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Business Analysis: Cafe Mambo Ibiza
 
This report will critically analyse the iconic music brand and much-loved sunset venue Cafe Mambo Ibiza based in San Antonio, Isla Baleares. I will be looking into the business's finances and economics in-depth to then be discussed upon review of these factors by myself. As well as this I shall be looking into lean business methods and how they are applied to the Cafe Mambo business model whilst also discussing where they could perhaps be applied in places that they may have not been currently - and where these business methods could be beneficial to the business on a whole if applied correctly.
 
An Introduction to Cafe Mambo Ibiza
 
 Founded by Javier Anadon and his wife, Cafe Mambo was established in 1994, and “believe it or not, it used to be a single small, run-down, threadbare house. Sure it was kind of a shack, but it had one of the best views of one of the most well-known sunsets in the world” (Slip Back In Time, 2018). Through lots of hard work from Javier, his wife and his team - the venue and brand continually grew and amassed a loyal community of locals as well as tourists from across the world that flocked to the venue seasonally to enjoy the gorgeous views, the traditional Spanish feel crossed with the musical entertainment and overall vibe that the venue has built up since its establishment. During an interview with the Telegraph in 2018, Javier Anadon reminisced “From the first day we opened, we did well; Mambo was completely different then, just an old house on the rocks with no promenade, but everybody came. We knew we were doing something special.” 
 
Cafe Mambos' relationship with the hugely popular music culture of both the island itself and also with internationally known music and events brands has also helped to shape them into who they are today, as well as ensuring they create a legacy as a brand that’s influenced other brands into merging good food, drink, sunset views with people's love for music (Lovett, 2015). Several Ibiza based and also non-Ibiza-based brands has since gone on to follow suit with the merging of these sought after aspects, creating an environment and experience that customers remain loyal to and seemingly will always love and attend. 
 
In 2015, Lovett wrote about how early resident Jason Bye (who remains a resident today) helped the venue hit critical mass during its first 18 months. After just one year of being open, Kiss FM came on board and hosted Mambo’s first live radio broadcast. Cafe Mambo also continually attracted high-profile guest artists including the likes of Graeme Park. From there on out it was a rapid progression to Mambo’s first BBC Radio 1 Weekender in 1995, featuring superstar spinners Pete Tong and Roger Sanchez - this event continues to be held yearly at the venue to this day. During the same period, similarly, influential artists such as Sasha, Brandon Block and Jason Healy began to play regularly at the venue, this not only helped to establish them as artists but continually built the Mambo brand. They state that Mambo was becoming hallowed Balearic ground - and that it was. These are pinnacle moments for the venue that ultimately aided their shooting to success and firmly imprinted themselves as a go-to location for sun-seekers and music lovers worldwide.
 
Now 28 years since opening, Cafe Mambo is run by Javier’s sons, Christian and Alan - often better known as The Mambo Brothers - who themselves, also operate a weekly residency on the island at the incredible Hï Ibiza (formerly Space Ibiza). Working tirelessly running the venue, as well as playing shows and festivals worldwide can be tiring, yet they continue to do so and seemingly enjoy every minute - It's this hard-working attitude and unshakable assertiveness that has helped the twosome continue to build their popular Mambo Empire. While the White Isle constantly develops so drastically from year to year, they are certain their iconic café will always remain so fresh and popular (Evans, 2014). Gable, 2019 writes about how Café Mambo has also been awarded the DJ Award for ‘The Best Bar in Ibiza’ several times which stands as a solid recognition of its contribution to the island’s nightlife and in particular the transformation of San Antonio. 
 
In 2021, the Mambo Group has now extended to encompass around 20 plus businesses, ranging from charming beachside restaurants like El Chiringuito Cala Gracioneta to, most recently, hotels like Las Mimosas and Casa Maca (Lowe, 2018). They’ve also expanded into hosting Cafe Mambo branded music events worldwide - taking their much-loved residents and a host of world-famous artists to play with them at a multitude of iconic venues to sold-out crowds. They also host stages regularly at music festivals and have their own very successful merchandise collection that is updated each year with new pieces but remains solid using the instantly recognisable branding that their loyal customers and attendees know and love.
 
Carrying an unrivalled idyllic reputation, the iconic Café Mambo has since seen many dance music legends perform in the hallowed booth over the years, with the likes of Swedish House Mafia, Tiësto and Marc Kinchen (MK) all stopping by to perform sunset sets whilst taking shots of classic Balearic tipple Hierbas from behind the booth to kick the evening off. This continues on an almost daily basis throughout the Summer months, attracting high profile artists as well as guests to both perform and drink/dine. 
 
A Critical Review & Discussion of Cafe Mambos Business Economics
 
In order to conduct the necessary critical review and in-depth analysis of Cafe Mambos' business economics, I shall be delving deep into the various aspects that make up the business as a whole. With the brand being so well established and its offerings being so broad, far and wide - there’s plenty to be discussed and many avenues to be explored. The overall aim of this critical review is to look into how the business on a whole could possibly improve in certain areas through applying the lean methodology, and where it may already appear to be being applied.
 
Products
 
Since its establishment in 1994, the range of products offered by the Cafe Mambo brand has continually grown and gained considerable momentum and popularity amongst music lovers, attendees and loyal customers alike. From a sunset venue to a globally recognisable brand, their logo can be recognised far and wide and is more often than not fondly recognised.
 
A starting point when exploring the product range from Cafe Mambo would be their food and drink offerings at their hugely popular Ibiza based sunset venue. The Mambo venue has a rich offering of three food menus - breakfast, lunch and dinner. They open daily from 10 am through the Summer season and offer all of the popular breakfast dishes such as Full English breakfasts, Eggs Benedict or Eggs Royale and smashed avocado. At lunchtime, salads and the ever-popular poké bowls take over, accompanied by gourmet burgers, wraps and sandwiches (Ibiza Spotlight, 2022). For dinner, Mambo rolls out the classics such as freshly prepared seafood and steaks as well as large sharing plates with a strong focus on Mexican cuisine, including their hugely desirable tacos and cheese-filled quesadillas. They also offer a number of Vegetarian and vegan options. They have a children's menu and also serve a selection of homemade desserts. The kitchen is open daily until midnight (Welcome To Ibiza, n.d.). Their menu offerings are a clear example of how the brand is ever adapting to food trends (the poké bowls) and keeping up with what its audience wants. While Ibiza changes and develops so drastically year by year, the Mambo Brothers Christian and Alan are certain their venue will always remain fresh and at the forefront of holiday-makers and music lovers minds (Evans, 2014), saying “We always try to keep the essence of Ibiza even though the island has changed through time (Anadon & Anadon, 2014).”
 
Mambo offers an impressive drinks menu, and their freshly made Strawberry Daiquiris are a strong selling point that feature prominently across both their social media pages as well as in posts tagged by visitors from far and wide. Gable, 2018 writes how they’re “famed for their ice-cold strawberry daiquiri cocktails and incredible sea-side views…”. Their drinks menu offers everything from soft drinks and fruit-infused jugs of water to full bottles of spirits and magnums of champagne. By catering to all with their food and drinks offerings they are ensuring they are attractive to all calibres of customers - from groups of friends on holiday to families with small children. This automatically opens them up to a huge market of customers and does not limit them as they are extremely versatile working as a daytime restaurant that moves into the nightlife side as the sun goes down. Lee wrote in 2019 that “Essentially, the basics remain just the same. However every evening the sun plunges into the Mediterranean, and more nights are begun, and more memories are made…” this is undoubtedly a brilliant way to sum it up. Despite there being a seemingly high quantity of food and drinks items for customers to choose from, it’s clear their focus is very much on the quality side of things. Their menus are not overly extensive and maintain items that are a hit with customers and are just what drinkers and diners alike look for from this iconic venue. This suggests the use of lean business methods when devising their restaurant offerings, as they clearly focus on adapting to the needs and wants of their customers and strive to continually improve as time goes by - adjusting their menu offerings as food trends and desires change. “Customer value is defined as the perception of what products and services are worth to customers. It looks at systems and processes, as well as mindsets and trends linked to customer value” (Davies, n.d.). By creating a no-fuss menu with classic dishes they are also minimising wastage and workload for their floor and kitchen teams - another suggestion that lean methodology is in use at this venue.
 
Music events are another key product offering from the Mambo group, if not their most prominently known offering amongst their loyal customers and attendees - “It’s arguably the heartbeat of Ibiza’s legendary pre-party scene” (Lee, 2019). From the moment they opened their doors they were very much a music focussed venue and brand and this has continually grown year on year and quickly shot them to success with this niche of being this massively desirable sunset venue, crossed with the unbeatable entertainment aspect that really stood them out from the rest. The venue is well-known for pre-club night warm-up events as well as for broadcasting live radio shows and hosting the biggest house DJs in the world (Evans, 2014) - often on an almost daily basis throughout the summer months each year. As well as hosting pre-party events for their attendees, the Mambo brand has also branched out with the aid of Christian and Alan and has now begun to host worldwide Mambo branded music events as well as hosting stages at some of the biggest music festivals internationally. Often the Mambo Brothers will play at these events themselves, and they also invite along a number of their artist friends and their much-loved residents to play at these shows - most of whom are well known for frequenting the decks at Cafe Mambo. Radio One's big weekend has been in Ibiza yearly since 1995, and has hosted this infamous dance music event at Cafe Mambo - this event brings in a huge number of attendees. One momentous event saw Fatboy Slim make his debut on the Mambo Decks in 2014, this brought an astonishing 30,000 attendees to the shore - “It was absolutely electric and we have never seen so many people, not just at Mambo, but on the entirety of the Sunset Strip. It was extremely busy and it was a great party! We sent Fatboy Slim a picture taken from the balcony of the apartments next door to Cafe Mambo and it looked crazy. Fatboy Slim then posted said image on his Instagram to thank the 30,000 people that came down! That picture was always an impressive memory for us… 30,000 ravers going crazy outside Mambo!” (Anadon & Anadon, 2018)

Since its establishment in 1994, Mambo has sold merchandise that has, unsurprisingly, sold exceedingly well. With the venue being hugely memorable for those that visit - customers like to take their own little mementos home with them as keepsakes and reminders. From stickers in the early days and lanyards, CDs with mixes from their residents and more recently an ever adapting clothing line, they’ve rolled with customer purchasing trends and ensured that they’ve items on sale that will be desirable to their customers and will sell. Mambo have cleverly curated a line of custom branded merchandise that their loyal following consistently buy into. Curating a collection of custom merchandise gives you the ability to transform a brand’s ethos into tangible items, items that your customers can touch and feel, and experience maybe whilst they’re no longer at said location or place. These selected items give customers a taste of the unique brand that’s been created. Creating brand loyalty with unique promotional products carries the experience of your brand to the daily lives of consumers (Anthem Branding, 2017) - and this is exactly what Mambo customers want reminding of - that sunny holiday experience whilst maybe being back at home dreaming of being at their favourite holiday destination once more. Their current clothing range is sold both online and also at the venue at a small pop up shop located at their waterfront venue. The clothing range, although imprinted with the classic Mambo logo, can change year by year with trends thus encouraging people to buy year on year to not only stay up to date but get themselves reminders of their specific holidays. They sell adults clothing for both men and women as well as baby and childrens clothing, the adult range includes classic vests, shorts and smaller clothing items that you’d classically wear abroad in the sunshine - this is another purchase point for customers as not only is it memorable of their favourite venue but it’s also something that can be worn there and then and shown off by their new proud owners. Principle four of applying lean methodology in sales and marketing is to only take action at the ‘pull’ of the customer. The opposite of pull is ‘push’ – that is, trying to give the customer something that may not be valued. Pull in classic lean manufacturing terms is about ensuring that a product is only made for known demand, avoiding a make to forecast mentality whereas unsurety is present (Elias & Harrison, 2015). By keeping their merchandise offerings on the smaller scale and sticking with the staple items they’re not opening themselves for any losses or wastage of items that have not sold.

Customer Base

Upon completion of research and having made multiple visits to the Cafe Mambo venue myself, it is clear that their customer base is somewhat broad. With multiple key selling points to the venue, attendees are drawn in for maybe the sunset or the music or the food and drink - or this could also (and is very often) be a combination of all of these aspects. Due to the nature of the venue and the location consumers in attendance would usually be 18 years of age or above however during their opening hours during the day time and early evening families do opt to dine or enjoy a drink at the venue and enjoy the beautiful location in the sun. Music lovers are drawn to the venue in the early evening to see their favourite DJs play a set before heading onto the main events at the super clubs and sun seekers head over to soak up the stunning views on this world-famous sunset. A strong unique selling point clearly articulates a specific benefit – one that other competitors don’t offer – that makes a business stand out (Optimizely, n.d.). There are so many strong unique selling points to this venue that ultimately play a strong hand in maintaining their presence at the forefront of not only Ibiza based venues but also world-wide music and sunset venues alike. 

Competitor Analysis

Competitor analysis suggests that despite there being a number of venues across the sunset strip offering a view of the same famous and so very sought after sunset that Cafe Mambo has as one of their USPs, their main and possible only consistent competitor is undoubtedly the also infamous Cafe Del Mar which stands proud just next door to Mambo. Cafe Del Mar was established before Cafe Mambo, opening its doors in 1980 it rapidly gained traction and huge popularity with holiday makers and locals as a chill out bar. The pioneering sound of Balearic beats heard playing in the background catapulted Café del Mar into a global phenomenon - very similarly to the growth of a Mambo 14 years later. The music albums that followed ended up becoming one of the best-selling compilation series in the world, creating an entire style of music stemming directly from Del Mar (Cafe Del Mar, 2020). Again a very similar story as there have been endless playlists, broadcasts and releases from Cafe Mambo that for many portray the sound of Ibiza and bring back these fond memories that Del Mar has also done for many for a considerably longer period of time. However Mambo’s sound was generally more uptempo than Del Mar’s, and with a slightly stronger connection to the clubs now dominating the island.  The healthy competition between Del Mar and Mambo (not to mention Savannah, opened by the Mambo empire in 1997) would play an integral part in the development of Ibiza’s prominent ‘pre-party’ scene (Lovett, 2015).

Price Point

As the years have gone by and the economy in Spain has changed, the price of many ‘premium’ experiences in Ibiza has increased considerably over the last ten years. With a large focus on VIP culture playing a part as the island and its club culture attracts many high profile celebrities, wealthy visitors and influencers from across the world. During an interview in 2015, Carl Cox said “It’s not just me being old, Ibiza is spoiled now. You can go down to the Hard Rock Hotel and you’ve got Ushuaia with its high-end DJs, big bottle service tables and two-tier VIP areas. Everyone used to be together when they went out and on the same dancefloor… You used to be able to afford to make the most of your money on the island but now you need a lot to enjoy it”. The pricing strategy at Cafe Mambo operates on a minimum spend per person basis and depends upon where you are seated and the time of day that you dine or drink with them. Sunset tables on the terrace with the best views are priced at €150 per head however this is easily spent with prices of drinks starting at around €15 for alcohol and main courses being priced at around €40. Having conducted research their yearly turnover is somewhere in the region of €5,000,000 (Rocketreach, n.d.) and this is amassed during the six months of the year that they are open as they’re closed through the winter months. 

Market Analysis

The market that Cafe Mambo operates is highly competitive, competing with other high profile Ibiza based venues for consumers and footfall. There are a number of staple food and drinks venues on the island that are considered a must-visit by holiday makers however more often than not Cafe Mambo will be on holiday agendas for the majority of the club and music loving tourists. Due to their high level of niche and combined number of unique selling points, the venue really stands out almost in a league of their own so as such does not struggle in this competitive market.

Analysis of Macro Environments

There are many factors to the Macro Environment of Cafe Mambo that directly impacted the business and have ultimately shaped them and continued to shape them into the business that they are today. The key Macro factors to this business would be their seasonal opening due to being a very much weatherly-dependent location, they’re also very much reliant on tourists and holiday makers that tend to travel to the island only through the Summer months. As much the weather as is the opening trends of the other businesses on the island, the majority of bars and clubs as well as a number of restaurants, shops and attractions are only open through the Summer months with owners of said businesses often being expats that open shop through the Summer and earn enough to take smaller part-time jobs on the island through the winter. 

Consumer spending is a factor that Mambo is very much reliant on and that they seem to have gotten nicely in hand. With their loyal customer base as discussed previously and their many USPs under their belts, their consumer spending levels are high and have been for many years - purely down to the adaptation of the venue with the times and also their rich offerings that attendees know and love.

Political and legal issues play a big part in Ibiza with there being ongoing battles regarding music levels, outdoor events and also closing times for clubs and bars in San Antonio. In 2018, Williams reported that “In a turn of events that angered many business owners in Ibiza, San Antonio council passed legislation forcing clubs and bars in the popular party strip to close at 3AM”.
According to Dario de Ibiza in 2018, “the new law now declares the West End neighbourhood, which houses many popular nightclubs and hotspots, to be a Special Acoustic Protection Zone (ZPAE). This pushes the curfew from 5AM to 3 AM with open air terraces having to shut down at 12AM.” Despite Mambo not being located at the West End, there is always the threat of these laws being implied elsewhere as there are residential all around the venue and also apartments directly above. 
A Critical Review and Discussion of Cafe Mambos Business Finances
When looking into financing options for Cafe Mambo, I have discovered that these are difficult to find online or via research as there are no official reports laying out their financial structure available for public viewing. There are a number of financial aspects however that are clearly in place within the business that can be gathered from an outside point of view on the basis of how the brand has grown over the years. 
Since their establishment, the brand has continually grown, this suggests that they’ve year by year put their profits that have been earned back into the business which has contributed to the increase in offerings, events, merchandise collections and other products that they now have on offer. As well as this the venue itself has changed - with the addition of the terrace and consistency in maintenance and decor updates to ensure the venue remains modern but in keeping with its traditional Spanish feel. This process of putting the business profits back into the business is called using retained earnings, retained earnings are the cumulative net earnings or profits of a company after accounting for dividend payments. It is also called earnings surplus and represents the reserve money, which is available to the company management for reinvesting back into the business (Fernando, 2022). 
As far as investments go, Cafe Mambo has also put its wealth into a large variety of other businesses; all of which are now considered a part of the ‘Mambo Group’ franchise. In 2021, the Mambo Group (Grupo Mambo) described themselves on their website as “a family project with international projection that includes boutique hotels, restaurants, pubs and the mythical Café Mambo. Because holidays in Ibiza are never forgotten, and at Grupo Mambo we treasure the best memories and the best electronic music sessions to welcome you to the night.” They’ve branched out to opening their Calma boutique hotels - Hostal La Torre, Las Mimosas, Sa Clau and Casa Maca - as well as hosting weddings and events, opening Savannah another of their beautiful sunset venues and this continues to grow year by year as the brand continues to gain traction and further success.

Another potential financing avenue for Cafe Mambo is their ongoing partnerships with the major Ibiza club nights that they run the pre-parties for almost daily throughout the Summer months. Although it is unclear as to whether there is any direct payments between the promoters and the Mambo brand, there is often branding with both the Mambo and for example Pacha logos on which is cross promotion and marketing for both sides that is widely marketed across the island and beyond. This could suggest that there is some sort of co-promotion deal in place between the two clubs or promoters that are in charge of the nights. The use of the branding and marketing material used by both sides undoubtedly brings in a large footfall to both venues and therefore brings in more revenue for both parties.

Their hosting of outside events using the Mambo brand has considerably increased over the last five years and has seen Mambo visit locations worldwide hosting Mambo-branded festival stages or Cafe Mambo branded stand-alone events. These events have a strong tendency to sell out more often than not - a nod to the ever growing popularity of Ibiza and its loyal holiday makers and fans. As well as this, the brand brings on board artists that are known to frequent the decks at the venue and that also are stand-out acts on the ever changing Ibiza club scene. There is a lot of money to be made selling out events so this is most definitely a funding source for the Mambo brand - and perhaps the profits from these events are in turn put back into the business or perhaps on new projects and expansion. Despite there being the potential for costs of venue hire and artist booking, these costs would be minor when a venue is 5000 capacity and tickets are priced at a starting price of £25. Earnings from a show of this stance would be £125,000 - and this is from ticket sales alone and not counting any profits from bar spend or merchandise sales.

Despite there being many pros and cons of potentially using alternative methods of funding for the majority of businesses worldwide, it would appear that Cafe Mambo are very much self-sufficient and in a strong position with their financing and marketing side of things. This would make it appear that right now they possibly do not and would not benefit from any alternative financing methods however at some point in the future this could no doubt change as the market and current climate is ever changing at a rapid pace.

Conclusion

To conclude this detailed analysis and review of Cafe Mambo as a business, it is clear to see that the use of lean business methodology is very much in play across all aspects of their offerings. The business appears to be very much in tune and on board with what their customers and loyal visitors want and look for when attending their venue. Having continually adapted year on year through paying attention to consumer trends and the ever changing music scene they’ve been able to rise to the top and remain at that point. With their menu offerings and merchandise collections they maintain a selection of items that are desired and best-sellers as a pose to offering a huge selection of maybe lesser wanted items that would ultimately lead to wastage and loss in the long run. 

In terms of their business finances, their rapid rise to success in a short space of time coupled with their ongoing success and implementation of lean business practices has enabled them to maintain themselves in such a fashion that seemingly they have not required outside short or long term financing. However it was very difficult to uncover any accurate reports or documentation outlining their financing structure so although it may appear there are no outside sources of finance at play aside from the club partners, there may well be.
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