FEATURE COFTEE

n the early weeks of this summer,

Ctarbucks opened a coffee bar inside the

office of an Edintargh law firm. The local

pipesss, prisebed, reported a statement by “an

experi in working environment® who said
hee did not understand what the firm hoped to
get it af [k for thelr 230 staff,

The papers and the expert were far behind the
times. The famows high street coffee brands ane
nenw perdng catlets in workplaces and public
{acilitles with such rapldity that an American
sxtirical magazine recently produced the
headline “MNew Starhucks opens in restoom of
existing Starbucks”.

But why'? The pessads cover “all morale,
productidty, and cxsh prafit MOF (Matienal
Cipanien Polls) sugpested recently that an
average business with so stall loses B aon a
year of paid-for work time an “coffes rans®, In
contrast, workplace gur eresmy Myerson tells
al the Swedish corporate boss who provided an
in-house calfee kunge and reported that his
staff spent as much time there 25 a1 their desks
b= il =1 Ao’y came, 1 thats whene I:hu:'].I have
thedr bt icless ™ E:."s-.'imih.'r reasamning, a Lemddian
architect was ardered 1o put a 4oft coffes bar into
a blae 1.']1.'ip b adeliberate managemsnt move
o get staff s interact.

Wake up
and SIT1C

the coffee

Fven more compelling ls the proflt argument.
A magor bank pat acalfes caet in iis lobly and
fouma that staff walked straight past the free
vend colles maching to pay for cappuccing A
computer company that affered instant coffes a1
zipfroma maching, installed an espresso har
anel achicved takings of £1,2001n 3 Snpleday.

It s now a recognised phersomenon, and
Chais Latter, head of Facilities: for British
American Tobacoo {BATYS Glabe Houss in
Livmdiom, spasake Eroms his own experience One
day, | was doing what a facilitics manager
sholid, walking roursd the building and 1
noticed a ot of people coming through our front
door with high-strect coffee, So T ashked what was
wrong with ours —and they said nothing, bt
they prefer Starbucks”

1l

Companies lose thousands of pounds a year because of staff leaving the
premises to buy expensive, high street coffee. But lan Boughton finds out
how some firms are turning the nation’s caffeine addiction into in-house profits
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Alihough he hus 15 freeend machines
arpaind the biglkding, e resccarchied (he in-hose
concept."What really stunned me was (o hear
that Mermll Lmch in New York had a collee cant
in their lobby taking a quanes of a million
dollars a year. Mo, our coilfoe bar 1 intended 1o
offset its sabsidy, which it doss, and 1o make a
profie, which it does.

*The pay-off i5 a productivity improvement,
i that p-:u:lpl[' shay in the huiidi.n.g."l'l'rt'
unexpecied benefit is that Fi,‘ﬂr.ill.' COATE InF‘IIn:r

in a large building, you'll find that people do
not always get away from their own floor.”

There is now a vast amaunt of practical
guiklance om how to make a branded in-hoas:
coffer bar work and equally, advice that it is also
petfectly possible to make a mess of it,

Thee BAT installation was handled by
Sodexho’s brands manager Tim Ripley, who says
it is key to appreciaie that workplace staff ane
exactly the same people who go 1o branded
high-street coffiee bars in their own time. They
kmow that quality coflee exists

He says that the secret is nod bo simiply pull in
ary high street bramd: it s towork ot which
oinee will weork. So Ripley mow affers bath
Starbancks amd Coesta — the two UK leaders — and
Sodexhe's cown brand.

"W have worked out o ‘consumer profiling’
bosal, and with very few questions, we can now
undersiand 4 great deal about the demographics
and aflluence of any workplece, the number of
peogle who stmply can' leave thelr deske.. and
the number wha :|'r.ﬂ|]r B o This tells us
whether a brand is applicable, and H 26, which
bramd. With the right offer, we can drive
remarkable value, and out-pecform the high
strest” The resuln s that .-:I..nl'l':fl.i].'m haiisas,

Some 'm:rrkpl.:uf.u e i Two krw
hrarube Peter Wilsan, FM 21 Reed Bustres
Information in Croydon, has bath a Starhuacks
im-hions har, and Caffe Ritaeza, which won the
roos, Hat I."mn.-pu:w.:rd frm an American
restaurant trade magaine,

“Starbucks is a registersd outlet operated by
Barest stafl,” he reposts, “The space was an open
iy, 5o was free space, We provided the
equipment and fit-out, and now sur coffee cost
is half the London high street price, and it isstill
very paofitable.”

50 haw do you obtain an in-house branded
offee offer? Curiously, sys Calfe Ritza's
aperations manager Malmolm Buckenham, there
is m0 st armangemend - the facilities manager
shioubl expect very open negetiation which
could bead anywhere.

*Branded coffee bars are installed through
CVETY ATTATEEMCRE Fou can imagine = rents,
reyalties, cost-plus, o7 a fee (o the contractos
with the client taking the profit. Some clicnts
are driven by the enticement of profiy, others by
wanting to keep their good prople, Capital

“Staff walked
straight past the
free vend coffee

machine to pay for
a cappuccino.”

#l-?.

-

expendifure may o may oot beon theclient'’s
agendaaiall”

Hiowewer, he counsels, it &5 vital bo practise
migtisal understanding - pust a6 the outside
contractor has to respect the cubture of the
emiploying company, the cliemt has 1o respect
the incoming bran,

“We've become cxtremely good a1
understanding this” says Buckenham, "The
client has to be aware of the reasan a brand
works - essentially, there is a reason thata
randed formula worlks, s0 yog don't dilate i

“Typically, we prefer sweets and newspapers
reat i b om salbe in a Caffe Ritaeza, have even
knirwm caterers to take their brands cut because
a client's needs didm’ fit”

This is one classic way 1o make an in-house
bar fail, sxys an acknowledged expert from the
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caffee trade. Paul Meikle Janney of Coffee
Commumity in Huddersfeld has an ongsoal all
roaind expericnce. He won an swand for amning
A council's catering operation, and now trlns
staff for several of the big coffee brands. He also
desigrs and builds in-house calfes hars and
coffee carts,

" magar e i abvweays too many opinbons,”
hie comflrms "Uhne person sayvs ‘woulds it be
great o get a good coffes in-house’, which i fine
il arther r.ly:t'.h'nd lets have hacon rolls”,
arl then someone sugpests tapas, and pars, and
suddenly the whole project pets clevated to the
lewed of Carluccin's.

“Bvery in-houss: project Meeseen fail has done
50 because of this. Instesd of a focused scheme
that pays, people plan grand schemes which are
doommed, 1 you call in Starbucks and tell them
you want them tosell newspapers, ciganeiies,
tights and stamps, you can cxpect troable.”

Meikle-Janney still spends time serving
beehirad counters (he wasone of the experts
calbed in to serve the stars from the Live 8
backstape coffiee bar)so his advice on costsis
catremely practicall

Workplace coffee ks always cheaper than the
high street — a cappuccino costing £1.80
outside can be priced well below a pound in-
house and still return profit for both caterer
and client, while giving the staff the
perception of a bargain from a considerate,
forward thinking employer

=That law firms har for 230 staff could be
very profitable,” says Meikle Janney, "It's also
perfectly possible to wash your face ona
turmowet of Lioo a day, and I've known a coffec
cart di Ly 000 8 week”

At what cost? A basle coffee cart in a lobby,
with an espresss machine and equl prsent, amd
a few tables and chairs, might be as little as
L5000 That could be manned by one persen,
working Sam-gpem, Monday to Friday™ (By
comparison, the well-regarded Calé Revive
hars in Marks and Spencer stores currently
et around £1 yonoa)L

“Now, although workplace coffee is cheaper
than the hiH_h sreel, you dort have o be oo
cheap - the telerance of what peaple will pay
for pood coffes i higher than you think. 5o, if
your cafles tumover 15 Czoo-300 a day, and
your cost of goods ks roughly 20 per cent, and
thai s1all member 15 on Céa-Boa day, then on
coffes alone, your profit can be L5004 week
a.galru:l; aLig 000 v:q.pital. investment,

“But on the other hand, a badly-planned and
unfocused £50,000 calé staffed by four people
can go compledely wrong, That's why you have
(9 understand the focus of a coffes bar, the way
the high street brands understand i.”

lary Bewaghion i a freclirnoe journalist specialising in
Tacl i
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