POS SYSTEMS
PRIVATE LABELING

i

FEERUARY 2009 - freshcup.com

(1 [ 3
w i

THE MAGAZINE FOR SPECIALTY COFFEE E:iTE'ﬁ PROFESSED 5:___5|HCJEF'199:

=



44

KISSATEN CULTURE:
& resrgant markal
In Jagpan features no
shortaae of calles
shops, from cheins
to indepandent
toastar-ratailers

han thinking of coffee-drinking nations; Japan isn't

the first countey that comes po mind, Its hot beverages

of cholce are typically thooght to be tea and sake, oven
though according to the Inpernational Coffee Association, over
the last few rears Japan has consistently ranked among the top
four colfee-importing nations in the warld. Caffee Is-huge in
Japan, and getting bigger by the day.

affee shops were frst introduced to"Japan in' the Baijl
period (1868:1912). After nearly 200 yrars of self-impased
izolation, the Land of the Rising Sun jumped headfirst into
the modern world, and .il:.-: hunger for all things Western was
varaclous, Modeled after Buropean cafis; coffeeironses (called kis-
satenlwere all the rage, introducing & novel brew that repredgented
Western elegance, Bach cup of coffer was prépared individu-
ally, often using a siphon system that, at the gime, might have
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& Virginia Sorrells

resembled a coptraption from a mad scientlst's labotacory. After
that, coffes culiire never let up. During post-war reconstruction,
Fiseaten culfure hecame even more modern, and a nosus for JiLsk
music fandom. The shops were conmfortable extensions of the
Wastarn Hving ronm, offering simple sandwiches and fighs meals,
and catering tovan upwardly mobile sociaty looking yet agiin oo
the West for insplration.

Tagan's coffee world changed again on August 2, 1998, when
Starbucks opened its first Japanede store in the Ginea district af
Tolopo, launching & wave of chain-style coffee shops tailored toa
post-kissaten generation. Tully’s and other LS, coffee concerns
have alao becoma nhiguitous. The homeprown Doutor Bxcelsiar
gtant zaw the changing market and responded accordingly, creat:
ing mot ooe bt ove chains that offer different ambiances and
prices o suit a coffee-mad population. [n the contemparary il

a5 well ave numeraus independent cafés and roasters, And the lis:




As Japan's lOVE of coffee grows,
so does the personal touch,

with roast-to-order retailers

anren calture, which had Talles on some hacd times since its hay-
Cdayincthe 19605, is thriving again, benefiting from its decidedly
- retro appeal and s eniguee and dealicious siphon-brewsd coffee, In
an overheated market reminizcent of the davs when coffeshouses
begamn b change the landscape of American coffee consumption,
ned-traditional coffee marzeters in Japan are working hard to
captire and develop new custamars,

Mear every neighborliood train stop in Tokyo, there ars numes-

cas coffee shops and perhaps an independent moaster or twe, not

0 o mention supermarkets and specialty stores that sell pourme:

enffee, The marketin Japan iz a highiy competitive space, but ln 2
countey with more tean 100 million potential coffee drinkers, the
irmptation to maoke a go of £ i2 just as flerce.

One particularly innovative srend staking & claim in Japan
% small-batch custom roascing, Differenl fron the tradition of

micra-raasting in the United States, those retailers oast as listle
a8 100 prams on demand for custoners who warch and wail while
sipping A small cup of complimengary coffee. Independent and
chain custom roasters of this ik seem to'be popping up weekly
in neighborfioods throughout metropelican Tokyo, adding & naw
spin onoan already lively coffee culture,

wide  houle

alleing  down Mori, a

vard  chat

Shinjukoy
links
and office district of Yotsuya to the lively enter

the traditional  commercial

tatnment districe of Shinjuku, one passes o nomber of
coffee places, Just down the street from a Doutor-café on
Shinjuku Dori is a Mociva coffes shop, serving sandwiches and
sweets along with its: 180-van ($1.05) cup of coffes. Mo more

than twa blocks away is an Excelsior, a few doors down from

conlinesd anopage 4G
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Tully's. & funky old second-story café called Hamondo has a
broken and tape-repaived plastic sign proudly advertising the
Japanese cquivalent of MJE

Mext daor to a Starbucks near the Yolsuya-sanchame subaway
skation is a small, brightdy It custom roastery called Midon no
Coffee Mame {which means "green colfee beans”)—Yotsuya, As
befits a no-nonsense business area, it's all clean lnes, with mod-
crn Bland woad furniture and connters, Middle-aged women seem
to be the majority at any piven time. The licte storetront has
a regular flow of customers of all ages roming in for a leisurely
sit-down or to purchase a bag of freshly roasted coffee from the

celection of green beans in cear cylindrical plexiplass bing lining

the wall that leads to the connter.

Ladies' Bland ard tha Mon's Blemd

Clearly reflecting the shop's target market, Inyal customer
Tomoko Hashing, a petite 50-zomeching woman, explains, "Every
day the shop chooses ane kind of colfes they call the coffee of the
day. Thar's what's available for their brewed cobfee. 5o the customer
can omby drink the coffee of the day. And they serve you a small cup
for tasting while your coffee’s being roasted. | like that. I've been
ahle ta try many different kinds of coffee. But [ atill like my coffes
pot g0 bltter, not 5o sour—with a soft taste. Mot boo strong.”

Midari no Coffes Mame offors 21 different regional coffees,
15 EBlends and one or two seasonal blends atb any given tioe
The zhop's regional coffees include Mextco AL, Guatemala SHE
Colombia Supremno, Brazil Santos Mo, 2, Jamaica Bhee Mountains
Mo, 1, Kona Extra Faocy, Papua Mew Guinea A8, Celobos
Kalossi Toraja, Sumatra Mandheling GL, India Flantation A8,
E':I'Ii"_'l.'l]-i:" r..l'ii_-_rhn Harar, Yemen Mocha Matar, |'\:|.‘!'I:|'-\.'I a8 and
Kilimanjaro &4 The shop's hlends, along with various house
and espresse styles, include such novelties as Ladies’ Blend and
Acid Blend. Store manager Yasulka Imahashi describes Ladies'
Blend az “close to American-style coffec” Coffer alicionadas

and amatenrs certatnly kave more chaices here than they doat
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many other coffee shops.

Blus, they ger the added cholcs of having beans roasted what
everway thoy like

Each bin of coffee at Midort no Coffee Mame has an ensy-to-
read coding that describes the taste gualities of sach coffee and
roasting recommendations o bring our Grose desived gualities.
For the uninitiated, thera iz 4 simple chart that has symbols
deseribing four basic tastes to ook for in your colfee: 1 circle for
mild Oriviieka ajike), a diamond for bitter {(nigonike], & triangle for
sour (sousammike) and a square for thick (keku giite, with a nsance
in Japanese meantng “rich” er “heavy bodiad” ), Thoogh Midori ne
Coffee Mame describes its coffer using both English and Japaness,
goune gubtleties can be Jost in translation. Sour, o sousannibe,
includes the sense of something having a bracing or refreshing
actdity. Thick, or koku ajike, offers the nuances of a rich ov heavy
body, And bitcer, or nigamike, comes directly from the feaditional
five tastes that Japan borrewed from ancient China: Blieer, galty,
aout: sweet and spicy. In the West, bitterness is often associated
with the unpalatzhle, whils the Japanese palate tends o be more
accepng of ic in foed and drink.

Posted mear the roaster is yer another chart deseribing the
roasting varialions—usedium, cloy, full-city and esprezso—and a
description of the qualities that cach raast brings to the beans.
Eucl bin of colfes is labelad with dts nane, the coding for rec-
ommended roasting and the qualities expected from cach roast,
Por sxample, the shop's Kona Extra Fancy roasted civy-seyle is
described as delivering a mild tasce with a bic of a sour edge, and
the tull-city freatment delivers a more bicter adges toits still-mild
taste, It's @ simple and vser-friendly system. The same intormation
is available on the company's Web site. Customers also can set up
borme delivery of frashly roasted coffee

However, what does Midor no Catfee Mame dowhen a custom-
ur darmands an esprecen roast for delicats lowland tropical colfiee?
[mahashi, demonstrating & perfect Japanese-style graciousness in
service, says she would “hbrew a cop of coffes in the recommendad
way for the customer to taste, but ultimately do what the customer
wants! Bhe adds, “And even though we offer light raast, we gener-
ally don't recomumend it for ouwr coffeas.”

Midori no Coffee Mame—Yotsuva is less than a year ald. [t
part of a new franchising concept that offers imapge, concapt and
praduct to otherwize independently run operations. FHow it will
ultimately play out is pee unknown: Says Imalasght, “Ae firsg it was
hard to know how customers would react because some people had
never oven seen raw beans. But by serving our coffes, customers
realized, Ol 1 ke that raste” Tasting the brewed colfee, they
gradually started buving beans themselves, At first it was hard,

but alter one year it's gelting better and becler

Shimokitazawa, another style of roast-te-order coffee retailer

In another part of town, the funky and trendy neighborbood of
has made a stand. Yanaka is a small chain, now with 15 shaps,

that bag the same basic concept ag Midort no Coffes bMame, but

with a completely different Iook and style. Inoa neighborhood
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rleh wach fazhionable houtigues, akepe (Japanese st pubs),
traditional food shops, cutting-edge bars and concepl restaurants,
Yanala locks lilke it has been arownd for decades: Apart from the
warm, wooden interior and burlap-lined bins, there's 2 traditional
nores, 2 short curtain that Japanese merchants hang outside their
ghops to dannte what kind of shop it is and, more importantly, to
show that the shop iz open

The concept and design of the Yanaka shops was created by Abe
Architectiere, an anevative firm thar has ics fest in tradicional
buflding methods, rensing and recycling old materials, and nsing

solar power and grean ideas for new structures, This concept fits

well with the shitemashi (old townd aesthetlec modeled on pro-war

o ) Nothing Better

than
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okyer eat's experiencing a contemporary revival after years of
urban destriection in the name of butlding a "medern” Japan,

But despite an toviting retro design, this i a very modern cof-
fee retailer. & fully inteprated and smart marketing concept is tied
topecher with a distincive logo, branded items including coffee
gtft packages, tumblers, bags, sugar packages and firoshiki—a
kind of Japanese wrapping doth—and an easyr-to-wse Web site.

Liké many modern roasters, Yanaka has been building on its

cyher-marleting. In a tiny office upstairs from the Yanaka store in
the bustling business district of Kands, employee Hocikoshi Mikine
introduces herself with a self-effacing chuckle. “T'm in charge of the
[nternet-sales department, [t5 3 department of one.  mostly deal
with individuzl customers for onling sales
of pur coffee,”
__ Starting with Yanaka on the retail front
lines seven years ago, Milkilko got "bumped
upstairs” just over thres years ago, For a
company with a smart Web presence, the
move into online macketing seemed decid-
edly informal. Az she explains, "We didn't
make foo much of an effort at first, but
pnce we really decided o ger going with
e ratail sales on the Internet, it's grown very
i quickly, 1 attribute it to peaple coming to
the shop, buying coffer and then diseow-
ering-that they can ocder it online, They
become regular online buyers. And many
have beon great at spreading the news by
word of moutlh. We do-overnighs delivery
to everywhere in Japan excepl Hokkaldo
and Ckinawa.”

Working in the etail shop and oow with
online sales, Mikiko Tas grown along swith
her customer service skills. °1 find the
whole cxperience interesting,” she says
“I've learned a lot. But 1 also end up dealing
with some people who are quile fossy and
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zomme whe are fuasy and .. very knowledpaable. And that can be
challenging, They say things lile, "This bean vsually has a deeper
faver' or some other specilic comment reparding taste or quality
of the coffrs, You're sometimes dealing with pecple who really
koow their coffee. U5 not so much’ dealing with: complaintes, but
with people whe have a very particular desive when it comes 1o
what they wane from their eoffes,”

Mikike's workspace is @ monument to the peraonalized servics
Yanaka offers. The roaster commands at lease half the zpace in
the cramped office. Frequently, she will download a custom arder
and proceed divectly to the Toaster to process it herself, A private
mesdanger company then picks up the frashly ropsted coffes, usu-
ally sithin an hour or twe afrer the order (=
received. "You have to listen verycarefully
to what the customer is saying, becauge
evuryone has different tastes—in the same
way that vou and 1 can drink the same cugp
af coffer and have 3 very different sense of
how it tazces. And becausze people have dif-
ferent liles and dislikes—some people like
thelr coflee acidic, some peopls like bitter
cotfro=—you: firstly have o try and meet
their needs”

And as to her view of the future of how
Yamaka may survive and chrive in ditficule
econombc times, Mikiko offers simple opti-
miism, "Over the last 10, 1T vears we've been
around, our business losn't shot up anmpway
with hooming sales, [t's been a slow groweh
curve, 4 pradual inerease. [ think thas, if
anytiing, sales might actually condnue to
increase, or ratber, our cansuner base wdll
gontinue to increase steadily. [f the reces-
sion cantinues for some Bme, | think peopls

may prefer oo make thelr coffee at home,

rather than paing out bo Starhucks or other

shops to el down and have a cup of coffee.

Brew Baskel = Urn ==
Sipht Glass = Faucet

SHOG

And the prices at Yanala are, compared to most shops, quite low,
Zo for people who stlll want to get good colfes, but may be looking
clase at what their yen can buy, they can still get qualicy coffee at
our shap”

ven as major. chaing are closing shops worldwide, the
Japaneze thirst for forelgn chain-style colfee mporioms
continues, But these new coffee entreprenours are betting
that in che ssemingly bottomliezs cop that iz the Japanese coffee
market, customers will choose a more personal and cradiclonal
colfee experience, whether sipping a cop at the local kissaten or

sitting at their home computer, W
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