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How to create a juicing café
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WE’RE HERE TO SUPPORT YOU:

 Brand supported by 2014 
consumer campaign  

 12 organic lines now available 
in string, tag and envelope for 
optimum freshness and quality

 Excellent margins and 
promotional activity  
throughout the year

 Skilled field sales force  
offering instore activity,  
sampling, training and advice 
across the range.

 Pioneers in the trade since 1920 producing 
highest quality herbal and fruit infusions.

 Ingredients blended by tea experts and 
supported by NIHM. 

 Proud to remain exclusive to the health sector.

Your customers 
deserve the best!
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BUSINESS DEVELOPMENT

Bridges was born in 1996 with a set up 
cost of £100,000 for a 21-year lease. 
It was a challenge to meet the cost 

of ongoing rent, rates and overheads which 
can add up to £60,000 a year – this meant 
we had to maximise our opening hours. 

ROI average is 15% over the years, but 
this !uctuates due to outside factors. We 
have seen an impact on our business when 
there have been road closures, foul weather, 
high parking charges"and rival cafés 
opening nearby."

KEEP IT LOCAL
As all our ingredients are fresh, we use a lot 
of local suppliers, for example Cambridge 
Organic Food Co (cofco.co.uk). Hilary’s is 
another local fruit and veg wholesaler, and 
we are just around the corner from the 
Cambridge fruit and veg"market."

As we are dealing with local suppliers 
daily, we see them face-to-face and have a 
great relationship with them."

We have changed suppliers over the 
years due to changes in customer choices. 
For example, we now serve much more 
coffee than we did 10 years ago, when the 
trend was for tea. Also, our customers are 
much more health conscious and we have a 
higher demand for organic, vegetarian and 
gluten-free products."

As we are in a prime Cambridge 
location, we feel it’s important to have a 
good relationship with local businesses. 
There’s a lot going on in this vibrant city, all 
of which we like to promote through social 
media. We are happy to promote other cafés 
in the area too, as we know that people like 
to frequent different eateries depending on 
their taste and pocket. 

We have been involved with Cambridge 
BID, which has been great for helping 
to promote indie businesses. We ran a 
competition throughout July that was 
well-received, promoted through Twitter 
and Facebook. 

We do a lot with local interiors company 
Providence, who are very active on Twitter. 
We used their paint for our recent makeover, 
and our decorator thought it went on like 
a dream. The owner mixes her own paints, 
and they make the most amazing cabinets 
and furnishings. We are lucky to have artisan 
indies like these in our area."

NEW AND IMPROVED
This year’s revamp cost around £6000 and 
we are possibly investing another £6000 in 
the next three months. Although our original 
paint job was designed to make the interior 
look fun and fresh, the existing yellow >p38 
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Need to know how to set 
up and run a café with an 
emphasis on health? Meggy 
Yip reveals some key 
business secrets.

Meggy Yip runs Bridges café 
and juice bar, Cambridge, 
with her husband Chan.

 The lease costs of opening a café
 The importance of interior design
 A fresh approach to local marketing
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Rear L-R Assistant manager Cami Ionescu and twin sister Irina (shop supervisor), middle L-R Sydney Spearman (shop 
assistant) and Nora Barsan (kitchen assistant), with owners Chan and Meggy Yip (front).
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Find out more at 9bar.com

Research indicates that consumers are 
increasingly demanding healthier, more natural 
ingredients from their energy bars.

9bar’s unique mix of seeds and natural 
ingredients is a great source of compact natural 
nutrition and energy, fuelling your daily 
marathon whether you’re taking part in 
competitive sport or merely running a busy life.

Every single 9bar is made with a unique blend 

of wholesome seeds like sunfl ower, pumpkin, 
poppy, sesame and hemp.

9bar comes in seven delicious varieties: 
Original, Flax, Nutty, Organic, Peanut, Pumpkin 
and Fruity, all presented in attractive,
well-branded display cases each containing 
16 individual 50 gram bars.

So add fuel to your profi t margin by adding 
9bar to your range today.
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and blue scheme was looking decidedly 
dated and not really in keeping with the old 
style of the building. 

The marketing team we work with, 
Karen Jinks and Mandy Knapp, had already 
worked on other central Cambridge projects 
and we liked the sort of palette they were 
proposing. Now we have a much more 
elegant scheme, in muted heritage colours, 
while the clever use of a lemon slice as the 
logo evokes freshness.

The outside is Providence Paynes Grey, 
specially mixed for us by Kathy Ritchie, the 
owner of Providence. It’s a beautiful grey 
which has a subtle violet undertone, and 
the interior is a magical blend of their Witch 
I and Witch II, another greyish shade which 
changes in the light throughout the day. 

Next we are looking at !ooring and in an 
ideal world, the lighting. Karen and Mandy 
have really made us see things from the 
other side of the counter and look at the 
space with fresh eyes, in a practical way too. 
They are very visual people, and we love the 
changes they have made. 

We have new blackboards to replace the 
serviceable but insipid white boards, and our 
display dishes are white ceramic rather than 
utility stainless steel. They make the food 
look very appetising. 

We also have attractive wicker baskets 
for storage behind the counter so the 
customers aren’t looking at ugly boxes. These 
subtle changes have made a real difference."

THE RESULT
It’s tricky to say whether the revamp has 
directly made a difference, but in July we 
saw an uplift of nine per cent compared to 
July 2013. 

We have been vigorously marketing 
the business and driving more traf#c to our 
newly revamped website (bridgescambridge.
co.uk), so there are lots of factors to take 
into account. Other local businesses we 
speak to saw a summer increase too as it’s 

BUSINESS DEVELOPMENT

Although Chan has always been a juicing 
devotee, our juicing menu began to take 
off when the twins Iri and Cami Ionescu 
got involved. 

The condition of their beloved mum in 
Romania required a change of diet and we 
have been researching, testing and tasting 
raw juices and smoothies for over a year 
with the twins. !

Working with them daily, we became 
more knowledgeable with different types 
of juicing for health. The government has 
recently advised us we should be having 
seven a day, and now people are so much 
better informed about good nutrition. If 
a venue was available, we would even 
consider a separate Bridges bar devoted 
just to juicing.!

We have an extensive juice and 
smoothie menu which we change all the 
time, but often customers will be very 
clear on what they want or need, and ask 

How Romanian twins brought 
juicing to Cambridge

for their own recipe to be made up. We 
encourage this, and it’s exciting to hear 
their ideas for juices.!

We also "nd it as the best way to 
introduce seven-a-day for our own 
children, aged nine and 12. 

We are always looking at new 
ingredients, but these will always be fresh 
natural products. We juice all sorts of 
fruit and veg, and though some are more 
expensive for us to purchase we keep the 
price per juice the same for the customer 
(our range starts from £2.50 to £4.00 for 
takeaway, to drink in add 20%).

BRIDGES JUICING EQUIPMENT
 Orange juice – Zumavol machine
 Blender – Garraways
 Juicer – Robot Coup (a more powerful 

juicer to retain more of nutrients is on 
the cards).

a busy time for Cambridge"with the in!ux 
of"visitors and language students."

Independent Retailer Month 
(independentretailermonth.co.uk) in 
July was great for us with our new 
marketing team liaising with them to run 
a competition and promote it on social 
media. It got all the indies talking and 
supporting each other."

NEXT UP
In addition to the existing bar with stools, 
we are planning to put some tables and 
chairs in the café for the winter months, 
but will be !exible about taking them out 
again for the summer when we have more 
takeaway customers."

We also aim to expand our customer 
base to local health-conscious sectors 
such as gyms, schools and sports 
organisations."On our website catering 
pages (bridgescambridge.co.uk/catering) 
there’s a large range of packages, and we 
are keen to reach out to local corporate 
companies and groups to expand this side 
of the business." 

Now we have Karen and Mandy on 
board, our website news pages will be #lled 
with events and ideas with traf#c driven 
there by social media, and by visits to 
existing and potential clients to promote our 
business." They are helping us to organise 
a launch event to show off our newly 
decorated space and how we can put on an 
amazing spread of fresh delicious food. 

We feel we have a solid platform to 
build on, and just need our marketing team 
to tell everyone about us. And the most 
important thing is that we will have jolly 
good fun doing it!


