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Still-growing ¢
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By JoannE FRIEDRICK

xperts in the coffee retailing field are quick to

point out that the category, while booming, still

has room for growth. But as more outlets offer
coffee by the bean, bag and cup, the need increases for a
more focused retailing plan.

Retailers need to tell a story with the coffee stores or
sections, noted Tom Mitchell, founder and president of the
consulting firm Strategic Coflee Concepts. “Increasingly
consumers are looking to identify with a cause or
understand the heritage or background of what they are
consuming,” he explained. “Consumers want a story.”

As customers have moved beyond just regular vs.
gourmet coffee, they are looking for details on what is in
the package or bin of coffee beans and who and what is
beyond that varietal or blend.

Mitchell cited one store that created a wall of shelves
that displayed the coffee with signs attached that gave the
name, description of the coffee and the best use for it, such
as a breakfast pick-me-up or a dessert coffee.

Having such signage, “says we’re serious about coffee,”
said Mitchell.

Other ways to tell the story, said Mitchell, are through
an emphasis on where and how the coffee is grown or how
it is roasted. He said if a coffee retailer is doing their own
roasting, they should be talking about how they do the
roasting and what their roasting philosophy is about.

There is no right or wrong story concept, added
Mitchell. “I don’t detect one story is more interesting
than others. Its just that you want to have something they
(customers) can relate to.”

The only caveat, he said, is to not exclude customers.
While a retailer can't be all things to all people, it also
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doesn't behoove them to be too narrow in their focus, such

as only South American coffees or nothing but decal.

“One of the best avenues for retailers to grow their
premium coffee category is to expand their offering to
include regional roasters, much like a premium wine
department will showcase a great variety of vineyards,”
said Tom Kriegsmann, vice president-national sales for
Copper Moon Coffee in Indianapolis.
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“Unique and convenient packaging always provides
a fresh opportunity to gain consumer interest and
sales,” he explained. Kriegsmann said consumers are
continuing to gravitate toward premium coffee, based
on their experiences with Starbucks and other upscale
coffee houses. _

“At retail, premium offerings continue to grow,” he
said, “and store brands are beginning to rival the taste
profiles of mid-tier premium brands.”

Kriegsmann encouraged retailers to embrace the
“critical segments” of fair trade, organic and varietal
coffees - “because they do represent significant volume
and growth for the future.”

He said point-of-purchase materials, which are
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