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Background

The International Trade Centre (ITC) is implementing the “Market Access Upgrade Programme”

(MARKUP), which aims to contribute to the economic development of 5 East African Community

(EAC) Partner countries – Burundi, Kenya, Rwanda, Tanzania and Uganda – by improving their

market access to the European Union (EU) and the East African region. Financed by the EU, the

project supports Small and Medium Enterprises (SMEs) and organisations in post-harvest and

processing operations for various sectors, including coffee. For more information on the MARKUP

project, please click the following link: ITC MARKUP.

Context: coffee commodity prices remain stubbornly low – even while retail prices for high quality

specialty coffees sold in rich countries remain high. The share of the total global value chain enjoyed

by African producers is very low: one of the reasons for this is low levels of investment in branding,

marketing, and packaging. If African producers could be supported to develop and market their own

brands in local and international markets, this could be a route to a sustainable increase in profitability.
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http://www.intracen.org/projects/Market-Access-Upgrade-Programme/


Context and objectives of the marketing and branding support programme

▪ The deliverables for this assignment fall under Result Area 4 (“Business Development capacities improved for
SMEs”). Specifically, under “4.3.3. Improve marketing, labelling and branding”, various activities are foreseen,
including training local producers and producer associations how to improve their marketing communications.

▪ The objective was to lead a group of around 50 coffee producers from across East Africa through the
acquisition of improved marketing, branding, and packaging capabilities, resulting in increased interest from
customers in local and international markets.

▪ ITC maintained the marketing support programme in order to prepare SMEs for future business relationships
and events. The programme is divided into 2 phases of support:
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Phase 2: Using digital communications for marketing 

Oct 2020 Nov-Dec 2020 Feb 2021

Technical 

sessions

1-2-1 Work with trainers

&

Brand design 

Mar – August 2021

Kick-off 

workshop

Phase 1: Understand the principles of 

branding and build your marketing 

materials 

Regular posting & 

increased 

engagement through 

social media

Social 

media 

workshop

Social 

media 

webinar
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Coaches 
briefing 
session

Introductory 
webinar 

Training 1: Basics of 
branding and marketing 
communications

Coaching period 1: basics of 

branding and marketing 

communications

Finalise marketing materials

Training 2: Designing 
marketing 
communications 
(Kenya, Tanzania, Uganda: 
Feb 11th & 12th; Rwanda: 
25 & 26 Feb & 4th & 5th

Mar; Burundi: XXX )

Coaching period 2: finalising 
marketing communications 

Coaching period 4: 
Assessing results and 
planning for next steps

Oct Nov Dec Jan Feb Mar Apr May Jun Jul Aug

20212020

Design work Photo & Video production Social media campaign 

Short webinars 

for all EAC 

countries

Longer webinars 

(held country by 

country)

Coaching

Finalise 
brand 
narrative

Remote work

build / improve logos and basic design 

guidelines, simple brochure and website

Photojournalist covers the 5 countries in 

photographing and interviewing the companies and 

producing materials for website and social media. 

Each of the firms is assisted to write 

and post at least 6 articles in a period 

of 2-3 months

n

n

Face to face or remote 

training sessions

as part of training sessions

Face to face with coaches 

n
Remote follow up one-one by 

phone or online exchange

ITC team in Geneva (and 

beyond) coordinates a 

team of experts to 

develop designs, build 

materials and support 

conduct of social media 

campaign

Webinar 1: Connecting 
with international 
buyers through social 
media marketing

Phase 1 Phase 2

Coaches 
briefing 
session

Generate 
social media 
content

Coaching period 3: social 
media campaigns

Finalise 
campaign 
follow-up

12

Social media 
accounts; Audit 
or set up

Activate 
social 
media

111097654321

8

n On-site photo & video shoot 

with remote follow-up and 

editing



EACMARKUP Team For Marketing Support Programme For EAC Coffee SMEs 
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James Howe, ITC 

Marketing and E-commerce Expert
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Abdelbasset Boulelouah, ITC

Sustainable Coffee Advocate & 

Coffee Development Specialist

Nicole Motteux

Development & Business 
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Video Producer & Advisor 

Keith Halden

Rwandan Coach: Eve Tushabe 

Photographer: Daniel Msirikale
Designer: Lizzie Cuevas
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Designer: Adrian Medel
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Designer: Marian Radu

Kenyan Coach: Fiona Ngaruro 

Photographer: David Njiru

Designer: Adrian Medel

Copywriting, Web Design, 

SEO, Strategy, Branding

Lilani Goonesena
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Phase 1:  Understand the principles of 

branding and build your marketing materials



Phase 1:  Understand the principles of branding and build your marketing 

materials 

▪ This phase aims at strengthening the SMEs’ understanding of marketing and branding skills and 

assist them to develop professional marketing materials 

▪ 6 online and hybrid trainings were organized in November 2020

▪ 1-2-1 coaching and mentoring sessions were delivered from November 2020 to January 2021

▪ Professional marketing materials were developed 
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Working sessions Date 

Kick off workshop - Coffee branding and marketing: introducing the support for EAC November  2nd

1. Training 1: Basics of branding and marketing communications (Rwanda and 

Tanzania) 

1. Training 1: Basics of branding and marketing communications (Kenya and Uganda) 

1. Training 1: Basics of branding and marketing communications (Burundi) – in 

French -

November  16th and 17th

November  18th and 19th 

November  24th and 25th 

2. Individual coaching sessions with coffee producers November 2020 – January 2021

3 and 4. Finalise marketing materials with international designers November 2020 – February 2021 



Kick off workshop - Coffee branding and marketing: introducing the support 

for EAC 

A kickoff workshop to explain the approach 
that will be taken to help East African coffee 
producers better brand and market their 
coffee

Agenda

• Introduction and context (James Howe)

• Authentic Content and Branding(Nicole Motteux)

• Experience of SME producers in EAC

• Friends of Mothers initiative: Massa Franck

• Gorilla Highlands Coffee: Richard and Fiona

• Discussion, Q&A
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1. Training 1: Basics of branding and marketing communications (Rwanda, 

Tanzania, Kenya, Uganda, and Burundi) 

▪ A 2-day training on branding and marketing 
communications was organised in 5 countries: Rwanda, 
Tanzania, Kenya, Uganda and Burundi

▪ ITC marketing team delivered the training via zoom with the 
support of local coaches (Fiona, Rita, Eve, Hans and Ariho) 
on the ground 

Agenda

Day 1 

• Introduction to branding and marketing in coffee

• About your origins and your coffee

Day 2 

• About your value proposition and positioning toward 
customers

• Design and implement
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2. Individual coaching sessions with coffee producers 
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Behind the scene: 

- Review content 

- Fill any gaps – branding narratives, stories, 

value proposition 

ITC templates 

Template 1 Understand Your Product

Template 2 Identify and Select your Customer

Template 3 Build your Brand

Template 4 Build your Logo

Template 5 Write the Content of your Brochure

Template 6 Build your New Marketing Collateral

Template 7 Marketing and Export Strategy 

▪ Local coaches assisted SMEs to complete 

7 templates

▪ The templates were completed in the best 

possible way. Their content is very 

important and was used at all stages of the 

intervention (graphic design, brand 

narratives, social media, etc.) 



3 and 4. Finalise marketing materials

▪ Coffee producers were matched with three international 
designers to develop and improve their marketing materials 

▪ The typical graphic design package includes the following 
items: 

o Logo 

o Business card

o Brochure 

o Branding guidelines 

o Website 

▪ This package was tailored to the needs of companies: 

o Companies were offered the possibility to develop 
other graphic elements: labels, social media posts, roll-
ups, blogs, a second logo, etc.

▪ Important remark: 

o Some companies decided not to have the full package 
(only 1 or 2 items)  
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Behind the scene: 

- Several rounds of iterations with designers 

- Companies had the opportunity to work 

with flexible designers - direct 

communication via WhatsApp -

- Companies benefited from the extensive 

experience of designers in the coffee 

industry 



3 and 4. Finalise marketing materials

▪ A professional content editor (specialised in the coffee industry) used ITC templates and other written 

materials to revise the final version of the brochures and websites 
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ITC templates + existing 

written materials 

(brochures, flyers, etc) 
Content editor 

▪ Revise the final content of brochures and 

websites

▪ Proofread the written content 

▪ Check consistency and seek additional 

information from SMEs 

▪ Coordinate with graphic designers to finalise 

marketing materials 



Results of the first phase: executive summary  
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Burundi Tanzania Uganda Rwanda Kenya 

The detailed results of phase 1 can be viewed from pages 

112 to 427



28 new logos 
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38 new brochures 
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37 new business cards (in addition to dozens of business cards for other 

company employees - on request)
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31 new branding guidelines 
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31 websites (create new websites or improve existing ones)  
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Dozens of additional designs (on request): letterheads, social media posts, 

packaging, flyers, booklets, banners, roll-ups, mugs, T-shirts, and aprons  
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Feedback from Burundian beneficiaries 
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Wow, I really like it. Thanks for the good job.

Merimee, TIB Coffee

Thanks you for the great work

Cassien, Murambi

Thank you  for your hard work, we 

appreciated the logo very much. 

Thank you so much; you did a 

great job.

Lorraine, Kalico Coffee

Everything is fine. I appreciate the 

quality of your work.

Zuberi, Matraco



Feedback from Tanzania beneficiaries
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Thank  you very much for your time, it was nice 

working with you on this project. Will be in 

touch in case I need design work in the future. 

Wish you the Best of luck.

William, Choice Coffee

Thanks for the support. 

Keremba, Communal Shamba

Waoo it's nice I like it. Many of fellow workers 

they like number 3. Thanks so much!

Stella, Kamal Agro

Thank you. The designs are very nice. 

Godbless, KNCU Tanzania



Feedback from Rwandan beneficiaries
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Feedback from Uganda beneficiaries
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Many thanks for this incredible work.

Wasibi Rogers, Mt Elgon Coffee Cooperative

So happy, thank you. People have really liked it, 

it's so wonderful. 

Annet, Barista House-Rwenzori

I am short of words for now...I have never dreamed 

that we would have our own website. You are about 

to give me a heart attack... It's amazing, simple and 

stylish... I Love it.

Angella Mary Nansamba, F&S

Thank you and your team for taking the time to work 

on the KIMCO brochure. It's taken very good shape 

so far..

Martha Wandera, KimCo Coffee

Thank you so much for the work you have done. In 

fact, we shall do a major launch of the re-branding 

before the end of October. Our Executive Director 

likes the work done.

Julianne Nassuna, BUCADEF



Feedback from Kenyan beneficiaries
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This is wonderful ! This is exactly what we were looking 

for. Thank you for your critical thinking and creativity 

towards this. Stay blessed.

Wesley, Jowam Coffee

Many thanks for the brochure which looks great!

Romal, Safari Lounge

It looks great work. Highly appreciated…

very impressed with your branding

Simon Gakinya, Mt Kenya Specialty Tea & 

Coffee

The brochure looks great! very well done, 

I love it

Rosebella Lanqat, cherpsangor Hills 

Coffee
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Phase 2: Using digital communications for 

marketing 
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Coaches 
briefing 
session

Introductory 
webinar 

Training 1: Basics of 
branding and marketing 
communications

Coaching period 1: basics of 

branding and marketing 

communications

Finalise marketing materials

Training 2: Designing 
marketing 
communications 
(Kenya, Tanzania, Uganda: 
Feb 11th & 12th; Rwanda: 
25 & 26 Feb & 4th & 5th

Mar; Burundi: XXX )

Coaching period 2: finalising 
marketing communications 

Coaching period 4: 
Assessing results and 
planning for next steps

Oct Nov Dec Jan Feb Mar Apr May Jun Jul Aug

20212020

Design work Photo & Video production Social media campaign 

Short webinars 

for all EAC 

countries

Longer webinars 

(held country by 

country)

Coaching

Finalise 
brand 
narrative

Remote work

build / improve logos and basic design 

guidelines, simple brochure and website

Photojournalist covers the 5 countries in 

photographing and interviewing the companies and 

producing materials for website and social media. 

Each of the firms is assisted to write 

and post at least 6 articles in a period 

of 2-3 months

n

n

Face to face or remote 

training sessions

as part of training sessions

Face to face with coaches 

n
Remote follow up one-one by 

phone or online exchange

ITC team in Geneva (and 

beyond) coordinates a 

team of experts to 

develop designs, build 

materials and support 

conduct of social media 

campaign

Webinar 1: Connecting 
with international 
buyers through social 
media marketing

Phase 1 Phase 2

Coaches 
briefing 
session

Generate 
social media 
content

Coaching period 3: social 
media campaigns

Finalise 
campaign 
follow-up

12

Social media 
accounts; Audit 
or set up

Activate 
social 
media

111097654321

8

n On-site photo & video shoot 

with remote follow-up and 

editing



Phase 2: Digital communications for marketing 

▪ This phase aims at strengthening the SMEs’ understanding of digital communications and assist 
them in the process of using social media to increase visibility and market engagement. 

▪ Two online workshops were organized in February & March 

▪ 1-2-1 training and mentoring sessions were delivered from March to August
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Working sessions Date 

5. Kick-off Webinar: Coffee branding and marketing: connecting with international buyers 

through social media marketing

Feb 11th & 12th

1 hour: 12 to 13 EAT

6. Social media training (Kenya, Tanzania, Uganda)

6. Social media training (Rwanda)

6. Social media training (Burundi)

Feb 11th & 12th

Feb 25th & 26th ; March 4th & 5th

Feb 24th & 25th 

7. Finalising Brand Narratives Mar- Apr

8. Photo & video production of company’s operations June - August

9. Social media accounts audit & update or set-up April - July

10. Generation of social media content April - July

11. Activation of social media + ongoing support & mentoring focused on SME requirements April - August

12. Finalise social media campaign & follow-up August



5. Introductory Webinar: Coffee branding and marketing: connecting with 
international buyers through social media marketing

▪ The webinar discussed trends in social media and how it is used to convey

important and impactful messages, that can help to sell products. The focus

was the coffee sector with the speakers explaining the relevance of digital

channels to the promotion of coffee, and what difference this can make to

coffee producers in East Africa, and beyond.

Agenda

• James Howe, International Trade Centre: opening comments

• Iain Patton, Director, Ethical Team, UK PR & Media Relations

• Hilde Burger, Social Media Lead, Africa Network & Global Clients (WE-
Worldwide), South Africa

• Peter Gakuoh, Staff Writer, Perfect Daily Grind

• Larissa Diakanua, Communications Manager Africa, Rainforest Alliance

• Killian Stokes, Moyee Coffee, Ireland & UK (EU)
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6. Workshop 2: Using social media to help your business

Agenda: 

• Introduce the value of using digital communications (social media) in marketing your business

• Assist in developing content and refreshing or establishing social media accounts in line with new 

brand collateral

• Q&A 

Results: 

• 39 participants completed an evaluation 

survey at the end of the webinar:  

100% agreed or strongly agreed that:

➢ Training achieved their objectives

➢ Training was relevant to their needs

➢ Will apply what was learned to their business 

operations

➢ Training increased understanding of and capability in

social media marketing
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7. Review Brand Narrative & fill gaps
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1-2-1 Sessions Prerequisite Outputs 

Finalising Brand Narratives - Check for consistency

- Check factual information

- Fill gaps

- Finalised brand narrative

Behind the scene: 

- Review brand narratives

- Fill any gaps – especially coffee and 

location info



8. Photo & Video production
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Individual site visits Prerequisite Outputs 

Capturing images & video for 

each SME

- Arrange brand collateral

- Arrange interviewees

- Hi-resolution images for SME use

- Hi-resolution video for Video production

Behind the scene:

- Arrange logistics



Preparation for 5 country photo shoots – photographers’ resources
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Technical 

Specifications
Photo/video 

Creative & 

Contextual Brief

Photographers 

checklist

Consent forms: 

English + French



Links for photo and video media 

Burundi:  
https://drive.google.com/open?id=1d0idxgGXCBCXBfDgVt5cEupIjvD7i4NQ&authuser=itcphotobin%40gmail.com&usp=drive_fs

Kenya:
https://drive.google.com/open?id=1iDgTIafBGnOGdHeEhe8XFuqt4AvsW83e&authuser=itcphotobin%40gmail.com&usp=drive_fs

Rwanda: 
https://drive.google.com/open?id=1-28viGXrtYRX6s2zUmL6FilpRMfWbR_8&authuser=itcphotobin%40gmail.com&usp=drive_fs

Tanzania: 
https://drive.google.com/open?id=1acPADHRmsD5lYzqL16YdqRXlDTr4XV38&authuser=itcphotobin%40gmail.com&usp=drive_fs

Uganda: 
https://drive.google.com/open?id=1q_bHufoiVkQnM0_MFWh8NmDAnKGsjB3e&authuser=itcphotobin%40gmail.com&usp=drive_fs
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https://drive.google.com/open?id=1d0idxgGXCBCXBfDgVt5cEupIjvD7i4NQ&authuser=itcphotobin%40gmail.com&usp=drive_fs
https://drive.google.com/open?id=1iDgTIafBGnOGdHeEhe8XFuqt4AvsW83e&authuser=itcphotobin%40gmail.com&usp=drive_fs
https://drive.google.com/open?id=1-28viGXrtYRX6s2zUmL6FilpRMfWbR_8&authuser=itcphotobin%40gmail.com&usp=drive_fs
https://drive.google.com/open?id=1acPADHRmsD5lYzqL16YdqRXlDTr4XV38&authuser=itcphotobin%40gmail.com&usp=drive_fs
https://drive.google.com/open?id=1q_bHufoiVkQnM0_MFWh8NmDAnKGsjB3e&authuser=itcphotobin%40gmail.com&usp=drive_fs


9. Audit of existing social media accounts or set-up of new accounts
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1-2-1 Sessions Prerequisite Outputs 

Existing social media 

accounts

- Check for consistency - Updated Bios, logos and banners on principal social media 

account

- Removal of non-business content

- Refreshed accounts, consistent with new brand collateral

New social media account - Identify best platform(s) for your 

business based on target 

audience

- Set up names, bios, logos, 

banners, etc

- Social media account consistent with new branding set up

Behind the scene:

- Identify which social media platform(s) your target

customers are on

- Ensure all company names are consistent



9. Audit of existing social media accounts or step-by-step set-up of new 

accounts across key social media platforms including new Bios/Profiles & 

resizing logos
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10. Creating social media content 
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1-2-1 sessions Prerequisite Outputs 

Creation of posts and blogs 

from the brand narrative in 

line with social media strategy 

& social media calendar

- Completed brand narrative

- Completed social media strategy

- Ideas for social media calendar

- at least 6 x long-form social media posts

- at least 6 short-form posts

- For Burundi – at least 6 blog posts

Behind the scene: 

- Develop social media strategy

- Generate ideas for social media calendar



Supplying long-form and short-form posts consistent with brand narratives
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Long-form posts Short-form posts SME’s take up short-

form posts



11. Activate social media
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1-2-1 sessions Prerequisite Outputs 

Posting on social media - Finalised post content

- Choose appropriate photos

- Posts on social media – consistent with brand narrative 

and brand collateral

Become dynamic/responsive - Responding to comments, likes and contacts

Behind the scene:

- During this period, we worked

together to develop social

media content and profiles for

each SME



Record of all posts captured for the SMEs
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Responsive support and feedback - using WhatsApp Chat
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1-2-1 training & support
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Behind the scene:

- During this period, we

undertook one-on-one

training & support sessions

with SMEs on key elements

of posting – all the time

building confidence.



Images: supplying additional images; training SMEs to tag images appropriately
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A trader commenting 

on SME social media 

post



Working with SMEs to improve their images for social media to enhance 

engagement
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12. Finalise social media campaign follow-up
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1-2-1 session Prerequisite Outputs 

Final follow-up with SMEs - Posted 6 social media posts - On-going social media strategy in place

- At least 10 short-form posts provided

- At least 8 hi-resolution images supplied

Behind the scene: 

- Identify responsible person 

for on-going social media 

responsibility

Working with SMEs to 

write their own posts



Assisting SMEs to follow-up on trader engagement
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A trader making contact with SME



Introducing SMEs to each other and other traders
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SMEs shift from following 

friends to following key 

traders and industry actors



Engagements with traders on Instagram

48

An SME responding to 

trader link



Results of the second phase 

▪ 41 coffee producers from Kenya, Tanzania, Uganda, Rwanda, and Burundi were invited to participate 

in the marketing support programme.

▪ Depending on their level of interest and participation, companies have benefited from tailor-made 

marketing and branding support

▪ All companies received bespoke social media content (reviewed brand narratives, at least 6 long-

form and 10 short-form posts, and a social media strategy, suggested #, @ and keywords)
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Active group (34 companies) 
- Bespoke social media support from ITC team 

- Bespoke social media content

- 1-2-1 assistance with setting up social media 

accounts or auditing and updating existing 

accounts (Instagram, Facebook, Twitter, LinkedIn)

- A professional photographer provided images and 

video for each company

- Stock photos were also provided

Passive group (7 companies) 
- ITC team supported interested companies 

- Bespoke social media content

- A professional photographer provided images 

and video for each company that provided 

access



Results of the second phase 

▪ 34 companies (83%) participated in an active way: 

- Attended the majority of working sessions

- Attended 1-2-1 training sessions 

- Completed all revisions & provided additional information when required

- Responded to ITC requests in a reactive manner

- Showed interest and dedication 

Outputs for the active companies: 

- All SMEs received at least 6 long-form posts and between 10 and 51 short-form posts 

- All SMEs applied the learnings to their businesses immediately – with a total of 762 posts across the 34 
SMEs (351 Instagram, 156 Facebook, 245 Twitter (most associated with a single SME), 10 LinkedIn)

- 32 SMEs developed a social media strategy and campaign, and posted between 6 and 55 new quality 
posts on Instagram and/or Facebook, and between 2 and 215 Tweets

- 2 SMEs developed a social media strategy and each posted 4 quality Instagram posts

Outcomes for the active companies:

- 34 SMEs posting at least weekly on social media with quality content and structure

- Increased confidence, capacity and capability in social media engagement across the active SMEs

- 20 SMEs received new sales contacts as a direct result of their new social media engagement

50



Results of the second phase 

▪ 7 companies participated in a passive way: 

- Some attended the Introductory webinar and Workshop 2

- All have received completed brand narratives

- Those SMEs who requested it, received completed social media calendars

- All received at least 6 long-form posts and between 26 and 54 short-form posts

- Some participated in the photo-video shoot

- Less interest and responsiveness 
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Developing social media for SMEs - process

52

▪ Each active SME was provided with 1-2-1 support through WhatsApp, in a process to 

improve/increase engagement with target audiences:

• Checking – verifying and editing/amending/adding to brand narrative

• Social media account audit & update or set-up – ensuring consistency and appropriateness

• Content Creation – individual posts based on each SME’s brand narrative

• #, @ & Photos – choosing the best supplementary material to support the content

• Posting – the mechanics, structure and timing of posting on social media

• Gaining confidence – allowing SMEs to take control of their social media

• Gaining traction – how to increase engagement & follow-up contacts
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BURUNDI – 6 active SMEs
11 new accounts; 2 updated accounts; 55 new Instagram posts, 35 new Facebook posts, 8 new LinkedIn 

posts, engagement up across all platforms. At least 1 SME attracted new sales contacts/buyers.
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SME Target 

platfor

m

Before After Account: 

New/

Update

New 

Bio/

profile

New 

Logo

Active 

posting

Engagement

Followers Following New sales 

contacts

Cococa Coffee Instagram

LinkedIn

X

X

A

B

N

N

✔️

✔️

✔️

✔️

✔️ +6 ↑ +37 ↑ 14

Kalico Coffee Instagram

LinkedIn

B

X 

A

A

U

N

✔️

✔️

✔️

✔️

✔️ +12

✔️ +8

↑ ↑ ✔️

Matraco Coffee Instagram

Facebook 

X

X

A

A

N

N

✔️

✔️

✔️

✔️

✔️ +12

✔️ +12

↑ 50 ↑ 126

Micosta Coffee Instagram

Facebook

X

X

A

A

N

N

✔️

✔️

✔️

✔️

✔️ +11

✔️ +9

↑ 79 ↑ 85

Murambi Coffee Instagram

Facebook

LinkedIn

X

X

X

A

A

B

N

N

N

✔️

✔️

✔️

✔️

✔️

✔️

✔️ +6

✔️ +6

↑ 168 ↑ 467

TIB Coffee Instagram

Facebook

B

N

A

A

U

N

✔️

✔️

✔️

✔️

✔️ +8

✔️ +8

↑ 46 ↑ 72

(X = non-existent, B = Basic, A = Active, D = Dynamic)

(U = Updated, N = New)



BURUNDI – Cococa
55

Long-form posts 

supplied

Short-form posts 

supplied

Images supplied Number of new 

posts

Engagement New sales 

contactsFollowers       Following       

11 21 ✔️ 6 ↑ +37 ↑ 14



BURUNDI – Kalico Coffee
56

Long-form posts 

supplied

Short-form posts 

supplied

Images supplied Number of new 

posts

Engagement New sales 

contactsFollowers       Following        

10 43 ✔️ 20 ↑ ↑ ✔️



BURUNDI – Matraco Coffee
57

Long-form posts 

supplied

Short-form posts 

supplied

Images supplied Number of new 

posts

Engagement New sales 

contactsFollowers       Following        

12 35 ✔️ 24 ↑ 50 ↑ 126



BURUNDI – Micosta Coffee
58

Long-form posts 

supplied

Short-form posts 

supplied

Images supplied Number of new 

posts

Engagement New sales 

contactsFollowers       Following       

6 30 ✔️ 20 ↑ 79 ↑ 85



BURUNDI – Murambi Coffee
59

Long-form posts 

supplied

Short-form posts 

supplied

Images supplied Number of new 

posts

Engagement New sales 

contactsFollowers       Following        

7 28 ✔️ 12 ↑ 168 ↑ 467



BURUNDI – TIB Coffee
60

Long-form posts 

supplied

Short-form posts 

supplied

Images supplied Number of new 

posts

Engagement New sales 

contactsFollowers       Following        

6 32 ✔️ 16 ↑ 46 ↑ 72



KENYA – 7 active SMEs
3 new accounts; 13 updated accounts; 119 new Instagram posts, 50 new Facebook posts, 2 new tweets; 

engagement up across all platforms. At least 6 SMEs attracted new sales contacts/buyers.

61

SME Target 

platform

Before After Account: 

New/

Update

New 

Bio/

profile

New 

Logo

Active 

posting

Engagement

Followers Following New sales 

contacts

Chepsangor Coffee Instagram X A N ✔️ ✔️ ✔️ +15 ↑ 124 ↑ 164 ✔️

Jowam Coffee Instagram

Instagram

LinkedIn

Facebook

B

B

B 

B

A

A

B

B

U

U

U

U

✔️

✔️

✔️

✔️

✔️

✔️

✔️

✔️

✔️ +33

✔️ +16

✔️ +6

↑ 141 ↑ 55 ✔️

Kafikawa Coffee Instagram

Facebook 

A

A

A

A

U

U

✔️

✔️

✔️

✔️

✔️ +6

✔️ +11

↑ +17 ↑ +27

Mount Kenya Specialty Tea & 

Coffee

Instagram

Facebook

X

X

A

A

N

N

✔️

✔️

✔️

✔️

✔️ +9

✔️ +15

↑ 266 ↑ 420 ✔️

Safari Lounge Tea & Coffee Instagram

Facebook

LinkedIn

A

A

B

D

A

B

U

U

U

✔️

✔️

✔️

✔️

✔️

✔️

✔️ +28

✔️ +15

↑ 30 ↑ 40 ✔️

Sakami Coffee Instagram B A U ✔️ ✔️ ✔️ +7 ↑ 27 ↑ 15 ✔️

Utake Coffee Instagram

Facebook

Twitter

B

B

B

A

A

B

U

U

U

✔️

✔️

✔️

✔️

✔️

✔️

✔️ +5

✔️ +3

✔️ +2

↑ 94 ↑ 27 ✔️

(X = non-existent, B = Basic, A = Active, D = Dynamic)

(U = Updated, N = New)



KENYA – Chepsangor Coffee 
62

Long-form posts 

supplied

Short-form posts 

supplied

Images supplied Number of new 

posts

Engagement New sales 

contactsFollowers       Following       

6 42 ✔️ 15 ↑ 124 ↑ 164 ✔️



KENYA – Jowam Coffee 
63

Long-form posts 

supplied

Short-form posts 

supplied

Images supplied Number of new 

posts

Engagement New sales 

contactsFollowers       Following        

6 42 ✔️ 55 ↑ 141 ↑ 55 ✔️



KENYA – Kafikawa Coffee 
64

Long-form posts 

supplied

Short-form posts 

supplied

Images supplied Number of new 

posts

Engagement New sales 

contactsFollowers       Following        

6 15 ✔️ 17 ↑ +17 ↑ +27



KENYA – Mount Kenya Specialty Tea & Coffee 
65

Long-form posts 

supplied

Short-form posts 

supplied

Images supplied Number of new 

posts

Engagement New sales 

contactsFollowers       Following        

8 31 ✔️ 24 ↑ 266 ↑ 420 ✔️



KENYA – Safari Lounge Tea & Coffee 
66

Long-form posts 

supplied

Short-form posts 

supplied

Images supplied Number of new 

posts

Engagement New sales 

contactsFollowers       Following        

6 10 ✔️ 43 ↑ 30 ↑ 40 ✔️



KENYA – Sakami Coffee 
67

Long-form posts 

supplied

Short-form posts 

supplied

Images supplied Number of new 

posts

Engagement New sales 

contactsFollowers       Following        

8 42 ✔️ 7 ↑ 27 ↑ 15 ✔️



KENYA – Utake Coffee 
68

Long-form posts 

supplied

Short-form posts 

supplied

Images supplied Number of new 

posts

Engagement New sales 

contactsFollowers       Following        

6 30 ✔️ 10 ↑ 94 ↑ 27 ✔️



RWANDA – 10 active SMEs
5 new accounts; 11 updated accounts; 81 new Instagram posts, 5 new Facebook posts, 4 new Tweets; 

engagement up across all platforms; at least 7 SMEs attracted new sales contacts/buyers 

69

SME Target 

platform

Before After Account: 

New/

Update

New 

Bio/

profile

New 

Logo

Active 

posting

Engagement

Followers Following New sales 

contacts

Bond Coffee Instagram

LinkedIn

B

A

A

A

U

U

✔️ ✔️ ✔️ +8 ↑ 113 ↑ 145 ✔️

Buhanga Coffee Instagram

Facebook

B 

B

A

B

U

U

✔️

✔️

✔️

✔️

✔️ +15 ↑ 101 ↑ 33 ✔️

Hillock Coffee Instagram X A N ✔️ ✔️ ✔️ +6 ↑ 77 ↑ 67 ✔️

Muhondo Coffee Instagram

Facebook

B

X

A

B

U

N

✔️

✔️

✔️

✔️

✔️ +9

✔️ +2

↑ 121 ↑ 719

Nova Coffee Instagram B B U ✔️ ✔️ ✔️ +4 ↑ 31 ↑ 6

Roots Coffee Instagram X A N ✔️ ✔️ ✔️ +6 ↑ 36 ↑ 105 ✔️

San Coffee Instagram

Facebook

Twitter

A

B

B

A

B

B

U

U

U

✔️

✔️

✔️

✔️

✔️

✔️

✔️ +14

✔️ +3

✔️ +4

↑ 85 ↑ 23 ✔️

Trapro Coffee Instagram X A N ✔️ ✔️ ✔️ +9 ↑ 193 ↑ 920 ✔️

Tropic Coffee Instagram

Twitter

A

B

A

B

U

U

✔️

✔️

✔️

✔️

✔️ +4 ↑ 77

TUK Coffee Instagram X A N ✔️ ✔️ ✔️ +6 ↑ 57 ↑ 30 ✔️

(X = non-existent, B = Basic, A = Active, D = Dynamic)

(U = Updated, N = New)



RWANDA – Bond Coffee 
70

Long-form posts 

supplied

Short-form posts 

supplied

Images supplied Number of new 

posts

Engagement New sales 

contactsFollowers       Following        

6 24 ✔️ 8 ↑ 113 ↑ 145 ✔️



RWANDA – Buhanga Coffee 
71

Long-form posts 

supplied

Short-form posts 

supplied

Images supplied Number of new 

posts

Engagement New sales 

contacts

Long-form posts 

supplied

Short-form posts 

supplied

Images supplied Number of new 

posts

Engagement New sales 

contactsFollowers       Following        

13 22 ✔️ 15 ↑ 101 ↑ 33 ✔️



RWANDA – Hillock Coffee 
72

Long-form posts 

supplied

Short-form posts 

supplied

Images supplied Number of new 

posts

Engagement New sales 

contactsFollowers       Following        

6 15 ✔️ 6 78 67 ✔️



RWANDA – Muhondo Coffee 
73

Long-form posts 

supplied

Short-form posts 

supplied

Images supplied Number of new 

posts

Engagement New sales 

contactsFollowers       Following        

6 29 ✔️ 11 ↑ 121 ↑ 719



RWANDA – Nova Coffee 
74

Long-form posts 

supplied

Short-form posts 

supplied

Images supplied Number of new 

posts

Engagement New sales 

contactsFollowers       Following        

6 16 ✔️ 4 ↑ 31 ↑ 6



RWANDA – Roots Coffee 
75

Long-form posts 

supplied

Short-form posts 

supplied

Images supplied Number of new 

posts

Engagement New sales 

contactsFollowers       Following        

8 26 ✔️ 6 36 105 ✔️



RWANDA – San Coffee 
76

Long-form posts 

supplied

Short-form posts 

supplied

Images supplied Number of new 

posts

Engagement New sales 

contactsFollowers       Following        

11 40 ✔️ 21 ↑ 85 ↑ 23 ✔️



RWANDA – Trapro Coffee 
77

Long-form posts 

supplied

Short-form posts 

supplied

Images supplied Number of new 

posts

Engagement New sales 

contactsFollowers       Following        

6 21 ✔️ 9 ↑ 193 ↑ 920 ✔️



RWANDA – Tropic Coffee 
78

Long-form posts 

supplied

Short-form posts 

supplied

Images supplied Number of new 

posts

Engagement New sales 

contactsFollowers       Following        

6 29 ✔️ 4 ↑ 77



RWANDA – TUK Coffee 
79

Long-form posts 

supplied

Short-form posts 

supplied

Images supplied Number of new 

posts

Engagement New sales 

contactsFollowers       Following        

8 43 ✔️ 6 ↑ 57 ↑ 30



TANZANIA – 3 active SMEs
7 updated accounts; 20 new Instagram posts, 29 new Facebook posts, 2 new LinkedIn posts; engagement 

up across all platforms. . At least 2 SMEs attracted new sales contacts/buyers. 

80

SME Target 

platform

Before After Account: 

New/

Update

New 

Bio/

profile

New 

Logo

Active 

posting

Engagement

Followers Following New sales 

contacts

Amir Hanza (Café Amimza) Instagram

Facebook

A

B

A

A

U

U

✔️

✔️

✔️

✔️

✔️ +6

✔️ +13

↑ 99 ↑ 29 ✔️

Choice Coffee Instagram

Facebook

LinkedIn

B 

B

B

A

B

B

U

U

U

✔️

✔️

✔️

✔️

✔️

✔️

✔️ +5

✔️ +3

+2

↑ 15 ↑ 55

KNCU Instagram

Facebook 

B

A

A

A

U

U

✔️

✔️

✔️

✔️

✔️ +9

✔️ +13

↑ 407 ↑ 140 ✔️

(X = non-existent, B = Basic, A = Active, D = Dynamic)

(U = Updated, N = New)



TANZANIA – Amir Hanza Coffee (Café Amimza) 
81

Long-form posts 

supplied

Short-form posts 

supplied

Images supplied Number of new 

posts

Engagement New sales 

contactsFollowers       Following        

6 37 ✔️ 19 ↑ 99 ↑ 29 ✔️



TANZANIA – Choice Coffee 
82

Long-form posts 

supplied

Short-form posts 

supplied

Images supplied Number of new 

posts

Engagement New sales 

contactsFollowers       Following        

7 42 ✔️ 10 ↑ 15 ↑ 55



TANZANIA – KNCU 
83

Long-form posts 

supplied

Short-form posts 

supplied

Images supplied Number of new 

posts

Engagement New sales 

contactsFollowers       Following        

6 33 ✔️ 22 ↑ 407 ↑ 140 ✔️



UGANDA – 8 active SMEs 
8 new accounts; 7 updated accounts; 76 new Instagram posts, 37 new Facebook posts, 239 new Tweets; 

engagement up across all platforms. At least 4 SMEs attracted new sales contacts/buyers (& 1 SME media 

contact).

84

SME Target 

platform

Before After Account: 

New/

Update

New 

Bio/

profile

New 

Logo

Active 

posting

Engagement

Followers Following New sales 

contacts

Barista House Instagram

Facebook

Twitter

LinkedIn

B

B

B

B

A

A

A

B

U

U

U

✔️

✔️

✔️

✔️

✔️

✔️

✔️ +8

✔️ +25

✔️ +16

↑ 198 ↑ 307 ✔️

Fine & Specialty Coffee Instagram

LinkedIn

Facebook

Twitter

X

X 

B

B

A

A

A

B

N

N

U

U

✔️

✔️

✔️

✔️

✔️

✔️

✔️

✔️

✔️ +14

✔️ +6

↑ 62 ↑ 110

Kibinge Coffee Instagram X A N ✔️ ✔️ ✔️ +9 ↑ 102 ↑ 95

Kimco Coffee Facebook X B N ✔️ ✔️ ✔️ +6 ↑ 168 ↑ 

Masha Coffee Instagram B A U ✔️ ✔️ ✔️ +13 ↑ 27 ↑ 19 ✔️

Mbale Coffee Instagram X A N ✔️ ✔️ ✔️ +12 ↑ 58 ↑ 163

Mount Elgon Coffee & Honey 

Cooperative

Instagram

Twitter

X

A

A

A

N

U

✔️

✔️

✔️

✔️

✔️ +13

✔️ +215

↑ 89 ↑ 121 ✔️

Salama Coffee Instagram

Twitter

X

X

A

A

N

N

✔️

✔️

✔️

✔️

✔️ +7

✔️ +8

↑ 160 ↑ 475 ✔️

(X = non-existent, B = Basic, A = Active, D = Dynamic)

(U = Updated, N = New)



UGANDA – Barista House  
85

Long-form posts 

supplied

Short-form posts 

supplied

Images supplied Number of new 

posts

Engagement New sales 

contactsFollowers       Following        

6 + 6 blog posts 22 ✔️ 49 ↑ 198 ↑ 307 ✔️



UGANDA – Fine & Specialty Coffee  
86

Long-form posts 

supplied

Short-form posts 

supplied

Images supplied Number of new 

posts

Engagement New sales 

contactsFollowers       Following        

6 + 6 Blog Posts 27 ✔️ 20 ↑ 62 ↑ 110



UGANDA – Kibinge Coffee  
87

Long-form posts 

supplied

Short-form posts 

supplied

Images supplied Number of new 

posts

Engagement New sales 

contactsFollowers       Following        

6 + 6 blog posts 48 ✔️ 9 ↑ 102 ↑ 95



UGANDA – Kimco Coffee  
88

Long-form posts 

supplied

Short-form posts 

supplied

Images supplied Number of new 

posts

Engagement New sales 

contactsFollowers       Following        

6 + 6 blog posts 49 ✔️ 6 ↑ 168 ↑ 



UGANDA – Masha Coffee  
89

Long-form posts 

supplied

Short-form posts 

supplied

Images supplied Number of new 

posts

Engagement New sales 

contactsFollowers       Following        

6 + 6 blog posts 51 ✔️ 13 ↑ 27 ↑ 19 ✔️



UGANDA – Mbale Coffee  
90

Long-form posts 

supplied

Short-form posts 

supplied

Images supplied Number of new 

posts

Engagement New sales 

contactsFollowers       Following        

6 + 6 blog posts 37 ✔️ 12 ↑ 58 ↑ 163



UGANDA – Mount Elgon Coffee & Honey Cooperative  
91

Long-form posts 

supplied

Short-form posts 

supplied

Images supplied Number of new 

posts

Engagement New sales 

contactsFollowers       Following        

9 + 6 blog posts 24 ✔️ 228 ↑ 89 ↑ 121 ✔️



UGANDA – Salama Coffee  
92

Long-form posts 

supplied

Short-form posts 

supplied

Images supplied Number of new 

posts

Engagement New sales 

contactsFollowers       Following        

6 + 6 blog posts 29 ✔️ 16 ↑ 160 ↑ 475 ✔️



Outputs of the second phase 

Of the total SMEs (both active and passive):

▪ 100% have a new social media strategy

▪ 100% received bespoke social media content including reviewed brand narratives, at least 6 long-

form and between 10 and 54 short-form posts.

▪ 97% have new or updated social media accounts in line with new branding

▪ 100% received new bespoke Bios for social media profiles

▪ 100% received key words, # and @

▪ 87% received bespoke advice on who to follow (Traders, publications, organisations)

▪ 87% received 1-2-1 training and support (see next slide)

In addition:

▪ Uganda: SMEs received Blog posts (due to on-going issues in accessing social media platforms)

▪ Burundi: All platforms converted to English (from French) & all posts provided in dual language

▪ Rwanda: 3 SME’s social media accounts converted from French to English

93



Outputs of the second phase: 34 SMEs (83%) received 1-2-1 training on the 

following: 

• Presentation – format of posts

• Photo links to post

• Using different platforms (mobile/desktop)

• What # for increased visibility/engagement & 

searching for new #

• How to tag appropriately

• Including CTA in every post

• Elements of posts – checklist

• When to post (day and time)

• Advice on good images for social media

• Step-by-step creating posts

• Step-by step editing and deleting posts

• Who to follow and how to follow

• How to follow-up and message contacts

• Identifying gaps and providing advice
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Outputs of the second phase – additional 

SMEs were also supported on a number of 

additional outputs/outcomes:

• Newspaper articles

• Google surveys

• Profile pieces

• Booklets 

• Social media adverts

• On request – some SMEs requested review and edit 
of brochures and booklets

• Presentations (PPT) supporting them to contribute to 
SheTrades Rwanda training 

• Supporting SMEs to be involved in Connecting 
Businesses to the International Women’s Coffee 
Alliance (IWCA) Webinar (30 Aug 2021) – for She 
Trades and EAC MARKUP SMEs including assisting 
preparation of presentations by two EAC MARKUP 
SMEs
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Outcomes of the second phase

• 20 SMEs have received new direct sales contacts through new social media engagement (3 

SMEs did not provide information on this outcome)

• Greater confidence, capability and capacity within the active SMEs in Social Media engagement

• 4 SMEs contacted to be a part of a media story about East African coffee – as a direct result of 

their participation in this programme

• Three SMEs presented as part of SheTrades Rwanda Training

• Two SMEs to be involved in Connecting Businesses to the International Women’s Coffee Alliance 

(IWCA) Webinar (30 Aug 2021) – for She Trades and EAC MARKUP SMEs including assisting 

preparation of presentations by two EAC MARKUP SMEs
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SMEs confirmed their social media post resulted in enquiries, and or 

engagement

97



Example: Barista House posts has resulted in an increased interest for barista 

trainings
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Increase sales: Domestic Market

99



SME becoming confident to post – injecting their own personality and 

understanding the importance of good images, content and structure

100

Before

After



Taking extra steps to build trader awareness of SMEs results in trader 

engagement

101

Forwarding post to 

traders



New approach to social media results in trader engagement

102

Before

After

Trader engagement 

through SME social media 

– endorses SME’s coffee



Reposting posts as stories to increase SMEs visibility
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Working with over 40 SMEs posting together – influencing the 
market: #Africacoffee
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Next step: from active to dynamic - SMEs starting to engage

105

SME commenting on a post –

developing 2-way engagement



106

What else? 

Practical guides, videos, and a collective brochure   



ITC resources 

107



Video: How to better market your specialty coffees? 

108

https://www.youtube.com/watch?v=AutqUBZy8Ck▪ Do you have questions about how to better
market your specialty coffees?

▪ Are you curious to discover what coffee
consumers around the world are looking for?

This video introduces coffee exporters from the
East African Community (EAC) to the profile of
potential buyers of East African specialty
coffee. From buyer requirements, to consumer
demands, it helps EAC-based coffee exporters
familiarise themselves with the global tastes
and expectations.

https://www.youtube.com/watch?v=AutqUBZy8Ck


MARKUP Social Media Guide for Coffee SMEs 

▪ The MARKUP social media guidelines focus

on specialty coffee enterprises, a small but

growing segment of the coffee market

▪ Free and interactive, the guide provides a

singular opportunity for businesses to build

and showcase their products and grow their

audiences

109

https://www.eacmarkup.org/news/latest-news/social-

media-guide-for-small-and-medium-coffee-enterprises

https://www.eacmarkup.org/news/latest-news/social-media-guide-for-small-and-medium-coffee-enterprises


MARKUP Guide to Using Images on Social media for Coffee SMEs

▪ High-quality photos and videos are

essential to building your brand and on-line

presence

▪ This guide walks coffee businesses through

the fundamentals of creating your own

unique images, both stills (photographs)

and video.

110

https://www.eacmarkup.org/news/latest-

news/guide-to-photographs-and-videos-on-social-

media-for-coffee-smes-in-east-africa

https://www.eacmarkup.org/news/latest-news/guide-to-photographs-and-videos-on-social-media-for-coffee-smes-in-east-africa


Coming soon!  October 2021 

Marketing videos

• Specialty coffee marketing videos (one per country) will be provided to each SME – using content
from the MARKUP SMEs.

Collective brochure to promote the coffees of small producers in EAC MARKUP

• ITC worked to support around 75 coffee producers to improve their marketing and branding in 2020
and 2021. The objective is to produce a brochure, bringing together as many of the 75 producers as
possible, and to conduct a targeted promotion toward speciality coffee producers in Europe (and in
addition the option to promote to other locations).

• The brochure will support EAC MARKUP SMEs to increase their visibility in the competitive coffee
market by effectively communicating information to potential buyers, and is intended to result in
success stories – how the work on branding led to interest from buyers and eventual new
international business.

111



112

Detailed results of phase 1 



APT COMMODITIES LTD

113

Cococa

www.cococaburundi.com



Logo 

114

Before After

HORAMAMA COFFEE

The company wanted a logo based 

on their current one

Now it is more compact and 

versatile



Business card 

115

Before After



Letterhead

116

Before After

New logo, bigger margins, all 

cleaned up and aligned



Brochure 

117

Design needed improvement

Before After



118



119



120

Branding guidelines

AfterBefore

No branding guidelines 
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Website

The company did not want any changes to the website 

However we sent them some suggestions / 

improvements such as:

- Banner images to be replaced

- Font change

- Logo update

- Clean up and the layout and make it symmetrical



APT COMMODITIES LTD

122

Kalico

www.kalicocoffee.com



Logo 
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Before After

The company wanted a logo showing the path 

from tradition to modernization with two joined 

hands

The "K" represents the coffee called in Kirundi 

"kahawa“



Business card 
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Before After



Letterhead

125

Before After

New logo, bigger margins, all cleaned 

up and aligned



Brochure 

126

Design and content needed improvement

Before After

New brochure – trifold format



127



128



129

Flyers

New flyers – A5 format

After



130

Branding guidelines

AfterBefore

No branding guidelines 
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Website

Very busy and heavy

Before After



APT COMMODITIES LTD

132

Matraco

www.matraco.net



Logo 

133

Before After

The company wanted to keep the elements from 

their current logo but with a different design

They opted for a compact design, more modern. 

The colours are the same red and green but in 

different tints.



Business card 
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AfterBefore



Brochure 

135

Design and content needed improvement

Before After

New brochure – trifold format
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137



138

Branding guidelines

AfterBefore

No branding guidelines 



139

Website

Very busy and heavy

AfterBefore



APT COMMODITIES LTD

140

Micosta

www.micosta.com.bi



Logo 

141

Before After

The mountain represents the high altitude where 

the coffee trees are planted (1,700-1,800)

The cursive font has been kept



Business card 

142

Old business card – basic design

AfterBefore



Brochure 

143

Design and content needed improvement

Before After



144



145



146

Branding Guidelines

AfterBefore

No branding guidelines 



147

Website

AfterBefore

No website 



APT COMMODITIES LTD

148

Murambi

www.murambicoffee.xyz



Logo 

149

Before After

Murambi did not really have a real logo

The new logo shows coffee plant with 

leaves and cherries

The fonts are modern and easy readable



Business card 

150

The light yellow represents the parchment 

colour slightly changed

AfterBefore



Letterhead

151

Basic design, no logo

Before After

New logo, bigger margins, 

all cleaned up and aligned



Brochure 

152

New brochure – trifold format

AfterBefore

No brochure



153



154



155

Branding guidelines

AfterBefore

No branding guidelines 



156

Website 

AfterBefore

No website



APT COMMODITIES LTD

157

TIB Coffee

www.tibcoffee.bi



Logo 

158

Before After

We kept the dark green colour of the previous logo and 

changed the font to a more friendly one

The red and green colours represents the colours from the 

Burundi flag



Business card 

159

AfterBefore



Letterhead

160

AfterBefore

No letterhead



Brochure 

161

New brochure – trifold format

AfterBefore

No brochure



162



163



164

Branding guidelines

AfterBefore

No branding guidelines 



165

Website 

AfterBefore

No website



APT COMMODITIES LTD

166

Amimza

www.amimza.com



Logo 

167

Before After

The company did not want to change 

any of the logos since they were 

already registered in 36 countries and 

eager to expand to 60.



Business card 

168

AfterBefore

No business card



Brochure 

169

Bifold format, horizontal layout

AfterBefore

No brochure



170



171



Product catalogue

172

New product catalogue



173

Branding guidelines

AfterBefore

No branding guidelines 



174

Website

The company did not want to change the 

website. However, we sent them some 

suggestions / improvements:

1. Create some more space on top for the 

menu

2. Make the About Us, Products and 

Customer Support pages functional

3. Create a banner on top of each page 

under menu



APT COMMODITIES LTD

175

Choice Coffee

www.choicecoffee.webnode.com



Logo 

176

Before After

No logo 

The green colour represents the freshness and the 

coffee leaves while the red colour represents the 

coffee cherries

The company also wanted a cup of coffee included in 

the logo



Business card 

177

AfterBefore

No business card



Flyer

178

AfterBefore

No flyer



179

Branding guidelines

AfterBefore

No branding guidelines 



180

Website

The company opted for a free website 

designed with Webnode builder

AfterBefore

No website 



APT COMMODITIES LTD

181

Communal Shamba

www.communalshambacoffee.com



Logo 

182

Before After

The company did not want to change 

the logo since their rebranding was 

made recently



Brochure 

183

24 pages booklet

AfterBefore

No brochure



184



185



186

Website

Images are blurry, the website was not consistent

Before After



APT COMMODITIES LTD

187

Kamal Agro

www.kamalcoffee.weebly.com



Logo 

188

Before After

The logo mark shows a coffee bean and the sun

Apart of the sun, the arrows also show the Group 

(Kamal) the coffee is part of



Business card 

189

AfterBefore

No business card



Brochure 

190

Trifold brochure

AfterBefore

No brochure



191



192



193

Branding guidelines

AfterBefore

No branding guidelines 



194

Website
The company opted for a free website 

designed with Webnode builder

AfterBefore

No website 



APT COMMODITIES LTD

195

KDCU

www.coffeekdcu.com



Logo 

196

Before After

The company was not responsive. As a 

cooperative, their approval processes are very 

long

They stopped responding. However, these 

below were the logo proposals



Business card 

197

Proposals (the company was not 

responsive) 

AfterBefore

No business card



Brochure 

198

Proposals (the company was not responsive) 

AfterBefore

No brochure



APT COMMODITIES LTD

199

KNCU

www.kncutanzania.com



Logo 

200

Before After

The company was very 

responsive and engaged in the 

design process 



Business card 

201

AfterBefore

No business card



Brochure 

202

New trifold brochure

AfterBefore

No brochure



203



204



205

Branding guidelines

AfterBefore

No branding guidelines 



206

Website

The KNCU website was old-fashioned, 

needed a real improvement

Before

The KNCU website was designed in WordPress

After



APT COMMODITIES LTD

207

Rafiki

No website



Logo 

208

Before After

The company did not want to change 

the logo. It was not responsive.



Business card 

209

The company was not responsive but they 

accepted this design

AfterBefore

No business card



Brochure 

210

The company was not responsive  (proposals)

AfterBefore

No brochure



211



212

Branding guidelines

AfterBefore

No branding guidelines 



APT COMMODITIES LTD

213

Tancafe

www.coffeeboard.or.tz



Logo 

214

Before After

The company did not want to change 

the logo. It was not responsive.



Business card 

215

Proposals (the company was not responsive)

AfterBefore

No business card



Brochure 

216

Proposals (the company was not responsive)

AfterBefore

No brochure



217



218



219

Branding guidelines

AfterBefore

No branding guidelines 

Proposals (the company was not responsive)



220

APT COMMODITIES LTD

Buhanga Coffee



221

Logo
Buhanga coffee wanted modern and clean logo that 

looks similar to their original logo

We cleaned a bit, kept the illustration style and 

choose an earthy colour palette

AfterBefore



222

Business card

We designed business cards for Eric and his team

AfterBefore

No business card



223

Brochure

Buhanga didn’t have any marketing 

materials before the programme (just this 

sign on their farm… ) 

Half fold brochure

AfterBefore



224



225



226

Branding guidelines

AfterBefore

No branding guidelines 



227

Social Media Posts

Before After

Their Instagram and 

Facebook pages needed 

design improvements



228

Social Media Branding 

Social media account with the new branding



229

Website 
Proposal (to validate and transfer to their 

hosting platform)

AfterBefore

No website



230

APT COMMODITIES LTD

San Coffee



231

Additional logo

They wanted to create a new brand targeting woman 

This logo was inspired in the Rwanda female hero, NdabagaMain logo 

AfterBefore



232

Business card

AfterBefore

No business card



233

Branding guidelines 

AfterBefore

No branding guidelines 



234

Brochure

AfterBefore

11-page booklet 



235



236



237

Social media banners

Twitter

Facebook



238

Website 

Website validated (to transfer to their 

hosting platform)

AfterBefore

No website



239

Social Media Branding 

Social media account with the new branding



240

APT COMMODITIES LTD

Trapro Coffee



241

Logo

AfterBefore



242

Business card

AfterBefore

No business card



243

Brochure

AfterBefore

No brochure



244



245



246

Branding guidelines 

AfterBefore

No branding guidelines 



247

Social Media Posts 



248

Social Media Branding 

Social media account with the new branding



249

Website 
Proposal (to validate and transfer to their 

hosting platform)

AfterBefore

No website



250

APT COMMODITIES LTD

Muhondo Coffee



251

Logo

AfterBefore



252

Business card

AfterBefore

No business card 



253

Brochure

AfterBefore

No brochure



254



255



256

Branding guidelines 

AfterBefore

No branding guidelines 



257

Website 

They didn’t have the login details for their website

AfterBefore

New website design to transfer to their hosting planform 



258

APT COMMODITIES LTD

Nova Coffee



259

Business card

AfterBefore

No business card



260

Brochure

AfterBefore

No brochure 



261



262



263

Extra brochure 

16 Page booklet that can be used on 

social media as individual posts too



264

Branding guidelines 

AfterBefore

No branding guidelines 



265

Letterhead



266

APT COMMODITIES LTD

Misozi



267

Logo

Misozi exports green coffee, so we 

focused on a light green palette

AfterBefore



268

Business card

AfterBefore

No business card



269

Brochure

AfterBefore



270



271



272

Branding guidelines 

AfterBefore

No branding guidelines 



273

Website 

AfterBefore

New website design to transfer to their hosting planform 



274

APT COMMODITIES LTD

TUK Coffee



275

Logo

AfterBefore



276

Business card

AfterBefore

No business card



277

Brochure

AfterBefore

No brochure



278



279



280

Branding guidelines 

AfterBefore

No branding guidelines 



281

Website 
New website (to transfer to their hosting platform)

AfterBefore

No website



282

APT COMMODITIES LTD

Roots Coffee



283

Business card

AfterBefore

No business card



284

Brochure

AfterBefore

No brochure



285



286



287

APT COMMODITIES LTD

Kivubelt Coffee



288

Business card

AfterBefore



289

Brochure

Half fold Brochure

AfterBefore

No brochure



290



291



292

Branding guidelines

AfterBefore

No branding guidelines 



293

APT COMMODITIES LTD

Hillock Coffee



294

Business card

AfterBefore

No business card  



295

Brochure

AfterBefore



296



297



298

APT COMMODITIES LTD

Bond Coffee



299

Business card

AfterBefore

No business card  



300

Social Media Posts 

AfterBefore



APT COMMODITIES LTD

301

Mont Elgon

https://mountelgoncoffeehoneycoop.webnode.com/



Logo 

302

Hard to read

Unclear graphics

AfterBefore



303

Business card

AfterBefore

No business card  



Additional designs 

304

Label Mug Apron



305

Brochure

AfterBefore

No brochure 



306



307



308

Branding guidelines

AfterBefore

No branding guidelines 



Website

309

AfterBefore

New design to transfer to their existing website 



APT COMMODITIES LTD

310

KimCo

https://kimcocoffee.webnode.com



Logo 

311

Before After

Interesting icon but mixed with

photographs and accessorial shapes



312

Business card

AfterBefore

No business card  



Additional designs 

313

Label Bag Apron



314

Brochure

AfterBefore

No brochure 



315



316



317

Branding guidelines

AfterBefore

No branding guidelines 



Website 

318

AfterBefore

They decided to create a new website (old website will be closed)



APT COMMODITIES LTD

319

Salama

https://salamacoffee.webnode.com



Logo 

320

Before After

Too heavy round Icon and not 

aligned with coffee industry



321

Business card

AfterBefore

No business card  



Additional designs 

322

Label Cup T-Shirt



323

Brochure

AfterBefore

No brochure 



324



325



326

Branding guidelines

AfterBefore

No branding guidelines 



Website 

327

AfterBefore

We updated the old website 
We created a new design (to transfer to the old website if they 

want) 



APT COMMODITIES LTD

328

Fine and Speciality 

https://fineandspeciality.webnode.com/



Logo 

329

Before After



330

Business card

AfterBefore

No business card  



331

Brochure

AfterBefore

No brochure 



332



333



334

Branding guidelines

AfterBefore

No branding guidelines 



Additional designs 

335

Label Apron 



Website 

336

AfterBefore

No website 



APT COMMODITIES LTD

337

Rwenzori

https://baristahouse.webnode.com/



Logo 

338

Before After

Generic Font

Weak identity



339

Business card

AfterBefore

No business card  



Additional designs 

340

Label Apron Cup



341

Brochure

AfterBefore

No brochure 



342



343



344

Branding guidelines

AfterBefore

No branding guidelines 



Website 

345

They were unable to access their existing website 

We developed a new website for the company 

AfterBefore



APT COMMODITIES LTD

346

Masha

https://mashacoffee.com/



Logo 

347

Before After



348

Business card

AfterBefore

No business card  



349

Brochure

AfterBefore

No brochure 



350



351



352

Branding guidelines

AfterBefore

No branding guidelines 



Additional designs 

353

Label T-shirt Cup



Pull up banner

354

Before After



Blog 

355



APT COMMODITIES LTD

356

Mbale/ToA

https://mbalearabicacoffee.webnode.com/



357

Business card

AfterBefore

No business card  



358

Brochure

AfterBefore

No brochure 



359



360



361

Branding guidelines

AfterBefore

No branding guidelines 



Additional designs 

362

Label T-shirt Cup



Website 

363

AfterBefore

No website 



APT COMMODITIES LTD

364

Africa Coffee Academy 



Logo 

365

Nice logo but they wanted to reflect innovation 

and integration of different 

steps of the chain

The second option was requested 

for a youth division

AfterBefore



366

Business card

AfterBefore

No business card  



367

Branding guidelines

AfterBefore

No branding guidelines 



Additional designs 

368

T-shirt



Website 

369

Before After



APT COMMODITIES LTD

370

Kibinge

https://kibingecoffee.com/



Logo 

371

Before After

Other 5 options were offered. However, they wanted 

to keep a polished version of the same logo since 

too many elements already done



372

Brochure

AfterBefore

No brochure 



Website  

373

Current website was partially updated  (ongoing implementation of changes) 



Blog 

374



APT COMMODITIES LTD

375

Bucadef

https://bucadef.org.ug/



Logo 

376

Before After

Low readability



377

Business card

AfterBefore

No business card  



378

Brochure

AfterBefore

No brochure 



379



380



Website 

381

Before After



APT COMMODITIES LTD

382

Mt Kenya

https://mountelgoncoffeeandhoneycoop.com/



Logo 

383

Before After



384

Business card

AfterBefore

No business card  



385

Brochure

AfterBefore

No brochure 



386



387

Branding guidelines

AfterBefore

No branding guidelines 



Additional designs 

388

Label T-shirt Cup



Website 

389

Before After



E-commerce website 

390

After



APT COMMODITIES LTD

391

Chepsangor

https://chepsangorcoffee.com/ 



Logo 

392

Before After



393

Business card

AfterBefore

No business card  



394

Brochure

AfterBefore

No brochure 



395



396



397

Branding guidelines

AfterBefore

No branding guidelines 



Additional designs 

398

Label CupApron 



Website 

399

We updated the existing website 



APT COMMODITIES LTD

400

Sakami

http://sakamicoffee.com 



Logo 

401

Before After



402

Business card

AfterBefore

No business card  



403

Brochure

AfterBefore

No brochure 



404



405

Branding guidelines

AfterBefore

No branding guidelines 



Additional designs 

406

Label CupT-shirt



Website 

407

We updated the existing website 



APT COMMODITIES LTD

408

Safari Lounge



409

Brochure

AfterBefore

No brochure 



410



411



APT COMMODITIES LTD

412

Utake

https://utake.coffee/



Logo 

413

Before After



414

Business card

AfterBefore

No business card  



415

Brochure

AfterBefore



416



417



418

Branding guidelines

AfterBefore

No branding guidelines 



Additional designs 

419

Label CupApron 



Website 

420

We updated the existing website 



APT COMMODITIES LTD

421

KaffiKawa



Logo 

422

They wanted to keep his existing logo and 

develop an aligned sub-logo for a new 

instant coffee product

Before After



APT COMMODITIES LTD

423

Jowam

https://jowamcoffee.co.ke/



424

Brochure

AfterBefore

No brochure 



425



426



THANK YOU

FOR YOUR ATTENTION

427

For more information about the Marketing Support 

Programme, please send an email to: 

Boulelouah@intracen.org

mailto:Boulelouah@intracen.org

