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US coffee giant Starbucks opens its first
branch in Italy yesterday, with the
sprawling Milan ‘roastery’ at the avant

garde of an ambitious plan to conquer the spir-
itual home of espresso. The Seattle-based
multinational is taking on a mainstay of Italian
culture: a thick thimbleful of powerful black liq-
uid served at the bar in cafs throughout the
country, six billion times a year, according to
Italian catering federation FIPE. Not surprising
then that Starbucks, which is well-established
elsewhere in Europe, has already delayed its
entry into the Italian market, originally planned
for early 2017. Outspoken former CEO Howard
Schultz-who quit the chain in June amid talk
that he could run for the White House in 2020
— has repeatedly said that the company would
come to Italy with “humility”.

“During my first trip to Milan in 1983, I was
captivated by the sense of community I found
in the city’s espresso bars - the moments of
human connection that passed so freely and
genuinely between baristas and their cus-
tomers,” said Schultz, now chairman emeritus
after masterminding Starbucks worldwide ex-
pansion.  The company hopes that its 2,300-
square-metre (25,000 square foot) Reserve
Roastery-”the most beautiful Starbucks in the
world”-will entice customers in for a new cof-
fee experience.

‘The right moment’ 
Matteo Figura of market researchers NPD

Group said that Starbucks is entering the Ital-
ian market at the right moment. “At the mo-
ment, chains account for only 20 percent of
Italy’s catering trade, the rest are independent
businesses. But chains are expanding rapidly,
more than four percent” a year, he told AFP.

The way that Italians consume coffee has also
changed a lot in recent years. While previously
an espresso was “an opportunity to have an
energy ‘shot’” consumers today increasingly
care more about quality and the experience
they can have.” 

Starbucks will primarily target Millenials
between 18 and 34 years old, said Figura,
adding that the Italian market has room for
both traditional cafs and Starbucks, as they tar-
get different consumers. “Cracking the home
of coffee culture is a tough challenge, with
many Italians deriding the move as ridiculous,”
said Alexandre Loeur, analyst at Euromonitor
International. But “while snobbery might ini-
tially prevail, the younger generations are more
open to the type of specially coffee offered by
the Seattle based brand,” he said. “If we look
at France, another country with a strong coffee
culture, millennial consumers are undoubtedly
responding well to speciality coffees. We can
therefore infer that Starbucks could do well (in
Italy), in the medium to long-term.”

‘Colossus’ 
“It remains to be seen if they’ll get a foothold

in Italy,” said Alessandro Panzarino, who runs
the Cafe Martini, around the corner from the
new Starbucks. He admits to being a little fearful
“of this colossus” and expects there to be an
initial boom in trade at his new neighbor. “Then
we have to see if people get bored after a
while,” he said, and if people are happy to
spend so much, with a traditional Milanese
espresso going for around one euro (one dol-
lar). Simone Dusi, 35, won’t be swayed. “I really
don’t like Starbucks coffee,” he told AFP. “I like
strong coffee (so) absolutely no way to diluted
coffee or variants like Frappuccino!” — AFP

Starbucks finally opens cafe
in Italy, home of espresso

Britain’s Burberry will no longer burn un-
sold luxury goods to protect its brand
after an admission that it destroyed al-

most $40 million worth of stock last year
sparked a furore over waste in the fashion in-
dustry. Burberry also said yesterday it would
no longer use real fur such as mink and racoon,
in another step to improving its social and en-
vironmental credentials which was immediately
welcomed by animal rights campaigners. The
waste revelation in July from Burberry came
only months after the owner of Cartier and
Montblanc admitted to destroying some of
their unsold watches and coincides with grow-
ing public awareness of waste and its environ-
mental impact.

“Modern luxury means being socially and
environmentally responsible,” said CEO Marco
Gobbetti, who is in the process of taking
Burberry, where coats sell for more than 2,500
pounds ($3,234) and handbags are priced at
up to 1,500 pounds, more upmarket. Many re-
tailers have been called out in recent years for
destroying unsold stock, including by slashing
or punching holes in garments before throwing
them out. Richemont, owner of luxury watch
brands, said it bought back unsold stock from
dealers during a recent downturn and recycled
the precious metals and stones that were in the
high-end pieces. Burberry physically de-
stroyed 28.6 million pounds worth of finished
goods in the financial year to April, up from
26.9 million pounds the previous year, includ-
ing 10 million pounds worth of beauty prod-
ucts such as perfume. 

The products are generally those that did
not sell via discount outlets and are more than
five years old. Burberry said it would try to
reuse, repair, donate or recycle its products

while a strategy to make fewer, more targeted
collections should help reduce excess stock. It
is also working with the sustainable luxury
company Elvis & Kresse to transform 120
tonnes of leather offcuts into new products
over the next five years.

Growing awareness
Exane BNP Paribas analyst Luca Solca said

Burberry’s announcement could put pressure
on other luxury names to be more transparent
about how they handle unsold goods. “Con-
cerns about sustainability are slowly but
surely becoming more relevant for luxury
goods consumers,” he said. Some luxury
groups also offer sales to employees and jour-
nalists to limit the amount of unsold stock.
Both Kering , owner of Gucci and Alexander
McQueen, and LVMH , owner of Louis Vuit-
ton, Celine, Christian Dior and Givenchy, de-
clined to comment. In the mass market, major
brands have also struggled to shift stock in a
fast changing environment.

H&M, the world’s second-biggest fashion
retailer after Inditex, has said in the past it
burns stock, but only when it is damaged or,
for example, has high levels of chemicals in it.
At the end of May the Swedish group had $4
billon of unsold stock that it said it hoped to
sell. “Under no circumstances do we destroy
clothes that are safe to use,” a spokeswoman
said. Burberry is following the likes of Ver-
sace, Gucci and the trailblazer for ethical
fashion, Stella McCartney, in removing real fur
from its ranges.  The moves are part of a se-
ries of changes at Burberry where Gobbetti is
pinning his hopes on new designer Riccardo
Tisci to transform the quintessentially British
fashion house. — Reuters

Burberry ends bonfire of the
luxuries after waste outcry

A person looks at a painting by US artist Charles Sheeler called
“Catwalk”.

A person looks at a painting by US artist Georgia O’Keeffe named
“Beauford Delaney”.

A person looks at a catalogue as she walks past the painting by US
modern artist Patrick Henry Bruce called “Still life”.

US artist Jackson Pollock called “Composition with red Strokes”.

US artist Jackson Pollock called “Composition with red Strokes”.

stars of the show is “Chop Suey”, a 1929 painting by Hopper
thought to be his last major work still in private hands, with an
estimate of $70 million.

Hopper has become one of the most popular American artists
for European audiences, with a 2012 showing of his seminal
“Nighthawks” portrait of a late-night diner scene drawing one of
the biggest crowds ever at the Grand Palais in Paris. Pollock’s
“Composition with Red Strokes” (1950), estimated at $50 million,
and Willem de Kooning’s “Woman as Landscape” (1955, $60 mil-
lion), are among the other highlights of the sale. Several works by
O’Keeffe, who was a witness as Ebsworth’s second marriage, ac-
cording to Seatrade Cruise News, will also be sold, including
“Horn and Feathers” from 1937. Along with the three-day showing
at Christie’s gallery in Paris, works will also be displayed in New
York, Hong Kong, London, San Francisco and Los Angeles. —AFP


