
Welkom bij CoreNet 

Global Benelux

Workplace Data: Perception and Realities



Programma

16.00 – 16.30 uur Wat is de waarde van werkomgeving?
Gideon van der Burg, Managing Director Benelux bij Leesman

16.30 – 17.00 uur Workplace realities and perception
Erik Jaspers, Product Strategy & Innovation Officer bij Planon

17.00 – 17.45 uur Office safari – experience Workplace Data

17.45 – 18.15 uur Workplace Data – the link between realities and perception
Gideon van der Burg, Managing Director Benelux bij Leesman & Erik Jaspers, Product 
Strategy & Innovation Officer bij Planon

18.15 – 19.00 uur Netwerken & drinks
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What’s the value of a 
working environment?

Gideon van der Burg
Leesman MD Benelux
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1. Who are Leesman?

2. Cost vs Value 

3. High performing workspaces
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2009 Why is there no standard to 

measure effectiveness of a working 

spaces?
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Annie Leeson and Tim Oldman 

founded Leesman

2010
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Who are Leesman?

- A standardized measure

- Independent 

- No other services 

- Largest global benchmark
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70,000 respondentsFirst 5 years
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125,000 respondentsLast 1,5 years
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Global methodology
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Some of our partners in the Benelux
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How does it work and what does it measure?

1 Design impact
Impact workplace is having on pride, productivity, enjoyment etc

2 Activity analysis
What employees are doing and how well each activity supported

3 Physical features
The physical features needed and how satisfied they are with each

4 Service features
The service features needed and how satisfied they are with each

5 Mobility profile
How mobile are employees inside and beyond their workplace
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How does it work and what does it measure?

1 Design impact
Impact workplace is having on pride, productivity, enjoyment etc

2 Activity analysis
What employees are doing and how well each activity supported

= Leesman Lmi “score”

+

+

33,1 81,7

21

8

3 Physical features
The physical features needed and how satisfied they are with each

25

4 Service features
The service features needed and how satisfied they are with each

25

5 Mobility profile
How mobile are employees inside and beyond their workplace

8
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The design of my 

workplace enables 

me to work 

productively1

1 n = 169,838 Leesman database overall  – 30.06.16

56%



leesmanindex.com 15

56%
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1. Who are Leesman?

2. Cost vs Value 

3. High performing workspaces
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CostUtilisation

Net Efficiency
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CostUtilisation

Effectiveness

Net Efficiency
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6-person 

meeting room
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6-person 

meeting room



leesmanindex.com 21



leesmanindex.com 22



leesmanindex.com 23



leesmanindex.com 24

50%
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Productive?
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100%
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4-person 

meeting rooms
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Costs

Utilisation
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Costs

Utilisation
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Costs

Utilisation
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What does this look like in practice?
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1. Who are Leesman?

2. Cost vs Value 

3. High performing workspaces
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The design of my 

workplace enables 

me to work 

productively

Client A  Lmi 33.1 Client B Lmi 81.7
0
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77% agree

15% agree
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High performing workspaces
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+

How do Leesman+ organisations differentiate?

• Recognition and acknowledgement 
programme for those workplaces 
achieving outstanding (Lmi 70+) 
effectiveness scores.

• Has focused new research initiative 
on understanding common 
attributes and features of the 
highest performance workspaces.
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Informal un-planned 

meetings

Average 63%

+19%
Leesman+ 82%

Planned meetings

Average 78%

+3%
Leesman+ 81%

Where the best environments win?
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Thinking / creative 

thinking

Average 52%

+17%
Leesman+ 69%

Individual focused

work desk based

Average 77%

+8%
Leesman+ 85%

Where the best environments win?



leesmanindex.com 42

Relaxing taking a 

break

Average 62%

+19%
Leesman+ 81%

Video conferencing

Average 56%

+20%
Leesman+ 76%

Where the best environments win?
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Variety of different 

types of workspace

Average 29%

+32%
Leesman+ 61%

Atriums & communal 

areas

Average 43%

+37%
Leesman+ 80%

Where the best environments win?
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1. Net internal area

2. Number of floors NIA distributed across

3. Sole occupier / mixed

4. Resident / assigned headcount /population

5. Proportion of allocated /unallocated desks

6. Proportion of solo / shared offices

7. Number of enclosed meeting rooms / sizes

8. Number of other meeting spaces

9. Environmental certification (LEED / BREEAM etc.)

10. Nature of catering / refreshment / coffee offer

11. Presence of atrium / communal space

12. Ease of access to outside spaces

13. Proximity to external retail / leisure facilities

14. FM service delivery strategy (in-house or outsourced)

15. Onsite leisure / wellness provision

Project Henley | exiting new research project
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Leesman Ltd
Henry Wood House
Langham Place
London W1A 1AA
t. 020 3239 5980

Leesman Benelux
Spaces Zuid-As 
Barbara Strozzilaan 101-201 
Amsterdam
t. +31 6 54 66 33 64
e. gideon.vanderburg@leesmanindex.com

+
Online workplace forums 

were alight recently with 

discussion about an article in 

the U K’s G uardian O nline 

newspaper that asked, “Is  

this the end of the office as  

we know it?” Apparently, 46% 

of U K workers find their local 

coffee shop a more productive 

environment than their office.

However, the footnote 

to the article revealed the 

journalistic equivalent of 

bubble-wrap: “Content on 

this page is paid for and 

produced to a brief agreed 

with O2 Business.” 

It is yet another article 

rallying knowledge workers to 

break from the shackles of their 

ineffective offices, authored by 

the mobile communications 

giants who stand to gain most 

from swathes of mobile tech 

users becoming reliant on 

(addicted to) super-fast  

mobile networks.

T he paid-for content was 

based on “a survey of 10,000 

workers” and was conducted 

by Telefonica’s O2. Few 

details are available about 

the questions that were asked 

but the resultant findings 

“revealed that more than 

half of respondents thought 

technological breakthroughs 

will t ransform the way we 

work over the next five to  

10 years.” No s**t Sherlock!

T his was hot on the heels  

of another study conducted by 

Virgin Media, one of the U K’s 

largest providers of domestic 

broadband connections, 

which concluded “T he U K 

economy could receive a £ 1.7 

billion boost if employees are 

given the option to carry out 

their work from where they 

see fit.” T hey of course mean 

from home – using an internet 

connection provided by them!

T hey appear to have 

drawn this figure from a 

Confederation of British 

Industry report that states  

that £ 17 billion is lost every  

year through absenteeism.  

It is unclear whether the  

“£ 1.7 billion boost” is calculated 

from 10% of those absent 

employees suddenly feeling 

well enough to contribute from 

their sickbeds because they 

have blisteringly fast fibre optic 

internet connectivity, or whether 

it is their office-based healthy 

co-workers picking up the  

slack by adding hours when 

they get home or using their 

mobile tech while en route.

O2 and Virgin Media are 

not alone - M icrosoft has a 

Chief Envisioning Officer, BT  

a futurologist and Vodafone a 

workplace strategy consultancy 

service - and much of what  

they propose is beneficial. 

T he ‘evidence’ would be  

so much more compelling if  

it focused on the core issue.

If indeed employees are 

retreating to cafés en masse, 

it surely says more about the 

quality of the workplace they 

are escaping from, than it does 

of a technology or caffeine 

fuelled yearning for greater 

concentration.

Rather than pitching mobile 

technologies and coffee at us, 

perhaps the communications 

giants could focus their PR 

based “research” activities 

on raising the debate about 

the design quality of office 

environments: just 54% of the 

70,000 employees Leesman 

has asked, report that the 

design of their space enables 

them to work productively!

T here is little doubt that  

for some employees struggling 

with low enclosure offices, the 

opportunity to escape for the 

sanctuary of home is a lifeline. 

Across Leesman’s 70,000 

research respondents, 33% 

indicate that they work from 

home at least occasionally 

and 17% work from home 

more than one day per 

week, but 44% of those 

homeworkers say they have  

no dedicated space or room  

to work from when at home.

Clearly improvements in 

technological connectivity 

allow these respondents to 

contribute and be productive, 

but to what extent can they 

really be ‘connected’? Is it 

possible to create a socially 

cohesive ‘unit’ working 

towards a common goal if  

the team members are not  

in the same physical space?

T here may be a small 

number of roles and 

personality types for whom 

isolation is beneficial, but our 

data tells us that whilst for 

some, concentrated activities 

may be better supported by 

the solitude of home, almost 

all collaborative activities, 

including ‘learning from 

others’, are hampered by it.

For H R professionals the 

management of remote teams 

produces bigger issues. With 

a growing awareness of the 

impact of social isolation on 

clinical depression, we have 

to question whether it is really 

possible to have any sense of 

employees’ physical or mental 

wellness when they are not in 

the office. 

Our data leaves us in 

no doubt that the most 

productive workplaces are 

those that have the best 

“social infrastructures,” not 

the best patronage of local 

coffee shops. Looks like that 

makes property an H R issue. 

Journalists’ doomsday predictions of ‘the death of the office’ abound. But can HR professionals cut 

through the lazy reporting and help shape a better understanding of the impact of place on people?

Stephen Haynes and Colin Bullen 

Opposing opinion pieces discussing 

whether wellness campaigns can 

deliver real value to organisat ions and 

individuals. Has wellness failed? Pages 2/3

Jonny Gifford and Peter Cheese 

The human imprint in workplace 

design – the need to develop 

collaborat ion between professional 

disciplines. Page 9

Peggie Rothe

Leesman’s newest recruit , f resh f rom her 

PhD workplace research, examines the r isk 

of not seeing change f rom an employee’s 

perspect ive. Page 10

Issue 15  |  2014 Q3

leesmanindex.com

Data reported 30.09.2014 

 Leesman Lmi 

59.8
Lmi 58.0 pre-occupancy

Lmi 67.6 post-occupancy

tim.oldman@leesmanindex.com

This issue: Human Resource Special. Looking at wellness programs, the change process and a case study of Nordea.

69,504 respondents

2.3 million sq m surveyed

579 propert ies

63%  av response rate

11 min av response t ime

Our performance

54.3%   

The design of my workplace  

enables me to work productively

48.7%   

My offi ce is a place I’m proud  

to bring visitors to

Economic indicators

Top 5 Act ivit ies, Features and 

Facil it ies by importance, with 

satisfaction /  support rankings.

Activities: 

Individual focused work, 

desk based  

78%

Planned meet ings  
76%

Telephone conversat ions  66%

Informal, unplanned meetings  63%

Collaborating on focused work  73%

Features:

Desk  

72%

Chair  

68%

Comput ing equipment  
66%

Telephone equipment  
68%

Print ing /  copying /   

scanning equipment  
63%

Facilities:

Tea, coffee and other  

refreshment facilit ies  
65%

General cleanliness  
58%

Washroom facilities /  showers  46%  

Restaurant /  canteen  
48%

General t idiness  
55%

See more on pages 6-7...

Data rise and fall
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A briefing on global workplace strategy, management, satisfaction & effectiveness

Delivering insights that drive bet ter strategies

‘If indeed employees are retreating to cafés  

en masse, it surely says more about the quality 

of the workplace they are escaping from,  

than it does of a technology or caffeine fuelled 

yearning for greater concentration. ’

Top 5 coffee producers

1. Brazil

2. Vietnam

3. Columbia

4. Indonesia

5. Ethiopia

The Bean Belt

All the world’s coffee grows here:

Top 5 coffee consumers

1. United States

2. Germany

3. Italy

4. Japan

5. France

Britain’s
 coffee shop market by share

In 2013 the total UK coffee shop market was est imated 

at 16,501 outlets with a £6.2 billion total turnover. 

The branded coffee chain segment recorded £2.6 billion 

turnover across 5,531 outlets. Af ter 15 years of 

considerable growth, the coffee shop sector cont inues 

to be one of the most successful in the UK economy.

UK’s top 3 branded chain outlet share in 2013

Costa Coffee (1,670 outlets)

Starbucks Coffee Company (790)

Caffè Nero (560)

Sources: Allegra Strategies UK, Brit ish Coffee Associat ion, Mintel Coffee UK  

Amount of caffeine per cup:

125 million people 

depend on coffee 

for their livelihoods

None of the above countr ies 

are locacted within the 

‘Bean Belt ’

Did you know?

Coffee roasting is generally done at 500°F

Coffee grows in more than 50 countries

It takes 42 coffee beans to make an espresso

35%  of coffee drinkers take their coffee black

Coffee takes 14 hrs to digest

The average coffee cup size is 9 oz

The average coffee drinker consumes approx 

3 cups of coffee per day

Decaf

coffee

3 mg

Hot

chocolate

19 mg

Shot of

espresso

27 mg

Can of 

cola

40 mg

Black 

tea

45 mg

Red 

Bull

80 mg

Brewed 

coffee

95 mg

Coffee is the most popular drink worldwide with around two billion cups 

consumed every day. In the UK, we drink approximately 70 million cups of 

coffee per day.

Coffee is the second most traded commodi ty 

af ter crude oil . Coffee is also the second most 

popular drink in the world af ter water.

2b
70m

2nd

Others

11%

Costa Coffee

46.8%

Starbucks

27%

Caffè Nero

13.8%

AMT Coffee

1.4%

Market segment by brand

Property becomes an HR issue



ERIK JASPERS, SEPTEMBER 2016

IN TOUCH WITH 

Realities & Perceptions



DIGITAL BUSINESS IN RE & FM



Better Workplaces

Experiences

Classification

Analysis

Measurements

Quantification

Analysis



INTERNET OF THINGS

The network of physical objects 

that 

contain embedded technology 

to 

communicate and sense or interact 

with 

their internal states or the external environment



WHY?

Optimize 

assets 

(utilization, 

maintenance 

etc. 19%)

Improve 

efficiencies 

and cost 

savings for 

business 

operations. 

28%)

Enhance the 

experience of 

your 

customers 

25%



IOT FOR REAL ESTATE AND FM

Desk and Space 
Occupancy 

Sensing

User Feedback

Climatic 
Parameter 

Sensing

Connected
(Sub)Metering

Electrical / 
Mechanical
Parameter 

Sensing



IOT: QUANTIFICATION

Collecting simple and undisputable Data 

will allow us to understand actual behavior 

of People and Things in Buildings. 

And act on that.

IoT is not merely about connecting Things;

It is about using Data to create new Interactions



NEXT GENERATION IOT – BASED ON VALUES

Simplicity

Speed

Scalability

Security
Diversity



SIMPLICITY, SCALABILITY, SECURITY



SIMPLICITY, SPEED

1600 m



SCALABILITY AND SPEED: VOLUMES

Cisco projections on IoT, www.i-scoop.eu

200 Billion



DEVICES ARE ASSETS…





POWER OF: VISUAL FEEDBACK





SPACE DEMAND MANAGEMENT: INFORM-TO-SCALE



SLA

Helpdesk

Resource

planning

Alarms

PMFS

FN ‘calls’,

APPs



ASSET MANAGEMENT: JUST-IN-TIME



ACTIVITY BASED CLEANING



CONDITIONAL MAINTENANCE  (JIT)



THE ROAD TO ‘SMARTNESS’ IS PAVED WITH DATA



SMART & LEARNING – ‘ON CHIP’ DNN TECHNOLOGY

Ref: Gartner, Tom Austin – Smart Machines See Major Breakthroughs After Decades of Failure



NEW DIMENSIONS OF INTEGRATION

I

Cloud brokeringOrchestration

2
WMS



NEXT GENERATION OF RE & FM MANAGEMENT..

Maurice Aerts

Maarten van Dijk



Better Workplaces

Experiences

Classification

Analysis

Measurements

Quantification

Analysis

COMPLEMENTARY APPROACHES



How Social, Leadership and 
Technology Innovations are 
Transforming the Workplace 
in the Digital Economy



Thank you.
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• Build the Tallest Freestanding Structure: 

The winning team is the one that has the tallest structure measured from the 
table top surface to the top of the marshmallow. That means the structure 
cannot be suspended from a higher structure, like a chair.

• The Entire Marshmallow Must be on Top:

The entire marshmallow needs to be on the top of the structure. Cutting or 
eating part of the marshmallow disqualifies the team.  

• Use as Much or as Little of the Kit: 

The team can use as many or as few of the 20 spaghetti sticks, as much or as 
little of the string or tape. of their structure. The team cannot use the tube as 
part of their structure

• Break up the Spaghetti, String or Tape: 

Teams are free to break the spaghetti, cut up the tape and string to create 
new structures.

• The Challenge Lasts 18 minutes

Teams cannot hold on to the structure when the time runs out. Those touching 
or supporting the structure at the end of the exercise will be disqualified. 

Marshmallow challenge
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• Group 1: room 1.18
Timekeeper: Iwan van Eldijk

• Group 2: room 1.19
Timekeeper: Ans Toerab

• Group 3: room 1.20
Timekeeper: Erik Jaspers

• Group 4 : room 1.38
Timekeeper: Daphne Tollenaar

• Group 5 & 6: room 1.39
Timekeeper: Gideon van der Burg

. 

Groups
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Good Luck!
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How would you answer this question?

Does your working environment 

enables you to work productively?

Yes or No?
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Marshmallow challenge
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56%

Does your working environment enables you to work productively?
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Who won?

Group 2

Productivity 0%

#
Challenge 0cm

Group 1

Productivity 100%

#
Challenge 42cm

Group 3

Productivity 100%

#
Challenge 44cm
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Who won?

Group 5

Productivity 100%

#1
Challenge 51cm

Group 4

Productivity 50%

#
Challenge 23,5cm

Group 6

Productivity 100%

#
Challenge 44cm
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So what’s this all about?

Group 2 

(temperature)

Productivity 0%

#
Challenge 0cm

Group 1 

(control group)

Productivity 100%

#
Challenge 42cm

Group 3 

(air quality)

Productivity 100%

#
Challenge 44cm
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So what’s this all about?

Group 5 

(2 groups)

Productivity 100%

#1
Challenge 51cm

Group 4 

(noise)

Productivity 50%

#
Challenge 23,5cm

Group 6 

(2 groups)

Productivity 100%

#
Challenge 44cm
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Four biggest productivity killers

Air Quality

Average 34%

+16%
Leesman+ 50%

Temperature control

Average 27%

+8%
Leesman+ 35%

Quit Rooms for 

working alone or in 

pairs

Average 26%

+21%
Leesman+ 47%
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Noise levels

Average 31%

+9%
Leesman+ 40%

Four biggest productivity killers
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20%

40%

59%

80%

90%

0%

10%

20%

30%

40%

50%

60%

70%

80%

90%

100%

Statistically, 

noise level is the 

strongest 

indicator for 

perceived 

productivity Highly 

Dissatisfied

Dissatisfied   Neutral Satisfied   Highly 

Satisfied

Satisfaction with Noise Levels

%
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Four biggest productivity killers
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Which working environment supports meetings & collaboration best?

Activities
Of a list of 21 every respondent selected activities which are important to them1

2 Factor Analyses
Which activities statistically cluster together

3 Clusters
We looked at individual work – formal meetings – collaboration/ interaction

4 Physical and service features - odd ratio’s
Based on the activities selected what is the odd that to select specific features
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It’s not a one dimensional solution

Formal 

Meetings
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Collaboration

& interaction 

It’s not a one dimensional solution
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What can we take away?

1. Workspaces have an impact on employees 

effectiveness

2. Occupancy might be high, but effectiveness very low  

3. Creating effective workplaces is a multi-dimensional 

exercise

4. Use evidence in a smart way
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What can we take away?
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www.leesmanindex.com

Online workplace forums 

were alight recently with 

discussion about an article in 

the U K’s G uardian O nline 

newspaper that asked, “Is  

this the end of the office as  

we know it?” Apparently, 46% 

of U K workers find their local 

coffee shop a more productive 

environment than their office.

However, the footnote 

to the article revealed the 

journalistic equivalent of 

bubble-wrap: “Content on 

this page is paid for and 

produced to a brief agreed 

with O2 Business.” 

It is yet another article 

rallying knowledge workers to 

break from the shackles of their 

ineffective offices, authored by 

the mobile communications 

giants who stand to gain most 

from swathes of mobile tech 

users becoming reliant on 

(addicted to) super-fast  

mobile networks.

T he paid-for content was 

based on “a survey of 10,000 

workers” and was conducted 

by Telefonica’s O2. Few 

details are available about 

the questions that were asked 

but the resultant findings 

“revealed that more than 

half of respondents thought 

technological breakthroughs 

will t ransform the way we 

work over the next five to  

10 years.” No s**t Sherlock!

T his was hot on the heels  

of another study conducted by 

Virgin Media, one of the U K’s 

largest providers of domestic 

broadband connections, 

which concluded “T he U K 

economy could receive a £ 1.7 

billion boost if employees are 

given the option to carry out 

their work from where they 

see fit.” T hey of course mean 

from home – using an internet 

connection provided by them!

T hey appear to have 

drawn this figure from a 

Confederation of British 

Industry report that states  

that £ 17 billion is lost every  

year through absenteeism.  

It is unclear whether the  

“£ 1.7 billion boost” is calculated 

from 10% of those absent 

employees suddenly feeling 

well enough to contribute from 

their sickbeds because they 

have blisteringly fast fibre optic 

internet connectivity, or whether 

it is their office-based healthy 

co-workers picking up the  

slack by adding hours when 

they get home or using their 

mobile tech while en route.

O2 and Virgin Media are 

not alone - M icrosoft has a 

Chief Envisioning Officer, BT  

a futurologist and Vodafone a 

workplace strategy consultancy 

service - and much of what  

they propose is beneficial. 

T he ‘evidence’ would be  

so much more compelling if  

it focused on the core issue.

If indeed employees are 

retreating to cafés en masse, 

it surely says more about the 

quality of the workplace they 

are escaping from, than it does 

of a technology or caffeine 

fuelled yearning for greater 

concentration.

Rather than pitching mobile 

technologies and coffee at us, 

perhaps the communications 

giants could focus their PR 

based “research” activities 

on raising the debate about 

the design quality of office 

environments: just 54% of the 

70,000 employees Leesman 

has asked, report that the 

design of their space enables 

them to work productively!

T here is little doubt that  

for some employees struggling 

with low enclosure offices, the 

opportunity to escape for the 

sanctuary of home is a lifeline. 

Across Leesman’s 70,000 

research respondents, 33% 

indicate that they work from 

home at least occasionally 

and 17% work from home 

more than one day per 

week, but 44% of those 

homeworkers say they have  

no dedicated space or room  

to work from when at home.

Clearly improvements in 

technological connectivity 

allow these respondents to 

contribute and be productive, 

but to what extent can they 

really be ‘connected’? Is it 

possible to create a socially 

cohesive ‘unit’ working 

towards a common goal if  

the team members are not  

in the same physical space?

T here may be a small 

number of roles and 

personality types for whom 

isolation is beneficial, but our 

data tells us that whilst for 

some, concentrated activities 

may be better supported by 

the solitude of home, almost 

all collaborative activities, 

including ‘learning from 

others’, are hampered by it.

For H R professionals the 

management of remote teams 

produces bigger issues. With 

a growing awareness of the 

impact of social isolation on 

clinical depression, we have 

to question whether it is really 

possible to have any sense of 

employees’ physical or mental 

wellness when they are not in 

the office. 

Our data leaves us in 

no doubt that the most 

productive workplaces are 

those that have the best 

“social infrastructures,” not 

the best patronage of local 

coffee shops. Looks like that 

makes property an H R issue. 

Journalists’ doomsday predictions of ‘the death of the office’ abound. But can HR professionals cut 
through the lazy reporting and help shape a better understanding of the impact of place on people?

Stephen Haynes and Colin Bullen 

Opposing opinion pieces discussing 

whether wellness campaigns can 

deliver real value to organisat ions and 

individuals. Has wellness failed? Pages 2/3

Jonny Gifford and Peter Cheese 

The human imprint in workplace 

design – the need to develop 

collaborat ion between professional 

disciplines. Page 9

Peggie Rothe

Leesman’s newest recruit , f resh f rom her 

PhD workplace research, examines the r isk 

of not seeing change f rom an employee’s 

perspect ive. Page 10
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59.8
Lmi 58.0 pre-occupancy

Lmi 67.6 post-occupancy
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This issue: Human Resource Special. Looking at wellness programs, the change process and a case study of Nordea.

69,504 respondents

2.3 million sq m surveyed

579 propert ies

63%  av response rate

11 min av response t ime

Our performance

54.3%   

The design of my workplace  

enables me to work productively

48.7%   

My offi ce is a place I’m proud  

to bring visitors to

Economic indicators

Top 5 Act ivit ies, Features and 

Facil it ies by importance, with 

satisfaction /  support rankings.

Activities: 

Individual focused work, 
desk based  78%

Planned meet ings  76%

Telephone conversat ions  66%

Informal, unplanned meetings  63%

Collaborating on focused work  73%

Features:

Desk  72%

Chair  68%

Comput ing equipment  66%

Telephone equipment  68%

Print ing /  copying /   
scanning equipment  63%

Facilities:

Tea, coffee and other  
refreshment facilit ies  65%

General cleanliness  58%

Washroom facilities /  showers  46%  

Restaurant /  canteen  48%

General t idiness  55%

See more on pages 6-7...

Data rise and fall
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UK  35,890

Scandinavia 18,840

Rest of Europe 9,341

Rest of world 4,644

Data distribution

Pre 
72%

Post 
17%

Day 2 
11%

1
0

.0
 –

 1
9

.9

2
0

.0
 –

 2
9

.9

3
0

.0
 –

 3
9

.9

4
0

.0
 –

 4
9

.9

5
0

.0
 –

 5
9

.9

6
0

.0
 –

 6
9

.9

7
0

.0
 –

 7
9

.9

8
0

.0
 –

 8
9

.9

9
0

.0
 –

 1
0

0
.0

0
.0

 –
 9

.9
Distribut ion of propert ies surveyed 

with 50 respondents or more by  

Lmi banding.
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A briefing on global workplace strategy, management, satisfaction & effectiveness

Delivering insights that drive bet ter strategies

‘If indeed employees are retreating to cafés  

en masse, it surely says more about the quality 

of the workplace they are escaping from,  

than it does of a technology or caffeine fuelled 

yearning for greater concentration. ’

Top 5 coffee producers

1. Brazil

2. Vietnam

3. Columbia

4. Indonesia

5. Ethiopia

The Bean Belt

All the world’s coffee grows here:

Top 5 coffee consumers

1. United States

2. Germany

3. Italy

4. Japan

5. France

Britain’s coffee shop market by share

In 2013 the total UK coffee shop market was est imated 

at 16,501 outlets with a £6.2 billion total turnover. 

The branded coffee chain segment recorded £2.6 billion 

turnover across 5,531 outlets. Af ter 15 years of 

considerable growth, the coffee shop sector cont inues 

to be one of the most successful in the UK economy.

UK’s top 3 branded chain outlet share in 2013

Costa Coffee (1,670 outlets)

Starbucks Coffee Company (790)

Caffè Nero (560)

Sources: Allegra Strategies UK, Brit ish Coffee Associat ion, Mintel Coffee UK  

Amount of caffeine per cup:

125 million people 

depend on coffee 

for their livelihoods

None of the above countr ies 

are locacted within the 

‘Bean Belt ’

Did you know?

Coffee roasting is generally done at 500°F

Coffee grows in more than 50 countries

It takes 42 coffee beans to make an espresso

35%  of coffee drinkers take their coffee black

Coffee takes 14 hrs to digest

The average coffee cup size is 9 oz

The average coffee drinker consumes approx 

3 cups of coffee per day

Decaf
coffee
3 mg

Hot
chocolate

19 mg

Shot of
espresso

27 mg

Can of 
cola

40 mg

Black 
tea

45 mg

Red 
Bull

80 mg

Brewed 
coffee
95 mg

Coffee is the most popular drink worldwide with around two billion cups 

consumed every day. In the UK, we drink approximately 70 million cups of 

coffee per day.

Coffee is the second most traded commodi ty 

af ter crude oil . Coffee is also the second most 

popular drink in the world af ter water.
2b 70m 2nd

Others
11%

Costa Coffee
46.8%

Starbucks
27%

Caffè Nero
13.8%

AMT Coffee
1.4%

Market segment by brand

Property becomes an HR issue

More research..


