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Feature

Proﬂt 'marglns are generous with specialt
cOffee rtnks — if the volume is high"enoug

BY HILDA J. BRUCKER

he only thing more Italian than pizza just may be
I cappuccino. Specialty coffee drinks are hot sellers

these days — as a case in point, even fast food
leader McDonalds is experimenting with them in test mar-
kets. According to the National Coffee Association Annual
Drinking Trends Study, 56 percent of adults consume
these beverages occasionally and 16 percent drink them
everyday. And profit margins tend to be wide — according
to the Specialty Coffee Association of America, a cappucci-
no selling for $3.50 costs roughly 33 cents to make.
Upscale ltalian restaurants have long included specialty
colfee drinks on the menu; now it may make sense for
smaller places to do so as well.

Some definitions

Specialty coffee drinks like cappuccino, cafle latte and
caffe mocha all start with the robust coffee known as
espresso. Because of its strong [lavor, espresso is usually
served in small amounts called shots, or used as an ingre-
dient in another drink that may include steamed milk,
cocoa powder or flavored syrups.
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Unlike regular
coffee, espresso
beans are ground linely
and packed tightly inside the
brew head. Rather than dripping through, water is forced
through the grounds with extreme pressure. The result is a
thick, rich liquid topped with crema — the golden foam
composed of flavorful oils that float on the surface. Alter

~ the technique too much and the resulting espresso may be

weak or bitter. John Imbergamo, a Denver-based restau-
rant consultant, says, “A barista—a person who draws
espresso shots for a living— will tell you its an art.”

Breaking even

Though profit margins on drinks are high, sois the ini-
tial investment for equipment. According to Umberto Ter-
reni of General Espresso Equipment Corporation, a restau-
rant-quality espresso maker can range from $4,000 to
$8,000. “With a small pizzeria of up to 100 seating, they
can budget an investment of maybe $4,000,” he says..
“And when they are able to sell 20 drinks a day the
machine pays for itself in maybe one year.”
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According to Terreni, space can also be
a pitfall. An espresso machine can easily
require two to three feet of counter space,
and there simply may not be that kind of
room in a tight kitchen.
Gino Reale, proprietor of Reale’s Pizza and
Calé in Austin, Texas, shopped for a small-
er machine and made it a focal point in-

stead of hiding it in the kitchen. “Its
maybe 14 or 16 inches and we have it at
the bar, where it looks nice,” he says.
Another potential pitfall is staff training,
“Preparing a cappuccino or mocha re-
quires some skill,” Terreni points out. And
where turnover is high, drinks may end
up being prepared by an unpracticed wait

Need More Business TODAY? Call or Fax Us and
We'll Help Drive Hundreds of Your Own Hungry
Customers to Your Door this Very Afternoon!

“WOW! This New Low-Cost
Pizza Advertising System Uses
Consumer Psychology to
Influence Customers to Buy
MORE Pizza and Spend MORE

Money... for Just 41/2¢ Each!”’

THINK FAST! It s 10 AM and you need more pizza business TODAY. What do you do?
No problem! Simply call, email, or fax us and we Il help drive customers through your
door this afternoon. Impossible? Not anymore... thanks to the NEW Loyal Rewards™

e-Marketing System, by Moving Targets

one of the largest and most successful direct-

to-the-consumer marketing companies in the United States.

Call 800-309-7228 or Fax the Coupon Below for a FREE Information Kit,
Plus a Coupon Good for $100 in FREE Customer Promotions!

IT S A FACT: Waiting for customers to buy is a LOSING game! That s why advertising
experts say the best way to boost business is to actively give customers reasons to spend
money. Thanks to Loyal Rewards, you can now do exactly that for just 4 1/2¢ per customer
with NO monthly fees... and NO minimums. This turn-key system registers your customers
to receive money-saving gift certificates from you via email. You don ¢ need a computer
we do everything! Simply tell us your offer and our marketing experts turn it into a
psychologically irresistible Gift Certificate and email it to your entire list of customers any
day or night. Response is fast! And your Gift Certificates are
NOT spam because they re sent by request only. We even help you collect your customers
email addresses and maintain a private, secure database for you. Best of all... customers love
it! And since your emails feature pour business only, your promotions get results! Call or
Fax this Form for a FREE Info Kit and $100 in FREE Customer Promotions!

time you need more business

-

i EYES! Send Me FREE Information About How | Can Boost My

Name

r'd

Business

City

i
|
I
I
I Address
|
1
|
|

Pizza Business for Just 41/2¢ Per Customer Using the Proven Power of |
Loyal Rewards"... PLUS a Coupon Good for $100 in FREE Customer Promotions! i
Title I
“A great way
toreachand |
treat your ||
State zZip customers” ||
Kurt Averill I
Phone ( ) 10-Store Domino’s
CALL: 800-309-7228 - or - FAX: 215-453-9413  Fancises I
Learn More NOW at: www.LoyalRewards.com ; |
Loyal Rewards * 812 Chestnut Street * Perkasie, PA 18944 © 220% toylfvarss

68 | Pizza Today December 2005

]

Getting the
word out

One of the wonderful things about the
coffee industry is the support it lends
restaurateurs in the form of marketing
materials. Your coffee vendor most likely
has a variety of posters and point-
of-purchase items to share with you.
Colorful table tents can put a tempting
photo right in front of patrons. Both Gino
Reale and Lawrence Buchtal have trained
walit staff to suggest patrons end their meal
with a steaming cappuccino. Buchtal
always adds this same suggestion to the
end of his nightly specials board and has
found some customers will come in just
for cappuccino and dessert. Reale is in
favor of getting the word out in every way
possible — both his menu and his Web
site tout the availability of specialty coffee
drinks, as does a sign over his bar. Finally,
restaurant consultant Ron Gorodesky sug-
gests providing some sort of incentive for
servers who sell a certain amount of coffee
drinks in a set period of time.

staff. “Ifits badly presented, the customer
will skip ordering the espresso the next
time,” says Terreni. At Reales, coffee
drinks are made by the bartender, a posi-
tion with low turnover. Reale estimates it
took three years to break even on the cost
of the machine, due to an initial low sales
volume. “Its costing me about 35 cents to
40 cents a cup and I'm charging 3 dollars,’
he says. Still, he feels the profits don't con-
tribute significantly to his bottom line.
Automatic espresso machines can elim-
inate training issues, but start at about
$8,000. Says Imbergamo: “They guaran-
tee consistency and take the guesswork
out of making espresso. If you can afford
the cost of an automatic machine, it leaves
alot less to chance.” Terreni also offers the
following caveat: “The automatic machine
normally is more demanding in terms of
maintenance and cleaning at the end of
the day: If not clean it has the tendency to

1



make profits on it.” Buchtal estimates he
spends 65 cents to make a cappuccino
that he sells for $3.

not work propetly.”

At Mama Mia’ Pizza and Pasta in Stone
Mountain, Georgia, proprietor Lawrence
Buchtal was able to break even quickly “1
found someone who provided the
machine (for free) as long as I buy their
coffee brand. Its an Italian machine, semi-
automatic, and it works wonderfully.

Because 1 did not buy the machine, we

Weighing profits against customer
service

Profits or not, some restaurateurs feel its
important to offer espresso drinks to their
clientele. “I think its a nice thing to have in
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Cappuccino and espresso machines not
only are great tools to serve up some
serious caffeine, they also make a coun-
tertop look more appealing.

the style of dining that 1 offer,” says Buch-
tal. “I try to be a traditional Italian trattoria.
My regular customers would be very dis-
appointed if I didn't have it.” He sells an
average of 10 coffee drinks a day in sum-
mer; 15 to 25 in winter.

In Austin, Reale runs a café style eatery
and also sees an espresso machine as nec-
essary. “People kind of expect it in an Ital-
ian restaurant.” The demographics of his
area also seem to work in his favor — he
can see two Starbucks shops from his
store windows. Before he offered espresso
drinks, he felt people left his restaurant
and went down the street for coffee and
dessert.

Neighborhood demographics and the
style of your restaurant are important con-
siderations when deciding to add cappuc-
cino to your menu — if your business is
mainly take-out or fast casual catering to
families with children, it may not be for
you. But if your customers tend to linger
over dessert, cappuccino just may be a
natural. ¢

Hilda J. Brucker is an Atlanta freelancer.



