
 

What Good Conversations Look Like - Breakroom  
 

Breakroom is often treated as background noise in workplace conversations - something that sits in the corner 
and quietly gets used without much thought. That is exactly why it can be such a useful category for dealers who 
are willing to approach it differently. When the conversation moves beyond simple stock-replacement and focuses 
on how people actually use shared spaces, breakroom can become a smart way to open doors, uncover gaps, 
and connect to wider workplace priorities. 

Not every customer will be ready to talk about their break area straight away. These conversations usually 
develop more easily with existing customers or warm leads, where there is already some trust and understanding. 
With new prospects, breakroom often fits better once a broader workplace conversation is underway. 

Customers do not always link empty cupboards, messy break areas, or staff bringing in their own supplies to lost 
time, lower morale, or inconsistent standards. Dealers who highlight these connections in a practical, relatable 
way may position themselves as people who understand how workplaces really function day to day. 

Dealers who explore how customers use their shared spaces may position themselves as partners who 
understand both the operational and people-focused needs of modern workplaces. 

 

Start with the everyday experience 

Breakroom conversations work best when they begin with what actually happens in the building. A simple 
question like “How does your break area work at the moment” often reveals more than a long list of product 
enquiries. 

Customers might mention things like: 

• “The warehouse team always runs out of cups by Wednesday.” 
• “People leave their mugs everywhere.” 
• “We never know who’s supposed to reorder things.” 

 
Comments like these open the door to talking about usage patterns, shared responsibility, or whether the current 
setup is fit for purpose. They also help customers recognise issues they may have normalised. 

 

Focus on the impact, not just the items 

Most customers already know what tea, coffee, or cups are. What they may not have thought about is the effect 
these small items have on the working day. 

If someone says, “The break area is always a mess,” the conversation is not really about mess. It’s about: 

• how people use the space 
• whether the layout works 
• whether the right products are available 
• whether expectations are clear 

 
A dealer might naturally suggest things like better storage, a different cup format, or a simple cleaning setup. The 
point is to show how small changes can make shared spaces feel more organised and more welcoming. 



 

 

Use language that connects to customer priorities 

Different customers care about different things. Some want to improve staff morale. Others want consistency 
across multiple sites. Others are focused on sustainability. 

If a customer mentions wellbeing, it’s easy to link breakroom to that: “Sometimes a small improvement in the 
break area can make the whole place feel more supportive.” 

If they mention sustainability, you might explore refill options or formats that reduce waste. 

If they mention hybrid working, you can talk about simple home-worker packs that help everyone feel included. 

The aim is to connect breakroom to what matters most to them. 

 

Ask questions that uncover hidden needs 

Breakroom issues are often unspoken because they feel too small to raise formally.  

A few gentle questions can reveal a lot: 

• “Do different teams use the space differently” 
• “Is someone responsible for keeping it stocked, or does it just happen when it happens” 
• “Do people bring in their own supplies” 

 
If a customer says, “People just buy their own coffee,” that often signals inconsistency or dissatisfaction. It’s an 
opportunity to talk about a simple, predictable ordering pattern that ensures everyone has access to the basics. 

 

Highlight the value of consistency 

Many organisations struggle with different standards across sites or departments. One office might have 
everything, while another constantly runs out. This inconsistency can affect morale more than customers realise. 

A dealer might say something like: “It can help to have one agreed list for all locations, so everyone gets the 
same experience.” 

This naturally leads into conversations about standardised products, predictable replenishment, and easier 
ordering. 

 

Position breakroom as part of a wider workplace conversation 

Breakroom often links to other areas without much effort. If a customer mentions clutter, it may lead to a 
discussion about storage or cleaning. If they mention complaints about the break area, it may lead to wellbeing or 
facilities improvements. 

For example, a customer might say, “The space feels cramped.” That could lead to talking about layout, bins, 
cleaning products, or even furniture. 

Breakroom is often the first step into a broader workplace conversation. 

 



 

Keep the conversation practical and relatable 

Customers respond well to situations they recognise. Dealers might reference things like: 

• cupboards that are always empty 
• staff buying their own supplies 
• break areas that feel neglected 
• remote staff feeling disconnected 

 
These are everyday realities. When dealers talk about them openly, customers often realise how much these 
small issues affect the overall workplace experience. 

 

Key takeaway 

Dealers who frame breakroom conversations around everyday experience, workplace consistency, and staff 
wellbeing may position themselves as partners who understand the practical and human needs of modern 
workplaces. By weaving in relatable situations and offering simple, realistic suggestions, dealers can open 
meaningful discussions and identify opportunities that go beyond the category itself. 

 

 

 


