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Abstract 
 

This case study provides a profile of a small privately run coffee shop on the University of 
La Verne campus. The authors’ goal is to investigate the issues and challenges 
surrounding a failing business in the food service industry. Using the data provided, 
students are challenged to assess the strengths and weaknesses of the establishment, 
and craft an actionable marketing strategy to increase short-term sales and long-term 
customer loyalty. The names of the business and some characters involved have been 
changed to protect their identities. 
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UNIVERSITY OF LA VERNE:  

COMPETITION IN THE FOOD SERVICE INDUSTRY 
 
LA VERNE, CALIFORNIA 
 
 Founded in 1887 and incorporated in 1906, the city of La Verne is nestled in the foothills of the San 
Gabriel - Pomona Valleys. Located about 35 miles east of Los Angeles, the city was the center of the 
citrus industry of Southern California until the end of World War II when homes began to replace 
orchards. According to the 2000 census report, the city boasts 31,638 people, 11,070 households, and 
8,346 families. La Verne has maintained its small-town character over its one hundred and twenty year 
history1 [City of La Verne, 2007]. 
 With eight mobile home parks and three large retirement communities, La Verne has a significant 
senior citizen population. In addition, due to an influx of new upscale housing during the past two 
decades, La Verne also enjoys a large clientele of school-age youth. The City provides a full range of 
services including police, fire, water, street planning, parks and community services. La Verne is a well-
balanced residential community, which includes a good mix of commercial and industrial development as 
well as the University of La Verne, an airport and fine public and private schools. 
 
UNIVERSITY OF LA VERNE HISTORY  
 
 Founded in 1891 as Lordsburg College by members of the Church of the Brethren, the University of 
La Verne, ULV, and the surrounding community were renamed La Verne in 1917. A private university, 
ULV has seven satellite campuses in addition to its main campus, located throughout central and 
Southern California, a law school, Business school, graduate university, and two military regional 
campuses2 [University of La Verne, 2007]. The University offers traditional bachelor’s degrees, bachelor’s 
degrees on an accelerated program for adult learners 25 years and older, master’s degrees, online 
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bachelor’s and masters degrees, doctorate degrees, law and business degrees. The University of La 
Verne is an independent, non-profit institution and has no religious affiliation. In addition to a student run 
newspaper, the University runs a campus-wide radio station, KULV at 107.9 FM. 
 
CAFÉ X HISTORY 
 
 Established in the 1980’s the University of La Verne coffee shop has experienced its share of growing 
pains. Under the name Café X the ULV coffee shop enjoyed great success in its first location, the Sports 
Science & Athletics Pavilion located in the southwestern corner of campus. In this former student center, 
Café X made a small but well patronized presence with a single mobile cart from which students could 
buy coffee, soft drinks and small pastries. In April of 2005, following a decision by the University to 
completely rebuild a new Science & Athletics building, Café X was semi-permanently relocated to the 
Davenport Dinning Hall. 
 Following marked success in this new location and spurred on by the management’s efforts to 
expand the business, Café X found a larger retail space this time adjacent to the ULV Bookstore located 
on the outskirts of the main campus. A privately owned café had recently vacated the site and 
management saw this as an opportunity to develop Café X into a contemporary lounge including several 
indoor and outdoor sitting areas, and a coffee bar. Its new location at the University bookstore would 
mimic other successful pairings between coffee houses and bookstores as proven by couplings of such 
national companies as Starbucks® and Barnes & Noble Booksellers, Inc. Although the Café’s new 
location would place it on the outskirts of campus, the hope of management was that the location’s 
difficulty could be overcome with a revamped menu and marketing strategy. To revitalize the Café’s 
menu, fresh salads and sandwiches were introduced, in addition to the launch of several sales 
promotions and loyalty programs, and finally the introduction of the Freshëns brand.  
 The Freshëns Company is a franchise comprised of a family of confection brands including frozen 
yogurt – Freshëns Frozen Treats, ice cream – Freshëns Farms Ice Creamery, smoothies – Freshëns 
Smoothie Company, and pretzels – Freshëns Pretzel Logic.  Each brand is licensed with its own unique 
product design and recommended marketing strategy that includes posters and sandwich boards 
designed by the Freshëns Company. Freshëns Brand products, however, are not well known to the ULV 
community, who are more familiar with larger national smoothie brands. Despite its limited brand equity, 
the Café’s management chose to purchase the Freshëns Smoothie Company franchise as well as several 
posters and sandwich boards. Freshëns Smoothies are custom blended with fat free dairy, and low 
calorie options. Each smoothie is vitamin fortified and Kosher certified and can be customized with 
nutritional boosters and supplements. 
 Although Café X saw great retail success during high traffic periods when students frequented the 
bookstore at the beginning of each term, off-peak periods ran high and Café X was not as successful at 
drawing customers as hoped. In the spring of 2007 the decision was made to move Café X back to 
central campus and restructure it as a smoothie bar located inside the Davenport Dining Hall (APPENDIX 
A:  University of La Verne Main Campus Map). 
 
CHAPMAN FOOD SERVICES, INC. 
 
 Chapman Food Services, Inc. is a publicly traded multinational corporation and one of the largest 
food services and facilities management companies in the world3 [Wikipedia, 2007]. Founded in the late 
1960s, Chapman Food Services has operations in seventy-six countries worldwide in schools, 
universities, and hotels. Chapman Food Services won a bid in the early 1980s to operate all food service 
and management facilities on the University of La Verne campus. Contracts with international food and 
beverage companies including Frito-Lay and Coca-Cola allow for the procurement of food products, 
which keeps prices low for end-customers. With a large presence in the San Gabriel-Pomona Valleys, 
Chapman Food Services has an expansive support staff of chefs at the Café’s disposal in addition to a 
solid labor management team to assist in keeping Café X compliant with food service regulations on the 
regional and national levels.  
 For the last five years Chef Nick Williams has served as the General Manager of Chapman Food 
Services, Inc. at the University of La Verne. Chef Williams has worked in the food service industry for 
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twenty-five years, having worked in higher education for the last fifteen years. Since the Café’s opening, 
Chef Williams has selected its menu offerings from a list of Chapman Food Services product offerings.   
 
DAVENPORT DINING HALL & CAFÉ X 
 
 The Davenport Dining Hall is the only on-campus food facility serving students, teachers and other 
staff members. Davenport consists of one commercial grill kiosk where items like hamburgers and 
hotdogs are offered, one stand-alone salad kiosk where customers can build their own salads, several 
coffee carafes, and one snack bar where single serving items like cereals, fresh milk, small bags of chips, 
and candy bars are displayed. Davenport Dining Hall is an all-you-can-eat food service facility where 
patrons pay one flat-rate fee to eat as much as they like for as long as they are inside the dining facility. 
(FIGURE 1: DAVENPORT DINING HALL PRICES). 
 
 Café X is located inside the same building which houses the Davenport Dining Hall. As a result most 
students are unaware that Café X is a separate entity within the Dining Hall facility. Café X does not 
operate under the all-you-can-eat structure, rather individually pricing its food and drink items. This has 
resulted in confusion on the part of both customers and service staff when determining cost. A small 
number of students have used this confusion to defraud Café X by eating items from its menu without 
paying the additional charge. Customers that presently patronize Café X are also customers of the 
Davenport Dining Hall. These customers, mostly undergraduate students, frequently patronize the 
Freshëns bar at lunch and dinner times. While Café X has become popular with this Undergraduate 
demographic, it is still not reaching its adult market. The central problem Café X faces to reach this adult 
market is closely linked to its new location. Being located inside the Davenport Dining Hall limits Café X to 
the Dining Hall’s hours of operation. Although Davenport has recently extended its hours from 6:00pm to 
7:00pm, evening classes taken by adult students often do not begin until 6:00pm. By the time these 
classes take a mid-lecture break, around 8:00pm, Davenport has closed for the day. The expensive 
overhead cost required to keep the Davenport Dining Hall open even one more hour during the course of 
the day, five days per week, is keeping Café X in a cycle of financial loss and limiting expansion 
opportunities. In terms of reaching the adult market, the Café’s current location, tethered to the Davenport 
Dining Hall is preventing it from turning the corner to become a thriving business. In addition to 
restrictions associated with the Dining Hall’s hours of operation, Café X is operating with a limited staff. 
Due to its financial constraints, Café X downsized its staff from three full-time and three part-time 
employees to four part-time employees only. Additionally, students have found that the Café’s current 
staff is not knowledgeable about the nutritional value and variety of its food products.  
 
CONSUMER PROFILE & DEMOGRAPHICS 
  
 The student population represented on the University of La Verne main campus can be divided into 
three identifiable consumer groups: 

Undergraduate Students 
Graduate Students 
Campus Accelerated Program for Adults (C.A.P.A.) Students 
(FIGURE 2: UNIVERSITY OF LA VERNE MAIN CAMPUS DEMOGRAPHICS). 

 
Undergraduate Students 
 Undergraduate students range in age from 18 to 22 years. The majority of these students are campus 
residents. On average, undergraduate students attend classes five days per week with each course 
meeting up to three days per week for one hour per session. 
 
Graduate & C.A.P.A. Students 
 Graduate and C.A.P.A. students range in age from 23 to 60 years. The graduate and C.A.P.A. 
programs are geared towards commuting working professionals and parents. C.A.P.A. students take 
traditional daytime courses, while graduate students have classes exclusively in the evenings. Typically, 
students attend classes two to three days per week with each course meeting once per week for four 
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hours per session. Evening class hours run from 6:00pm to 9:50pm, Monday through Friday, with a mid-
lecture break between 8:00pm and 8:30pm.  
 Although graduate and C.A.P.A. students comprise the majority of enrollment at the University of La 
Verne’s main campus, there are only four buildings that accommodate their classes. Most graduate 
students take courses exclusively in the Landis Academic Center, the Student Resource Center, and 
Miller Hall, while C.A.P.A. students take most classes in the Hoover Building. As a result, graduate and 
C.A.P.A. students can generally be found in Sneaky Park, and the Davenport Dining Hall patio, located 
just in front of Davenport Dining Hall, before classes begin at 6:00pm, after classes close at 9:50pm and 
during mid-lecture breaks from 8:00pm to 8:30pm.  
 
UNIVERSITY OF LA VERNE SOCIAL TRENDS 
 
Spending Habits 
 The University of La Verne offers its undergraduate students a meal plan in the form of a 
discretionary account that can be used at various campus locations. Students can spend these so-called 
“Leo Dollars” using their school-issued photo identification cards as they would a traditional credit card. 
Leo Dollars are already budgeted into each student’s yearly tuition expense and can be replenished with 
cash throughout the year. Both the Davenport Dinning Hall and Café X accept Leo Dollars. Neither 
Davenport nor Café X offer discounts for using Leo dollars as opposed to using cash. 
 
International Influence  
 While many domestic racial and ethnic groups are represented on the ULV campus, recent years 
have seen a large influx of international students coming from Europe, Africa, Asia, and Latin America 
with a majority of students coming from China, Taiwan and Thailand. International students are 
represented in both the Undergraduate and Graduate consumer groups.  
 With a new group of foreign consumers comes the responsibility of businesses to market to their 
unique tastes and preferences. While some local restaurants, like Aoki Japanese Restaurant, are 
reaching this new consumer group with international food offerings, Café X has not yet modified its menu 
to accommodate the unique tastes of its international customers. With the shift in student demographics, 
Café is losing many of its customers to local businesses that are within walking distance of the campus 
(APPENDIX B:  International Student Demographics). 
 
TECHNOLOGY, COMMUNICATION & ADVERTISING 
 
 To facilitate the running of its overall operations, Café X has purchased several pieces of equipment 
including basic Point-of-Sale4 software and a computerized cash register, as well as the official Freshëns 
Smoothie kiosk [Wikipedia, 2007]. This kiosk is comprised of a smoothie bar that houses a selection of 
frozen fruits, two commercial blenders and a preparation area organized in an assembly-line fashion. 
 Today’s Point-of-Sale (P.O.S.) systems are working to enhance efficiency and increase productivity. 
With the proper programming these systems can computerize nearly every level of customer service and 
internal and external communication. The Café’s single touch-screen register can also assist in the 
promotion and redemption of coupons and other discount services. With adapted internet-based 
capabilities, the Café’s P.O.S. systems could also be used internally to support their electronic business 
strategies. With its intranet and extranet capabilities, the Café’s P.O.S. system would allow for faster and 
easier communication among themselves, their suppliers and partners. However, this technology has not 
yet been fully adopted into the day-to-day operations.  
 Café X has also attempted to make a presence on the University of La Verne website. However, 
information pertaining to Café X in particular is very difficult to visually locate on the site. In addition the 
Café’s information is on the same site page as the Davenport Dining Hall information, contributing to the 
confusion that the two businesses are one in the same. Though limited, some use is being made of the 
website. The Café’s hours of operation as well as coupons and promotions are offered on a weekly basis. 
Management, however, has had trouble attracting traffic to the website.  
 While there exists a great potential for an expansive marketing campaign, at this time the Café is 
making limited use of it. Virtually no print media exists highlighting the Café’s presence on campus. 
Unfortunately, the only places to see the Freshëns promotional posters are at the doorway to the 
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Davenport Dining Hall, or inside the cafeteria itself. There is no signage that directs customers from other 
areas of campus to the new location. Moreover, there is no signage to differentiate the Café from the 
Davenport Dining Hall. 
 At present, Café X offers a loyalty campaign called “Frequent Flier Cards” which offer the customer 
one free 20 oz smoothie or coffee after the purchase of seven like-items. Customers keep a record of 
purchases on a small punch card that is marked at the time of each purchase. Unfortunately, since many 
students lose these flimsy cards, only a small number of customers participate in this offer. (APPENDIX 
C: Café X equipment list). 
 
COMPETITIVE ANALYSIS 
 
 In comparing Café X’s products and services to its competitors in the market, four direct competitors 
rise to the surface: Podge’s Claremont & La Verne Juice Co., Circle K Convenience Store, Coffeeberry 
Coffee Roasters, and Aoki Japanese Restaurant. These retailers are within walking distance of the ULV 
campus (APPENDIX D: detailed profile of each restaurant. 
 
MEETING WITH THE CONSULTANT 
 
 Recently Chef Williams met a marketing consultant in an attempt to resolve some of the Café’s 
challenges. Although immediately following the marketing efforts of the private consultant, Café X 
experienced a steady increase in profits over a four-week period following the University’s spring break 
vacation, Café X has seen slumping sales again in its fifth and sixth week. With limited customer retention 
efforts being made, it has become apparent that the Café needs to invest in a long-term concentrated 
marketing and re-branding campaign. Efforts need to be made to build loyalty in the Undergraduate 
campus residents and penetrate the expansive Graduate and C.A.P.A. student market on campus as 
well. (FIGURE 3: CAFÉ X & COMPETITOR LIKE-ITEM COMPARISON). 
 
CASE USE 
 

This case works best in a Principles of Marketing course or any course designed to offer an 
introduction to marketing. This case works well as an exercise in utilizing the tools necessary for a proper 
understanding of strategic planning. The case calls for the in-depth analysis of the marketing mix, the 
usage of SWOT analyses, environmental scanning, organizational growth strategies, consumer 
perception and target marketing. This case can be used as an ongoing project at the beginning of the 
course, or towards the end as a course review project. 

The case is an excellent discussion scenario for a Marketing Strategy course. Café X has had a 
tumultuous history and is a good example of a company in need of marketing strategy reinvention. 
Although the case does offer some hard data in the form of like-item price comparisons etc., in depth 
quantitative analysis may not be necessary to effectively work through the scenario.  
 
CASE/TEACHING OBJECTIVES 
• Apply marketing strategy tools and models to organize and interpret a particular business scenario. 

Namely, the case calls for SWOT analyses, organizational growth strategies, analyses of the 
marketing mix and target marketing.  

• Illustrate the need for environmental scanning and consumer profiling when devising a 
comprehensive market strategy. 

• Illustrate the need for continuous development and assessment of the marketing strategy to reflect 
the changing customer base. 

 
DISCUSSION QUESTIONS AND TOPICS 
 
1. How has Café X segmented the market? How can Café X increase awareness and build customer 

loyalty? 
2. Create a perceptual map to sort local restaurant competitors. Where is Café X positioned? 
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3. How are product offerings at Davenport different from Café X?  Do Café X’s prices convey value? 
What features are they emphasizing?  Why? 

4. Discuss and analyze Café X’s current location. Evaluate the advantages and disadvantages. How 
can these disadvantages be overcome using an effective market strategy? 

5. Conduct a SWOT analysis on Café X. 
6. Use the organizational growth strategy model to recommend marketing strategies that Café X can 

use to grow a more profitable operation.  
7. Create a list of marketing goals and improvements for Café X.  
8. Should Café X close its doors or do you believe that an effective marketing strategy is enough to turn 

the failing business around?  Define the strengths and weaknesses of either option. 
 

CONCLUDING COMMENTS 
 
Specific decisions the management at Café X made and their impact are unknown. Café X, as an 
independent entity, temporarily closed its doors in June of 2007 in anticipation of the construction of a 
new Student Center on the University of La Verne campus. Construction of the Student Center began in 
September of 2007 and is set to continue into the 2009 academic school year. Whether Café X will 
reopen its doors at that time is unknown.  Prior to that time, the questions suggested by this case study 
should be addressed so that the strategies, organizational issues, implementation plans, and resources 
make the business plan a successful reality.  

 
 

APPENDIX A 
UNIVERSITY OF LA VERNE MAIN CAMPUS MAP 5

[University of La Verne, 2006] 
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APPENDIX B  

UNIVERSITY OF LA VERNE INTERNATIONAL STUDENT DEMOGRAPHIC 6  
[University of La Verne, 2007] 

 
Spring 2007 University of La Verne 

Total number of international students 265 
By Gender 

Male 124 
Female 141 

Countries with the largest representation of students  
Taiwan 144 
Thailand 52 
Japan 18 
China 10 
Other 10 
Indonesia 7 
Canada 6 
Albania 4 
Hong Kong 3 
Greece 3 
Vietnam 3 
Philippines 3 
Ethiopia 2 
India 2 
Russia 2 
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APPENDIX C  
EQUIPMENT LIST FOR CAFÉ X 7  

[University of La Verne, 2006] 
 

    Unit Cost Total 
  SMOOTHIE EQUIPMENT:   

1 
48" SMOÖTHIE COMPANY CUSTOM 
MERCHANDISING DISPLAY $2,113.72 $2,113.72 

1 
ATLAS WCMD-C-3-FY REFRIGERATED 
COLD PAN (Freshens Spec) $1,949.15 $1,949.15 

2 
HAMILTON BEACH TEMPEST BLENDER 
(91555) $398.30 $796.60 

4 
EXTRA 32 oz. plastic pitchers for HAMILTON 
BEACH BLENDER $73.41 $293.64 

1 SMOOTHIE IDENTITY SIGN $518.13 $518.13 
1 ICE CHEST  EXISTING 
1 SMOOTHIE SMALLWARES PACKAGE $293.94 $293.94 
1 METRX MERCHANDISER DISPLAY $168.90 $168.90 
1 ADJUSTABLE LID & CUP ORGANIZER $126.97 $126.97 
1 RINSE SINK WITH DRAINBOARD  EXISTING 

1 
BLEND TEC BLENDER WASHER (Freshens 
Spec) $299.79 $299.79 

1 
SMOÖTHIE CUPS PHOTO BOARD (w/ insert 
26"w x 42" h) $667.52 $667.52 

2 
SMOÖTHIE MENU BOARD (w/ insert and 
pricing digits 26"w x 42" h) $664.57 $1,329.14 

1 
FRESHENS SMOOTHIE COMPANY 3-D 
(foam) SIGN (36" w x 18" h) $527.46 $527.46 

  SUBTOTAL  $9,084.96 
  ESTIMATED FREIGHT & HANDLING  $814.74 
  TOTAL  $9,899.70 
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APPENDIX D  

COMPETITOR PROFILE 
 

 
 

 
Podge’s Claremont & La Verne Juice Co. 

2313 D. Street La Verne, CA 91750  
 
Hours of Operation:   
Monday through Saturday 8:30am to 6:30/7:00pm;  
Sunday 10am to 3:00pm 

 
Coffeeberry 

2232 D. Street La Verne, CA 91750 
 
Hours of Operation:   
Monday through Friday 7:00am to 8:30pm; Saturday 
8:00am to 8:00pm; Sunday closed. 

 
Market Shares:    

 
Market Shares:   
Seeing most of its daily traffic from 5:45pm to 6:30pm, 
during class breaks, and again from 7:45pm to 
8:15pm, serving mostly Graduate students at that time, 
Coffeeberry is able to capture both daytime and 
evening students. 

Among the leaders in the regional market in terms of 
daily patronage. Its daily peek sales occur from 
11:00am to 3:00pm, Monday through Friday serving the 
lunch crowd. 
 
Target Market:    

Target Market:  All La Verne day students including Graduate and 
Undergraduate students; C.A.P.A. students; Local 
residents; Local professionals. Fun and brightly colored 
décor speak to their target market. 

All La Verne day students including Graduate and 
Undergraduate students; C.A.P.A. students; Local 
residents; Local professionals. 

  
Product Strategies:  Product Strategies: 
This upscale coffee shop offers a broad product line 
with gourmet coffee and specialty drinks as well as 
hand-churned ice cream, pastries, fresh fruit, salad, 
and gourmet sandwiches. Coffeeberry does not 
engage in any advertising. 

They specialize in the basics by offering a wide variety 
of customizable food and drink items as well as organic 
items. 45 different smoothie flavors; Soft drinks; 
Pastries, Fresh fruit; Energy bars; Candy; Hot and cold 
gourmet sandwiches; Soup; Salads made upon request. 
Additionally La Verne students are given a $.50 
discount on smoothies when they show their school 
identification card. 
 
Additional:   
With a large restaurant style retail space patrons will 
find a quiet atmosphere, large flat screen television and 
wireless Internet capabilities.  
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Circle K #3106 

2210 D. Street La Verne, CA 91750 
 
Hours of Operation: Open 24 hours a day.  
 
Market Shares:   
This establishment is leading in the regional market. 
Their busiest morning hours are from 7:00am to 
10:00am. The afternoon/early evening rush occurs from 
5:30pm to 6:00pm. Evening patronage peeks from 
7:30pm to 9:00pm. They maintain a steady flow of 
customers throughout the day.  
 
Target Market:  
All La Verne day students including Graduate and 
Undergraduate students; C.A.P.A. students; Local 
residents; Local professionals. 
 
Product Strategies:  
This convenience store offers a wide variety of products 
ranging from pre-made salads and sandwiches, chips, 
candy, soft drinks, alcohol, coffee, tobacco products, 
magazines, and household items. They stock brands 
including Coca-Cola, PepsiCo, and Frito-Lay. Circle K 
frequently runs Buy 1 Get 1 Free promotions. 

 
Aoki Japanese Restaurant 

2307 D Street La Verne, CA 91750 
 
Hours of Operation:   
Monday through Saturday 11:00am to 2:30pm - lunch  
& 4:30 to 9pm – dinner; Sunday closed. 
 
Market Shares:  
Aoki’s peek customer hours occur during the lunch 
period, Monday through Friday. Aoki serves mostly 
local professionals and Graduate students during 
lunch and dinner times 
 
Target Market:  
All La Verne day and evening students; C.A.P.A. 
students; Local professionals; Local residents. 
 
Product Strategies:  

 

This Japanese restaurant attracts a large portion of 
international students by catering to their unique 
tastes. 

 
FIGURE 1 

DAVENPORT DINING HALL PRICES 8

[University of La Verne, 2007] 
 
     $4.99 - 7:00am to 11:00am 
     $5.99 - 11:00am to 5:00pm 
     $6.99 - 5:00pm to 7:00pm 

 
FIGURE 2 

UNIVERSITY OF LA VERNE MAIN CAMPUS DEMOGRAPHICS 9

[University of La Verne, 2006] 
 
  Traditional-age Undergraduate students  
  Enrollment: 1,396; 63% female, 37% male 
  Diversity: 53% of students have declared themselves as either African  

American, Asian American, Native American, and/or Latino/a 
  First-generation Students: 38% (first in immediate family to attend  

college) 
  Most popular declared majors: Business Administration, Liberal  

Studies, Psychology, Criminology 
 
  Graduate & C.A.P.A students 
  Enrollment: 2,315; 77% female, 33% male 

Most popular declared majors:  Business Administration, Business Information 
Technology, Leadership & Management Gerontology, Public Administration 
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Café X Products & Pricing 
 

FIGURE 3 
CAFÉ X & COMPETITOR LIKE-ITEM COMPARISON 
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Cold Beverages      
20 ounce 
fountain   1.00  1.29 0.99
32 ounce 
fountain 1.50   1.39 1.29
Bottled Water 1.00 1.00  1.09 0.99
Bottled 
Soda/Juice 1.50 1.50 1.79 1.49 1.49
Hot Beverage      
12 oz Coffee 1.25 1.25   0.99
16 oz Coffee  1.55  0.99 1.19
20 oz Coffee  1.85  1.1 1.39
16 oz 
Cappuccino  2.20  1.29 1.99
20 oz 
Cappuccino  2.50  1.39 2.39
16 oz Café 
Mocha  3.15  1.29 1.99
20 oz Café 
Mocha  3.50  1.39 2.39
16 oz Latte  2.80  1.29 1.99
20 oz Latte  3.20  1.39 2.39
Espresso (single 
shot)  1.20   1.19
Espresso (dble 
shot)  1.50   1.49
16 oz Hot Cocoa  1.25 2.80  0.99 0.99
20 oz Hot Cocoa  3.20  1.10 1.29
Hot Tea 1.25 1.30 1.59  0.99
 
Sandwiches      
Grilled Vegetable 
Baguette 6.50 4.35   3.49
Turkey Club 
Sandwich 6.50 5.25  3.29 3.29
Tuna on French 
Roll 6.50 5.35   2.99
Deli Sandwich on 
French Roll 6.50 5.25   2.99
Chicken 
Sandwich on 
French Roll  6.50 5.35   3.49
1/2 Sandwich 
with Salad 6.75 4.25    

 
 
 
Salads & Side 
orders      
Chicken Caesar 
Salad 6.50    3.99
Greek Salad 6.50    3.49
Chef's Salad 6.50    3.49
Garden Salad 4.00 2.00   1.99
Spicy Tuna Salad   9.50   
Tofu Salad   6.50   
12 oz Fresh Fruit 
Cup  2.00    
Soup   7.50  2.49
Edamame   3.50   
Shrimp Tempura   6.95   
Chicken 
Dumplings   4.95   
Sushi Rolls      
Small Roll   4.50   
Large Roll   5.50   
Special Roll 
(small)   8.95   
Special Roll 
(large)   9.95   
Bakery      
Muffin  1.5  1.49 1.29
Scone  1.85  1.49 1.79
Cookie  1.5  1.49 1.79
Fudge Brownie  1.85  1.49 1.79
Bagel  1.45   1.19
Cereal     1.99
Smoothies      
16 oz      
20 oz 4.25    3.59
32 oz     4.59
Additions 0.50    0.49
Chips      
Chips/Crisps 0.99 0.99  0.99 0.99
Other      

2.49Ice Cream  3.20 2.00 2.39 
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