W Times are hard,
but those whao
offer products

that people
rgally want are
gaing ta
succeed
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If you are currently running a
café, or considering opening
one in the near future, then
these are challenging times.
The competition for customers
diminishing disposable income
has seen a number of high
street coffee brands become
casualties over the last few
months. Yet strong brands
continue to trade well and
lowering rents and increasing
property availability offer
opportunities for new
developments.

With a past in catering, and running Coffes Community 10r
the last ten years, I've seen many struggling cafes and
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doomed calé developments. It's saddening when you walk
throwgh the door and see obwious problems and know that
somecna’s draarm café may soon tum into a nightmare.
Often the dream was il concaived in the first place, and
then badly executed. Simple guestions were never asked
and simple steps followed, with the result that now the
increased pressure in these testing tmes 5 making the
cracks show

Hopefully for most of you it i not too ate 10 take time
out, ask yourself some simple guestions and give your
business a haalth chack

All your plans start with knowing who your CUustomers ang
and what they want. This statemant must seems obwious,
it's the principle that marketing is founded upon, but s
amazing how mary pecple develop a café around ther
personal taste and desires without any thougint as 1o
whether their customens share them.

Start by identifying your curment customers’ and
potential customers” demographics. Start with simple
things such as gender, age and SoC0-aConimic groups,
then add more detail; ane they office workers, shoppers or
families?

All these points will give you clues as 1o what they warnt
1o buy and how they want 1o buy It

Work: out when your CUsStomars visit you (1.8, morming,




M Are you doing |

everything s,

you possibily
can for your
customers?

lunch or evening), and how long they dwell, for example
rushing in for takeaway or ingering for lunch. Different types
of customers may use you at differant parts of the day n
differant ways

Work out nat only who your cument customens are and
how much they spend on average, but also how many
potential customers do you have? Are there sufficient to
sustain your business? | once saw a business plan for a café
in Huddersfield that was going to target meadia executives, The
whole café was designed around this market, The café was
not a financial success despite the loyal custom of all the
town's media executives: a grand total of two

The fact remains that most customers choose 1o visit a calé
because of the convansence of its location; they'll wsit the
closest. That's why choosing the right location in the first
place is essential. This should be well researched by studying
glements such as footfall, competitors and potential sources of
customers such as work places, coliages and shopping areas.

Ask yourself if there are sufficient types of your target
customer to cover the rent. Sometimeas a high rent may be
worth it if the location supplies a rich source of customers
howewver a parceived bargain site will transpire 10 be amnything
but that if thera is low footial

Doas the property give you encugh space for you 1o
daliver the product your customer wants? Many people look
at propertes that are too smal, hence seating areas ane
often Imited. They comdance themsahes that talkeaway” will
support the business, With obvious exceptions such as train
stations and office lobbes, it rarely does. British people ke
to sit down with their coffes much more than our Amenican
cousins, | once dealt with a very small café that was strugging
to take £1000 a week. it moved to larger premises on the
other side of the road, carmied their existing offer across and
added more seating. It was soon taking £1000 a day.

If you alreachy hanse your location and you think you have
chosen poary then you have a tougher task. You have to ask
yourself harder questions such as:
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Are there potential customers but I'm just not offering the
right product to atiract them

Do | give my customens a reason to travel that bit further;
can | bacoma a ‘destination’

Do | communicate with my customers well (see below)
And ultimately, should | move?

This queastion is possibly the most important of all. BEverything
we do ghves our customers clues as to whether they should
st us,

Your name
What do Starbucks, Nero and Costa have in common? They
are all people’s names and don't inharently have armything to
do with cofies. Each one was originally a blank canvas, which
now represants all their brand values.

Choosa a name that does not restrict what you do — does
a name ke 'Coffee Cormer’ tell customers that they can also
get a sandwich or a light lunch? Make sure the associations of
your name reflect the customers you wish to altract

Your design

Ewver since the rise of the Amencan-shie espresso bars on our
high strests we seem to be obsessed with counter-based
sarvica. This may wall be the right format for you, but there ane
other oplions.

Brands such as Pret and Eat have achieved great success
by their format of banks of fridges for customers 10 self selact.
They increasa their turnover and satisfy their customens” need
for speed. Caruccio’s, a personal favourite of mine, combines
retal space, a dali counter and table senace to offer a wide
range of options to its customers throughout the day and
EVENIng.

Make sure the look of the cale speaks 10 your target
customers. Your own tastes in décor may not be shared by
your customers.
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customers to spend more

B Good signage will
help enormously

26 Essential Café

Your product
Again think in terms of your customers - what do thay
reaally want?

Oiffering mainly cofiee with a few pastries may not be
anough to pay the rent. Your food range IS of equal
importance. With high rents you need to masdmisa the
average spend of your customers and that means saling
food along with the coffee. Entice them not only with the
main food purchase, but get them to add on extras such
as snacks and sweets.

Choose products that are of a quality that meets
your customers’ expectations, baarng in mind that the
leved of quality will affect your sales prica

Coffes i one arsa where you do not need 1o
compromise on quality. Good coffies costs littke mone per
cup than mediocre beans, but if you ane sening high
quality then you need to explain this to your Cusiomens
throwugh, for example, good point of sale information.

Your price
Don't undersell yourself, If you ane sening customens who
demand high quality then they ans kely to have low pnce
sensitivity and they will be willing to pay for your expertiss
The mane differentiated and unique your offer, the more
control you have with the pricas you charge

Make sure you are aware of your costs when pricing 1o
ensure you get a healthy margin and abways remain aware
bath of your compatitors” prces and your customens'
expectations

Your merchandising

Poor merchandising is one of the most common problems |
ancounter with food and drink, no matter what its quaity,
being poory packaged and presented. Luckily it is an anea
that i simply sohwed.

We have recenthy warked with a cafe brand on its
marchandising. Using its existing sandwich range we
increased sales by simply displaying them in a more
prominent position and dressing the display fridges to
emphasize the freshness of the products. Finalby we made
sure there was an opulent display. No one wants o buy a
lonaly looking sandhwich left on a shelf for fear there is
something wrong with it — although often that's all that is
displayed for fear that there may be wastage at the end of
the day.

Use signage effectively 1o make sune YOur Customers
kniow what is on offer at the point of purchase CeCISIONS.

Your sales activities

Finally, if you have sorted things out in your cafe, it is time to
tell people about it and that does not have 1o mean
splashing out on expensive advertising. Simple leafiets hand
deliverad to local businesses can be much mone effective

Use your staff to sell - never underestimate the efiect
that well-trained hospitable staff can have.

Create an event or demonstration and get the local
press interested. Perhaps enter a competition — the UK
Barista Championships ane coming up, check out
www,scaeuk.com if you want 1o get imohed

www.coffeecommunity.co.uk

Paul Mekle-Janney has been involved in writing the
City & Guild's Barista Qualification and the SCAE
Qualifications. In 1998 he was awarded a ‘Hotel &
Caterer Acom Award' for his expertise in catering and,
since then, has been heanily involved in bath the UK and
World Barista Championships.

Paul was part of the UK barista team that won the SCAE
World Team Challenge Cup in 2006, and is curmenthy
director of the World Coffee in Good Spirts Competition
and head judge for the World Latte Art Champicnship,
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