was a part of
that.   But I can't see everyone else opening

At the Barrowboy and Banker pub by London Bridge, which gets its name from having once been the very first branch of what used to
be the National Westminster bank, Nick Corden is quizzing a barman in detail about the coffee he serves. As he moves away from the
bar, he remarks: "well, you don't learn anything sitting at a desk in an office…"

Down Brewer Street
Many of the pub chains have now made the decision that they must take their coffee very seriously.

Fullers is one of several to have created its own coffee brand, which is given a 
noticeably prominent place in its pubs
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at 8am.  For us, our coffee sales are growing
faster than our food and drink sales, and I
expect that this will continue."

The turning point in all this, notes Fullers,
was the public smoking ban.  This created the
first change in the profile of the average pub
customer base, and that change in customer
profile has continued and developed ever
since.

At the time, the image of pub coffee was a
stewing hotplate at the end of the bar. How
ready were customers to look for good coffee
in pubs, and how ready were bar staff to
adapt to serving good coffee? 

"It was our customers wanted better coffee.
As for our staff, we always recruit the kind of
people who want to adapt and change. It is
not easy for a barman to become a barista - if
you come into work thinking you're going to
pull a pint, and your first three customers ask
for coffee, that's something you have to adapt
to seriously.

"So we now have two tiers of training - we
have the in-pub training, and we have a more
advanced course in which we send staff away
for two or three days. This really ups their
skills, and we mark it with a passing-out
ceremony and a reward."

The Fullers coffee manual for staff is per-
haps more detailed than might be expected in
the pub trade. Beside some very detailed
work on the promotion of coffee, the practical
section includes a brew log, with firm instruc-
tions on how to monitor quality from before
opening time each day; there is also the
instruction to calibrate milk jug thermometers
weekly, which is also unusually detailed for a
pub, reminders to clear hoppers overnight,
and the rather pointed practical instruction
that "a dirty machine not only makes coffee
taste bad, but loses you sales…"

The same manual includes suggestions to
pub managers as to what they might write on
chalkboards, and even an instruction sheet on
how to draw chalkboard coffee illustrations of
beans and cups. There are firm recommenda-
tions about the desirability of a 'coffee station'
as part of a bar display, the reminder of the
importance of takeaway sales (which many
pubs still do not capitalise on) and several
useful suggestions, such as remembering to
feature coffee on the dessert menu - if the
customer doesn't go for one, they may go for
the other, or both.

The use of coffee branding in Fullers pubs is
positive. There is not just one standard A-
board, but a range of them to use, there are
bar easels, the bags of coffee beans for retail
sale have a printed tag with the story of its
coffee brand, and rather cutely, there are
branded tins which double as sugar cube con-
tainers.

There has been a trend for coffee brands in
pubs - typically, St Austell Breweries created
Brewer and Bean, and Shepherd Neame's

came up with Coffee and Ale House. Fullers
has created Brewer Street.  How important is
a coffee brand in a pub?

"It's very important, because customers
today are in tune with coffee brands," says
Nick Corden. "Fullers did not pick up the
phone to hire an outside brand - we could
have done, and it would have been easier, but
that's not our way.

"An interesting example of the way we
approached coffee was that we took our head
brewer, Georgina Young, to be introduced to
the coffee roaster. And we also toured the
East End coffee houses, where we tasted
many interesting flavours… but we are a
mainstream pub company, and we decided we
wanted to work on a mainstream coffee. So
the blend we ended up with is like our beer -
it's balanced, it's good, but it's not way out
there!

"We put it in 15 pubs, unbranded, to see
how it went, and customers said they liked it.
And we decided to go down the route of using
the traditional espresso machine as a way of
putting out a clear signal that we're doing cof-
fee right."

(Fullers also has tenant managers, who are
permitted to go to any coffee supplier they like
- but, says Corden, the Brewer Street branded
option comes as a particularly attractive pack-
age for them).

Making a comparison with the leading-edge
coffee houses is important, says Nick Corden.

It allows Fullers to reassure itself that it knows
what was going on in coffee, while keeping
the decision to market a blend which will
appeal to its mainstream market.

"I can't be critical of the elite coffee houses,
because you do need to have people pushing
the boundaries. I've hung around in a lot of
coffee shops here and in Australia, and I think
we can see what's coming… but we're OK
with our coffee for the moment.

"We have considered filter coffee, and
though we haven't done it yet, we're on the
lookout. 

"We have introduced the iced caramel latte,
which is delicious, and we will introduce a
seasonal winter drink, though it won't be a
gingerbread latte.

"As we like to empower our managers, I'm
not going to tell every pub that they have to
have a cold coffee drink or a flavoured one -
we give them the tools, but they know what's
right for their pub."

Fullers does have an in-house barista con-
test, and while it likes the idea that a winning
signature drink can be put on the menu, the
group takes the view that such contests are
more for inspiration of staff than to come up
with drink ideas. (The current champion drink
did go on menus, and is a cherry espresso
martini, created at the Wykham Arms in
Winchester, featuring Smirnoff, kirsch, and Tia
Maria). 

Rather unusually for a brewer Fullers does
also actually run a coffee house.  

This is not in the same way as the Brains
brewery, which bought the Coffee#1 chain, but
is a standalone business next to one of its
pubs in west London. In spite of persistent
reports in the pub trade press that the brewer
intends to start a cafe chain, this is not so -
this café is a one-off serving both as a stand-
alone business and a training site.

"It's our coffee hub," says Nick Corden. "If
you are going to run a standalone shop that
sells coffee and cakes and stands up against
the high street, then you have to take it seri-
ously. 

“Our bar staff do go and work there - the
café is our coffee beacon." 

A quarter of consumers would drink alco-
hol in coffee shops, if it were available,
according to research from CGA Strategy.
The survey of 1,800 people found that
young people in particular would value a
broader offer from coffee shops, and one in
six of those who do not currently frequent
coffee shops at all said that they would do
so if alcoholic drinks were on offer. A third
of those questioned said they would choose
cocktails in a coffee shop, and 26 per cent
said they would choose sparkling wine.

It is not easy for a barman to
become a barista - if you come
into work thinking you're going

to pull a pint, and your first
three customers ask for coffee,
that's something you have to
adapt to seriously.
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"It is not often," writes coffee roaster
David Warr in his new book, "that you
meet a group of people who, if listened to,
could have the answers to climate
change!"

That's a fairly attention-grabbing statement,
and when placed beside the various recent
reports which suggest that coffee as a species
is in danger of dying out, becomes all the
more worth attention.

Two of Britain's well-known independent
roasters, David Warr of Coopers in St Helier,
Jersey, and Ian Steel of Atkinsons in
Lancaster, recently undertook a research trip
to origin with the green-coffee importer DR
Wakefield, and this particular trip uncovered
something which surprised both Warr and
Steel.

They discovered the concept of bio-dynamic
farming as related to coffee, and this has
inspired David Warr to write his new book 'Big
Ideas For a Small World', in which he sug-
gests that this kind of farming is superseding
both the organic and Fairtrade movements,
and could be the system which counters glob-
al warming.

Meanwhile, Ian Steel referred to it in his talk

'How Coffee can Save the World', a TEDx
event at Lancaster University. 

The TED talks are a worldwide phenome-
non, being lectures on virtually every subject
under the sun, which qualify under the head-
ing of 'ideas worth spreading' (the name
comes from 'technology, entertainment and
design'). The TEDx programme is a local one
run along the same lines, and it was to an
audience in the north-west that Ian Steel was
invited to speak.

Coffee, he said, is responsible for some
great breakthroughs. The Indian coffee experi-
ence is one which may show the way towards
important farming techniques. 

"When we visited India, we were in a place
where they had never grown coffee. The farm-
ers there are tribes marginalised by society in
an area that was dying - there was no life in
the soil, which had been roughly farmed, and
over-farmed.

"Now, they are planting millions of coffee
trees – four million in the next two years."

That in itself is astonishing.
"We were invited by DR Wakefield and the

Naandi Foundation to attend the end-of-sea-
son celebration in Araku," he told us after the

speech. "This included farm visits, cupping
and judging their best micro-lots, and attend-
ing their huge prize-giving ceremony to hand
over awards and cheques to the best farmers.
As other roasters from the US, Korea and
Japan had had to pull out, David and I made
up the International Jury!

"The Naandi Foundation and the Indian
Coffee Board identified this region as ideal for
growing coffee, with the right altitude, climate
and soil, if a little impoverished. They were
funded from a variety of government agen-
cies, charities and trusts and take a very long-
term view of this project.

"Experts have been recruited from all over
the world, including specialists in bio-dynamic
farming, as well as coffee managers from the
more traditional coffee-producing areas of
Kerala to the west. The farmers have been
taught very rigorous procedures for picking
ripe cherries and have been shown why inferi-
or quality won't be acceptable at their central
processing unit, which has been built to state-
of-the-art. 

“They have also been planting fruit trees that
will provide an extra nutritional supplement to
the farmers' diet, and will become shade for

Two roasters, from different parts of the UK, went on a trip to origin in India recently - and came back
delivering speeches and a book about a little-known experiment by which bio-dynamic farming has

renewed a region in which the soil had been ruined

How coffee may save the world
David Warr
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the coffee trees once they're established."
The quality of the coffee has turned out to

be surprising.  
"The coffees have scored 85+ in blind cup-

pings with coffees from other regions and
countries. They have washed and naturals,
the latter being beautifully bright and floral and
very complex. All these were shade-grown
and, like a lot of Indian coffees, intercropped
with black pepper, papaya, mango and other
exotic fruits. 

"How this melange of enzymatic information
from the plant as a growing organism, ulti-
mately translates into flavours in the cup is
another study altogether… but the beans
have a very good start in life and are
processed with great care and attention.

"I mainly roast the coffees in small batches
for retail, especially the micro-lots, and for
showcasing on the brew bars in our cafes."

The effect on the farmers has been remark-
able - it has transformed the sociology of the
region, as can be seen by the sudden appear-
ance of 300 volleyball courts. What this shows
is that the local youngsters are no longer leav-
ing the family farms, as is happening in so
many parts of the world, because they can
now see money coming back into the commu-
nity. The volleyball courts are the evidence
that they now have a 'social reason' as well as
a financial reason to stay with the family farm.

The full implications of this work have now
been set out in the book 'Big Ideas For a
Small World' by David Warr of Jersey.

He writes that he first realised he was see-
ing something unusual in coffee farming when
he inspected, of all things, a natural fertiliser
pit.

"Pinned to a post was something extraordi-
nary – a week-by-week schedule on when to
plant, based on phases of the moon. The
sceptic in me wondered if they were playing
with a full deck…"

It was not long before he changed his mind.
"What they are doing here in Araku is proba-

bly one of the biggest agro-ecological experi-
ments on the planet. They are attempting to
bring bio-dynamics to about 12,000 hectares
of land… about the size of Jersey. Its potential
is such that we might wonder one day why the
concept wasn't taken more seriously when
bio-dynamics were conceived."

The belief in the effect of the solar system
on growing patterns, influencing which crops
should be planted and when, is something he
began to take seriously. This, he was told,
leads to natural organic farming.

"Listening to them, you feel you're in the
realms of astrology… but such is the lack of
connection that we have with nature today.  

"You have to remember that much of their
eco-system has been destroyed due to so
many trees having been cut down over the
last 100 or so years. The soil's ability to retain

water has been severely curtailed. Much of
the carbon that was in the soil has gone. Re-
fertilising the soil therefore is a top priority but
they don't want to go back to using chemicals.

"They say that experiments have shown how
germination is 'dramatically' affected by the
phases of the moon. The evidence is that the
need to use any kind of chemical is negated –
healthy soil produces healthy plants which are
inherently more disease-resistant."

David Warr and Ian Steel first came across
Araku coffee through importer DR Wakefield.
In turn, Simon Wakefield tells us, he learned
of the coffee from the pre-eminent woman cof-
fee taster in the east, Sunaleni Menon.

"A few years back, she asked if I was inter-
ested in the project, and we have supported it
for a couple of years now.

"The coffee is fantastic, unlike any other
Indian coffee I have come across. The fine
flavours and subtle variances from one farmer
to another all scream 'quality'. It is not just the
bio-dynamic farming, but the care and atten-
tion to every part of the growth cycle. Of
course, the organic production is in itself an
important aspect of the coffee.

"You have to believe in this sort of farming to
fully benefit from its style and understand how
the calendar works. However, bio-dynamic
farming is not the right method for every
farmer and that must also be understood."

Back in Jersey, David Warr is equally keen
on the Araku beans, almost repeating Simon
Wakefield's description.

"It's totally unlike any Indian coffee I've tast-
ed before and is hugely versatile.  Unlike
many origins, I would recommend it for pretty

much every type of coffee maker - it's clean
without excessive acidity, and has a full body
without being overwhelming. If you were to
compare it with any other origin, it would give
the best Colombian coffees a run for their
money.

"As soon as we put it in-store it has proved
to be immensely popular, and it outsells
Colombian in our store. The standard is
incredibly high and is why I suggest in the
book that the model they are using is of global
significance."

Indeed, he asks the big question in his book
- if the logic of bio-dynamics are all so obvious
to the farmers, then why is everybody not
implementing these ideas globally?

Money, he answers - the implications would
cause major problems for those who manu-
facture agro-chemicals, who have hugely
powerful political lobbies. 

Nonetheless, bio-dynamic coffee is growing
– in Araku, there are now plans for the plant-
ing of ten million coffee trees, 'one of the great
forests of the world'. Is this realistic?

"I believe it is. The scale of investment being
made in Araku is huge – 24,000 farmers, and
what the Naandi Foundation has been so
good at doing is ensuring that these farmers
are rewarded financially for their efforts. More
money going into their villages means that
they see a direct link between farming bio-
dynamically and financial reward. 

"The scale of all this is beyond most chari-
ties, far beyond most NGOs, and highlights
the limitations of Fairtrade certification in
making transformational and sustainable
change. 

The whole organic and Fairtrade movement
here is being superseded by bio-dynamics. It
could be the future of farming, which counters
that most touchy of subjects, global warming.
It builds resilience into the food chain and
takes carbon out of the atmosphere. 

"I believe what is being done here has glob-
al farming significance. This is a very long-
term approach and I love the scale of the
ambition and its message to the rest of the
planet."

The sceptic in me
wondered if they

were playing with a
full deck…

Reports from California suggest that the
state which has always had a reputation for
the growing of fine fruit now has ambitions
to cultivate coffee - the Good Land Organics
farm near Santa Barbara is now offering
conducted tours of its plantation, on which it
is growing a dozen varieties.  

Some agriculturists have queried how a
plant which normally grows in rainforest-
type conditions can survive in desert-like
surroundings, in a state in its fourth year of
extreme drought.  The farm owners have
simply said that the answer is in "strategi-
cally irrigation", and that the Californian cof-
fee industry will grow like its wine industry
did thirty years ago.
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YORK COFFEE EMPORIUM ARE RECRUITING A COFFEE ROASTER
We're recruiting a Coffee Roaster to work with our Head Roaster at our Roastery in York. This is a

great opportunity to work in a rapidly expanding and exciting company in a fantastic part of the country.
The successful candidate will be responsible for roasting and packing our speciality coffee and other

general duties. It is a multi-tasking and physical role and requires the ability to work well within a small
team. A passion for coffee and desire to learn more about the speciality coffee industry is essential. 
York Coffee Emporium is a privately-owned company and coffee roaster. We work with independent

cafes, boutique hotels, restaurants and specialist coffee organisations. Having grown forty-fold in three
years, in October 2015 we are moving to a new custom built roastery in York with over 3,200 sq m of

production and office space. We also supply tea, espresso machines and training.
Job Specification: Loading/unloading deliveries; cleaning and maintenance of roastery equipment;

cleaning and organising of production areas; coffee roasting to our profiles on our Probat, Sivetz and
Coffee-Tech roasting machines; grinding and packing of roasted coffee into bags using semi-automat-

ed & automated packing machine; precise blending & packing of coffee; other general roastery and
warehouse duties as required; 40 hours per week.

Person Specification: Essential - Full, clean driving licence; self starter, punctuality and attention to
detail; an interest and passion for speciality coffee; ability to lift heavy loads and work in an industrial
setting; a desire to learn & develop your coffee knowledge in all areas; competency in use of IT i.e.:

email, spreadsheet etc.; ability to work efficiently, diligently, and cheerfully as part of a team; excellent
multi-tasking, prioritisation, organisational skills; good English language communication skills. 

Desirable Previous roasting experience required, preferably on a Probat roaster; knowledge of Health
& Safety Process. 

Application by CV and cover letter. The above position carries a competitive salary. Email your
current CV to: Admin@yorkcoffeeemporium.co.uk.  

Closing date for applications is: Fri 11th September, 2015 at 5pm

MULMAR - TECHNICAL MANAGER

To be responsible for all aspects of training within service. To develop, and deliver where appropriate,
technical, administrative and Health and Safety training courses and maintain records of satisfactory

completion by individual engineer. To continually update the engineers’ procedures manual and ensure
engineers are conversant and comply at all times. Routinely evaluate the effectiveness of training and

report accordingly.

To provide a highly customer-focussed technical support service. Provide a technical helpline service
to customers, engineers and customer service staff in order to resolve field issues where possible.

Ensure that all technical information is available and effectively distributed. Ensure that manufacturers
provide the highest quality products components and technical information possible and that we play an

active role in defining improvements. That non-routine technical issues identified by the customer are
adequately addressed to their entire satisfaction.   

Full details from Agostino Luggeri

ago@mulmar.com



Starbucks has unwittingly been involved in
two free-coffee stories this month. 

There was a free coffee bonanza for staff at
Perth and Kinross Council in Scotland when
the brand's coffee machine began rejecting
coins and  giving free drinks, and as word of it
spread, council staff served themselves with
the equivalent of three days' normal coffee
use in less than an hour.

Meanwhile, the American press was
entranced with the story of a customer who
worked out how to get a free coffee every day.

The Starbucks barista who told a catering
forum about it seems not to worry so much
about a customer beating the system, as
about the customer's attitude in doing so, and
the drink he orders.The customer apparently
has 365 Starbucks cards, and has registered
each of them online with a different birth date,
covering every day of the year. As Starbucks
offers cardholders a free birthday drink, he
simply presents a different card each day, and
in theory can continue doing so for ever.

What has annoyed the barista is the cus-
tomer's ordering ritual - he demands an empty
cup and a marker pen, and draws lines and
arrows on the cup while saying: "two pumps
of white mocha here, then add five pumps of
vanilla. Add cold heavy cream between this
line and this line, and make sure to add the
cream before the espresso, it changes the
taste if you do it out of order. Then stir it."

Starbucks has caused a certain amount of
amusement in America by describing a recipe
correction in a way that makes it sound like a
new product development.  A food blogger in
the States had revealed that for the past thir-
teen years, Starbucks' pumpkin spiced latte
has not actually contained any pumpkin.  This
seasonal drink has become the subject of a
pumped-up promotion every year, in which
fans are supposed to get excited about the
secret date on which the item will begin
appearing on Starbucks menus (September 8,

this year) and now Starbucks has announced
that it has re-visited the recipe, and the drink
will now be made with pieces of pumpkin…
and no caramel colouring.

Almost unbelievably, a cyclist has suffered
the loss of a racing bike worth £7,000, which
he left outside a Starbucks in Fleet,
Hampshire. Many of the cycling-themed cafes
offer secure interior storage for their cus-
tomers, and Lewin Chalkey of London café
Look Mum, No Hands, told us: "we offer stor-
age and CCTV coverage, but you wouldn't
believe how many people don't lock up their
bikes… it's nuts." 

A French coffee worker has appeared in
court charged with a somewhat unwieldy
fraud - as the ex-employee of a company
which serviced coffee machines in commercial
premises, he was dismissed but managed to
keep hold of both his uniform and his compa-
ny vehicle.  He continued to visit his old
clients, who did not know he had been fired,
and emptied the cash boxes of their
machines, collecting a haul of 113,000 euros
within a few months… however, this fortune
consisted entirely of  20-cent and 50-cent
coins. When he was stopped at a routine traf-
fic check, police wondered why he was acting
suspiciously - and when they discovered a
fortune in small change, he was arrested.


