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Cafescreen
Summary
This video features a new media start-up company, Cafescreen.  Cafescreen's owner Ruwan Weerasooriya set up the innovative media business as a result of his involvement with internet technology and an enjoyment of coffee in cafés. The primary essence of the business is to entertain café patrons with digital signage screens. The business is targeting Australian inner city east coast cafés. 

Transcript

Jayne Edwards, Reporter: The mid-morning coffee break is usually a chance for a bit of time out, but for new media start-up Cafescreen, it's an advertising opportunity. The digital signage company is targeting inner city cafes, and as a sweetener, it’s adding free internet access to the mix.

Ruwan Weerasooriya, CEO Cafescreen: Primarily, we are a media business. So what we're doing is deploying a network of digital signage into cafe venues. AAP send us down a stream of content throughout the day that covers the topics of news, sport, weather, gossip, horoscopes, finance that we then reticulate out to our network of screens.

Jayne Edwards: A love of hanging out in coffee shops helped give IT investor Ruwan Weerasooriya the idea of rolling out his own cafe-based news network.

Ruwan Weerasooriya: What we found with cafes was that baristas were pasting horoscopes or comments on the back of the coffee machine for patrons to read while they were waiting for a takeaway coffee so it just seemed like there was a natural opportunity to take that practice into the digital age.
It was an environment where people were idle. There was a high linger time where people would be receptive to messages.

Jayne Edwards: The screens are being put into CBD cafes to target a very specific demographic of white collar professionals.

Ruwan Weerasooriya: That's a very difficult market to reach. These people are working longer hours than ever before, they're consuming less traditional media. The coffee shop stop off is a part of these people's day.

Jayne Edwards: Information is sent to each screen over a basic internet connection, which allows for the extra lure of free wifi to be offered.

Ruwan Weerasooriya: We use very little headroom from our internet connection to get content to the screen, therefore there's plenty of bandwidth left over. So for us it’s really not adding a new operating cost to open the wifi up but it does provide tremendous value to the cafe operator.

Jayne Edwards: Cafe owners pay nothing for the service, with the revenue expected to come from advertisers keen to reach their niche clientele.

Ruwan Weerasooriya: It's quite a capital intensive business in terms of the network setup, but that said, once the network is deployed the actual business model we've employed has a fairly low burn rate in terms of operating cash. So once that initial capex hit is taken, the running costs should readily be recouped in advertising dollars on the screen.

Jayne Edwards: But pinning down those advertisers is the biggest hurdle.

Ruwan Weerasooriya: We are a new medium. We are a slightly different media opportunity and therefore it requires a certain element of explanation.

Client: I think the thing that really interests us with this is actually the free wifi component.

Jayne Edwards: And he’s also aware that adding advertising to the blend might not be too popular.

Ruwan Weerasooriya: I guess that's why we come down to the content on our screen actually being a priority for us. Primarily we're there to entertain the cafe patron, not bombard them with advertising.

Jayne Edwards: Over time, Cafescreen wants to put its screens into around 250 CBD cafes in the east coast capitals.

Ruwan Weerasooriya: Once we've got to that size of network we're talking to around two million to 2.5 million cafe patrons a month. I believe that's an extremely compelling media footprint.

Jayne Edwards: Start-ups are familiar territory for Ruwan Weerasooriya. After building up and selling several IT businesses, he now runs his own incubation company, from which Cafescreen has been hatched. And aside from work, he's also nurturing another start-up.

Ruwan Weerasooriya: Raising a guide dog puppy which keeps me extremely busy and actually keeps most of the staff busy when he visits the office.

Jayne Edwards: But the dog, like his latest business, will eventually go to a new owner.

Ruwan Weerasooriya: I think start-up can actually become quite addictive. I think the rush that comes with building something out of nothing is just very exciting. There's still many, many opportunities for a nimble start-up to carve out a niche, prove the model and then go and provide a de-risked operating business to a larger incumbent in that industry sector who then carry on with the work and take it out to the masses.

Alan Kohler, Presenter: Jayne Edwards reporting.
