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 communication
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coffee break."
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Executive Summary 

Café-Tiers is a non-profit cafe
that will employ refugee people

and be located along PCA-

stream’s renovated Champs-
Elysées. It will serve as a

community space for both

refugee and non-refugee

communities in Paris, 

 

This project aims most

importantly to promote the

social integration of refugee

people within Paris.

 

 

 

 

4

Social Isolation is one of the

largest problems refugee people

face when immigrating to a new

country as they leave behind

family, social and professional

networks to be immersed in a

foreign culture. 

 

A secondary challenge we will

address is refugee
unemployment.  By insisting on

only employing refugee people

as staff we hope to  contribute to

their economic integration into

the Parisian workforce.



Our team has converged on the idea of creating a refugee-orientated coffee

shop for two reasons, one moral and one logistical.
 

Morally, our team felt driven to help the growing refugee crisis in France. 
As each of us come from various backgrounds and we have moved much

ourselves, we know how it feels to be a stranger in a country. Among the

myriad of issues refugees have in coming to France, we hoped we might help

reduce feelings of social isolation by providing a platform for social integration.

 

Logistically, the chance to develop a project on the Champs-Elysées arose
and we had to take the opportunity. At the beginning of our program we

were given a presentation by PCA-Stream, the architecture firm tasked with

renovating the Champs-Elysées.³ They are searching for innovative ways to

bring Parisians and other local groups to the street, just as our project aims to

bring refugees into Paris. Our two objectives aligned, and we decided to

develop our first location on the Champs.

Foreword
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Issue &
Background
 

 

 

Main issues
Social Isolation
Refugee Employment

The Champs-Elysées

Context: Tiers Lieu Movement

Targets: SDGs
Decent Work and Economic Growth
Reduced Inequalities
Sustainable Cities and Communities
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1. Main
Issues 

SOCIAL  ISOLATION

 

UNEMPLOYMENT

The main goal of Café-Tiers is to

help integrate refugee people

into Parisian communities.

A secondary issue addressed

by this project is the high

unemployment rate of refugee

people.
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Social Isolation
“My loneliness was a

painful and disturbing
realization of being

unaccepted and
unloved, of being alone

and having no other
choice…”

 
- Unknown⁶

Social isolation is “the absence of social contact
that can lead to loneliness and feelings of
rejection.”⁴ It is a serious mental health concern.

In leaving the comfort of their homes, communities

and families, many refugee people find it incredibly

difficult to find support networks after migrating. 

 

n a study conducted in 2013, 88% of refugees coming

to Paris spend about two years without speaking to a

single french person.⁵

Sources9



LANGUAGE BARRIERS

The largest contributor to social isolation, in

those which this applies, derives from an

inability to speak to other.⁷

CULTURAL DIFFERENCES

Many refugee people have customs and

practices that differ from those of Parisians;

this can make it difficult to acclimatize.⁷

ECONOMIC BARRIERS

Many refugee people come to Paris with

very few resources. They can only find low

wage jobs-- often the types of jobs that

other refugee people are doing as well.⁷

GEOGRAPHICAL BARRIERS

Refugee people often live in concentrated

areas and might therefore have difficulties

meeting other Parisian communities.⁷
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In France, it has been estimated that over 60 000
refugee people or asylum seekers have been
unemployed for more than 6 months, even

though 40 000 businesses are finding it difficult to

recruit new staff.⁹

Foreign born Parisians have the highest rate of
unemployment.⁹ They find it hard to find jobs as

language barriers prevent effective

communication, academic degrees do not carry

over, and they have a limited professional network.

 

According to Action Emploi Refugiés, one fourth
of refugee people⁹ working with the association

are interested in hotel-restaurant jobs. 

Unemployment

Other obstacles faced by refugee people when looking for a job in
France⁹

0% 5% 10% 15% 20%

Non-immigrant population 

Immigrant born in EU 

Immigrant born outside of EU 

11

 

difficulty qualifying one's skills and valuing one's

experiences

limited knowledge of labor law vis-à-vis employers

limited access to transportation

limited access to stable long-term accommodation

Unemployment rates (%) according to immigration profile⁸



25.9%
OF FOREIGN MEN WERE UNEMPLOYED IN FRANCE

COMPARED TO 9.8% OF NATIONALS¹⁰

INSEE 2015 data
12



 

 

 

CURRENT SITUATION

Once lined with cafés and local shops, the Champs-Elysées has

historically been the heart of Paris; a spot where Parisians could go

for a rendez-vous or a nice promenade. 

 

Today, the Champs-Elysées is consider the most well-known avenue in

the world. However, with this comes an influx of tourists, high end

luxury shops, and expensive cafes. The current Champs-Elysées is not

a friendly place to Parisians. In fact, only 2% of the thousands of daily
visitors to the Champs-Elysées are Parisians.¹¹
 

"The Champs-Elysées is all fake. Tourists think it's a real Parisian
place, but once they understand that its just for tourists now,

they'll stop going as well. [The Champs] is at risk if people
understand the lie of the Champs."

-Yan Roche, PCA-STREAM Architect¹¹
 

2. Les Champs-Elysées

13



VISITOR DEMOGRAPHIC¹²

 

Tourists
70%

Employees
25%

Parisian visitors
5%
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THE FUTURE : PCA-STREAM

PCA-STREAM is an innovative French architecture firm that has been

tasked "to re-enchant the Champs-Elysées" the group has been looking

for ways to bring Parisians back to the heart of their city.¹³ 

 

By removing 2 of the 6 lanes of traffic to expand the walk ways, including

shaded terraces along the promenades, improving the surrounding

gardens and a whole set of sweeping reforms, PCA-STREAM hopes the

Champs will become a more pleasant place for Parisians to return. This

mission coincides directly with our plan to bring refugee communities to

the Champs-Elysées as well; we want to integrate Parisian and refugee
communities in the space that should belong to them.¹⁴
 

Along the promenades there will be a series of pop-up shops installed,

roughly 50 square meters each.¹⁴ One of these pop-ups will become the
space for Café-Tiers.

Les Champs-Elysées cont.
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A  MOVEMENT

Introduced by urban sociologist, Ray Oldenburg in 1989, a

'tiers-lieu' or third place, is an informal gathering place

between home and work. It is a space for and of

communication, inclusivity, and acceptance. In Paris, the

creation of such spaces has become increasingly popular,

and include La Recyclerie, NUMA, and Les Grands Voisins.¹⁵ 
 

We identify ourselves within this movement, and as a tiers-

lieu, to become a space that can actively contribute to the

collective good of the city, and be more than just a

business.¹⁶
 

 

 

3. Context: Tiers-Lieux

 

\

HOME WORK

16



MYTH:
Refugees are poor, incumbent individuals. They
come to Paris looking for economic opportunity.

 
 
 
 
 
 

FACT:
Many refugee people had degrees and successful jobs,
and did not leave their homeland for economic
reasons. They were forced to �lee because of war, fear
of persecution or even hunger.

17



4. The SDGS
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We intend to prioritize the

employment of refugee people,

a community that faces

especially difficult challenges in

obtaining employment in

France.

Through our events, we also

want to help refugee people

make meaningful connections

that will enable them to get

access to more opportunities.¹⁷

Our coffee shop will employ

workers at a Parisian livable

wage. We will also provide

external hard-skill training to

our employees and help them

find work after their time with

Café-Tiers. We aim to be only a

stepping stone on refugee

people' path to economic

development.¹⁷

The mission of this project is

primarily to target social isolation

of refugee people. 

Social isolation is a mental health

concern as it creates feelings of

loneliness, depression and

helplessness. By providing a

space for socialization and

connection, we aim to reduce its

incidence of  among Parisian

refugee people.¹⁷
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Social Business

 

 

 

1951 COFFEE COMPANY

(BERKELEY , USA)

1951 Coffee Company a non-profit

speciality coffee organisation based in

the U.S. who, similarly to our business

model, provides employment to

refugees while also educating the

surrounding community about

challenges faced by the refugee

population.¹⁸

high communication expenses, focus only on

trainings related to the coffee business

 

Our project will have the advantage of being

located in the highly public and frequented

area of the Champs-Elysées. As such, our

communication expenses might not need to

be as important as theirs. We also intend to

connect employees to skills trainings

depending on individual interest, not

necessarily coffee related.
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Social Business

 

 

 

KREUZBERGER HIMMEL 

(BERLIN , GERMANY)

Kreuzberger Himmel is a refugee

integration project that functions as a

restaurant run by refugees and serves

food from the employees' respective

countries.¹⁹ At Café-Tiers, we have chosen to focus on

serving coffee and adopting Parisian café

culture - while also functioning as a tiers-lieu.

Unlike a restaurant environment, we envision

our space to be a place where one can spend

long periods of sedentary time, a space for

social congregation and relaxed interaction.a restaurant environment v.s coffee environment,

no trainings provided



Social Business

 

 

 

LES CUISTOS MIGRATEURS

(PARIS , FRANCE)

Les Cuistos Migrateur is a catering

company and restaurant that employs

refugees as cooks and aims to alter

people’s perspectives about refugees

through the sharing of their local

foods.²⁰

a restaurant environment v.s coffee

environment, only provides trainings

related to restauration

More than just a business offering

employment to refugees, Café-Tiers will also

act as a space for interaction and education.

Through a range of events (e.g. music concerts,

poetry readings, workshops, etc…) we hope to

have an added effect in influencing people’s

preconceptions about refugee people.

23



Tiers-lieu

 

 

 

DARWIN 

(BORDEAUX , FRANCE)

Darwin Bordeaux is an alternative space,

or ‘tiers-lieu’, that combines - urban

farming, a restaurant, skate-park, event

space, and co-working space.²¹

unclear mission

 

Although we align with the beliefs and

practices of being a tiers-lieu, unlike others in

Paris, we aim to gear all of our activities

towards fulfilling one specific mission - and

that is to contribute to the integration of

refugee people in Paris. 

24



Tiers-lieu

 

 

 

LA RECYCLERIE

(PARIS , FRANCE)

La Recyclerie is an “experimental space”

dedicated to eco-responsibility, a space

for meeting, sharing and creating in a

responsible way. We intend to replicate

some aspects of this concept, such as

their emphasis on sourcing local

produce, as well as their community

engagement and educational efforts.²²

criticized for being an "îlot à bobo" that is out

of touch with the surrounding neighborhood,

large multi-functional space

 

We hope to reclaim the true diversity of the

Grand Paris by ‘transplanting’ an overlooked

Parisian community (i.e. refugee people)

onto the Champs-Elysées. The aim is to

disrupt and change the social environment

of an area that is not necessarily

representative or accessible to all Parisians.

25



Non-profit
organization

 

 

 

SINGA 

(PARIS , FRANCE)

Singa France is a non-profit organization

who's goal is to facilitate the integration of

refugees in France through a range of

mechanisms, such as by connecting host

families to refugees in need of

accommodation, by organizing interactive

events with French locals, and by acting as an

incubator for refugee-run or refugee-

integrating entrepreneurial efforts.²³

organized interaction, limited to people

already motivated to be involved

 

Our approach will provide a natural setting

through which refugee people and local

Parisians can meet and interact. As a

business, Café-Tiers will have the advantage

of drawing in customers who might not

have otherwise sought out opportunities to

engage with or be exposed to the refugee

community.
26
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TIERS-LIEU
 

NON-PROFIT 
ORGANIZATION

 

SOCIAL
BUSINESS

 

SYMBOLIC 
LOCATION
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The Idea: People

Hiring  Training Employment Term

We will not hire employees

directly. Instead, we will rely

on our partner organizations

and refugee networks to

recommended employees

for our buisness.

Initial training will be provided to

clarify our mission, culture and

overall  logistics of the business. We

will also collaborate with

organizations to provide

specialized trainings in a range of

fields. Employees will therefore

have the opportunity develop skills

that will increase their overall

employability.

Contracts will be made for

work periods of 6 months to up

to a year, with a possibility of

adjustments being made on a

case to case basis. Café-Tiers

will act as a stepping stone

towards other professional

opportunities which we will

assist employees in finding. 

Employee 

Criteria

As our mission is to provide a positive and empowering place, we need

employees that can help further this mission. Employees will be expected to be

outgoing and welcoming.

29



The Idea: Space

DIMENSIONS

As the Champs will be reduced by two

lanes, there is more area on the sidewalk

for "multi-usage kiosks." These buildings

can be up to 50 square meters.²⁴
30

Innovative kiosk design along the Allée de Neuilly

DESIGN

The kiosks are expected to be unique in

design and visually appealing, selected

from an architectural competition that

could be organized as part of PCA-

STREAM's Champs-Elysées renovation.¹¹
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The Idea: Layout 

To facilitate social interaction, there will be

lots of seating and open spaces where

people can interact. There will be a bar with

seating so the employees can speak with

customers, a stage for events and most of the

restaurant will be outside under an awning. 

32



The Idea:

Atmosphere

CHARACTERISTICS

 

The shop will have a fun and

welcoming atmosphere. It

should be lighthearted, retro
and a bit quirky.  

The main goal of this space is

to facilitate social
interaction, some ways we will

do this include:

Using games that involve

meeting new people.

Having a question/ polling

board where people can

discuss a mutual topic.

 Having friendly staff that are

extroverted and encourage

engagement. 

1.

2.

3.
An outdoor coffee shop in Hong

Kong shows a similar bar setting we
would like to emulate.²⁵ 
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The Idea:

Community
building 
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Refugees
 

Tourists  

  Tourists will boost local business, and
will meet locals. 

  Events hosted by the coffee shop w
ill aim

to create long-lasting connections betw
een

the refugee and local com
m
unities.

 

Parisians  



EVENTS
In the afternoons and during weekends , Café-Tiers will host

performances of local refugee bands, artists, authors and
public speakers. We will serve low-priced coffee , beer and

snacks and we will market for these events using social media ,

influencers and refugee organizations (to attract actual
refugee communities). 

We also intend to host events that will directly serve the
refugee community , such as resume writing nights,

networking events and interview workshops.
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Biological
Metaphor

 

 

 

The inspiration for Café-Tiers comes from the                       
biological metaphor of a lung transplant.
 

In this analogy, the lungs of Paris, the Champs-Elysées,
are diseased and old. They    are filled with the same
groups of people, socially damaged and without any
new growth.

 

By bringing the refugee community into the Champs-
Elysées they are acting like a pair of transplanted lungs,
full of life and restorative to the social capacity of the

heart of France. Refugees act to oxygenate individual
cells of the body (i.e. visitors and inhabitants of Paris)
which will be dispersed throughout Paris.²⁶

LUNG

TRANSPLANT

37



Lung Transplant: 

The Risk of Rejection
In any transplant, there is a risk of rejection. Cellular surfaces are lined with

“name tags” called antigens and because the antigens from a foreign body are
often different than those of the host, and the host immune system may
perceive the unknown object as pathogenic. “Rejection” of a transplanted
organ can be extremely dangerous as it may prevent the organ from
functioning properly. In introducing refugee communities into the heart of
Paris, there too exists a risk of rejection.²⁷

A poll by Ipsos for Le Monde showed that:

65% of French people believe there are too many foreigners in France

61% agree that "immigrants in France do not make an effort to integrate"²⁸

We hope to mitigate the chance the Champs rejects Café-Tiers through
cultural and educational events hosted by the coffee-shop and by providing a
generally welcoming environment. By making the café a safe space for all
customers, perhaps we can reduce french xenophobic sentiment.

38
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1) SOCIAL IMPACT 

We aim to create a sense of community that combines

both refugee groups and local / tourist groups.

Value
proposition

Grab a coffee and join a community. 
 

4) SUSTAINABLE AND FAIR TRADE

PRODUCTS 

We aim to use eco-friendly products, and import coffee

beans from sustainable producers.

3) AMBIENCE AND EVENTS

Our customers will come for the coffee but will stay for our

unique setting and engaging events.

5) VARIETY OF COFFEE

We wish to showcase the cultures of our employees by

providing a vast array of coffee drinks.

2) CONVENIENT LOCATION 

Our coffee shop will be located on France's busiest avenue,

providing coffee where it is needed. 

40



1) KEY PARTNERS  

 

2) RESSOURCE PROVIDERS 

 

3) STAKEHOLDERS 

 

Key partners,

ressource
providers and
stakeholders

 

 

 

41
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Implementation timeline



Organizational
structure 

 Coffee manager

Team leader 

 

Employees 
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Revenue
streams  

Consumers
75%

Event participants
25%

100% OF

REVENUES

PROJECTED CUSTOMER BASE

 

We expect 75% of our visitors to be consumers

that will provide 100% of our revenues, and

25% to be event participants who will not

necessarily consume our products. 

 

As such, events will be free of charge and will

remain inclusive regardless of financial
capacity, including our target population for

the events - refugees. These projections are

derived from data provided by La REcyclerie,

another tiers-lieu.

 
 

coffee, pastries,

merchandise (coffee

beans, reusable

cups, DIY souvenirs)

 

 
19
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THE SPACE

The Champs has

some of the most

expensive real estate

in the world.

However, all of the

land (not the

buildings) are still

owned by the state

and rent prices are

controlled by public

offices.

SELF-

SUSTAINING

 With the real estate

entirely subsidized,

we expect the

majority of revenue

from our shop will

go towards buying

inputs, utilities and

paying employees

living wages. We will

be self-sustainable,

with no need for

further grants or

funding.

PUBLIC FUNDING

As the ministry of Work and the mayor of Paris have

previously expressed an interest in helping programs

that support refugee integration, such as starting the

Intégration Professionnelle des Réfugiés (a grant

program to help refugee employment initiatives), they

will have an interest in funding our project.

RENT SUBSIDIES

Since the real estate price

of the pop-ups are

controlled publicly, we

hope the space will be

given for free as it supports

the goal of bringing

Parisians to the Champs.²⁹

INITIAL COSTS

We will apply to the

Minister of Work's

Intégration Professionnelle

des Réfugiés grant

program. With which we

can use to help fund the

initial costs of starting the

coffee shop.³⁰

Funding
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INVENTORY

XXXXXX EUROS

Revenues
50%

Expenses
50%

REVENUES

638 750,52€ 

EXPENSES

638 750,52€

OPERATIONAL

30 000€ 

SALARIES

321 200,26€

MATERIALS

46 000€

CONSUMER

PURCHASES 

638 750,52€

Projected Annual Budget
[2] 

[3] 

[4] 

[5] 

[6] 

INVENTORY

114 471,50€

TRAININGS

20 000€

[1] 

EVENTS

107 078,76€

[7] 
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Budget Details
Based on the estimate of having 3,500 customers per week and a coffee costing 3.5€ on average.

[1] We estimate the cost of the coffee beans to be approximately 84,471.498€ per year (1,620€ per

week) based on the assumption that we will have about 500 customers per day which would require

about 90 kg of coffee a week at a price of 18€ per kg. Additional costs on pastries and snacks are

estimated at 30,000€.

[2] Operational expenses include maintenance fees (30,000€), utilities (30,000€), employee

transportation expenses (5,000€),

[3] Based on a estimated average salary of 14€ per hour (accounting different roles) and 11 employees,

and a work schedule of 40 hours per week, results in an estimated 6 160€ per week and 321,200.26€

[4] Material expenses could include for example, branded re-usable take-away mugs (20,000€),

paper straws (5,000€), biodegradable cups (16,000€), and paper napkins (5 000€).

[5] A training budget (20,000€) is included and may include specific barista training or managerial

for employees or other skills that might be required by the business.

[6] We have allocated a significant budget (107,078.76€) to event planning and execution because we

hope to carry out events that are free and accessible to all regardless of financial capacity. 

 

 47



Table of Contents

Executive Summary
The Problem

Issue & background
Previous Approaches

 The Café
The Idea
Biological Metaphor
Business Plan
Assessment plan

Bibliography
 
 

a.
1.

a.
b.

2.
a.
b.
c.
d.

3.

The Café

48



46

Assessment
Plan

After opening Café-Tiers, we will

then need a strategy to measure its

efficacy at achieving our goals,

which are: providing jobs for

refugees, reducing social isolation of

refugees and the stigma often

surrounding them. 
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A combination of top-down and

bottom-up data collection methods

will be used to evaluate the social,

economic and cultural impact of the

project.
 

 

 

 

TOP-DOWN
• Job-placement rates and salary of graduates from the program will

indicate the effectiveness of the obtained experience and of the

training workshops.

• Attendance rates will tell us how the coffee shop is doing and will

attest to the events' success.

• The proportion of customers coming to Café-Tiers in comparaison to

other coffee shops’ on the Champs.

 

 

 

• Surveys will be used  to collect feedback from refugees and

customers.

• The positive and negative feedback of the refugees will allow us to

deliver a more consistent and personalized service .

• The associations that work with us will also provide help to evaluate

our project thanks to their expertise.
 

 

    BOTTOM-UP
 

EVALUATION  VIA 

DATA  COLLECTION  

50

Data collection
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SDG 8 will be measured by

job   retention rates and

average hourly earnings of

graduated trainees.

SDG 3 will be assessed

through the satisfaction

surveys that will   be

completed by the

refugees. 

SDG 11 will be measured by

the proportion of our

income that we can

allocate to the community

building part of the

project.   The Recyclerie

achieved 25% for instance.

Assesement by SDG
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Once the café is self-sustainable and that the proof of concept is done we could expand by

opening other Café-tiers in different places like the Seine docks where there is already a

good  vibe and more space for activities and games. 

 

52

Expansion plans
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