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

INSIDE

We have always admired imaginative promotional uses of takeaway cups, and
generally this involves some kind of clever printwork or design… but the Hook
and Ladder cafes of Limerick and Waterford, in Ireland, have topped everything
with their recent contest.

They created a photographic competition searching for the most-travelled cup on the
planet - entrants were invited to post online a picture of their Hook and Ladder cup in
the most unlikely place, to win a cash prize of a thousand euros.

"We just used our regular takeaway cups," the café's Andrew Moloney told us. "All
anyone had to do was purchase a takeaway coffee in order to enter the competition -
no catches, nice and simple."

The response took them by surprise. One entrant posted a picture of one of their cups
being used by a lad sitting outside a tent in Mongolia, and another picture showed that
one had cropped up in Siberia. The overall winner wasn't photographed on land at all -
it was this impressive 'selfie' of skydiver Chris Purcell with cup in hand!

The first ever competition for British
coffee roasters will be a feature of the
Glasgow Coffee Festival, on Saturday
17 October.

The competition is spread over three
days, with a day at Dear Green, one day
at Coffee Nexus, and then the final day of
scoring and judging at the Festival. 

Mercanta and Falcon Speciality are pro-
viding the various coffees to be used. The
entrants won’t know in advance what the
coffees are, but will be expected to both
create a blend from them and to select
and roast one single-origin coffee. 

More details of the event are at www.
glasgowcoffeefestival.com

Glasgow hosts UK’s first
roasting contest

As always, more useful and 
interesting trade news than any paper

in the coffee trade ever achieves - but
also, this month, entertaining interviews
with two roasters who are both involved

in moving their entire roasteries.  
Marco Olmi tells us about moving the
Drury operation across London, and

Laurence Beardmore explains why the
York Coffee Emporium is expanding.
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The Esquires chain is now looking to develop a 200-strong estate
in the UK by 2020, and has launched a dedicated website for poten-
tial franchisees. The site will also provide regular news updates on
Esquires, as well as information on the trends in the coffee market.

The busiest town for Costa Coffee sites is Crawley, where the 17th
local site is now being planned. This will be a former meeting room
in a Whitbread Premier Inn.

Yet again, there are cases of lawsuits over coffee scalds - the lat-
est has been settled in favour of the customer, with a payment of
over half a million dollars.  This case concerned an incident in a New
Jersey branch of Dunkin' Donuts.  Unusually, the customer did not
complain about the packaging of the coffee, which is the usual basis
for a scalding case - she complained that there was an uneven sur-
face which caused her to trip, as a result of which the coffee spilled.
Her lawyer told a TV station that this should remind café owners just
how wide their responsibilities can spread.

Peros has launched the Vivid range of matcha-based soft drinks.
These are in a ready-to-drink format, and feature a lime, ginger and
honey flavour, a grape and elderflower, and a pear and rhubarb.
Matcha is the powdered green tea which is reckoned to have vast
amounts of natural goodness; Teapigs launched some ready-to-drink
versions a year or so ago.

The next Cup North show will be held on November 7-8 in
Manchester.  A new aspect to the show is that the organisers are
working to support coffee producers in Rwanda - through the
importer Tim Williams (formerly of St Ali and Workshop), money
raised through ticket sales will go to purchasing cows for the farming
community of Gitesi. Tim Williams has said that "cows are an impor-
tant asset for the smallholder, producing milk for sale, and organic
fertiliser for crops. We plan to continue the project by giving the
calves born from these animals to other neighbouring farmers."
Coffee from that region will be featured at the show.

It came as a surprise to learn that the Australians invented the
concept of boxed wine, and indeed that they did so fifty years ago
- now, they have followed up what is known as Chateau de
Cardboard with the coffee version.  It is a cold-brew concept,
devised by a couple of brothers of Sydney. 

The boxed wine concept was invented in the 1960s, and Aussie leg-
end holds that it was created to allow unimpeded drinking, by hanging
the box from washing lines; the big advance was the invention of the
wine bladder, an internal pouch that collapses as the wine is poured,
keeping air out.

The Darlo coffee version came about when Ben and Erol Salcinovic
had been experimenting with cold brew recipes for some time, and
began wondering about the packaging, and the idea of taking one's
own cold brew into work. They now reckon that the two-litre box can
be stored and kept fresh for up to 30 days.  The concept has reported-
ly gone down so well that their first batch, which they thought would
sell in a week, was gone in eight hours.

The inventors sell the boxes only in twos, for seventy dollars (about
£32). Each box holds about two litres.
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The coffee waste revolution continues

The matter of takeaway coffee cups and the national litter problem has raised its head yet again, with the Foodservice Packaging
Association now leading a demand for the government to take a stand on the problem by creating a National Litter Plan.  A letter has
been sent to government ministers, asking that the government form an Advisory Committee for Litter Reduction. The letter has been
signed by organisations from the pub trade, the Campaign to Protect Rural England and various anti-litter bodies – but there is only
one significant coffee name on the list, which is Costa.

Coffee-cup litter - are we getting anywhere yet?

There continue to be further advances in the matter of turning coffee waste into fuel
energy, and the work is now spreading across the world.

In one of the new projects, researchers from a university in South Korea have now begun
collecting spent grounds and have discovered that they can turn them into a bio-fuel far
quicker than can be done with other source materials.

According to the scientific journal Nanotechnology, the grounds are highly absorbent, and
when soaked in sodium hydroxide and heated in a furnace, produce a methane-heavy mix-
ture in the form of highly porous activated carbon, which can be turned into something that
can be burned to produce electricity. 

The scientists say it is cleaner, quicker and cheaper than using other 'carbon capture'
materials.

Meanwhile, the 918 Coffee Company of Dorset has devised a process that avoids coffee
waste going into landfill. 

The Coffe-Eco System involves delivering coffee in biodegradable and compostable pack-
aging. The customer uses the same bags to store the spent grounds, which are collected by
918 on their next delivery. The grounds are then used as 'secondary heat' to power its
roaster.

In America, the idea of turning coffee grounds into fuel briquettes has now been turned
into a retail item - Coffee Coals of Indiana now package and sell the items as barbecue fuel,
and say that as the briquettes burn hotter than conventional coal, a standard American
'backyard grill' can use half the amount of Coffee Coals as conventional fuel. It is also said
that Coffee Coals get up to cooking temperature more than twice as fast as conventional
charcoal, and can maintain that temperature for longer.

The Coffee Coals sell at about $3 (about £2) per pound.
It has been suggested that Coffee Coals might work in partnership with coffee brands,

who might wish to turn their spent grounds into a fuel they can sell under their own name;
something similar may already be under way in the UK, where David Beattie of Rounton
Coffee in Yorkshire, who has been making his own chaff fuel briquettes for some time, has
recently been asked by a major chain to convert three tonnes of their roastery waste.

In Germany, German designer Julian Lechner has created Kaffeeform, in which he turns
spent coffee grounds into reusable cups (pictured left).  He combines the grounds with
natural glues and particles of wood from sustainable sources to produce a liquid that can be
injection-moulded to create usable objects. The cups are dishwasher-safe.

It has been suggested that the timing of the FPA letter is good, as the
government has held several select committee meetings on the subject
of national litter already this year.

The coffee packaging trade has quite a history of such attempts - the
European Pack2Go organisation made a similar pan-European call in
December last year, when it urged a broad coalition of business inter-
ests to get behind the Clean Europe network, and this was followed by
a Stop Litter Now! summit in Brussels, and the Clean Europe Week
and Let's Clean Up Europe Day events for 2015.  However, none of
these were notably supported by the hot beverage trade.

The first big protests about coffee cup litter followed a 2009 survey by
Keep Britain Tidy, who counted the brand names most often seen in
our gutters. This inspired only vague hopes that the coffee trade would
'take some responsibility', and the idea that more litter bins were need-
ed. A few years later, Which? magazine suggested that 2.5 billion
paper cups are thrown away here every year, in a story which was
most notable for the finding that eighty per cent of users do not have a

clue whether takeaway cups should count as general waste or recy-
cling waste.

Since then, the cup makers and the major coffee chains have come
in for some criticism over the matter of responsibility for street litter.
For the cup makers, the managing director of one takeaway cup made
the typical comment: "we are concerned about the problem, but the
question is - what practical work can we do?"

The big coffee brands have already been told that as they effectively
provide the ammunition for litterers, they must contribute to real efforts
to stop the problem, and by doing more than just printing bland
requests on cups saying 'please dispose of this cup considerately'.

It has also been suggested that the coffee trade could usefully copy
the approach used by McDonald's, who re-invest into the community
with clean-up days and other initiatives, have committed to the Love
Where You Live campaigns, and organise litter-picking within 150
metres of their sites. However, the British coffee trade has not come up
with any industry-wide campaigns. 
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But it was an independent coffee house which beat them both to the
increase, with Nicola Peacock of the Perky Peacock in York saying that
a well-managed café business should be able to handle the cost of fair
wages.  

The Living Wage is an hourly rate set independently and calculated
according to the basic cost of living in the UK. In his recent budget, the
Chancellor of the Exchequer announced a compulsory Living Wage of
£7.20 an hour for all staff over 25 years of age, to be introduced in
April 2016, rising to £9 an hour by 2020; in London, the Living Wage is
currently calculated at £9.15. The Living Wage Foundation recognises
1,300 accredited employers who support the concept.

It was quickly pointed out that the catering and hospitality trades will
incur vast costs as a result of this - one think-tank said that it will add
3.4 per cent to wage bills in the hospitality industry over the next few
years, and that virtually half of the workforce in the hospitality and
catering trades will qualify for higher pay.

The Scottish Licensed Trade Association warned that for small cater-
ing businesses making around eight per cent profit, increased wages
will reduce profit to maybe three per cent. The head of the CBI said
that while the Living Wage levels are 'laudable objectives', they are
also 'a gamble'.

The biggest critic from the beverage trade has been Tim Martin,
chairman of the JD Wetherspoon pub chain, probably the biggest seller
of coffee in the pub world. He has said that the new demand has put
him under heavy pressure, and complained that the new regulations
had been "decided by one or two politicians on a whim, for political
reasons". A major recruitment agency warned that employers would cut
back on recruitment, or would hire only under-25s, who have a lower
rate of the Living Wage.

In the coffee trade, Whitbread, the owner of Costa, at first said it
expected to cut spending and increase some prices to counter the
'substantial cost' of paying the Living Wage.

However, Starbucks then said they will extend the national living
wage to all of its workers, including those aged under 25, and with a
'London Premium' for those working in the capital, and Costa then
announced that it would also be increasing wages for both employee
age groups, saying that the 'vast majority' of its baristas will earn a min-
imum of £7.40 an hour, and £8.40 an hour in London.

However, café owner Nicola Peacock in York was the first to
announce that she will pay every member of her team a minimum of
£7.85 an hour, a rate recommended by the Living Wage Foundation,
and calculated by the Centre for Research in Social Policy at
Loughborough University. Furthermore, she added that a well-run café
business can handle this.

"No company is so inefficient that they cannot find a good percentage
of the cost of implementing  the Living Wage by looking at what they
are spending, how they are spending it… and then doing a little jig-
gling," she told us.  

"Personally, I have re-negotiated things like card machine charges -
this is something on which you spend lots of small amounts daily, and
which adds up to lots over the year. This has contributed to a large
amount of the cost of implementing the Living Wage. What I can't find
by doing things like this, I will lose off my bottom line, but I hope that in
time, customers will see that what I am doing by paying the Living
Wage is yet another reason to use us independents instead of the
chains. 

"I have always been happy to pay more to keep my money in the

local economy, and I feel that being a barista making coffee at the
highest level is skilled work, worthy of more than minimum wage. 

"The Living Wage Foundation has reported that two-thirds of employ-
ers paying it experience improvements in recruitment and retention,
and I am hoping we will follow."

These probable benefits have also been noted by the most high-pro-
file coffee company to have adopted the Living Wage.  Drury Tea and
Coffee of London were recently presented with a plaque to mark their
support of the scheme, and director Marco Olmi acknowledged the
likely benefits when he said: "our motives are not just altruistic - we
anticipate that paying a fair wage will help us retain staff and improve
productivity."

As part of the rise of coffee in the pub sector, we have now
heard a fascinating story about the Brasenose Arms in
Cropredy, Oxfordshire, which is now serving its own coffee and
may be the first roaster-retail pub in the UK. They are, very
surprisingly, roasting onsite using three roasters specially built by
the landlord. 

The landlord has done the same thing before, in a hotel in South
Africa. He tells us that, being unable to buy a suitable small drum
roaster there, he first built a one-kilo one, then a two-kilo, and has
now devised an improved 600gm version. 

Elsewhere in the pub sector, eyebrows have been raised by the
suggestion from Nescafe Professional that landlords can 'win their
own coffee shop'.

This, it turns out, is perhaps a little generous in its language - what
Nescafe means is that it is offering a free supply of its Azera instant
coffee, which 'covers a full suite of the most popular coffee shop cof-
fees, Americano, cappuccino and latte', in sachet form.  

The brand also quotes research saying that 43 per cent of con-
sumers would be willing to pay more than £2 for a coffee in a pub,
clearly suggesting that its instant coffees justify such a high selling
price.

The contest involves no skill - it’s a random draw, and publicans
just send an email with the name of their pub. The winning venue will
receive a month's supply of Azera with point of sale materials. 

Pub coffee – in-house roasting,
or ‘the instant coffee house’ ?

There has been a radical difference of opinion in the café trade over the potential effects of the National Living Wage, introduced in the
government's recent budget statement.  The most vocal opponent of the rise was Costa, which was widely reported to have warned that
prices would have to go up to pay for it – and the chain then did a complete about-turn after Starbucks said that it would apply the
Living Wage to all staff, respecting the higher level set for over-25s and not just hiring more younger staff at the cheaper rate.

Living Wage – indie cafe beats the chains to it 
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Lavazza has continued its tradition of prestige calendars with
another project supporting its work on behalf of the Slow Food
movement.  This year's calendar is entitled The Young Earth
Defenders, and looks at farmers who are handing down their work
through the generations.

The idea behind this year's calendar is to show young farmers in
Central and South America, pictured with their parents, to show that
lessons in sustainable farming are being handed down the generations. 

Lavazza, which has been a supporter of the Slow Food movement for
many years, has commented that "thousands of young farmers have
accepted the baton passed on to them by their fathers and now hold
the future of the earth in their hands. We work with these modern-day
heroes of the planet on a project which teaches us that we can feed the
planet in a fair and sustainable way, encouraging the development of
their local communities at the same time".

The Lavazza calendar is something of a prestige item, in that it can-
not be bought - in the UK, you only get one if Lavazza give you one!   

There is a reportedly fascinating aspect to the new extension of
the shopping centre in Ashford - the owner and developer has, it is
said, agreed to exclude 46 food and drink brands from the develop-
ment, as a way of lessening impact on the existing town centre. We
have seen the list of excluded names, all of which are under A3
retail licenses, and most of them are licensed retailers such as JD
Wetherspoon, but Giraffe and Loungers are in there. Interestingly, in
the list of 'permitted' general retailers, the name Gaggia appears.

Coffee#1 has opened its 56th site, in Brecon. The chain, owned by
the Welsh brewer SA Brain, has increased by twelve stores in the
last year.

Fracino, the UK's only manufacturer of espresso machines, has
reported turnover up to £4.6 million for the past year, an increase of
twelve per cent. The company reports double-digit growth every year
since 2009, has increased exports to 24 per cent of turnover, and
has also increased staff by forty per cent.  

A curious aspect of the growth plans for BB's Coffee & Muffins has
been reported from Dublin, where it is said that the chain will open 'a
new masculine-look concept' called BB's Coffee & Co. In all, the
chain expects to double in size over the next five years; its next
British site will be its 48th, in Maidstone.  BB's is also in the middle
of a big refurbishment programme, which is to take several years - it
has updated three dozen stores already, with a reported budget of
£75,000 for each.

Starbucks has been refused permission to demolish a church in
Swansea, which it wanted to replace with a drive-through.  The local
council rejected it on grounds of conservation and road safety.

Boston Tea Party is to open in the Moseley suburb of Birmingham,
converting a derelict garage. It is likely to open early next year.

Gloucester, Oxford and Worchester are the hotspots of coffee
consumption in the UK, asccording to a survey by Coffee-Direct,
who also suggest that Bristol, Aberdeen and Liverpool contain the
least numbers of coffee drinkers per head of population.
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"There is too much disused or under-utilised coffee equipment in our
roasteries, warehouses, coffee shops and homes," he says. "I want to
create an easy way for baristas of all skill levels to buy and sell used
items online. By recirculating items, we can give old equipment a new
lease of life, free up capital from under-utilised equipment, and enable
more people to make higher quality coffee. This is clearly better for the
coffee community."

United Baristas works like other online marketplaces, but is solely for
specialist coffee equipment, and it is free to join, list and sell items.

The amount of potentially-useful second-hand equipment is large, he
tells us.

"There are now hundreds of shops and roasters working on speciality
coffee across the country, and thousands of people working in coffee,
and this trend is set to continue into the foreseeable future. It is this
growth that is driving the under-utilisation of equipment, and it's a sign
of the speciality coffee scene's increasing maturity that we now require
a specialist marketplace to make best use of all the equipment that is
currently in storage or under-utilised.Up until now, selling this used
equipment has been time-consuming and tricky, despite there being
demand for these items."

The availability, he says, comes from various reasons - commercial
coffee-making gear may be rendered 'obsolete' by the introduction of
new models, even though the existing equipment is still perfectly good.
There is also a large amount of equipment which has suffered minor
damage during shipping and storage, and a large amount of equipment
which requires just routine maintenance or minor repair to be restored
to proper working condition.

It has been suggested that the new service acts as a kind of special-
ist eBay for the coffee trade, but Tim Ridley has been quick to
acknowledge that the parallel is not an exact one. 

There have been many cases of newcomers to the trade being
tempted to buy second-hand espresso equipment on the real eBay,
and this magazine has in the past highlighted the fact that some books
on 'how to start a coffee shop' actually recommend the practice - but
machine-makers and engineers alike have constantly warned against
it, and tell stories of the horrifying results of people who have hired
domestic plumbers to install espresso machines in their new cafes.

"I agree that eBay is not an ideal marketplace for the purchase of
used coffee equipment, and this is one of the key drivers for United
Baristas," Tim Ridley told us. "So there are several layers of protec-
tions built into the platform: all sellers have to have registered and veri-
fied personal or commercial PayPal accounts, which limits the number
of sellers as basic personal accounts are not currently supported. In
practice, buyers are covered if an item is sold in a condition not
described, or not received. 

"Buyers and sellers rate each other, offering a level of community

monitoring, and also the coffee community is quite well interconnected,
meaning that buyers and sellers are often separated only by a few
degrees.

"So the aim is to offer similar levels of accountability as if buyer and
seller broadly know each other. We are also currently working towards
additional qualities that will achieve even higher levels of trust and
accountability:  we are seeking to increase the participation of techni-
cians as key buyers of items that require routine maintenance or
repair, and we are working towards select technicians and repairers
offering limited warranties with items that they have worked on.

"The idea is that used items can be purchased by individuals or com-
panies that have the necessary skills to repair items, and then resell
them in working condition with a limited  warranty. 

"Buying and selling is not without some risks, but we have taken
good steps to mitigate the worst of them and we are continuing to build
channels to extend protections as we grow. So far things have worked
very smoothly - there have been no disputes."

www.unitedbaristas.com

Following the launch of the recent guide to coffee shops in the
north of England, there has now been a crowdfunding project
on Kickstarter which appears to be in support of another book
on the coffee scene in the north.

This is Coffee Shop: North, and those behind the project are seek-
ing £10,000 to publish it. In late September, with only a few days left,
they had raised something over £2,800.

The proposed content of the book is slightly uncertain, because the
promotional language used for these things does tend to be a little
'arty', but the publishers have written that:

"Coffee Shop: North will be the first visually-led publication that
serves to document, explore and showcase the rising independent
coffee scene in the north of England. An intimate insight into the
industry in 2015, the book will involve the drink, the place and the
people.  The book will be foregrounded by its contemporary design
and equally striking photography. It will also include thought-provok-
ing content and essays exploring coffee and its related themes from
a multitude of contributors, including baristas, customers, designers,
illustrators, lecturers, shop owners, roasters and writers.

"There will be written content with essays dedicated to areas such
as the consumer's perception of taste based on cup colour, an
exploration into coffee and popular culture, the history of the coffee
bean, and whether latte art can be valued as a form of art."

The publishers have promised 'striking portraits' of café owners,
baristas and customers, and the stories of how coffee shop owners
set out to run their own businesses.

There is a new resource for the trading of used coffee equipment within the industry - this is United Baristas, an online site set up with
a view to encouraging the re-use of second-hand equipment among those who understand it. It has been created by Tim Ridley, known
for his work with the Department of Coffee and Social Affairs.

New  trading scheme for used and surplus coffee equipment
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A retail consultancy has been comparing the loyalty programmes
of the major high street chains, and has concluded that "a loyalty
program does not in isolation lead to greater customer loyalty".

The Econsultancy website decided to ask whether there really is a
relationship between loyalty programmes and customer loyalty?

It compared the programmes of the main chains - two Starbucks
options, the Costa scheme that gives five points for every pound spent,
and the simple Caffe Nero scheme based on 'buy nine, get the tenth
free'.

Balanced against the prices in each chain, the researchers conclud-
ed that in Starbucks, a customer would pay £39 to achieve one free
drink, and in Costa, £50.  But at Caffe Nero, expenditure of £21.15
would win the free drink.

"Caffé Nero's simple stamp-based system delivers their customers
the best value for money by far," said the researchers. "Furthermore,
its programme (if you can call it that) is by far the most straightforward,
which makes it even more appealing."

But do 'loyalty' schemes actually create loyalty on the part of con-
sumers?

Despite Costa having the lowest-performing loyalty programme on
value for money, it is number one on the high street in market share,
they say. Conversely, Caffé Nero has about a quarter of Costa's mar-
ket share, and half of the Starbucks market share.

"So, if we take market share as a proxy for repeat purchase, then the
'value for money' element of a loyalty programme is less important
than other aspects of an offering. 

"One can draw one of two conclusions - the first is that a loyalty pro-
gramme does not in isolation lead to greater customer loyalty.  The
second is that the 'value for money' aspect of a loyalty programme
may be less important in driving repeat purchase than other aspects of
the programme - both the Costa and Starbucks programs are able to
capture customer data and deploy much greater levels of personalisa-
tion in both the offers and communications to their customers. 

"This may act as a stronger influencing factor in creating a relation-
ship then simply offering discounts."

A record number of baristas are taking part in the in-house barista
contest run by the contract caterer Baxter Storey - fifty staff have
entered, spread across five regional heats. The final will feature 12
baristas, the five heat winners and the next seven highest-scoring
entrants. The top three will be entered for the UK Barista
Championships - last year's champ, Jana Slamova, finished third in
the UK finals, the highest-ever placing for a barista from the food-
service industry.

The latest row over trademarked coffee names has been settled in
what appears to a civilised and polite manner.  The independent
Baker and Barista coffee shop opened in Ipswich two years ago,
and the sisters who own it were surprised to receive a request to
cease using the name, as it had been trademarked by the contract
caterer Elior.  It turns out that Elior had submitted their trademark
application only just before the Ipswich café opened.  The café own-
ers have changed the name of their business to Applaud Coffee,
closing for just one day to change their signage. Elior rather courte-
ously commented: "Barista & Baker is one of our high street brands
which we have to protect, so we asked the café owners to change -
but we appreciate they are a small company, so we gave them up to
eight months to make the change. We wish them continued success
under their new brand."

The appearance of the Fairtrade Mark on a pack does have a tan-
gible effect on customers and on revenue, according to research
conducted at the University of Bonn, in Germany.  Researchers
found that consumers were willing to pay, on average, 30 per cent
more for a product which showed evidence of being ethically pro-
duced.The research was done by a neuro-science department,
which wanted to analyse mechanisms in the body's neural path-
ways. While test subjects lay in a brain scanner, they were shown
various food products, all of which came in two versions, one of
which bore the Fairtrade logo. Asked to guess the price of the items,
the test subjects rated the Fairtrade packs higher than the
others.The researchers also invited participants to rate the taste of
two pieces of chocolate, one of which bore the Fairtrade Mark. In all
cases, the Fairtrade one scored highest - but in fact, the two pieces
of chocolate were identical.

My Coffee Stop in Shepton Mallett has begun serving coffee blend-
ed specially for a charity based in the town. The SOS Africa charity
raises money to support putting African children through school, and
has several shops in the west country. Karen Mercer of My Coffee
Stop discovered the charity's coffee by accident, and changed her
menu over to it. The coffee is roasted by Sabins of Bude.

The Grey Seal roastery of Norfolk has opened its own café - it's in
Blakeney, which is one of the country's big areas for bird-watchers.

Residents in Cowes, in the Isle of Wight, have cited the example of
Totnes as their inspiration for a campaign to stop Costa expanding
on the island. In Totnes, a very vocal group of residents persuaded
Costa not to come to their town - on the Isle of Wight, a Costa appli-
cation for high street premises has been answered with a Facebook
campaign which attracted 500 supporters almost instantly.

The latest big brand to adopt a strategy of small-quantity and limit-
ed-edition coffees is Rombouts - at the recent Lunch show, the
brand showed three of the items which it is now roasting on small
machines, a one-kilo, a five-kilo, and a fifty-year-old 22-kilo.  There
is a Kenya Gituru AA+, grown by the Iyego Farmers co-operative ,
with flavour notes of citrus peel and candied fruit aroma, deep fruit
sweetness with a bright cherry acidity.  There is a Colombian La
Fortuna Cup of Excellence coffee and a Malawi Mzuzu Geisha, with
floral aroma with ripe tropical fruit acidity.

Another odd story from the world of pub coffee concerns the
Batemans brewery, which has created a 'manchise' pub in partner-
ship with Coffee Republic. Apparently the word means a hybrid
model of a managed pub and a franchised pub. It is the Woolpack in
Wainfleet, Lincolnshire, which has undergone a £150,000 refurbish-
ment to become a food-led and breakfast-led business.

An intriguing  item crops up in the description of La Cimbali's new
milk-frothing system, the Milk PS. 

The patented Milk Precision System can froth milk using air only,
without heating it, which gives the barista the chance of creating a
chilled coffee menu… and, we were fascinated to learn, to create a
'layered multi-temperature latte'.

We had never heard of this idea, so we asked La Cimbali, about it.
The interesting response was:

"So much of the culinary world is looking at temperate and texture dif-
ferences to enhance food and beverage experiences, that this is a
great way of exploring and developing those areas… especially if you
start to add alcohol and don't want to lose too much of the alcohol
through heat. 

"Fruit based beverages work really well with cold foam, sometimes
even if you omit the coffee element.  You can have a limoncello latte,
with a base of limoncello for sweetness and acidity, with espresso, and
then topped with cold foam… almost like a boozy lemon affogato.
There is a liquid Black Forest Delight, which is chocolate syrup, real
soaked cherries and kirsch layered with cold foam milk. The Boston
Mud Pie is espresso, chocolate, walnut liqueur and cold foamed milk."

Loyalty schemes – are they
really worthwhile?

Time for the multi-temp latte?
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Big companies are not noted for their sense of humour in corpo-
rate communications, but we do for once rather admire Costa's
recent response to a campaign against it on Twitter. 

The idea of a boycott against the chain was set up by Arsenal football
supporters, following one of their men being sent off in a game against
Chelsea - they reckoned that Chelsea striker Diego Costa was respon-
sible for it, and with a rather curious logic, called for an organised
protest against the coffee house of the same name.  Many corporates
would have made some kind of pompous response, but Costa Coffee
came up with this super picture and posted it online.  Rather generous-
ly, when the Football Association overturned their man's punishment,
the Arsenal campaigners posted new messages suggesting that their
followers should now celebrate by returning to the coffee chain.

However, Costa was on the receiving end of a rival's reaction in
Sutton, where the big chain's branch came under wide criticism for
ejecting a customer for wearing leggings and a sports bra. The cus-
tomer had come straight from a gym session, and according to the
local paper, the barista involved cited 'health and safety' – so the
ejected customer went to Starbucks, where she was served without
any complaint. Costa's head office said: 'we will be looking to re-
assess our training policy with our teams immediately'.

The extremely fast response from the Oakman Inns pub group was to
offer free cups of coffee to all women who turn up in their sports bras,
and cleverly issued a picture of several middle-aged and elderly ladies
who qualified after their own exercise session. Oakman also comment-
ed that: "Costa's behaviour is a bit silly - we're showing our support for
people everywhere who want to keep fit and stay social."

Second Cup Coffee, the Canadian chain which has 300 branches
in its own country and also operates throughout the Middle East and
Eastern Europe, is reported to be aiming for 500 British sites in the
next ten years.  The chain opened in Manchester in 2014, and then
in London's Portobello Road. It will now open a third site in
Birmingham, has openings planned for Cardiff, Putney and Harrow,
and is reportedly in discussions with several airport operators and
even London Underground. The company operates through a net-
work of 'area developers', who are essentially master franchisees
who have reportedly invested £50,000 for the right to develop open-
ings in certain areas.

A new form of cashless payment for coffee has been devised by
the Japanese café chain Ueshima, which has created a partnership
with two mobile phone network operators.  The idea seems vaguely
similar to the way in which subscribers can already donate to chari-
ties through their phone having the amounts debited to the phone
bills - in the Japanese case, subscribers can charge loyalty card top-
ups to their mobile phone bill. In participating cafes, they simply
show their loyalty card to buy coffee; the top-up amount appears on
their next phone bill.

Ground, the largest independent coffee chain in Northern Ireland,
has discovered that its project to invest in farming communities in
Honduras has led to a bigger benefit to the growers than had been
expected. Ground invested £20,000 into a new educational hub for
in suppliers' communities, having raised the amount through its
cafes in Ireland, including donations of small change from cus-
tomers. The company had expected that its cash would also pay for
two full-time teaching staff. However, the project has impressed the
University of Honduras, which has now promised to add $100,000 to
the project, with the aim of transforming the proposed community
'hub' into a large, permanent structure giving a bigger emphasis on
education for a wider area.

The Bewiched coffee chain of Northamptonshire has proposed an
ambitious redesign for a café at Wellingborough Station. It has
applied for planning permission to take the station cafe back to the
way it looked in 1850, including exposing original brickwork, and
'sympathetically' replacing the glass in the windows of the listed
building, and restoring the original ceiling.

The Copper Kettle Tea Rooms at Bamburgh has won the
Northumberland Gazette Café of the Year award.

The 'ultimate' latte art challenge is promised for the HOST exhibi-
tion in Milan at the end of October - twelve international baristas will
compete in nine different art categories. The UK is represented by
our reigning champ, Dhan Tamang of Caracoli, who distinguished
himself earlier this year by winning two different latte art contests at
the same trade show.   Slightly down the latte art scale, Costa has
used Periscope, the live video version of Twitter, to publicise its own
latte art contest - two teams of Costa baristas were challenged to a
'pour-off', to be judged by viewers' vote.

A rather heartwarming story comes from a coffee house in New
Jersey, USA, where a team of firefighters gathered for breakfast
after working at a blaze at a local warehouse. The waitress decided
to pay for their breakfasts herself as a thank-you for their community
work. However, the firemen later discovered that the waitress's
father is confined to a wheelchair, and the waitress and her family
were attempting to raise $17,000 for a wheelchair-accessible van.
The firemen publicised this online with the message "the young lady
who gave us a free meal is really the one that could use some
help"… and a thousand people responded with donations, amount-
ing to $67,000.

Costa moves quickly with online
riposte to boycott threat

This coffee cup is, believe it or not, 'spyware' - it is a surveillance
device. It has been created by a company in the west of England
whose speciality is in listening devices and hidden cameras. In this
item, the lid holds both camera and
sound recording devices, and we are
told it can focus in on individual con-
versations, even in a crowded room,
fifteen feet away. Rather pleasingly,
we learn, the thing is activated by
pressing the word 'hot' on the lid.
According to the makers, the idea for
the device came from the Association
of British Detectives and undercover
police, who wanted something new as
many such devices are now known to
criminals.  Is there going to be any interest in it from the security
services? Yes - as soon as it went on show at a security exhibition,
they sold a hundred.  We do, however, suspect from the design
shown that coffee-loving criminals might smell a rat – the design of
coffee-growing countries shows Colombia to the south of Brazil.

Your cup is listening to you...



12

Drury heads east...
London’s long-established private coffee roaster and tea blender has finished a
six-month move which took it from Bermondsey to a new home in Woolwich

It has been a big summer for upgrading
coffee roasteries - United put a couple of
million into their plant at Dartford, and the
curiously-named Mondelez, the combina-
tion of the old Kraft and Douwe Egberts
companies, has chosen to make Banbury
its main roaster and has promised to put
tens of millions into it. 

And one of the UK's longest-established pri-
vate tea and coffee companies has just shifted
its entire activities across London - the Drury
Tea & Coffee Company, which has been
blending tea and roasting coffee in London for
eighty years, and which created London's first
espresso blend, has made its own multi-mil-
lion pound move from Bermondsey to
Woolwich.

Rather typically, this private company has
spoken of its experience in rather more direct
and entertaining terms than the corporate
statements issued by the big international
roasting companies.

"I really should have hired a professional
company mover to manage all this," director
Marco Olmi told us while showing off his new
premises at the Royal Arsenal estate. "I have
learned a vast amount and gained a lot of
experience from this… for something I shall
never do again!

"Many of us were doing 70-hour weeks, for
weeks on end, and one of the things I really
underestimated was the amount of junk which
a company accumulates over the years.
Perhaps ninety per cent of everything we had
collected in the old place turned out to be
completely unnecessary, but we still had to
get it all out, so we had to throw bodies at it -
we hired two forty-foot trucks to get rid of it."

A vast amount of the work put in to relocate
Drury was contributed by the company's own
workforce, all of whom opted to make the
move to the new site (and in the case of one
senior manager, with some enthusiasm - his
daily commute was cut from a couple of hours

to seven minutes).
There were, reports Marco Olmi, some quite

unique aspects of the move.
"It took us six months to fit out the new

building while keeping the Bermondsey site
fully working, so I spent a lot of time here…
and one of the most interesting things was
that we had a large amount of workmen who,
for religious reasons, didn't swear - we heard
absolutely nothing at all, except for the occa-
sional 'oh dear'.  

"This is unheard-of on a building site, and
we found it very strange. The only swearing
was from the Italians who came in to install
the roaster… and I was the only person who
understood them!"

There are going to be several advantages
for Drury.  The roasting capacity increases
considerably, in two different directions – the
brand's existing coffee catalogue will be han-
dled more efficiently at a greater throughput,
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and at the same time Drury will take a new
interest in limited-edition and small-quantity
speciality roasting.  The company's tea-blend-
ing and tea-packing, the business in which it
started all those years ago, is also enhanced
by the arrival of new machinery.

The big arrival in the new site is a massive
Brambati roaster.

"The new Brambati can do two million kilos
a year, and we have a green bean silo with 16
compartments feeding it. Generally, we put
200 kilos in it – we have tested it with just a
hundred kilos in, even though that was
against the manufacturer's advice!"

Marco Olmi himself learned his roasting on
Probat equipment, and chose Brambati for the
new site over all the other big roaster brands.
It has been said by many roasters that the
customer service techniques of some of the
giant roaster brands leave a lot to be desired,
and he found the same thing.

"I bought the Brambati for several reasons.
The head of the company, one of the nicest
persons on the planet, had flown over to see
us some time ago when we were considering
a smaller machine, and said, whether or not
we bought the small roaster, which we did not,
would we consider his company when the
time came for our big move?

"I had been thinking of some other roaster
brands, but wasn't sure about some of the
technology, and while I was doing my
research, I happened to be on holiday in Italy
at the time of the HOST show, so I popped on
to one of these companies' trade stands there.

"As I was on holiday, I was dressed in jeans
and a sports jacket.  I also visited the stand at
lunchtime, which of course is never a good
time to do so in Italy, because they all have
their lunch set out in the little booth at the
back of the stand, and they don't like their
lunch to be disturbed.  

"So one guy from this big roaster company
very reluctantly left his lunch to come out on
the stand to see me, looked me up and down
slowly from head to toe… then just shrugged
his shoulders and went back to his lunch!

"I very much want to go back to that compa-
ny one day and say 'this is how your sales-
man here missed the chance of a million
euros…!'

"But by contrast, Brambati were as patient
with us as we needed them to be. We did not
have to raise our voices with each other, and
the technology is very, very good… they have
an excellent recommendation from one roast-
er in the UK who has five of them."

The new Drury roaster is very highly com-
puter-controlled - on the mezzanine floor,
looking down on the giant Brambati, is a com-
puter room where everything that is happen-
ing can be monitored onscreen.

There are different philosophies about this
kind of controlled large-quantity roasting -
some of the artisans maintain that accurate

coffee roasting must be done by a human
watching and smelling the beans.  On the
other hand, the man who started the Bolling
and Grumpy Mule roastery, and who was an
early adopter of computer-control, used to
argue very lucidly that while it takes a human
to perfect a blend, automation can continue
that blend in quantity and guaranteed consis-
tency of quality at a level that a human would
be hard pressed to maintain.

And Nescafe once told us that large-quantity
roasting  requires more skill, not less – they
said that if an artisan makes a mistake, they
have only wasted a few kilos of coffee. If
Nescafe's head roaster makes a mistake, he
has wasted a container load!

"They're both right," says Olmi. "Essentially,
the principles of roasting remain the same,
and I know this because I have learned my
roasting, even though I am not 'a roaster' in
the specialist sense that I am not a barista nor
a specialist van driver… in a company like
this, the boss has to be a jack of all trades.

"People talk about the artistry of coffee
roasting, and everybody wants the flair and
romance of it, but when it comes down to it,
what customers want is absolute assurance of
consistency. Consistency is all about data,
and if we buy quality coffee and we have
decided the parameters, then we have the
data we need to follow… if our parameters
were all over the place for each roast, what
would we do?

"Even so, every single batch is always tast-
ed - it is tasted there and then, it is tasted the
next day, and we keep on doing tastings for
its shelf life. This is good due-diligence work."

(Automation, he adds, can be taken to sur-
prising lengths.  There actually is a guy in
Russia who starts his roaster from home
before he goes to work - when he gets to the
roastery, the machine has already done the
first two roasts of the day!)

If Drury is expanding and growing, where is
the new market for the brand? The company
already has a couple of dozen Michelin-
starred restaurants on its books, and sees
some unexpected trends occurring in several
of its markets.

"We're going to be looking at medium-sized
chains of coffee shops and restaurants.  We
may also focus more on the hotel market,
where we already do a great deal, but we see

"So one guy from this big
roaster company very

reluctantly left his lunch to
come out on the stand to see
me, looked me up and down

slowly from head to toe…
then shrugged his shoulders
and went back to his lunch!
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still a lot of potential in it in London, in spite of
the fact that every man and his dog is selling
coffee here.

"We are able to contribute a lot more to
them in terms of width of product range, such
as in-room teas for hotels, and we find that
not many of these people want to buy coffee
as a commodity any more - they want the full
service back-up of training and everything
else."

This is new thinking - it is virtually trade lore
that hotels and restaurants are notorious for
buying on price alone.

"This is a change we have seen," confirms
Marco Olmi. "We now see hotels saying: 'we
now want to compete on coffee quality'. This
is definitely happening - this is a real move-
ment. A lot of our top clients are now looking
more closely at quality blends, and even at
single origins, which is why even we are now
doing seasonal blends."

This has led to more space in the new site
being devoted to training rooms, with careful
design of the training areas, detail even down
to lighting by LED sheet panels, about four
feet by two feet each. They double as security
lights and emergency lighting, and generate
no heat – and they are several hundred
pounds each.

"The value of the training room atmosphere
is that people feel at ease here. This is very
important, and this is why we paid attention to
the light in the training rooms. If absolutely
necessary, we can now have three training
rooms all going at once, and this all amounts
to something that smaller suppliers can't do -
we deliver what we say we'll deliver. 

"For the café or coffee operator, this is an
attitude which means that you don't hear us
say: 'oh, we can't deliver today, we next roast
on Thursday…'  With us, you get both the
product and the back-up."

The interest in quality, training and coffee
knowledge has increased to a degree that
even includes a new attitude towards coffee
from chefs.

"There are a lot of top clients saying: 'I want
good coffee, and I want well-trained staff', and
I believe a lot of this is led from the kitchen…
although to be fair, a lot of front-of-house
managers are also now telling us that they
want to do something about their coffee. 

"We are getting a lot of this from restaurants
and hotels, and it's slightly the same with
pubs. There is a bit of a lag here behind the
general coffee market, and yet I do know that
a lot of pubs are looking at upping their game
in coffee. What we are now seeing all the time
is enquiries from the smaller chains of five
pubs and bigger."

Yet again, there have been market reports
suggesting that the coffee market is in for
another boom - specifically, the speciality sec-
tor, which is predicted to outperform the total
coffee market, which itself is rather and sur-

prisingly predicted to go up by another ten per
cent. It is also said that the trading base for
coffee is widening – there is more being
served in the cup, or the takeaway cup, in
convenience stores and the like.

Can this be true?
"This is the point at which you need a rock-

solid and diverse customer base. We have
1,200 customers, ranging from Krispy Kreme
to Joe's Caff, and I thank my lucky stars that
we are not exposed by concentrating on any
one sector which could suffer a downturn.

"We don't actually need more new business
to run this new place - we can survive on our
existing business. Even so, you do have to
think realistically about how much room there
is for growth in the coffee market. 

"I am sure there are non-traditional markets
like this, with non-traditional solutions. But
even so, there has to be a limit to how much
coffee people can drink.  

"Everybody likes to talk the market up, and
that can be dangerous… we can't expect
many under-8s to be drinking four espressos
a day! So can the market double again? I
don't think so."

And yet, even Drury has made moves
towards some of the modern trends in coffee -
Marco Olmi's brief reference to seasonal
blends was an indication that Drury is looking
at different sectors.

"We have not shouted about our work with

single origins and our seasonal blends
because of an anxiety – which is mine! – that
I do not want Drury to be seen to be jumping
on a bandwagon.  

"The speciality artisan roasters have come
up with a lot of ideas in recent years which
some of the bigger roasters have ignored.
We have not ignored them, even though I am
not yet sure how I am going to scale some of
these ideas to serve my customer base.

"But we are doing a lot of these ideas, and
we are doing it in a measured manner… and I
do think that when we get it right, we shall do
it very well."

Does this involve direct sourcing? 
"We are already buying speciality coffees

which are out of our usual buying pattern. The
next progression might be to buy direct, but
there is a feeling, and I hear a lot of conversa-
tions about this, that a lot of people in the
independent trade are doing ‘direct sourcing’
more as a hobby than a business. Artisan
roasting seems to be a lifestyle choice of busi-
ness for some people, in that it allows them to
're-invest' in trips to origin, but I don't have the
freedom to spend all my time on coffee
farms… not yet."

Even so, there are plans for a new 30-kilo
roaster which will serve Drury's speciality, lim-
ited-edition and seasonal products.

"We have made room for this by disposing
of a couple of our old roasters, one of which
has gone to Drury Ireland, who will roast to
our existing recipes, under licence. We
already know what coffees  work for us in
Ireland, and what doesn't – there is very soft
water in the south of Ireland, and so we have
created a blend to suit it.

"This will be a very interesting chapter in our
history, because our man there has increased
business at a phenomenal rate."

Also in common with modern trends, Drury
is looking at the re-use of coffee chaff.

"The new roaster cleans off much more of
the parchment, and we have already noticed
that we are getting much cleaner coffee. But
we are still looking for a waste compactor to
form chaff into pellets, and we will look into
this when we get the smaller roaster."

It was Marco Olmi who once notably
remarked that 'you're not a real roaster until
you've had a fire', and chaff was responsible
for one of the two incidents which have
already happened at the new roaster.

"The chaff arrester had been put in at an
angle, and we put that fire out with one bucket
of water.

"The systems in this new place are such that
if anything at all happens, the security doors
start shutting and everything else shuts down.
We have already had a case in which some-
body simply  moved a pallet in front of a secu-
rity beam, and all the systems went off.

"The fire brigade weren't happy with us!"

The speciality artisan
roasters have come up with a

lot of ideas in recent years
which some of the bigger

roasters have ignored.
We have not ignored them...
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The recent explosion of new 'artisan' roast-
eries has led to the interesting situation
that there are now several independent
coffee producers in Yorkshire, and when
the York Coffee Emporium moves to its
new premises soon, that will signify one of
the county's most surprising success sto-
ries of all. 

In the traditional romantic artisan manner,
this roasting business had been started in a
shed, before Laurence Beardmore bought it
and applied some marketing thinking and
some engineering thinking. And now he is fac-
ing his second move to bigger premises within
three years.

"We moved here two and half years ago -
we were so much smaller then," he told us at
his site on an industrial estate just outside the
city of York. 

"I had gone away to Sheffield Poly in the
80s with a cafetiere and a filter machine,
which was unusual in those days, and then in
the forces in Germany I was introduced to

'kaffee und kuche', and I had also popped into
coffee plantations when I was further abroad.
Eventually, as an engineer who had created a
few wacky machines but also liked coffee, I
became interested in the technology of roast-
ing.

"I had got tired of the work I was doing, and
then I found a lady who had a café, and who
had started a little bit of a roasting business in
a shed.  I applied a bit of marketing thought
and business planning, and decided 'if I buy
this business, it might work'. 

"It did - it went from £15,000 turnover to
£800,000 in four years."

He is, he acknowledges cheerfully, a fraction
older than many of the most recent start-up
roasters, and suggests that this is a main rea-
son for the York Emporium's very fast growth.
He was able to combine business experience
with excitement for coffee.

"I'm 50 now, I've been around a bit, and at
this stage you have life experience which you
bring to the table. 

"The word 'passion' is used too much about
coffee, but 'enthusiasm' is good and is infec-
tious, and I very quickly became enthusiastic
about both the technical side and the coffee
side. 

"So we went through all the roasting courses
and barista courses, and then the Q-grade -
there are about three dozen Q-graders in the
UK, and the number is growing. (There are
only two Q-graders in Italy, but then the
Italians have never really got into third-wave
coffee, except for a few rebels!)

"Our strapline is 'seriously artisan', which
means we want to stay artisan, but do the
business side properly. I think that in quality
we have to aspire to the same as Illy and
Costa, who both had people on the same Q-
grade course as me, but of course we have
more origins and variety than they do. We
source 32 different origins, buying through
Freeman, Falcon, Inter-American, and our
direct sourcing is growing."

What exactly is a Q-grader?  This is a term

Q-grading in York
The modern tradition is that artisan roasteries start in garden sheds. In York,

Laurence Beardmore has shown just how far you can progress from the shed in
just a few years



17

which has been buzzing around the very top
echelons of the speciality coffee industry for
some years now, and very broadly, it refers to
a personal qualification covered by the Coffee
Quality Institute.

A simplistic explanation is this - for every-
body's benefit, the coffee industry wants farm-
ers to create more coffee that is good enough
to be classed as 'speciality'; for there to be a
credible classification of 'speciality' coffee, all
those who assess and grade coffee worldwide
have to be working to the same standards.
The Q system is an extremely complex sys-
tem of assessing, or 'scoring' coffees which
seeks to ensure that any two people who
assess one coffee will come to the same con-
clusion about it.

To achieve this, the tests taken by Q-graders
are also extremely complex and demanding,
and probably the world's most testing exami-
nation of sensory appreciation - the conse-
quence of this is that those who have
achieved the grading are recognised as the
world's best authorities in coffee.

The phrase 'a coffee expert' is bandied
around very loosely in publicity material, but
Q-graders are the true, recognised experts.
There are around a thousand of them in the
world, and perhaps three dozen in the UK.
Compared to the number of people who work
in coffee in this country, this shows just how
rare the accreditation is.

And now, Laurence Beardmore is one of
them.

"The Q-grade involves six days and 22
tests," he tells us. "The first three days are
'calibration', which is what you have to go
through to make sure that you don't get one
guy saying a coffee is great, and the next per-
son saying it's rubbish."

This is all about establishing the objectivity
of assessing coffee. When a Q-grader says a
coffee is 'speciality', that means it actually has
achieved the required standard or score dic-
tated by the coffee industry - the word 'spe-
ciality' is not simply a cheap marketing term
used by a salesman.

Is it a good thing to be so strict, and thus
rule out any subjectivity, or opinion, on the
part of a coffee taster?

"A long while back," recalls Laurence, "I was
working for the kind of North American com-
pany where you are expected to toe the line,
and I learned about 'group-think'."  This is the
culture which, in some corporations, means
that those involved subdue their own individ-
ual thinking, to ensure conformity with the way
the organisation wants to work.

"The danger with that, of course, is that if
one part of the train is going off the line, then
everybody goes off the line!

"But in coffee, this teaches the objectivity of
tasting and grading. You start with the outer
sections on the flavour wheel, and when you
determine the first placing, you then go down

into the sub-sections of tasting.  And when
you get deeper into the wheel, you are begin-
ning to think in more and more detail.  You are
learning several dozen different features of
coffee which you will have to be able to recog-
nise and match in red-light conditions. 

"It's incredibly strict. You have to go through
the grading of green coffees and roasted cof-
fees, and you will find that they have deliber-
ately slipped in some faults into the coffees
you're tasting, to see if you pick them up.

"They will also test you with solutions of cof-
fee - maybe they'll add a fraction of sugar or
something, an amount which is barely there,

and they'll put eight solutions in front of you,
only three of which have the sugar in them. To
judge things like this, you need both palate
and experience."

He did not get it all right the first time…
oddly, he had to re-sit one test for a reason
which shows the inflexible requirements of
'calibration'

"On an African coffee, which is my favourite
origin, I picked up a fault that nobody else
did…  so I was failed for being out of calibra-
tion!  Was I failed for being right? Maybe, and
maybe not - but what 'calibration'  all means is
that you know that your idea of 'woody' is the
same as the next guy's. The system is so pre-
cise that I can score a coffee in Yorkshire, and
someone from China can score the same one,
and we'll probably be within a point of each
other.

"It's strict, and it is expensive… and if you
want to keep the status, you have to go
through it all over again three years later!"

As a 'serious artisan', Beardmore combines
enthusiasm for high-grade speciality coffee
with an appreciation of where his mass mar-
ket lies.

"We have a lot of brave young people now
coming in to roasting, which is good. There is
a market for the artisan sector in which these
young people can put their stamp on things -

What happens when you
have people working on the

edge is - succeed, you're
courageous, and fail, you're

an idiot… but you do have to
have these people working

on the edge.
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the question is, in business terms, how far
can they go, and how long can they last?
There are many pitfalls in business, and there
are many pitfalls in roasting, which is why our
aim was to get as qualified as we could.

"You get a lot of these people now acting as
roasters, some of them running cafes as well,
and some of them also trying to source direct,
as importers. So they have to learn a lot, very
quickly - there are a lot of disciplines you have
to get a grip on. 

"A lot of these young artisans are chasing
one small market, so we have a massive con-
centration of roasters bouncing around in one
sector of the market, and a lot of the rest of
the coffee industry doesn't really understand
what they're doing. My own marketing learn-
ing told me to 'go for the big fat middle', which
means that if you go for the big sector of the
market, but distinguish yourself by doing so
with quality, you are going for the sector which
has enough potential to make you the money
to grow.

"With our speciality coffees, I am willing to
mix it with the artisan guys. I've tasted a lot of
their light-roasted coffees, and some of them
are poor - taking a great coffee and ruining it
is something which really annoys me! 

"But, this is what happens when you have
people working on the edge - if you succeed,
you're courageous, and if you fail, you're an
idiot… but you do have to have these people
working on the edge."

The trends of modern artisan roasting have,
idly, even led him to sell one coffee in two dif-
ferent ways.

"We buy a lot of speciality coffees - the ones
from Falcon are all bang-on, and there are
some from Inter-American which aren't even
classed as 'speciality', but are still bang-on…
one from Burundi is excellent.

"We are a modern roaster, so we roast the
Burundi lightly, but we also found that when
you take it to medium, it brings out more
flavours. So we're actually putting out two
packs of the same coffee, and we're asking
customers to tell us which one they like."

The most recent growth for the York
Emporium has come from two different mar-
kets - the catering trade sector is the main
one, but online business to individual cus-
tomers has risen sharply.

"We use a two-kilo roaster for the internet
shop coffees, but we're already working it too
hard - we'll have to get a five-kilo for the new
place. We're shifting twenty or thirty internet
packs a day, and we have a very good local
scheme here, by which customers can order
online and opt to pick up the coffee at certain
cafes in York - we're delivering to those cafes
in our van anyway.

"For the trade roasting, we have an 18-kilo
fluid-bed roaster and a traditional Probat, and
we find some coffees do best on the fluid-bed,
some do better on the Probat. The new place

will be three times the size of this one. In the
new place, we shall have a 60-kilo roaster.

"As an engineer by training, I installed a lot
of the equipment, and I do understand a lot of
how it works. For a roaster, the chemistry and
biology of coffee is important, but so is the
engineering, and there are a lot of roasters
who don't have a technical background, which
I find a bit worrying… if your gas pressure
changes outside, so will your roast, and you
need to know that, and what to adjust to cor-
rect it.

"And if you have a roaster like our Probat,
which doesn't get up to heat for its first eight
roasts, you need to know what to do… some-
times the answer is to roast your least-expen-
sive coffees first!"

Beardmore's preferred way of blending is to
roast his coffees individually, and then com-
bine them. This is not the way that all roasters
work.

"We are unusual in this," he agrees. "and
this is a subject that roasters will come to
blows over!

"A lot of people roast the green beans
together, and I can't imagine how they do it -
there are some profiles which are as much as
forty seconds apart, and if you throw them all
together in the roaster, you have too wide a
collection of profiles to manage.  Doing it our
way does create more time and effort, and
also space problems - but if you care about
what you do, and we do, then you want to do
it to your best."

Yorkshire is a good place to be an artisan
roaster, says Laurence Beardmore. There is

an exciting 'foodie' culture in the county which
means that trade customers are willing to look
at interesting local suppliers and interesting
new ideas.  We told him that this magazine
had just discovered a Yorkshire pub selling
vegetarian fish and chips (it's halloumi cheese
in batter) and Laurence responded that this is
quite typical of his area.

"Yorkshire has eight million people, and a
massive heritage in food. When you go round
this county, you find amazing producers work-
ing in cheese, bread, everything… I love it. I
love the idea of the vegetarian fish and chips!
I love these inventive people with their ideas!

"There are seriously talented people here,
and Yorkshire people like to buy from
Yorkshire people… so long as the price is
right!

"Our customer base is made up of a few
small chains, and some pub and restaurant
chains, who are all growing with us. I steer
clear of many hotels, because in a lot of them,
it is the accountant who buys the coffee, and
buys on price… with regard to coffee, they
just haven't got it yet.  The restaurants are
getting there.

"I do feel sorry for a lot of pubs, because
their dilemma is, if they're not a bistro or gas-
tro-pub, what can they do? A decent coffee
machine is going to be £3,000 upwards plus
training, and this always adds a lot of things
for pub staff to do which are not really their
main job. 

"So for pubs, we have tried putting in some
fairly robust blends, which means that if they
get it a bit wrong, it's not a disaster. For some
of the others, I prefer to put in a filter machine
and some simple instructions - here's the
scoop, fill it, press this button… and when it
beeps, it's old, so throw it away! Then they'll
get good coffee to sell.

"We have 200 independent customers in
Yorkshire, and we ask that they all come to
the roaster. We ask what they're aiming for,
and then we'll match a coffee for them - so,
you can walk around York and see a few
dozen places advertising our coffee, but it's all
different. We have 54 blends, and people
think I'm crazy for doing that… but I love it."

Do the northern roasters communicate with
each other about their exciting food scene?

"Roasters are a friendly lot, but we all guard
our crown jewels, and we guard our intellectu-
al property, which is our blends and profiles,
very closely. In Yorkshire, we do all talk… but
we don't share our secrets. 

"What is interesting about coffee roasting is
that the barriers to being in this business have
come down so much, which is possibly why
there are now so many new roasters, all cre-
ating their own secrets. It is not difficult to get
started… you can now start up with a roaster
in your garden shed for £10,000.

"And if you set fire to your garden shed…
well, buy another shed!"

There are seriously talented
people here, and Yorkshire

people like to buy from
Yorkshire people… so long

as the price is right!



19

Can you sell coffee? Then come and work with us!
Espresso Delivery... coffee and machines in London and the south east.

You will need to open new business accounts - so if you can do that, send a CV and what you are looking for to ak@andronicas.com

Andronicas Coffee Co Ltd, 91-93 Great Eastern Street, Shoreditch, London EC2A 3HZ
Tel: 020 7729 4411  Fax: 020 7729 4477 email: ak@andronicas.com 

www.andronicas.com    www.andronicasworldofcoffee.com



The American press has suggested that
'the worst branding idea ever' is the one
dreamed up for Jailhouse Coffee, roasted
in Queens, New York. The coffee brand
has, we understand, absolutely no connec-
tion with the prison system at all - it is not
one of these brands which involves the
resettlement of offenders. 

The complaints raised against the brand
involve the new Solitary blend of Sumatran
coffee, which has a pack design made up of
five-bar gate countings, presumably of time
spent in solitary confinement.  American pro-
testers have said that the 83 marks shown are
vastly in excess of the amount the United
Nations allows as the maximum amount of
time anyone should spend in solitary confine-
ment.

In Britain, this may sound a frivolous com-
plaint - but the American protesters point out
that in their country, more than 80,000 prison-
ers are in isolation at any given time, and
many for allegedly trivial reasons, such as
'having an untidy cell'. The United Nations and
President Obama have spoken out against
the excessive use of solitary confinement in
the USA.

With this in mind, says one American writer,
it may not have been a good branding idea to
'make something cute out of our system's
most extreme aspects'.

The same company has come under com-
plaint for its Chain Gang Espresso, which crit-
ics have said 'harkens to the time when black
prisoners were used as free labour'.

In the UK, of course, the Has Bean roastery
has used a prison motif, but quite gently and
tastefully in such blends as its Jailbreak. 

Consumers in the West Country tend to be
the most demanding in the UK on the sub-
ject of cream teas, not least in the perpetu-
al argument between Devon and Cornwall
fans over whether the cream or the jam
should be spread first on to the scone.

The region's local paper has now identified a
man who has taken his enthusiasm for cream
teas to what might be considered excessive

lengths - Ditch Townsend has visited and
rated 257 tea-rooms in the last five months.
He has occasionally visited between six and
eight cafes a day. (We can't help comparing
this with the performance of Winter, the
American who has been on a nineteen-year
mission to visit all the Starbucks sites in the
world - he has done 12,666 so far, occasional-
ly hitting the rate of 29 a day).

Townsend has developed a formula to judge
the scone, jam, cream, tea and setting. He
has been  disappointed by the standard he
has found in many places, and criticises those
who do not use real clotted cream, and says
that the typical strawberry jam served in many
places is 'actually quite insipid in a cream tea',
and that gooseberry, plum or blackcurrant
work much better.

His top-ranking cream tea is at the Old
Forge Cafe in Chagford, in the Dartmoor
National Park - this features for its jam 'the
wonderfully complex sapor of Devon jam,
made from tayberries, tummelberries and
raspberries'.  (Yes, we had to look up 'sapor',
too - it means 'flavour').

The reviewer is, we are glad to see, approv-
ing of the comparatively rare Thunder and
Lightning cream tea, which features golden
syrup instead of jam.

Curiously, the researcher has very little to
say about the standard of tea he encounters.

The matter of giant promotional coffee
cups has cropped up again this month. In
Russia, a woman was walking along a
street in Omsk when a massive promotion-
al cup, mounted on the outside of a Burger
King wall, broke off in the wind and landed
on her head. 

She was rushed to hospital, and the authori-
ties are considering legal action.  The story
was followed with interest by The Paper Cup
Company of Lancashire, which has created
the world's largest paper cup to tie in with a
cycle race going through its home town of
Clitheroe. "If we filled our cup with water," the
company's Mark Woodward told us, "it would
weigh nearly 10 tonnes. Ten tonnes of water
could cause a lot of damage."

(We should mention that it is Mark who has,
for some reason, recently been seen in a

multi-coloured ‘onesie’ which illustrates his
company’s work.   Believe it or not, he has a
matching company car!)

We are intrigued to see this month that
there are now two brands of coffee named
Anvil - one is the blend created by
Qualitasse of Basingstoke, named after a
local landmark, and the other has been
launched by a Canadian heavy metal band,
which is apparently famous for such titles
as Juggernaut Of Justice and Hope In Hell.  

The band appears to be using the coffee as
a kind of crowdfunding project to pay for
recordings, but says "unlike other crowdsourc-
ing campaigns put forth by bands in the hopes
of amassing a recording budget, Anvil's cam-
paign strives to do so while truly providing
fans with unique, once-in-a-lifetime experi-
ences and personal, one-on-one opportunities
that they will never forget."  Effectively, this
means that fans can buy souvenirs and 'expe-
riences' (dinner with the band for $400!) and
of course the coffee, which will pay for the
next album.

The Basingstoke company tell us that they
are aware of the competition: "we were aware
of the band when doing research into our
range name - we may have even contacted
them regarding a possible link, and didn't get
a reply, but we obviously planted a coffee
bean in someone's mind anyway!  We are
used to competing against frozen food
companies, back street roasters and the cash-
and-carry… but now we are competing in the
same market as One Direction and Madonna!"

This has been the penultimate issue of the
coffee trade’s favourite news magazine.  Ian
and Trudi are retiring, and the very last issue

of Coffee House will be out at the end of
October.

Don’t miss it – it’ll be a scorcher!

Mark Woodward


