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Marketing Support Programme For Coffee Companies in
East Africa

October 2020 — August 2021

Prepared by:
» Abdelbasset Boulelouah (Adviser - Marketing, Branding and E-commerce)
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MARIKUP

EU-EAC MARKET ACCESS UPGRADE PROGRAMME

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.

I'TG TRADE IMPACT FOR GOQOD


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.

= |TC 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:

Regular posting &

Oct 2020 Nov-Dec 2020 Feb 2021 Mar — August 2021 ianeaﬁ: :
- engagement throug
| . | l _ _ social media
Kick-off Technical Social  Social 1-2-1 Work with trainers
workshop sessions media  media &
workshop webinar Brand design
Ph 1: Understand th incipl f : i . .
b?gr?ding gnzrzuai?d yoSrprrr:gfllgt?r?go Phase 2: Using digital communications for marketing
o materials
43 1TC TRADE IMPACT FOR GOOD



2020

2021

Oct Nov Dec Jan Feb Mar Apr May Jun Jul Aug
T T A T A A A
Short webinars Coaches Introductory Coaches W'ebi'nar 1: Cf)nnecting
for all EAC briefing e[S briefing with international '
countries session session || buvers through social
media marketing
Training 2: Designing
. Training 1: Basics of marketing

Longer webinars branding and marketing communications
(held COUI’]tI’y by communications (Kenyal Tanzania, Uganda:
country) Feb 11th & 12th; Rwanda:

25 & 26 Feb & 4th & 5th

. Mar; Burundi: XXX )
Coaching _ _ _
Coaching period 1: basics of Coaching period 2: finalising Coaching period 3: social Coaching period 4:
0 Face to face or remote branding and marketing marketing communications media campaigns Assessing results and
training sessions communications planning for next steps

as part of training sessions

Face to face with coaches

Remote follow up one-one by
phone or online exchange

Finalise marketing materials Finalise Social media Generate Activate Finalise
° On-site photo & video shoot brand accounts; Audit social media social campaign
with remote follow-up and narrative or set up content media follow-up

editing

Remote work

ITC team in Geneva (and
beyond) coordinates a
team of experts to

develop designs, build
materials and support
conduct of social media
campaign

Design work

build / improve logos and basic design

guidelines, simple brochure and website

$L1TC

Phase 1

Photo & Video production

Photojournalist covers the 5 countries in

photographing and interviewing the companies and
producing materials for website and social media.

Phase 2

TRADE IMPACT FOR GOOD

Social media campaign

Each of the firms is assisted to write
and post at least 6 articles in a period
of 2-3 months



EACMARKUP Team For Marketing Support Programme For EAC Coffee SMEs

Marketing and E-commerce Expert
Team Leader
James Howe, ITC

Marketing and E-commerce Expert
Team Manager
Abdelbasset Boulelouah, ITC

Sustainable Coffee Advocate &
Coffee Development Specialist
Nicole Motteux

Development & Business
Communications Consultant
Suzanne Halden

Video Producer & Advisor
Keith Halden

Copywriting, Web Design,
SEO, Strategy, Branding
Lilani Goonesena

Burundi Coach: Hans De Keersmaecker

Photographer: Guy Basabose
Designer: Marian Radu

Kenyan Coach: Fiona Ngaruro
Photographer: David Njiru
Designer: Adrian Medel

Rwandan Coach: Eve Tushabe
Photographer: Daniel Msirikale
Designer: Lizzie Cuevas

Tanzanian Coach: Rita Mchaki
Photographer: Arnold Mugasha
Designer: Adrian Medel

Ugandan Coach: Ariho Kamara
Photographer: Arnold Mugasha
Designer: Adrian Medel
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Phase 1. Understand the principles of
branding and build your marketing materials

Z81TC



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

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 November 16" and 17"
Tanzania)

1. Training 1: Basics of branding and marketing communications (Kenya and Uganda) November 18th and 19th
1. Training 1: Basics of branding and marketing communications (Burundi) — in

French - 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

221TC TRADE IMPACT FOR GOOD



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

};:: -. ‘(i,‘ SJ giz M/'\RKLJP

November 10, 2020 | 5-6 PM (East African Time)*

Coffee branding and
marketing: introducing the
support programme for EAC

For coffee producers in

ENEE A==

p
*4-5 PM (Centrol African Time) / 3-4 PM (Central European v.mj
o
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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

-N-NeN:N-N-N<N N:)

= 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

22 1TC TRADE IMPACT FOR GOOD



2. Individual coaching sessions with coffee producers

» 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.)

Behind the scene;

- Review content
- Fill any gaps — branding narratives, stories,
value proposition

Ze11C

A >

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

TRADE IMPACT FOR GOOD



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 O O O

Logo

Business card

Brochure -
Branding guidelines

Website

» This package was tailored to the needs of companies:

©)

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

= |mportant remark:

©)

oo

2¢11C

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

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

TRADE IMPACT FOR GOOD



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

= Revise the final content of brochures and

o websites
ITC templates + existing = Proofread the written content
written materials Content editor = Check consistency and seek additional
(brochures, flyers, etc) information from SMEs
= Coordinate with graphic designers to finalise
marketing materials
221TC TRADE IMPACT FOR GOOD



Results of the first phase: executive summary

TS

@ N

Burundi Tanzania Uganda Rwanda Kenya

The detailed results of phase 1 can be viewed from pages
112 to 427

ZL1TC TRADE IMPACT FOR GOOD



28 new logos
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Innovating Burundian Coffee Today
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38 new

brochures

With honest responsible leaders,
MICOSTA has always honoured its
contracts and improves the quality of its
coffee every year. We continue to expand
through our companies in country,
including Bugestal [representative
company in Burundi], and we plan to
collaborate more in the years to come.

Luls - Sucafina, Genéve, Switzerland

Contact us for delicious Burundi coffee

+25779927124
Micosta, Avenue Mwungo N'19, Kigobe Sud,
Bujumbura, Burundi
micosta2ayahoodr | www.micosta.com bl

Micosta Coffee Burundi micosta_burundi

PARTNER « US TO EXPERI|
THE TRUE MEANING ¢/ SA|

G Salama, we wesh la:

nigh
level, with Arabica varieties 200n 1o be ad

SINGLE
ORIGIN COFFEE
THE REAL TASTE

OF UGANDA
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COFFEE
<

<
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Saluma
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TANCAFE

Pure Tanzania Coffee

Railway Street, PO Box 732,

Moshi, Kilimanjara

Tel  +255683705910
4255272752324
+25527275 2026

Safori Lounge, the unique purveyor of high premium feos,
coffor and honey, was kounded in 2007 in Keryea

Sokor Loung i 0n oword winning company prodcing ond
sefiog Kenya' vt oy, coffee ond ooy
Our cuntrners ore Ky hoteh, reskcos,
colésand inknotonol spphers

We crebeote superior quoly, rch bodibon and e Keryon
it W work alnguidekcol armen, mrkring
eotonshps ond the communiy

Solor euge 1 foundind cn the prnciple of el sourced
exceptondd specioty ond commercl coffee W put cur
ot and sud 1 rcosteng o blending cur cofloe whe

ensaring bk for veryor o the spply chan

Our tom o hghly s okl o passrote obout

10 o coffoe We rocst cu single cvigin o ke coffos
cofln

TANCAFE"

Pure Tanzania Coffee

FOR AWARD-WINNING
SPECIALTY KENYAN COFFEE

+254 772 244 202

sales@safarilounge.co.uk

Safar Lounge

PASSIONATELY CRAFTED
SPECIALTY KENYAN
OFFEE
A~

Safar! Lounge

SPECIALITY COFFEE
000

SPECIALITY COFFEE

TRADE IMPACT FOR GOQOD
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37 new business cards (in addition to dozens of business cards for other
company employees - on request)

STELLA NYAKI

Coffee Quality Controler and Trader

Amani Daudi o

Marketing Communication
Gilbert Gatali

b\’- ’%F- Director RYEND A
Q\? . +250788 301 122

P.0.BOX 10392, Mwakalinga rod,
Dar es salaam, Tanzania Blv de 'UPRONA, Galerie Yes No 8 54 gilbert@rootsimizi.com
+255 1206 8384 Bujumbura - Burundi “ www.rootsorigin.com

+257 79927932 | +257 79594916
Email: matracosales@gmail.com
www.matraco.net

stella.nyaki@kamal group.cotz

®©eee ©°

www.kamalcoffee.weebly.com

Rosebella LANGAT

info@chepsangorcoffee.com

Cﬁapsmg;’vl‘ftf&

e (COEE EE e

Martha Nalubega Wandera
martha.wandera@gmail.com

©00

KIMCO Processors Limited

Address, Region, ‘ Chepsangor Hills

Uganda, Zip Code Address 1234, Region, Kenya +256 752 408 821

e G _—ee
221TC TRADE IMPACT FOR GOOD




31 new branding guidelines

tib coffee

THIS IS BURUNDI COFFEE
——

Branding Guidelines

)

KAMAL COFFEE
Bright beans bright taste

Brand Guidelines

RAPRO
7 {71 8
EN/=
=V

THE BEAVS
THAT MATTER

17

B <L GON

COFFEE % HONEY
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31 websites (create new websites or improve existing ones)

EXCEPTIONAL COFFEE MICRO LOTS
FROM CENTRAL-WESTERN BURUNDI

‘See Hore Our Microlots

@ Utake
Cofee

Quality
Coffee
Experts.

NITC TRADE IMPACT FOR GOOD
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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

It's going to | ‘
be agood day! / \

PREMIUM INSTANT, .
RQASTED &'GROQND GOFFEE \ANGACOFF Euhanga Coffee Cooperative ( E.G@N
N I i gricultural Cooperative s | by
eeeeeeeeeeeeeeeeeeeeeee Wb Liked © Messag Q |
: =t
About See Al ‘., Create Post . rl
s . . ‘

V0%,

000
£X3 000
g

(




Feedback from Burundian beneficiaries

Wow, | really like it. Thanks for the good job.

Merimee, TIB Coffee

Thank you for your hard work, we
appreciated the logo very much.
Thank you so much; you did a
great job.

Lorraine, Kalico Coffee

Thanks you for the great work

Cassien, Murambi

Everything is fine. | appreciate the
quality of your work.

Zuberi, Matraco

TRADE IMPACT FOR GOOD



Feedback from Tanzania beneficiaries

N

Thank you very much for your time, it was nice
working with you on this project. Will be in
touch in case | need design work in the future.
Wish you the Best of luck.

William, Choice Coffee

Waoo it's nice | like it. Many of fellow workers
they like number 3. Thanks so much!

Stella, Kamal Agro

2L 1TC

Thanks for the support.

Keremba, Communal Shamba

Thank you. The designs are very nice.

Godbless, KNCU Tanzania

TRADE IMPACT FOR GOOD



Feedback from Rwandan beneficiaries ,
< Eric Buhanga eiow X &

I'hank you'! Y
Today
i ile : : ’ . i
plfEabicgblie == 7:07 AM = Re: TRAPRO/ Marketing materials Hi Lizzie!
< £.% SAN COFFEE wome... ¥ % and website
: Nicole ITC , San Coffee, You S | am here to confirm that the new
Me = branding we have got as result of
Today 8 Hi! | hope you are receiving my e-mails. J... ﬁ training for branding and Marketing
View message . : - s
San Coffee by using squal media will be help
hy @Lizzie C.thank you very much bernard uwitije fere FHEKS (o et ahig
: ; g e business perfomance in our
on the work done its really amazing w To Lizzie Cuevas ¢ - :
Ve o W ot 4.02 PM organisation.we will use all new
i like it much e . : .
branding designed for cooperative
especially the ndabaga web is Dear Lizzie, business documents like logo and
finee using brochure,Business card to
Everything looks amazing! Thank you so much for present our story to both existing

your support. | will look for someone to connect the
website and the design!

if i could rate you its 10/10 and new customers to attract them

| hope you are still around to assist when needed! and make them being interested for
working with us in sustainable
Thank you! AR manner.
View more
Thank you!

Eric/Buhanga Coffee Cooperative
Relation Manager

(4

&
<

NITC TRADE IMPACT FOR GOOD
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Feedback from Uganda beneficiaries

.S,O Y912V Geli el (HERIse WEWE sl 1L Ce Lt Many thanks for this incredible work.
it's so wonderful.

Annet, Barista House-Rwenzori Wasibi Rogers, Mt Elgon Coffee Cooperative

| am short of words for now...l 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. Thank you so much for the work you have done. In
fact, we shall do a major launch of the re-branding

Angella Mary Nansamba, F&S before the end of October. Our Executive Director

likes the work done.

Thank you and your team for taking the time to work Julianne Nassuna, BUCADEF
on the KIMCO brochure. It's taken very good shape
so far..

3§ Iﬂ?rtha Wandera, KimCo Coffee TRADE IMPACT FOR CGOOD



Feedback from Kenyan beneficiaries

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

N

2L 1TC

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,
| love it

Rosebella Langat, cherpsangor Hills
Coffee

TRADE IMPACT FOR GOOD
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Phase 2: Using digital communications for
marketing

25



2020 2021 26
Oct Nov Dec Jan Feb Mar Apr May Jun Jul Aug
T T A T A A A
Short webinars Coaches Introductory Coaches W'ebi'nar 1: Cf)nnecting
for a” EAC brieﬁng Webinar briefing Wlth Internatlonal '
countries session session || buvers through social
media marketing
Training 2: Designing
) Training 1: Basics of marketing
Longer webinars branding and marketing communications
(held COUI’]tI’y by communications (Kenyal Tanzania, Uganda:
country) Feb 11th & 12th; Rwanda:
25 & 26 Feb & 4th & 5th
. Mar; Burundi: XXX )
Coaching _ _ _
Coaching period 1: basics of Coaching period 2: finalising Coaching period 3: social Coaching period 4:
0 Face to face or remote branding and marketing marketing communications media campaigns Assessing results and
training sessions communications planning for next steps

as part of training sessions

Face to face with coaches

Remote follow up one-one by
phone or online exchange

Finalise marketing materials Finalise Social media Generate Activate Finalise
° On-site photo & video shoot brand accounts; Audit social media social campaign
with remote follow-up and narrative or set up content media follow-up

editing

Remote work

ITC team in Geneva (and
beyond) coordinates a
team of experts to

develop designs, build
materials and support
conduct of social media
campaign

Design work

build / improve logos and basic design

guidelines, simple brochure and website

$L1TC

Phase 1

Photo & Video production

Photojournalist covers the 5 countries in

photographing and interviewing the companies and
producing materials for website and social media.

Phase 2

TRADE IMPACT FOR GOOD

Social media campaign

Each of the firms is assisted to write
and post at least 6 articles in a period
of 2-3 months
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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

Working sessions Date

5. Kick-off Webinar: Coffee branding and marketing: connecting with international buyers Feb 11t & 12t

through social media marketing

1 hour: 12 to 13 EAT

6. Social media training (Rwanda)
6. Social media training (Burundi)

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

Feb 11th & 12t
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

221TC TRADE IMPACT FOR GOOD




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
* lain 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)

N

2L 1TC TRADE IMPACT FOR GOOD



2-Day Workshop

o

»:

P24

ey

February 5, 2021 | 12-1 PM (East African Time)*

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

|

For coffee producers in

*I1 AM-12 PM (Central African Time) / 10-11 AM (Central European Time) =

Puricants ®

Short sessions delivered via zoom followed by break-out sessions supported by in o -
country coaches
oo
Day 1 Day 2 @ ~ »
1. Introduction & overview presentation: The {scepof Day )
value of social media to your business 7: Writing for social media
Writin, 3 a P S
2: About Social Media communications for O Wiiting your first-sacial media posts
Bekes devalamont 9 u‘zgu3 images and videos in social
media
3: Creat social r egy .
a: Gresiting @ social neola strategy 10: Reviewing and editing your posts
4: Resourcing your social media 11: Social Media analytics
5: Setting up a social media calendar 12: Managing your social media pages
6: Content type & choosing your platforms 13: Next steps: Finalising your first two
social media posts
Guest Speaker 14: Post-workshop activity: writing your
next social media posts
o B y © 0 0 0 0 ¢ \
Ic TRADE IMPACT FOR GOOD

o GEm @ Tanzania 1

© Zucmbesivg

RA |

Main activities of the marketing and branding support program
Summary of the EAC Markup program

Training 1 (February 2021)
The importance of branding and marketing communications

<

(]

[ —

Coaching (February 2021 — April 2021)

¥ How to develop or improve a value proposition, define priorities for you brand, and implications for
marketing communications

New marketing materials (April - May 2021)
Logo, business card, brochure, website, and branding guidelines

<

Photojournalism: (April — May 2021)

Each of the companies will be interviewed and photographed by a photographer to provide materials for
website, brochure and social media (assuming COVID travel restrictions permit this?

<

Training 2 (February 2021 )

Social media campaign / digital audit (April-June 2021)

Eacr:hmmpany will be supported to create a short series of social media posts — up to 2 per month for 2
months

<

© 0 0 0 © o
ITC TRADE 2

:
N

MPACT FOR GOOD

o

]
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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
»’" International TRAPDOE RH\éPOAgg
Q@ Trade
‘\, Centre
Results: (4
- 39 participants completed an evaluation blow.geed commenizatians can
_ help your business — the use of
survey at the end of the webinar: social media
Based on : hitps://www.eacmarkup.org/news/latest-news/social-
100% agreed or strongly agreed that: e Ay T o ey OO
» Training achieved their objectives
» Training was relevant to their needs
» Will apply what was learned to their business =Z2 &

operations

» Training increased understanding of and capability in

social media marketing
%
®

2L 1TC TRADE IMPACT FOR GOOD



31
7. Review Brand Narrative & fill gaps

1-2-1 Sessions Prerequisite Outputs

Finalising Brand Narratives - Check for consistency - Finalised brand narrative
- Check factual information
- Fill gaps

SOCIAL MEDLA PROGRESS

SOCIAL MEDLA POSTS post1 | Pastl | Pastd | postd | Pasts | pasts

PURPOSE i.&. making contact, keeping in touch,

finked ta 2 specific event fharvesting, planting,

international coffee day, International

Wemen's Day..|

SOCIAL MEDLA PLATFORM O O ] ] O ]

DATE O m] O m] O ]

LINY 70 VOUR SOCIAL WEDIA CALLENDAR 5] O O [0 O [m] St et Oty

TARGET AUDIENCE I T - - - = 6’ » KIBINGE COFFEE FARMERS'
I“[M[S‘ HEY INFORMATION E_u"ﬂ_u—ﬂ_u—ﬂ_u—ﬂ_u—ﬂ_u % CO-OPERATIVE SOCIETY (KCFCS)
5 B B B E O TE TE Brodiicta, bre' ¥ Cxports et waed Winning Usendin ‘Fektvecs Botusa
CALL TO ACTION B OE OE W W (e BN e e ol e o ae o St 0% ) St esBa e W W . o it
ORAFT POST = = =] 5] ] ] international women coffee alliance. KCFCS is a member of the African Fine
SELECT PHOTO =] =] =] =] =] =] Coffee Association

POSTING YOUR POST =] =] =] =] O O

CUTCOMES & FOLLOW U F D D D D u D “For quality natural Robusta Coffee, Kibinge Coffee is your preferred partner.”
INSIGHTS =] =] =] =] O =]

FEEDBACK FROM TRAINERS O O O O O O it

WHAT WE OFFER:

~ A premium coffee market.

- Financial Services.

- Provision of farm inputs.

- Farmer training & extension
services.

- Farm management.

- Roast and ground coffee
business.

~ Community projects.

Behind the scene:

, KIBINGE COFFEE FARMERS' ey
CO-OPERATIVE SOCIETY (KCFCS)

- Review brand narratives
Fill any gaps — especially coffee and
location info

b7
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8. Photo & Video production

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

MARKET ACCESS UPGRADE
PROGRAM (MARKUP)

Photo/video Creative and Contextual
Brief for Coffee Small and Medium
Enterprises (SMEs) in Burundi

Burundi Instructions - Confidential

Qv . R

46 likes.
rwanda_women_coffee_aillance Support to empower |
Happy international women's day

MARKET ACCESS UPGRADE
PROGRAM (MARKUP)

Photo/video Creative and Contextual
Brief for Small and Medium (SMEs)
Coffee Enterprises in Rwanda

Rwanda Instructions - Confidential

MARKET ACCESS UPGRADE PROGRAM
(MARKUP)

ief for Coffee small and
Medium Enterprises (SMEs) in Tanzania

Tanzania Instructions - Confidential

prepared for

International Trade Centre
Palais des Nations

1211 Geneva 10
Switzerland

30 July 2021

Prepared by
Nicole Mottews, Sustainable Coffee Advocate
Suzanne Halden, Communications & Development Specialist

MARKET ACCESS UPGRADE PROGRAM
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Photo/video Creative and Contextual Brief for Coffee Small and
Medium Enterprises (SMEs) in Kenya

Kenya Instructions - Confidential
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MARKET ACCESS UPGRADE PROGRAM
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Photo/video Creative and Contextual Brief for Coffee Small and
Medium Enterprises (SMEs) in Uganda

Uganda Instructions - Confidential




Preparation for 5 country photo shoots — photographers’ resources

e

9

Advice to Photographers: ITC Coffee Project

Compiled by Nicole Motteux & Keith Halden

Objective of the Assignment

The video will transport customers into the EAC coffee heartlands, showcasing the successes of

individual farmers, highlighting cooperative efforts and celebrating sustainability, environmental

management and improved livelihoods. It will present community narratives, showing how coffee
ibutes to the ¢ ion, and wellbeing of this amazing part of the world.

The video will be made up of interviews, illustrative video and still-photo montages along with

evocative music and sound effects.

The aim is to generate content that captures authentic stories of life in the coffee heartlands, to
bring alive how the black nectar is produced and present the culture, characters, natural

surroundings, and events which evoke the
spirit of these diverse and beautiful regions.

We want to invite coffee consumers to
virtually visit' the lush fields and valleys -
capturing the essence and atmosphere of
these unique and valuable communities. It
will be a resource that all SMES can use to
educate, inspire and attract customers while
at the same time experiencing the
atmosphere and culture of a precious world-
resource in allits fascinating beauty,
diversity and richness.

Technical
Specifications

I'TG

MARKET ACCESS UPGRADE PROGRAM

(MARKUP)

Photo/video Creative and Contextual Brief for Coffee Small and

Medium Enterprises (SMEs) in Tanzania

Tanzania Instructions - Confidential

Prepared for

International Trade Centre
Palais des Nations

1211 Geneva 10
Switzerland

30 July 2021

Prepared by
Nicole Motteux, Sustzinable Coffee Advocate
Suzanne Halden, Communications & Development Specialist

Photo/video
Creative &
Contextual Brief

Q"‘ International TRADE IMPACT
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DECLARATION OF CONSENT/PERMISSION TO USE PHOTOGRAPH

cecust FOR INDIVIDUALS

EU-EAC MARKET ACCESS UPGRADE PROGRAMME

tta the Ktermational Trade Centre ITC), its representatives, stalf and
wotagraph(s) of me. my femily and my property in connection with the

POUR-LESINDIVIDUST

PHOTO/VIDEO e —
CHECKLIST ‘
FOR COFFEE

ENTERPRISES
IN TANZANIA v

déchration de consentemert A
1

.. successars, assignees and ransferees to se and publish throughaut
whatsoever, such photographis) of me, my family or my property with or
sut Imitation for such purposes as education. training. lustration. public
L

that 1 have the declaration of consent. In the event
nof cansent must be signed by the entitied parent or guardian

sitled to receive any payment or any compensation in Gansideration for
2 of my family or of my property In tha photographis) pursuant to this

utisatien de.

sgree that all rights. including copyright, to the aforesaid photograph(s)
&l have the sub-licensable and worldwide nght 1o use my picturs(s) in

Assignment Checklist for

v s g whatscever. The use may Include, but s not
PhOtOg rapher . oo e duplication, licensing, distribution and incarporation in other works, in
. . tfches, 4 g g b d or electronic), such a¢ posters, publications, public display, websites.
Daniel Msirikale T cted use, without any obligation on the part of the ITC to seek any further
i
1
Pailuetcomprisce quipricde:y 4 be altered y
18y be created in connection heewth
signawre Ll
a above:
Nom enmajuscules 4
1
Faitd a
1 —
S —
1
Sigrature, R T—— l
1 —
1
M N
DECLARATION OF CONSENTEMENT / ATORSATION D'UTILSER LIMAGES
Buresu uridigue.de T ersion 03 /20159
‘\O' International dvidual i @ minar)
/\ Tra .
, Centre - ) 5 3IMISSIGN TO USE PHOTOGRAPH. ITC Legal Gfice, version 0372010
= ¥

Consent forms:
English + French

Photographers
checklist

TRADE IMPACT FOR GOOD
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Links for photo and video media

Burundi:
https://drive.google.com/open?id=1d0idxgGXCBCXBfDqgVt5cEuplivD7i4NQ&authuser=itcphotobin%40gmail.com&usp=drive fs

Kenya:
https://drive.google.com/open?id=1iDgTlafBGnOGdHeEhe8XFugt4AvsW83e&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=1acPADHRMsD5lYzgL16YdgRXIDTr4 XVV38&authuser=itcphotobin%40gmail.com&usp=drive fs

Uganda:

https://drive.google.com/open?id=1g bHufoiVkOnMO MFWh8NmMDANKGs|B3e&authuser=itcphotobin%40gmail.com&usp=drive fs

Z21TC TRADE IMPACT FOR GOOD
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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
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9. Audit of existing social media accounts or set-up of new accounts

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:

o
7

Identify which social media platform(s) your target

customers are on

Ensure all company names are consistent

LT

G

SUGGESTED PROFILE

Transformative coffee importers, exporters,
roasters & educators sourcing specialty coffee

INTRODUCTION from cooperatives and auctions across the
Twitter/Linkedin: beautiful Kenyan Highlands
In stagram Transformative coffee trader, roaster &
Instagram educator sourcing specialty coffee from
Kenya's fertile Highlands.
Transformative specialty Kenyan coffee trader,
SUGGESTED PROFILE i
roaster & educator for coffee beyond a
L:Izg’?g‘g[ION expectations



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

Steps to create a
Business Page
on Social Media

Step 1
* www.instagram.com

Step 10

2¢11C

Instagram

Rogers Siama Salama Coffe jand
Nicole: Andrew would like your help on setting up the linkedin.

we have your bio for Linkedin

Andrew Tirinuzu Salama Coffer - please find your bio for Linkedin below

Single origin, high quality Robusta coffee from the tranquil shores of Lake
Victoria, Uganda. With a long tradition in coffee production, through
sustainable farming & ethical practices, we aim to bring peace & security to

The best thing is to watch you-tube to help you

E How to create a Istagram Busin... 3 :\

- Jtake

a little favour - TZ Utake - wonderful operation:
and yet her logo does not fit in her social media
icon - any chance you could kindly resize it

.

>
TRADE IMPACT FOR GOQOD



10. Creating social media content

37

Prerequisite

1-2-1 sessions

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

Outputs

- atleast 6 x long-form social media posts
- atleast 6 short-form posts
- For Burundi — at least 6 blog posts

Behind the scene:

- Develop social media strategy
- Generate ideas for social media calendar

/
IS
et
-
e

To

Social media strategy on a page - see next page for examples of information that could be included
sales )

tto > sales

Inbsse Brand

to new p

Target audlence(s) B2B/B2C Market location Ted 7p kets/l Jed — markets
SMART objectives 1
2.
3.
4.
Assets Product/i Impact Specific to your SME Collateral/Media
Quality specialty coffee: Sodial (community): Beautiful location: Brand collateral
Traceability: Economic: Culture: Brochure [m}
Facilities: Environment: People: Business card
Logistics: History: Web site
Capacity: Photos
Video
Audio E
Brand narrative
Planned posts [m]
Instagram Facebook Twitter Linkedin YouTube
| Industry groups Industry groups Connections to contacts Industry/influencer groups
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Supplying long-form and short-form posts consistent with brand narratives

. a Yt s = e T T s B koo g ot - -
EQST 2 Flavours of our coffeey BOST 3 Traceability Thort Sociak R el e ; . i
i e R ith v T amers Please remember in your social media strategy you have short form posts
Horamama Coffes (cupping 85+ is brought to you by COCOCA — a union of cooperatives Nlediz-Postse fonder bgee (g, LR Seig
representing more than 27,000 individual coffee farmers. | by h {1995), providinginspiation- 5:17 pm W/
ATCOCOCA we specialise in high quality, #Fairtrade, #UTZ, #Rainforestalliance, #0rganic and Café des L. i =T ——— - ——————— —
Femmas certified single origin #specialtycoffes coffes from across Burundi ANCIOpETOTER 3 e
We specialise in high quality, #Fairtrade, #UTZ, #Rainforestalliance, #Organic and Café des Femmes 1 Q o E EACMARKUP -Uganda - SOCIAL... @
#rcentified single origin specialty #Arabicacoffee from across all regions of Burundi. PR ad
1
y . 1 DOCX + 20 MB 518 pm v/
Our small plantations and exclusive washing and pulping stations mean we can produce excellent Our small plantations, 24 exclusive washing and pulping stations, dehulling plant and dry mill mean A tetakes theconbuonvonen s undian ofee-Over T cbour YA sfomberand:
quality coffee while ensuring complete #traceability for our customers. we czn produce excellent quality #coffee while ensuring complete #traceability for our customers. s i et Fourfermersare women-KALICD's founder an
Haramama Coffes wil transpart you to the heart of Eurundi — the high-ahitude plateaus and present Angel g was thefit besiessintieBuuntafec s 95 e heitand, greafy nhitingthe- = SOCIAL MEDIA STRATEGY ON A...
mountains where our dlimate and soils are perfect for growing and processes rich, fullbodied " D oot L e o PR L A
Horamama coffee will transport you to the heart of Burundi —to the high-altitude plateaus and #arahica bl | o . 4
mountains where our dimate and soils are perfect for growing and processing perfect beans for a otherswomen atross Burndi-{ E—— .
perfect brew. T DOCX « 46 ki 519pm W/
Contact us: Bigicy i female-led cofee-company was foundin 0 ithherson, Alexandre:Shate Mugh,the-cureni-Managing Director Aleszndre a i Kik
. i R ftsiafn s Igwmwmu o mm ! . David Butonde Kibinge uganda
Email: info@cococaburundi.com web: wune cocacaburundi com . ks U3 iy GESTAL 3pg tracesbiiyant-
Web: wrw cocacsburundi com COCOCA de dz connectuyersiwihtheircofee riging You
COCOCA ium de da café [] Please remember in your social media strategy you have short form posts
#specialtycoffee Fmicrolots anaturale #FOrNiature M our deicions ArabicRe Bourt beciaresinHorth i Where e beaukrul ok i gt
#Biodiversity #5trongerTogether #Peace #inspirati inCurhands &c o e Tifea e P e Yeah this is very useful to us [
. . ] T 5:53
#micralate ¥FarNature P ;‘ e g #r #5peadlitycoffes wwm '
uStrangerTogether APeace Finspiration ¥WorldisinOurhand: B : FRurundicoffes #2ACoffee Saficacafiee regior.g We got a proffesional photographer so content wise we are going to do very
it REACcaffs i
“ e 1 fine soon
3 Salectphoto s PR Loy o g b e L L P - s B - - B
I mmm:lm.L_LM fofoclioSeiereat fromMarchoMay.?
alanced, 1
I T ——— (]
- m g i - -
g pulerhe chemysiin semaved. T o
heighter beansthat et to the suface Quroffeeisth foh o anks.Overthenext12to 1hours the cofeeis
dond b T R— d Mo thon 3k tn rics th et b Abhan 3 Aried J: o a8
istocheck the parchments died fo-appronimately-L{ % moisturebefare &t s dry-milled -
1
-
H

Long-form posts Short-form posts SME’s take up short-
form posts

X e
A3
2

TRADE IMPACT FOR GOOD



11. Activate social media

1-2-1 sessions

Posting on social media

Prerequisite

Outputs

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

Z21TC

%

Let me double check characters .,

So can even work with specialty instead of winning

Taht's perfect .,

ok .,

weare 149 -,

specialty (more characterthan “winning"! If you take out *for" and put
colon, it works

lets see whatwe cando ,,,

Transformative coffee trader, roaster & educator sourcing specialty coffee
from Kenyan Highlands. Contact Utake: coffee that exceeds every
expectation

150 characters (make sure you don't copy any extra spaces at the end -
needs to be the exact text otherwise it will take them over the character
limit)

Take your time ... and | will pop your bio below for you to easily copy and
paste it :

Uganda's best - some of the world's highest altitude Robusta & Arabica
coffee of exceptional quality; natural, honey 8 fully washed micro-lots
norush g

howyoudoing ..

Am getting some hard time logging in

But am following the steps

Okay dear

Ok .50 you on the system .,

| am very aware that you may have little children running around you - so if

you can't get on - you are welcome to update later

Think that will work better. Let me follow the steps to save time

G

Adelaide, South Australia Beulah Park

Create a promotion

VIVIVIVIVIVIVIV

Tag people - e.g. your company, and key buyers .

VIVIVIVIVIVIVIV

Add your location - e.g. Kenya

"H%ns//

VIVIVIVIVIVIVIV]V .

STEP 9: ADD your Caption

TRADE IMPACT FOR GOQOD



Record of all posts captured for the SMEs

TWITTER 3:9)
Announcing-our-new lsbel: MOUNT-ELGON-COFFEE. of Ug: \gle-origin-organic-Arabica:
perfection-contactus-@CoffeeHaneyCoop-

1
MOUNT-ELGON-COFFEE-invests-b:
invested-backto-ourfarmersthrough-training-inthe-best-agronomic-practices-and-post-harvest-
handlin
1

1

to-our-coffee-and-honey-farms.-80%-of-our-proceeds-are-

~contact-us-@ CoffeeHoneyCoop-1

100% PREMIUM ARABICA

R e e et el et ™,
o e e e e
R e e e ety

.

HGO

COFFEE |, HONEY

f ocatiechoneycoop

Repubdic Strert, Mitabe, Uganda | 1256 762 576 253 | leati smomstelgoncolfechoney oop com |

~Page Breaic i

At-Mount Elgon-C

and-Honey-Cooperative, we-work to:4]

1
. support-the-local community-to-bef te
. note-tagr yin-coffeefa
come
. produce fully washed #Arabica-coffee-and-organic-honey 4
. wploy-organic operative-principles forfand-restoration-and-sustainable-farming-9

ectfram-the-origin-as of income

lonal-soure

Webe in-reat Coffee-and

Honey-Coopera

Phonenumber:+2

Email co.uky
ncaffesandhoneyf]

yCo-operatives)

TRADE IMPACT FOR GOOD



Responsive support and feedback - using WhatsApp Chat

e
7y

#specialitycoffee #microlots
#naturalcoffee #Africanamazing
#coffeeproducers #coffeetrade
#greencoffeebeans #Specialitycoffee
#fullywashed #honeycoffee
#coffeeproducers #coffeetrade
#Burundicoffee #EACoffee
#Africacoffee

If you have any question - please ask
TODAY

Hi

Just need to know more about CTA with eaxmple plz

lovely to hear from you .,

pm v/
A call to action is a prompt to get your audience to do something specific.
S i/

call to action tells your customer what is you want them to do - what is the

next action you want them to take. 306 pm

If am your customer: | don't know what you selling - so you have to tell
me: you could be selling coffee in cafe, you could be selling green coffee,

vanctad raffan  ca CTA talle tha fiictamar artinn ta dawith vaoe neadist

Yes I'm following you guidelines and so far response is good, because if you
look at my previous posts engagements (likes etc) were few and only from
local population.but now my posts are kinda global &)

That is wonderful news:-- everyone is an equal on instagram:- so being able
to stand out it important. 1103 pm o/
Yes | understand. The thing that differentiate local engagement from global

is that, coffee is consumed locally at 7% of total annual production of 60,000

Metric tonnes and the 93% goes for export.so if I'l be able to reach that

global market it will be better

I'TG

Thanks Nicole. I'l post it soon (&

In your post you talk about - Quality control is very important to us. so
please reflect this in your post. Again use Instagram Stories for those lovely
posts you want to do quickly and it is a bit of fun

GE 09008000 Todayis Wednesday: Postday do
you need any help 06 om

And | have noticed you have a few followers: if you go through them,
selecting ones you want to maintain, you can write a sweet note to them,

eg. S ‘\‘ "\; Yy

A ' |& ‘
Thank you for following @choicecoffeekili we produce roasts and grind to 5 # G i»
customer specifications. Our absolute top priority is to bring our customers 2 y \/ Wit
the finest Arabic from the slopes of Mt Kilimanjaro, Tanzania: harvested,

processes, roasted and ground with the greatest care. Our aim is to ensure e
fair prices for our farmers and equity for the all the women in our
operations. We value relationships - please stay connected.

upwelkoffee Following |

| Q parkscoffeehouse Following

900098890 lookforwardtoyourpost- .

Also please use the #RwandanCoffee (NOT #Rwandacoffee) -

#RwandanCoffee is getting more traffic

this one is a lovely post - the photo you could
consider changing or leaving - your subject needs
to be clear

4 pry

2:06 pm &/

TRADE IMPACT FOR GOOD

| see you are reworking the content that we sent - that is prefect: You are
doing well. And delighted you are always adding in the CTA, Contact Details
# - Just watch you have a line slipping - in your posts: when you prepare
your posts in word just double line space your paragraphs.

> o nova_coffee - Following
nova_coffee Imagine what do
coffee flowers s &

harvest (2022 season



1-2-1 training & support

/
RS

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.

42

@ @ so we have done 1) structure 2) ## 3) CTA

1:52 am W/

NEXT TOPIC - TAGGING  ,o,_

THE @eCCeCe@. 1:52 am W/

cotree. 10 acnieve mis
exquisite coffee, women are
at the foundation of every
step: - from seed to green
bean.

Join us to celebrate Women h
International Coffee Day. We
look forward to working with
you @fukuei_coffee
@projectorigincoffee
@onthegojocoffee
@cafeimports
@sucafinaspecialty_europe
@intelligentsiacoffee
@elbgoldkaffee
@counterculturecoffee

A e A WA s

vQv »

~

here you can see the use of @Q@@. -,_. ,

You are now following your main traders you can @ @@. them in your
post. They will get notified of your post ... it helps build connections

1:53 am &/

| am following

‘ Most important is your Call To Action - what is commonly referred to as
CTA 7:40 pm

You
‘ Most important is your Call To Action - what is commonly referred to as
CTA

Yes please

A call of action is telling your customer what to do ... here it says contact us
for a sample and then includes contact details 7:40 pm v/

TRADE IMPACT FOR GOOD



Images: supplying additional images; training SMEs to tag images appropriately

_tasteofafrica_ Bugisu AA Arabica
— the very best Ugandan
coffee... [...]

. This is beautiful § @
L 4

This is beautiful § @

Absolutely stunning with Bugisu
coffee growing at 2000masl —
prefect in everyway, )~ &%
place to visit

roots_origin_coffee Roots Origin
is a Rwandan social enterprise

<l A trader commenting
on SME social media

post

’ Great pic! Well done ¢

TRADE IMPACT FOR GOOD



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

From what u shared ¢ me on instagram, would
these photos also form a gd post? :

or more zoomed in .,

. 33 ; AR
You i 1t ¥4 o rd buhangacoffee « Following
’ ! il 2
Photo 3

Very nice

You
It is all about positioning yourself: and | am sure you had a lot going on in your
mind

Yeah

You ‘
Photo

Obstruction ﬁ

ZL1TC TRADE IMPACT FOR GOOD




Y/

»
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12. Finalise social media campaign follow-up

1-2-1 session Prerequisite Outputs

Final follow-up with SMEs - Posted 6 social media posts - On-going social media strategy in place
- Atleast 10 short-form posts provided
- Atleast 8 hi-resolution images supplied

& New Post v

Coffee comes from a pretty spectacular
plant not just because it produces the

B e h i n d th e S C en e: wondefoI lnt'e SeEd that makes our bsolutely beautiful: 1l g and bringing hope.forthe next
favourite beverage,but also because itis a CTop:- With buyers taking fiote
beautiful flowering tree that erupts into a i
. . bountiful fragrant coffee flowers each You g
- Identify responsible person s iy o
. . . u Thanks Nicole for the efforts towards us
for on-going social media The aroma of the flowers is at its
ihili strongest and the petals will begin to fall Your most welcome Nicole, its a pressure to have you as our teacher in all
responSIbIIIty to thegground. ; eg the lessons you have taught us.

The carpel will eventually mature into a And indeed you have taught us and we have gained & learnt much with

our guidance 447
coffee cherry| yenrs S
THANK YOU SOO MUCH <&
Tag Peop]e Actually we have started to see some increases in the likes of our posts
4:49 pm

Which is a plus sign for us striving for better brand visibility ..,

Add Location

For any thing please don't forget aboutus .,

For consultations please we request you to disturb you and guide us if any
need arises in future.

Worklng Wlth SMES to Thank you wish you the best in life .- s
write their own posts
AHNE

TRADE IMPACT FOR GOOD
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Assisting SMEs to follow-up on trader engagement

/
RS

YIELD

Thanks for sending this our way.
Can you send samples of the
washed and natural as well. We
currently don’t have a Rwanda
coffee lined up this year.

Thanks so much -Derek

&

R

Check this 5 ., 14/08/2021

muiscatradingco commented:
traprocoffee Love your the meaning of your
business. If we keep this model
we can help so much all our

coffee farmers around the world.
Love to try your coffee? 4h

s

Q  Reply

‘ ey

Christain Nsabemungu San Coffee Rwanda

{3 Photo

traprocoffee Award-winning,
fully washed & natural specialty
coffee from... [...]

In the past | approach them but no success so now is time ... _ -

Bernard Uwitije Trapro Coffee

I wonder how to write to them ? Canyou help ., _

12 others

View Profile

Yes very happy to help -,

A trader making contact with SME

Nicole Motteux is this message
clear? Thanks

so happy - | have been thinking about this all day

Itis a lovely message - .,

TRADE IMPACT FOR GOOD



Introducing SMESs to each other and other traders

D 1 10920¢06

Active yesterday

succulentcoffeeroasters

You sent a post - 14h

tobysestatecoffee

You sent a post - 14h

tibcoffee  tibcoffee
==="_ Active 6h ago
aecoffeeroasters

You sent a post - 14h

croptocup

You sent a post - 14h

pureficoffeeroasters

Active 1h ago

dragonflycoffee

You sent a post - 14h

kibingecoffee

Active 6h ago

speckledaxcoffee

You sent a post - 14h
purebean
Active 37m ago

muhondocoffeecompany

Active vesterday
Active yesterday

beantherecoffee

st . 14h

#  mtkenyaspecialtycoltd

Following X

People
s
q_roasters_coffee )

: Following
mtkenyaspecialtycoltd Mount
Kenya Specialty Tea and Coffee 2 3
company is founded on... [..] 1‘3 |ﬂtE'lf.lh\ltll:fl'lﬂh-r.ﬂdefenltrf { FD”GWng
" cococa_horamama_coffee

= icocoffeeor Followin

II_.- '-_II I &
o) per.fec.tdal ygrind Following

trabocca ,
Tral Following

v

cococa_horamama_coffee Single
origin specialty coffee from the
highlands of... [..]

SMEs shift from following

Many thanks for your continued
support

friends to following key
traders and industry actors

TRADE IMPACT FOR GOOD



Engagements with traders on Instagram

tobysestatecoffee
You sent a post - 14h

tibcoffee
Active 6h ago

aecoffeeroasters
You sent a post - 14h

tib colfee

croptocup

You sent a post - 14h
@

pureficoffeeroasters
Active 1h ago

dragonflycoffee
You sent a post - 14h

kibingecoffee
Active 6h ago

speckledaxcoffee
You sent a post - 14h

“ cococa_horamama_coffee

b o .

cococa_horamama_coffee Single
origin specialty coffee from the
highlands of... [...]

4:51 AM

Thank you for sharing all of
these wonderful coffee
companies!

"

48

. Thanks for this.

An SME responding to
trader link

TRADE IMPACT FOR GOOD



Results of the second phase

N

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)

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

2L 1TC

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

TRADE IMPACT FOR GOQOD



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

e

48 116 TRADE IMPACT FOR GOQOD

s



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

2%1TC TRADE IMPACT FOR GOOD



Developing social media for SMES - process

» 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

N

2L 1TC TRADE IMPACT FOR GOOD



 Relationship-building

 Links with Brand Narrative |

-2-1 training

Getting look & tone right |

Making social media work

Existing accounts: review
& streamline
Programme buy-in New accounts set up with | Links to calendar Who to follow, # Alt text for images Following up with contacts
new bios
Fact checking Brand consistency Editing posts Choosing best images Tagging Liking/commenting
Agree strategy Updated contact info Accessibility: Adding tags, Feedback from trainers for | Setting up internal support
locations & Alt Text to improvement £.g. gaining management
images support & visibility

Wtrite/edit
SM Account
Bics

1-2-1 Upload
new logos &
banner images

Include
updated
contact info

Constant reviewing and fact-checking with SMEs throughout

Write SM Posts
(long form &
short-form)

1-2-1
Training on
basic SM
account usage

DY@ for
each SME

Supply photo

Tags, locations
EALT Text

1-2-1 Tagging

1-21
Repsonding to

wha to follow;
commenting

53
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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.

Target | Before | After | Account: Active Engagement
platfor New/ posting

LOQO
m U p d ate Followers Following New sales
contacts
Cococa Coffee Instagram X A N v v v +6 1 +37 14
LinkedIn X B N v v
Kalico Coffee Instagram B A u v v v +12 0 0 v
LinkedIn X A N v v v +8
Matraco Coffee Instagram X A N v v v +12 1 50 1126
Facebook X A N v v v +12
Micosta Coffee Instagram X A N v v v +11 179 1 85
Facebook X A N v v v +9
Murambi Coffee Instagram X A N v v v +6 1168 1 467
Facebook X A N v v v +6
LinkedIn X B N v v
TIB Coffee Instagram B A u v v v +8 1 46 172
Facebook N A N v v v +8
(X = non-existent, B = Basic, A = Active, D = Dynamic)
oo ITC e o TRADE IMPACT FOR GOOD



BURUNDI — Cococa

Long-form posts

supplied

Short-form posts
supplied

Images supplied Number of new

New sales
contacts

11

cococa_horamama_coffee | mesae | a~

6posts  4lfollowers 14 following

Cococa Horamama Coffee

Single origin Fairtrade organic coffee grown by the Consortium des Cooperatives de
Cafeiculteurs from the tropical plateau of Burundi

www.cococaburundi.com

Followed by igoti +10 more

# POSTS

Fomcecn
JARA TRGRAOVERA YIARAY) SAND

114

" cococa_horamama_cof - Following

" cococa_horamama_coffee
Horamamaz Coffee (cupping 85+)
is brought to you by COCOCA -
a union of cooperatives
represanting more than 27,000
individual coffee farmers.

We specialise in high quality,
Sfzirrade, #UTL
#RzinforestAlliance, #0rganic
and Cafe das Femmeas =cartifizd
single origin specialty
#Arabicacoffes from across all
regicns of Burundi.

Our small plantations and
exclusive washing and pulping

stations mean we can producs
excellent quality coffez whils

®QYV

@ Liksd by guytcroft and 10 others

@ Add a comment

TRADE IMPACT FOR GOOD



BURUNDI — Kalico Coffee

Short-form posts
supplied

Long-form posts

supplied

Images supplied

Number of new
posts

56

New sales
contacts

10 43

kalicocoffee | mesage || a

m 73posts 1218 followers 764 following

KALICO Spedi

offee from Burundi

®Ge
Innovating Burundian Coffes Today
¥ Worldwide shipping

& Natural | Honey | Washed

P Us for green samples

ns of Experience!

4 by Karfb_Kahawa camps, Vagnarbenczath, snechisph +50 more

@coe2018

v

RN CRCRVEEY

[

20

1

1 v

; @ kalicocoffee * Following

kalicocoffee To celebrate this
year's #ProductivityDay at
@Kalico we raise awareness of
our everyday commitment to all
our farmers and workers,
including #womenincoffee and
#disabled workers to produce
#specialitycoffee to create
#economic opportunities.

3 ‘:/\

Quality coffee and productivity
builds better lives for small scale
coffee farmers and businesses in
Burundi. It improves household’s
wellbeing,
#keepchildreninschool, and
supports access to nutritious
food. It also helps to preserve
our national wonders. The

Qv

0 Liked by _tasteofafrica_ and 67 others
JUNE 21

Y A«
\ o’ \i

& e @ Add a comment...
4 .

TRADE IMPACT FOR GOOD
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BURUNDI — Matraco Coffee

Long-form posts Short-form posts Images supplied Number of new Engagement New sales

supplied supplied posts contacts

12 35 v 24 150 1126

e oo e

matraco_coffee | Message &

12 posts 57 followers 128 following

Nduwimana Kaysser

A cup of coffee excellence from northern Burundi - award-winning, ethical speciality
coffee delivered worldwide.

matraco.net

fa% matraco_coffes * Following

4, matraco_coffee Coffes

delivering Environmental
bensfits

¢'°

Our award-winning Arabica
bourbon grows on 90 hectares
across Kayanza and Muyinga
provinces in northern Burundi

We are datermined that our
cperations will hlp protect our
amazing rainforest and grassland
emironments high in the
mountains of northern Burundi.
But we go beyond our own
cperations.

As 3 growing Burundi company:
we believe in giving back to the

QY %

¢ Lked by murambi_coffee and 16 others

42 1TC TRADE IMPACT FOR GOOD
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BURUNDI — Micosta Coffee

Long-form posts Short-form posts Images supplied Number of new New sales

supplied supplied posts contacts

6 30 v 20 179 1 85

@ micosta_burundi  Messse | a
11 posts 84 followers 85 following
W MICOSTA < . -
s Business Service wea  Micosta burundi « Following '
Burundian s coffee is our pride.
We ensure every attention to detail and excellence at every step. From sesd to green
coffee.
micosta.com.bi
Faltowsd by Gangplank3223, svchicph sancoffe_rwands +21 more . micosta burundi
-

@Micosts burundi = helping
create Burund too

= FOSTS o GTV TAGGED

Through our exquisite single
origin, Arabica Bourbion, cupping
at 86, we are changing the lives
of our farmers, thesr familes and
their communities

We are proud to be talong a
leadership role in building a
coffee culture in Burund

working directly with growers

Women ffee assaciations and

incigencus Batwa people

We support and train our 1344
farmers through training and

QY L

s Liked by jiwakacoffeeitd and 27 others

SR 1TC TRADE IMPACT FOR GOOD
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BURUNDI — Murambi Coffee

Long-form posts Short-form posts Images supplied Number of new New sales

supplied supplied posts contacts

7 28 v 12 1168 1 467

Jnstagram QD @ ® 0 @

2  murambi_coffee * Following
murambi_coffee  Message | &

&

'
£
it

6 posts 187 followers 543 following

H3:

- murambi_coffee Murambi
Coffes in tune with Burundi

Cassien Nibaruta
We supply speciality Coffee from central-western Burundi (cupping 87+).
Fabulous coffee that empowers cur communities is what we do.

nature.
Followed by mashacoffee, kibingecoffee, matraco coffee « 31 more
‘We operate in the Provinge of
Muramvys, the former capital of
g POSTS

andant Burundi_ A land of
ruggad mountains
waterfzlis and blankzzd in
rainforsst

Itis here, fed by the inspiring
imprints of cur long and proud
history, that our 2,200 farmers
nurture the bright red cherries of
Bourbon and Mibirizi varieties on
their coffze tress slongside
bananas, cassava, sweet
potatoss beans wheaat and

Qv [

' Liked by buhangacoffee and 17 others

22 1TC TRADE IMPACT FOR GOOD



BURUNDI — TIB Coffee

Long-form posts

Short-form posts

supplied supplied

Images supplied

60

Number of new

Engagement New sales

6 32

tib coffee

T 18 A R
—

tibcoffee | Messge | &
12 posts 226 followers 432 following

tib coffee

Product/Service

Specialty coffee - the resl taste of Burundi

We supply fully washed, natural & honey Arabica coffee. delivering profits back into
our communities.

wwwitibcoffee.bi

Fallowsd by kibingecoftes, sancofte_rwanda, threskeyscoffee +27 maro

fil POSTS TAGGED

' 2

[
*INDEPENDENCE -
DAY

16 146 172

e tibcoffee - Following

e tibcoffee T2 (This is Burundi)

" Coffee brings you exquisits
Arabica specalty coffee from the
pristing rainforests through our
Karambo washing staticn
located in Muyinga province
northern Burundi This is 3
beautiful hilly region with an
2verage aluwde of 1400-1500m
on the =dge of the Ruvubu
National Park and crozsed by the
=NizRiver. Itiz 3 sp=cial place,
teaming with 2biodiversity and
undsrizin by rich soils parfzct
for growing the highest quality
coffess,

‘.\._4-:: ha«-i atn:cst 2000 '.'a'rmers_“
QY )

Likzd by banistahoussuganda and
22 others

. e T ’ i
s ” -
: (5 A o i S = |
. : - J " i3 P iy
- Yal 1Y W,}:’ () Addacomment.

TRADE IMPACT FOR GOOD
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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.

Target Before | After | Account: Active | Engagement
platform New/ posting

Up date P rofile Followers | Following | New sales
contacts

Chepsangor Coffee Instagram X A N v v v +15 1124 1164 v
Jowam Coffee Instagram B A u v v v +33 1141 155 v
Instagram B A u v v v +16
LinkedIn B B u v v
Facebook B B U v v v 16
Kafikawa Coffee Instagram A A u v v v +6 T +17 T +27
Facebook A A u v v v +11
Mount Kenya Specialty Tea & Instagram X A N v v v +9 1 266 1420 v
Coffee Facebook X A N v v v +15
Safari Lounge Tea & Coffee Instagram A D u v v v +28 130 140 v
Facebook A A u v v v +15
LinkedIn B B u v v
Sakami Coffee Instagram B A U v v v +7 127 115
Utake Coffee Instagram B A u v v v +5 194 127 v
Facebook B A u v v v +3
Twitter B B u v v v +2
(X = non-existent, B = Basic, A = Active, D = Dynamic)
oy ITC B TRADE IMPACT FOR GOOD
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KENYA — Chepsangor Coffee

Long-form posts Short-form posts Images supplied Number of new Engagement New sales

supplied supplied posts contacts

6 42 v 15 1124 1164 v

Instagram hODOO @

chepsangor_hills_coffee | Message &
15 posts 131 followers. 169 following

Chepsangor Hills Coffee Ltd

Coffee Estate in Kenya

Location: 0°06'01.0°N. 35°10'35.0°F

Elevation:1850m

Arabica Coffes.

@tuloncoffze is a brand of Chepsangor Hills coffee Ltd

chepsangor_hills_coffe * Following

wvaw.chepsangorcoffee.com

chepsangor_hills_coffee
SUSTAINABILITY IS OUR
FUTURE.

by artecotteeroasters, karibis kahaws camps, tulancoffes + 31 mor

@ rosts
@Chepsangor_hills_coffee

People, Planet and Profit
matter.

It is the care of the future that
led the founders of
@Chepsangor_hills_coffee to
establish Chepsangor Hills Estate
and to start working with over
100 small-scale coffee
producers. We believe in
meeting our needs without
compromising the ability of
future generations to meet their
own needs.

®QY [

Liked by buhangacoffee and 42 others

@ Add a comment...

221TC TRADE IMPACT FOR GOOD



KENYA — Jowam Coffee

Long-form posts Short-form posts Images supplied Number of new Engagement New sales

supplied supplied posts contacts

6 42 v 55 1141 155 v

hOBOO @

jowamcoffee  Messge

52 posts 343 followers 161 following

jowam Coffee Roasters

‘ jowamcoffee * Following

‘ jowamcoffee #keroast 4
Rich #Kenyanspecialty coffee
globally recognised for quality
#assurance, #consistency, and
#sustainability - to order dial or
Whats App 0724637757

. _nkatha. Purr'@ 4 ©

1like Reply

v

QY N

*. Liked by springvalleycoffee and 29 others

7S 1TC TRADE IMPACT FOR GOOD



KENYA — Kafikawa Coffee

Long-form posts

supplied
6

Short-form posts Images supplied
supplied
15 v 17

kaffikawa  Mesaze &

Number of new

posts

Engagement New sales
SOMEEE

t +17 1 +27

kaffikawa « Following

ample roaster every

Qv N

v Liked by tumbukacoffee and 48 others

®)

TRADE IMPACT FOR GOOD



KENYA — Mount Kenya Specialty Tea & Coffee

Long-form posts Short-form posts Images supplied Number of new New sales

supplied supplied posts contacts

8 31 v 24 1 266 1420 v

Instagram heBseooe

mtkenyaspecialtycoltd  Messsge 2

a fposts  270followers 420 following
L

#  mtkenyaspecialtycoltd - Following
Mt Kenya Tea & Coffee

peciaity coffes & tea from the Kenyan Highlands, 20+ years” experience,

~ mtkenxaspecialtycoltd “-’C\:»;".‘. )
Kenya Spacizity Tea and Coffes iz
fully traceable, sustainably grown
f ith outstanding cupping
score (89-90) and truly amazing
flavours and aromas.

and exporter.
engineer, and

CLTTT TN Not only does Simon apply his

4 knowledge and experience to

ensuring the very highest quality w
for our ccffee (grown on our

a |

QY W
Liksd by gratitude_coffee_makers and
18 others

s;g ITC TRADE IMPACT FOR GOOD



KENYA — Safari Lounge Tea & Coffee

Long-form posts Short-form posts Images supplied Number of new Engagement New sales

supplied supplied posts contacts

6 10 v 43 130 140 v

Instagram neoeoe

safari_lounge  Messge | &

Safallounge Waposs 1058 £34 following
Safari Lounge
Hand Rcasted Speciality . safari_lounge ¢ Following
Siodegradable pyramid teabags-Compostable Capsules-Barista milk-Coffee courses ———

ca Te
facebook com/SafariloungeTeaandCoffee Safari Lounge Tea and Coffee

 Grosnapoces. Baindhuecmacecrats, kinya baists orgnzItion

safari_lounge For the special
Dad in your life — Specialty
Kenyan Coffee!

Celebrate #FathersDay with a gift
of exquisite fine East African
Coffee from Safari_Lounge.
SHOP NOW USING
#FATHERSDAY21 DISCOUNT
CODE TO GET 10% OFF.

i POSTS

Our premium selection of locally
grown, roasted and blended
Arabica and Robusta coffees
boast rich flavors and aromas, to
suit every taste.

We also pay premium prices to v
our dedicated coffee farmers

TO ALL THE GREAT DADS OUT @ Q V m
THEREI @ Liked by baristahouseuganda and 5 others

@ Add a comment.
SAFARILOUNGE.CO

o 110 TRADE IMPACT FOR GOOD



KENYA — Sakami Coffee

Long-form posts Short-form posts Images supplied Number of new Engagement New sales

supplied supplied posts contacts

8 42 v 7 127 115 v

NCHCRCRVIEY

[N~ _ | sakamicoffee « Following

. "\ sakamicoffee From elephants

\\@7)  and buffalos to unique wetlands
—ours is coffee mixed with
amazing biodiversity.

@Sakamicoffee is located in
Berbeton, and home to wild
elephants and buffalo in the
Mount Elgon National Park.
We are at the foot of Mt Elgon at

QY

68 views

2%1TC TRADE IMPACT FOR GOOD



KENYA — Utake Coffee

Long-form posts Short-form posts Images supplied Number of new Engagement New sales
supplied supplied posts contacts
30 v 10 v

E 194 127

Tnstagram heBseoe

utakecoffee * Following

I
tokg Nairobi, Kenya

utakecoffee Entrepreneurial
woman in coffee at origin — first
certified Q-Instructor in Africa!

Itake

Mbula Musau, owner and
founder of Utake Coffee Ltd,
joined the coffee industry with
Java House, back in the early
2000s. So she has seen first-
hand, the growth of domestic
coffee consumption in Kenva.

QY

¢+ Liked by murambi_coffee and 115 others

@ Add a comment..

SITC TRADE IMPACT FOR GOOD
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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

Target Before | After | Account: Active Engagement
platform New/ posting
Update Followers Following New sales
contacts
Bond Coffee Instagram B A u v v v +8 1113 1145 v
LinkedIn A A U
Buhanga Coffee Instagram B A u v v v +15 1101 133 v
Facebook B B u v v
Hillock Coffee Instagram X A N v v v +6 177 1 67 v
Muhondo Coffee Instagram B A u v v v +9 1121 1719
Facebook X B N v v v +2
Nova Coffee Instagram B B u v v v +4 1 31 16 =
Roots Coffee Instagram X A N v v v +6 1 36 1105 v
San Coffee Instagram A A u v v v +14 T 85 123 v
Facebook B B u v v v +3
Twitter B B u v v v +4
Trapro Coffee Instagram X A N v v v +9 1193 1920 v
Tropic Coffee Instagram A A u v v v +4 77
Twitter B B u v v
TUK Coffee Instagram X A N v v v +6 1 57 130 v
S
> & ITC (X = non-existent, B = Basic, A = Active, D = Dynamic) TRADE IMPACT FOR GOOD
lS (U = Updated, N = New)
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RWANDA — Bond Coffee

Long-form posts Short-form posts Images supplied Number of new Engagement New sales

supplied supplied posts contacts
6 24 v 8 1113 1 145 v

Instagnam hePH 0@

bondcoffeeitd |Memge | & || .- @  bondcoffeeltd « Following

Bposts  R2followers 145 following

BOND COFFEELTD

Every element of our busines
www.bond.coffee

= bondcoffeeltd At Bond Coffee,
we collect the hand-picked, fully
traceable, single origin Bourbon
from our farmers and process
the cherries at our facilities,
including coffee washing
stations and mills.

In this beautiful environment at
altitudes of between 1600 and
2000m, with volcanic loam soils
and cool tropical climate, we
produce fine #Bourbon #Arabica
with sweet citrus and cocoa
flavours, cupping at 86.5.

We support our farmers to get

their sweet red cherries to
processing stations and into

QY

@ Liked by kopakamacoffee and 27 others

- ~ »
B s o
- S @ Add a comment..

2% 11C TRADE IMPACT FOR GOOD



RWANDA —

Long-form posts

supplied

Short-form posts
supplied

Buhanga Coffee

Images supplied

71

Number of new Engagement New sales

13

heoeoe

buhangacoffee | Memsge = 2
31 posts 211 followers 192 following

Buhanga Coffee

ica: solar to H20-wise, caring for our co-op farmers & beautiful
coffes-growing lands Gisagarara Mushakw
www.buhangacoffee.rw

Followed by kibingecotise. Sancotfe_rwanda, thrsckeyscotto «45 mors

il POSTS.

15 1101 133 v

. buhangacoffes - Following

- buhangacoffee From little things
big things grow.

Our coopzrative came togsther
in 2009, startzd by & members -
7 men and 1 woman - with 3
plan to grow coffee in our area
and influence others 10 becoms
involved in coffze - 2spzcially
women and youth

And we are on our way! Our
numbers have inoreased 10 375
mambars - 254 men and 121
women.

We opsrate in the Gisagars area

of southern Rwanda. We focus
on growing and processing our

& - o e PR vy e " ~
B CVRR, Lw
T Gl aR Tl O Q YV
- e > ' J o

R e e B e e \ v SN ) )
A e PR I 2y e & R L *  Liked by murambi_coffee and 34 others
- - - .8 W - e
T - e e - y 5 Y
PV o N Bt Y E \ e . D
Tt . e oS SO
) TANTXLA AN . -
23 ot - SO LR, R R e o <
3 R SR A S A s I e © Add a comment
G ,_’ ' - - % ® & . ST > ~

TRADE IMPACT FOR GOOD



RWANDA — Hillock Coffee

Long-form posts Short-form posts Images supplied

supplied

supplied

Number of new

72

Engagement New sales

15 v

Instagram (AN ® 0 @

hillockcoffee  Message | 2~

6posts  T8folowers 67 following
HillockCoffee

Exquisite single origin Bourbon Coffee from Lake Kivy, westemn Rwanda. Grown under
tender care of hard woriing, dedicated farmers, mostiy youth.

Followed by bomai coffee png, snrchieph, therealblendnrosst +14 more

i POSTS TAGGED

:

Happy

Eid.

contace

67 v

o hillockcoffee * Following
— Rwanda Coffee

aa hillockcoffee Our young people
- are the future of the coffee
industry

Hillock coffee has made it our
mission to encourage and
support young people in the
coffee industry.

Over two thirds of our farmers
are young women, and the vast
majority of our farmers are
younger generations. They are
eager and enthusiastic to learn
the skills required to grow
quality Arabica coffee on their
0.5 - 2Ha plots, with an average

Qv

+ Liked by murambi_coffee and 12 other

@ Add a comment...

TRADE IMPACT FOR GOOD



RWANDA — Muhondo Coffee

Long-form posts Short-form posts Images supplied Number of new Engagement New sales

supplied supplied posts contacts

6 29 v 11 1121 1719

Instagram Ae®OO W

e muhondocoffeecompany | Mesge &

1 T 10posts 236 followers 864 following

MUHONDO COFFEE COMPANY
e Award Wi

muhondocoffeecomps * Following

inning Coffee from Northern Rwanda. Muhondo Coffee Taste some of

muhondocoffeecompany

~— @muhondocoffeecompany —in

spill owver 10 hectares at high
altitude 1,85 n the

northzm hills of Rwanda.

Qv [

Liked by buhangacoffee and 34 others

7S 1TC TRADE IMPACT FOR GOOD
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RWANDA — Nova Coffee

Long-form posts Short-form posts Images supplied Number of new New sales

supplied supplied posts contacts

6 16 v 4 131 16

Instagram [ARCHC RO RV

nova_coffee  Messge & v | e
12 posts 179 followers 170 following
™
Nova coffee nova coffee + Following

Exquisite coffee from Rwanda! Organic and Utz accredited, Ethical production with
women at the heart of everything.
wivw coffeerwanda.com

Gioubi D

e nova coffee Amazing Arabics
. ‘ ° nocthern Rwand alty
cofies cupping at 86-89 - 2021
bean e L samples AVAILASLE NOW!
g posTs Naova Coffee &5 one of Rwanda's

foremnost coffee growess

and exporters of fine
Arabica Bourbon, Fully

hed and Natural, cupping at
86 0 83+ Novs Coffee = UTZ
accredited and we are in the
process of gaining our Crganc
Cafe Practice and Ranforest

Alance cenification

High in the mountairs of
northesn Rwanda, at alttudes of

Qv

@ Liked by ikawahouseltd and 52 others

221TC TRADE IMPACT FOR GOOD



RWANDA —

Long-form posts

supplied

Roots Coffee

Short-form posts
supplied

Images supplied

75

Number of new New sales

ROOTS,
< ORIGIN

26 v

INCIGRORVEEY

roots_origin_coffee | messge | &

6 posts 36 followers. 105 following

We are Committed to Transparency, Quality & Impact.
www.rootsorigin.com

Followed by muhondocoffeecompany, bomai_coffee_png. snrchieph +15 more

B POSTS TAGGED

6 36 105 v

‘ roots_origin_coffee « Following

. roots_origin_coffee Our mission
is to continuously look to
produce and export exemplary
coffees while transforming the
coffee communities in which we
operate

Our coffee grows at 1,560-
1,900m high in rich volcanic soils
in the Karongi district in western
Rwanda, on the edge of the
beautiful Lake Kivu. The perfect
growing conditions and our
attention to every detail, results
in beautiful coffee.

We believe in absolute

transparency and ownership for
our coffee farmers. Roots Origin

®QV [
@ Liked by _tasteofafrica_and 24 others

@ Add a comment...

TRADE IMPACT FOR GOOD



RWANDA —

Long-form posts

San Coffee

Short-form posts
supplied

Images supplied
supplied

Number of new
posts

76

New sales

11 40 v

Instagram neoOeo e

sancoffe__rwanda | Messge = a-

2Siposts  1865followers 5506 following

San Coffes

Coffee Shop

We supply pramium quaity grezn and roasted coffee that contributes to Rwanda’s
future.

www.sancoffee.rw/https: 2250783503488

Follouod by strake citizens thesckeyscoftos, tatectatica. 23 woes

'Y ER X2

madeinigl I5yrse Haghlights madein R...

blacidudfes .

can't wait

& PosTS TAGGED

NDABAGA
COFFEE

e woman CORFER

COFFEE

108% WOMAN cOFFER

Eid
Mubarak

21 1 85

COFFEE

100% WOMAN COFFEE

contace

123 v

sancoffe_rwanda * Following
Nyamasheke

sancoffe_ rwanda

@sancoffe_rwanda, is one of -
Rwanda's foremost specialty

coffee producers and exporters.

SAN COFFEE produces exquisite

fine Arabica coffee in the

western mountains of Rwanda.

Founded in 2013.

#EntrepreneursDay gives SAN
Coffee Ltd the opportunity to
celebrate, recognise and
appreciate all women
entrepreneurs behind their
coffee. San Coffee has made
commitment to do everything to
help as women and never to
leave women without choices
and so created an exclusively

QY A

* Liked by buhangacoffee and 28 others

AUGUST 13

@ Add a comment...

TRADE IMPACT FOR GOOD
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RWANDA — Trapro Coffee

Long-form posts Short-form posts Images supplied Number of new Engagement New sales
supplied supplied posts contacts
6 21 v 9 1193 1 920 v
Instagram, ARGV
l!’\'il‘ilﬂ traprocoffee | Mesage | &

traprocoffee * Following
Maraba, Butare, Rwanda

traprocoffee Bourbon coffee
from the Land of 1000 hills

Trapro Coffee is located high in

the mountains of southern
Rwanda near the Nyungwe

; National Park, one of the oldest
rainforests in Africa. At altitudes
of 1,700-1,900m, the soils are
sandy & volcanic & the climate
cool & humid.

Q Liked by guytcroft and 24 others
AUGUST 3
@ Add a comment...

2L 1TC TRADE IMPACT FOR GOOD
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RWANDA — Tropic Coffee

Long-form posts Short-form posts Images supplied Number of new Engagement New sales

supplied supplied posts contacts

6 29 v 4 177

Instagnam hedHeoe

tropiccoffee  Messwe | &

‘ﬁ 63posts  943followers 1460 following
Tropic Coffee Ltd
Product/Service
Sourt

tropiccoffee * Following

)

ndan, family-owned producer & exporter of outsianding 100% Arabica

tropiccoffee Looking after the
environment means tackling

#poverty and growing
‘ sustainable livelihoods. To do

this we look after our coffee
farmers and their families.

-

We act here as @tropiccoffee
because we have no alternative.

mrosTs

We have created a new brand
called UMUBANO (relationship)
coffee, grown by women farmers
so that we can build women's
livelihoods and resilience.

We take effort to train the
women farmers in best
agricultural practices from

QY [

“# Liked by tibcoffee and 135 others

JUNES

@ Add a comment...

221TC TRADE IMPACT FOR GOOD



RWANDA — TUK Coffee

Long-form posts
supplied

Short-form posts
supplied

Number of new

Images supplied

79

New sales

heBeo e

tukcooperative  Messige = av v

6posts  65followers 86 following

TUK COOPERATIVE

Product/Service

Arabica Bourbon speciality coffee fully washed honey processed.Cups at 87.From our
women -owned and led coffee cooperative Eastern Rwanda

Followed by muhondocoffeecompany. bomai coffee_png, therealblendnroast +13 more

fE POSTS TAGGED

contace

130

#rux  tukcooperative « Following

gruyx  tukcooperative TUK Ranked
30th best coffee in the world!

“A woman is capable and
powerful” is the moto of
#TUKCooperative, a women
owned and run cooperative,
growing, processing and trading
coffee.

We are based in the beautiful
Kayonza district of Eastern
Rwanda where we produce
Arabica Bourbon specialty
coffee, fully washed and honey
processed, cupping at 87. Our
wonderful coffee is characterized
by sweet flavours of honey,
citrus and chocolate.

TRADE IMPACT FOR GOOD



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

Target Before | After | Account: Active | Engagement
platform New/ posting
Update
Followers Following  New sales
contacts

Amir Hanza (Café Amimza) Instagram A A u v v v +6 199 129 v
Facebook B A u v v v +13

Choice Coffee Instagram B A U v v v +5 115 155
Facebook B B u v v v +3
LinkedIn B B u v v +2

KNCU Instagram B A u v v v +9 1407 1140 v
Facebook A A u v v v +13

NG/ : : . .
>,$ ITC (X = non-eX|stent,_B = Basic, A = Active, D = Dynamic) TRADE IMPACT FOR GOOD
(U = Updated, N = New)
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TANZANIA — Amir Hanza Coffee (Cafe Amimza)

Long-form posts

supplied

6

CRCRCRVIEY

zzzzzzzz

T REELS

ISHI KIJANJA
Instant Coffee Mix

!AL ADHA MUBARAK\

@f@

TuTARUWIPO &

Col'fec l)a\

2 A
Café Amimza x: {4 _\%,.gv
i A VIS
b X%
" .
’ wappy 10 ?ﬁ
€id Mubarak

Short-form posts Images supplied
supplied
37 v

Number of new Engagement New sales
19 v

199 129

cafeamimza - Following

cafeamimza Kitw Kipyaaazaz

ISHI KIJANJA
P chaki pekee yani Kahawa
Mk i i v
Instant Coffee Mix Vicnor a3 o

kahawa maziwa na sukari. Hii si
yakukosa saza zinapatkana
madukani na supermarket ulizia
kzhawa ya 3in1 yz Caf2 Amimzz
upatiwe kilicho bora. Usikas
nyuma nyuma ISH1 KUANJA &

Intreducing our new coffee
addition, 3 in 1 Coffee mix (
Coffez, Non-dairy Creamer &
Sugar) the bast y=t Youron a go
coffee mix moming. aftarmoon
and evening. Anytime should be
Coffes Time Hassle free &

QY I

@ Liked by ayub.dada 395 and 24 others

ANYTIME IS KAHAWA TIME o
Add a comment

TRADE IMPACT FOR GOOD
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TANZANIA — Choice Coffee

Long-form posts Short-form posts Images supplied Number of new Engagement New sales

supplied supplied posts contacts

7 42 v 10 115 1 55

(=®) choicecoffeekili » Following

(@) choicecoffeekili Join Rose Swai,

= founder and managing director
of the Choice Coffee Company —
roaster of specialty Kilimanjaro
Arabica on the 30 August 2021
at 17:00 — 18:00 EAT. Rose Swai is
presenting at a webinar with Dr.
Sarada Krishnan, the Executive
Director of the International
Women's Coffee Alliance's

= — (IWCA) and Ms. Nvakaisiki Annet,
B ® QV [
3 * .;\- * Liked by buhangacoffee and 25 others

@ Add a comment...

7S 1TC TRADE IMPACT FOR GOOD
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TANZANIA — KNCU

Long-form posts

supplied

Short-form posts Images supplied Number of new Engagement New sales

eyl s

v 22 1407 1140 v

NneBeoe

union_cafe_moshi | Messwge = &

67 posts 413 foliowers 140 foliowing

UNION COFFEE

Organic speciaity Bourbon Kent from Kilimanjaro, Tanzania: Fair Trade & Naturiand
n

4™\ union_cafe_moshi * Following
U Moshi Kilimanjaro

i POSTS

‘3’ union_cafe_moshi Drop in at
Union Café, Arusha Rd, Moshi -
It's the perfect place to meet
with friends or just to enjoy a
refreshing drink.

Phone: +255 764 206 742

Email: info@kncutanzania.com
Website: www.kncutanzania.com
Facebook: @unioncoffee

e Liked by zampanna_ and 82 others

@ Add a comment.

TRADE IMPACT FOR GOOD
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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).

SME Target Before Account: | New Engagement
platform New/ Bio/

Update profile Followers | Following | New sales
contacts

Barista House Instagram B A U v v v +8 1198 1 307 v
Facebook B A U v v v +25
Twitter B A U v v v +16
LinkedIn B B
Fine & Specialty Coffee Instagram X A N v v v +14 162 1110
LinkedIn X A N v v
Facebook B A U v v v +6
Twitter B B U v v
Kibinge Coffee Instagram X A N v v v +9 1102 195
Kimco Coffee Facebook X B N v v v +6 1168 0
Masha Coffee Instagram B A U v v v +13 127 119 v
Mbale Coffee Instagram X A N v v v +12 1 58 1163
Mount Elgon Coffee & Honey Instagram X A N v v v +13 189 1121 v
Cooperative Twitter A A U v v v +215
Salama Coffee Instagram X A N v v v +7 1160 1 475 v
Twitter X A N v v v +8
S
> & ITC (X = non-existent, B = Basic, A = Active, D = Dynamic) TRADE IMPACT FOR GOOD
lS (U = Updated, N = New)



UGANDA — Barista House

Long-form posts Short-form posts Images supplied Number of new Engagement New sales
supplied supplied posts contacts
22 v 49 v

6 + 6 blog posts

1198 1307

e baristahouseuganda * Following

baristahouseuganda Milk is a
primary ingredient in most
beverages and@ diary
products, it needs care and
special attention in order to get
a perfect cup or taste .

Try today our hand crafted
Rwenzori Gold coffee with milk
as it gives you a creamy buttery
mouthfeel and smooth on the
tongue.

Contact us

+256 752 408821 / +256776
408821 OR Visit us at Ovino
shopping mall second floor rm
no 51 kisenyi kafumbe Mukasa
rd. Email.

Qv n

* Liked by buhangacoffee and 56 others

22 1TC TRADE IMPACT FOR GOOD
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UGANDA — Fine & Specialty Coffee

Long-form posts Short-form posts Images supplied Number of new Engagement New sales

supplied supplied posts contacts

6 + 6 Blog Posts 27 v 20 162 1110

Home My Network

m S = 8 = il m Q Search Lud a: = @
Jobs Messaging

Download Tableau Now - See and Understand Your Data. Create Interactive Charts and

FineandSpeciality + Follow «««
\(-!T‘[m*, 13 foliowers
hNu«! ow-®

SPECIAUITY

5]-‘[«\‘ - . h Farmers consuming their own grown coffee with their families is one of the major
ways we are to change the domestic coffee consumption trend. Once they learn
FineandSpeciality to appreciate what they have, it will even motivate them to attach more value to
their produce increasing their production with much more attached value.

FineandSpeciality )
We do nat Bill to Wark but TO BUILD 13 followers

B p - - + Follow Fine and speciality is working with farmers from various regions in Uganda having
B some of the best coffee by training and encouraging them to embrace their
View full fil produce. they are trained in how to locally brew the coffee and in all stages of
Home Abowt Fosts  Jobs  People lew ullproiie value addition which will enhance their income.
To be part of this drive to a sustainable, thriving and more productive coffee
About industry, join Fine and Specialty, buy our coffee and you shall be among the
catalysts in the drive.
#fineandspeciality #coffee #agriculture
#sustainableagriculture
See all details ' P
Page posts ¢ O
4 FineandSpeciality y FncandSpeciaby *. %
| ~y

o 6 * 4 comments

Reactions

Y. P
2211700 TRADE IMPACT FOR GOOD
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UGANDA — Kibinge Coffee

Long-form posts Short-form posts Images supplied Number of new New sales

supplied supplied posts contacts

6 + 6 blog posts 48 v 9 1102 195

Instagnam Search o @ ® O @

kibingecoffee | Messsa 2 ~
9 posts 101 followers 95 following o
’ '- kibingecoffee « Following
R & KIBINGE COFFEE FARMERS'
v < Over 2,500 farmers producing superb award-winning Ugandan Fairtrade Robusta
coffee from the hills of Kibinge: coffee that is changing lives in Uganda!

»
e V. CO-OPERATIVE SOCIETY (KCFCS)

< by mashacoffee. anrchieph ugandacoffecfederation +16 mare

kibingecoffee Kibinge Coffze

Produces, buys & exports superts award winning Ugandan, Fairtrade Robusta farmers” Cooperative Union
@ posTs speciality coffee from over 2102 members across the hilis of Kibinge, (KCFCS) producss, buys and
@ moicomu ramany Bukomansimbi district. 30% of our members ars women who also fall under the exports superb award-winning
— - . International women coffee allionce KCFCS 15 & member of the Afeican Fine Ugandan Fairtrade Robusta
> Cofiep Association speciality coffee from over 2,500
mambers across the hills of
Kibinge.

“For quality naturol Robuste Coffee, Kibinge Coffee is your preferred portner.”

603 of our members are women
who are members of the
nternational Women's Coffee
Alliznce. @Kibingscoffee is also
a proud member of the African
Finz Coffes Association.

WHAT WE OFFER:
- A premium coffee market.
~ Financial Services.
« Provision of farm inputs
= Farmer training & extension

Kibings coffes invests in clzan
water, roads, energy, quality
farm supplies, farmer training

services.
- Farm management. ' Q V D
- Roast and ground coffee Liked by buhangacoffee and 10 others
business.
- Community projects

221TC TRADE IMPACT FOR GOOD
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UGANDA — Kimco Coffee

Long-form posts Short-form posts Images supplied Number of new Engagement New sales

supplied supplied posts Followers | Following | contacts

6 + 6 blog posts 49 v 6 1168 1

MCO Coffee KIMCO Coffee - &) KIMCO Coffee
?("‘“r m - - v Q August 113t 925 PM - @ - 2.9

Empower and educate a new generation of local female coffee growers Stop child labour and use profits to support opportunities for local children
i P T 0 e M) 85 = Coffee with 3 Cause - EMPOWERING WOMEN AND ERADICATING CHILD LASOUR Committed to eradicating child labour in the coffee industry - using profits to support local

children.

We are a social enterprise based in the Robusta coffee growing district of Lwengo in Central
Uganda.... See More

There are no children involved in growing or processing coffee on our own farm and of those of
the 600 small-holder farmers from whom we source additional beans.

15% of our profits support the of child ion in our coffee-growing

communities of Lwengo District.

At Kimco, we 3lso focus on promoting women's gainful participation in the coffee value chain.

We want to produce the highest quality Robusta coffee we can, while improving the socio-
economic conditions of smallholder women coffee farmers and children in our district.

We are working hard to find reliable markets for our fine Robusta (cupping at 81+) in Europe, to
open up 3 café to promote the local consumption of coffee, and find partners to work with us on
our “Stop Child Labour” project. This is all about supporting children to stay in school using the
profits of our coffee sales.

KIMCO Coffee is a premium coffee that presents a well-balanced, clean, sweet, fruity profile with
chocolatey notes and buttery taste.

If your aim is to give your customers Robusta coffee of the highest quality, deliver more value to
them and the communities that grow this wonderful coffee, and eamn their respect and loyaity,
KIMCO Coffee is the coffee for you

Our products and services include green coffes beans, whole roasted coffee beans and ground
coffee. s well s training programs and dry coffee milling services.

-asarsisons
Partner with Kimco Coffes to make 3 differance

Phone number: +256 772515083, +256 751 515983

ail: kimcocoffee@gmail.com

Facebook: KIMCO Coffee

- et 8 # biefarming #ze = =47 zi

e = R #
&) KIMCO Coffee 2ZACcoffes 2AfricacoffesEACMARKUP =periodpoverty swomeninCoffee #IWCA
o sins 2EACCoffee
; < =l v . nge
Our fine Ugandan Rabusta improves the lives of women and children schildprotectionact #school #help #childiabourday #childlabourfree 2unsustainabilitygoals
Zine Ugandan Robusta improving the lives of women and children =endpovery sworldyouthday

We produce high quality natural and fully washed Robusta coffee from beans grown on our family
farm and from our just over 600 partner smaliholder local farmers in the district of Lwengo, Lake
Victoria Basin, Uganda.... See More

Retstod Poges
@ = s
B s T
@ i e -

Add Your Business to Facebook

Craate ae

%4
XS
£

TRADE IMPACT FOR GOOD



UGANDA — Masha Coffee

Long-form posts Short-form posts Images supplied Number of new Engagement New sales

supplied supplied posts contacts

6 + 6 blog posts 51 v 13 127 119 v

<.
TASHR

miss  mashacoffee * Following

mashacoffee Masha Coffee is
women led and operated
Specialty Arabica coffee business
- generating financial liberation
for Ugandan women and youth.

i
MASHR

@mashacoffee grow, process
and market speciality Arabica
coffee locally and, soon, globally
- with the overall aim of uplifting
the livelihoods of women and
youth in the community and
achieving their financial
liberation.

Our founder and owner, Sylvia
Achebet celebrates the hard
work and dedication of the

Uganda’s A > ‘
Specialty Arabica Py : CNeR
g e Liked by baristahouseuganda and
29 others

Z21TC TRADE IMPACT FOR GOOD



UGANDA — Mbale Coffee

Short-form posts
supplied

Number of new
posts

Images supplied

Long-form posts

supplied

6 + 6 blog posts 37 v 12 158 1163

hOBOO®

_tasteofafrica_  Messge | & v e

12pests  6Sfollowers 178 following

Taste of Africa
Uganda's leading coffee exporter delivering sustasinably grown single origin Arabica \

Col the p Mt El ted to perfection

Engagement New sales

contacts

_tasteofafrica_ « Following
African continent

_tasteofafrica_ Am a great lover
for scenery and there was no
way | could fail to capture this.
This actually took me some time
to capture - about three days, it
was kinda foggy up here, | had
to wait for that perfect sunrise.

Beautiful sunset over the Kisoro
Hills, Farm lands, Farmer
Homesteads.

The brownish yellow reminds me
of the coffee roasting process.
Woooooowwwww @ @ @.
@_tasteofafrica_

When you need some amazing
specialty Arabicas.
#specialtycoffee

QY

. Liked by bancroftroasters and 16 others

AUGUST 17

@ Add a comment...

90

TRADE IMPACT FOR GOOD
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UGANDA — Mount Elgon Coffee & Honey Cooperative

Long-form posts Short-form posts Images supplied Number of new New sales

supplied supplied posts contacts

9 + 6 blog posts 24 v 228 189 1121 v

GOV

mountelgoncoffeeandhone...  Messge &

9 mountelgoncoffeeand * Following
15 posts 92 followers 123 following
Mount Elgon Coffee and Honey

From sunviving o thriving! Superior organic Arabica coffee & exquisite honey from Mt
Eigon, Uganda. Our profits are transforming our farmers lives

‘sakami ranches, ug

9 mountelgoncoffeeandhoneycoop
Join with Mount Elgon Coffee &
Honey Coop celebrating
#InternationalYouthDay 2021.

As part of #NextGeneration we
focus on #GenerationRestoration
- restore our Earth, we call upon
everyone on earth to drive
climate actions for the next
generation by sourcing food
from farmers who produce
under permaculture organic
agroforestry systems restoring
landscapes, strengthening
healthy soils and keeping water
healthy.

We are proud that at each part

QY

Liked by buhangacoffee and 17 others

AUGUST 13

@ Add a comment...
221TC TRADE IMPACT FOR GOOD
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UGANDA — Salama Coffee

Long-form posts Short-form posts Images supplied Number of new Engagement New sales

supplied supplied posts contacts

6 + 6 blog posts 29 v 16 1160 1475 v

Instagnam Search (ANC) ® 0 @
salamacoffee | Mesage | a- salamacoffee * Following
e
Satone 7posts 183 followers 497 following

Salama Coffee

Exceptional Robusta coffee from Lake Victoria, Uganda: with sustainable farming &
ethical practices, we aim to bring peace & security to our community salamacoffee @Salamacoffee,
Quality begins at garden level
@Salamacoffee, our ripe cherries
are selectively hand picked and
hand sorted to separate the
foreign materials from the
cherries before it is transported
to our state-of-the-art
processing plant.
@Salamacoffee, the cherries are
pre-cleaned and washed
hydraulically to ensure that the
quality is maintained, the floaters
are separated from the good
cherries.

Coffee is milled, graded and
sorted electronically at the dry
mill and handled carefully
through all these processing

QY

.

Followed by strake citizens, ugandacoffecfederation, matraco coffee +23 more

g POSTS TAGGED

Liked by murambi_coffee and 26 others

2 DAYS AGO

@ Add a comment...

7S ITC TRADE IMPACT FOR GOOD



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

N

ZLITC TRADE IMPACT FOR GOOD



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

N

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
|dentifying gaps and providing advice

7S 1TC

Social media give you a great opportunity for make your brand shine &% |
and provide customers with experiences and build relationships.

To have a meaningful, ongoing relationship both parties need to be

engaged. It is based on building trust. »i\ﬁ E 10:53 am &/

So how do you start: - Create great social media content

invites customers into your business, your coffee fields (Describe this in
FULL)

-~ tell them about what your IMPACT is (e.qg., support Iivelihood;‘;/ .,

wildlifeh,'&\, youthoﬁ, water saving 0 , energy solutionsfﬂ.)

* »'show them that you are active (e.g., part of coffee organisations, or local
groups)

.~ tell them how you are changing practice to increase yield or quality in
the next 2-5 years (what kind of results do you expect? | What's your time

frames? | Who benefits?aa i‘i 'i‘ﬁ %’

- tell them about your dreams ._.: visions — mission. All of this helps your
customers share in your enthusiasm — sharing helps them be part of your

operations, long-term goals and visions. It also removes any possible
ambiauitv (thev understand vou) | and helos the customers' come part of

TRADE IMPACT FOR GOOD



Outputs of the second phase — additional

SMEs were also supported on a number of
additional outputs/outcomes:

KIBINGE COFFEE FARMERS'

* Newspaper articles @
- Google surveys :
* Profile pieces

* Booklets

* Social media adverts

* Onrequest — some SMEs requested review and edit
of brochures and booklets

* Presentations (PPT) supporting them to contribute to . R N
SheTrades Rwanda training P g Lo U Ly

« Supporting SMESs to be involved in Connecting ' NG
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

o

HENS
COFF

$§ C TRADE IMPACT FOR GOQOD



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

N

ZLITC TRADE IMPACT FOR GOOD
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SMEs confirmed their social media post resulted in enquiries, and or
engagement

We have a little question - It would really help us with our reporting to ITC Yes we have had sample request after the setting up and updating social

b on the effectiveness of the programme if you can you please let us know if media, websites.
you have had any trader/customer/sales enquiries or engagement through And so far 2 samples send to UK 423 am
your new social media e.g. sample enquiries, sales, or trader/customer Other im L ding di , ¥ b
comments on your posts. Thank you! pact is inquiring regarding discussing working partnership - _

835 pm v/

Justa simple YES | NO answer all that we need! - i

Thank you Nicole. Social media has really created awareness of our company

Yes, Sensible coffee UK, sold my Natural AA/AB/PB- Bulk online to S/Korea. though no specific sales yet, we have enquiries from roasters abroad, even
Still in stock but they are stil making arrangements with logistics to ship. now as lam writing this lam in an Instagram conversation with roasters from
10:20 pm Saint roastery who will be visiting Nairobi tomorrow and want to visit our

farm. We have already sent a product listing to Vincent Ballot who is a
roaster in France and contacted us through Instagram. Social media works.

Yes 1 have been contacted by two or three coffee traders asking for kind of
coffee we export 607

biU/ am

You
One from Singapore another one from West Africa ... _ Just a simple YES | NO answer all that we need
Yes 319 pm
Yes we have had a number of enquiries from our website and social media.
The most notable is a potential trade enquiry from a distributor in Malaysia. Thx 4 ua support

N

42 1TC TRADE IMPACT FOR GOOD



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

trainings

and what where you getting before?

Just 100-200 post reactions
and now you have over 3,000 following you
But now even old posts people are following and checking them

Interesting ... people doing back searches. Keep your Template 1 handy so
you can check your facts which are also captured on the social media
strategy

Most engagement was on Facebook have got alot of people inguiring and
some Baristas joining

Am really grateful, | have changed my Twitter to Barista house ..

Instagram also has worked for me

I really appreciate Jy b oo o

In conclusion those two platforms have done wonders ok let me share
something
I

ZSITC

R R oM - TOF ¥ 31% (@1 11:53

6 baristahouseuganda

®QYvY n
241 views * Liked by nicolemotteux

baristahouseuganda Welcome back from lock down,
we are now officially open check on us for Barista

h A ® O @

5 days and 2hrs per day
v

Do u allow payments in
‘ 9 installments?

Yes we give certificates
v
yes we allow
v

‘ 9 Where au located?

Ovino shopping mall, kisenyi,
second floor

TRADE IMPACT FOR GOQOD

<— PostInsights
What an achievement for barista
ﬁ‘ ouse family, thank you all our dea...
12
e Post Reach

;', Post Engagement

Interactions

.
78

-
4
d @
0

0
9 Reactions

. Comments

» Shares

Other
B3 Hide Post

a Hide All Posts

X You're now interacting as your profile.




Increase sales: Domestic Market

easycomcafe, biankamzi and 10 others

j g started following you.

i scentwithlove50, acaesar82 and
wx‘ 24 others liked your photo. 5d

acaesar82 and osiwoo_safaris

{\a liked your photo. fi«

| acaesar82 liked your post.

B e

(‘ acaesar82, chuwa6519 and 80
&, others liked your photo.

This Month
nassayassin, who you might F
Q know, is on Instagram. 7d m Danis
' Bless we want good prices for export
#&. 9ivenaloyce2019, chuwa6519 58 pri for the 250g,100g

Number of people who Follow our page increase Will talk as | back to town

No issue bro

_ Thanks BOSS ; qppy 00

Also | got to appointment of Tourist who want to buy coffeee

ZL1TC TRADE IMPACT FOR GOOD
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SME becoming confident to post — injecting their own personality and
understanding the importance of good images, content and structure

a _tasteofafrica_ « Following

African continent

_tasteofafrica_ Am a great lover
for scenery and there was no
way | could fail to capture this.
This actually took me some time
to capture - about three days, it
was kinda foggy up here, | had
to wait for that perfect sunrise.

Beautiful sunset over the Kisoro
Hills, Farm lands, Farmer
Homesteads.

The brownish yellow reminds me
of the coffee roasting process.
Woooooowwwww@ @ @ .
@_tasteofafrica_

When you need some amazing B efo re
specialty Arabicas. %

#specialtycoffee

QY |

. Liked by bancroftroasters and 16 others

: A L W 3
At Mount Elgon Coffee And Honey é the strong
flavor profiles starts from the tree before coffee
reaches the <@ if you missed, you have indeed
missed to be with us

7 DAYS AGO

@ Add a comment...

After

42 1TC TRADE IMPACT FOR GOOD
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Taking extra steps to build trader awareness of SMEs results in trader
engagement

&‘Pﬁ ecightouncecoffee -
Gunce/ nnovation at the heart .. - 2h B
e
traprocoffee
- washed, nstural & honey eptecoffee . sancoffe__rwanda
we by frawhalecoffes.tea Bourbon s [ Innovation at the heart ... - 2h
..?.. Coffee International Day.... - 1Th L4
- Sunday 12:25am Wt By fiverivarscoffeeroastars
¢! | traprocoffee ROASTERS  |nnovation at the heart ... - 2h
Coffee International Day.... - Th -
mgsM mashacoffee
- kdelaney_ moyeecoffee
T Coffee International Day.... - Th Active now
utakecoffee

zampanna_
7 Active Thago

Coffee International Day.... - Th

’ mikenyaspecialtycoltd
Coffee International Day... - 1h asprassovision sancoffe_rwanda SAN Coffee is
Taste of Africa: Elephants... - 2h delighted to announce we have

launched our... [...]

traprocoffee Award-winning,

‘T Ui tukeooperative

@ o

current{y don't haye a Rwanda @ & (B) awcaress oy e o
coffee lined up this year.

roasterdaily
You sent a post - 2h

Active 2h ago stories |! Will make sure to
connect vis GHC a5 well @ @

1 Active now )
fully washed & natural specialty @ Adieno mashacoffes Masha Coffee ohisidecofiee °
wiomen led and operated )
coffee from... [] m*‘m mashacoffee Specialty Arabica.. [..] Taste of Africa: Elephants... - 2h | am delighted to intreduce SAN
Coffee International Day.... - 1h Coffee recently launched
Speciality Arabica coffee fr A . women preduced and
@ nova_caffes Mpteél‘:olg,r u?arl?a:c :eceuen'rs " ‘m‘ ;oyal.co:fee.mcl o processed Ndabaga Premium
: f Active 3h 3 financial liberation for women & Ou sent & post - Rwandan coffee: empowering
Thanks for sending this our way. ctive 3h 2o o e
Can yOU Send samples Of the 128coffesroasters e paeoniacoffeeroasters choicss.
washed and natural as well. We % S e You sent a post- 2h °
@) i 1039 PM

Excellent movement /& ¢b
“ | salamacoffes R o thank you for sharing with us
Thanks so much -Derek Coffee International Day... - Th sunday S53pm

interamericancoffes_eu . <
YIELD ®

You sent a post - 2h

Forwarding post to
traders

2 1TC TRADE IMPACT FOR GOOD

%



New approach to social media results in trader engagement

Stunning post ... & & &
== _-. e =4

- wE com-: 7O HUHDNDD COF

and good comment ..... Thank you @thissideupcoffees for being part of
Rwanda’s brighter future

. thissideupcoffees Some of ¢
the most sweet, clean and

generally high quality coffee
we import. Truly a dream
partner @

to reply to this ..

Before Trader engagement

through SME social media

— endorses SME'’s coffee
®QVY N

& Liked by jiwakacoffeeltd and 31 others

After

/, EE TRADE IMPACT FOR GOOD
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Reposting posts as stories to increase SMEs visibility

ANV A dh

{ILLS_COFFEE

. chepsangor_hills_coffee Viewers
E cibonorwood

Pl cococa_horamama_coffee

<

ﬁ _tasteofafrica_

gy osieorarics
=

E——
salamacoffee

roots_origin_coffee

nova_coffee

hans_de_keersmaecker

cococa_horamama_coffee At COCOCA we specialise
in high quality, #Fairtrade, #UTZ, #RainforestAlliance

© BURUNDI oS -

Promote Highlight More

afriportinternational

AP\ safari_lounge

4 4 4 4 4 4 «€ <«

ZLITC TRADE IMPACT FOR GOOD



Working with over 40 SMEs posting together — influencing the
market: #Africacoffee

#africacoffee
2,090 posts

TRADE IMPACT FOR GOQOD
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Next step: from active to dynamic - SMEs starting to engage

SME commenting on a post —
developing 2-way engagement

Good afternoon. Excuse | never
reply to messages because |
didn't know how to use this
section. |'ve just discovered it.

a . a =t * - ” .

’ “ cococa_horamama_coi « Following

#honeycoffee
#GenerationRestoration
#Burundicoffee
#Burundispecialitycoffee
#WorldEnvironmentDay 2021
#SDGs #sustainablefarming
#zerohunger #WorldHabitatDay
#Biodiversity #coffeeproducers
#coffeetrade #greencoffeebeans
#Specialitycoffee #Africacoffee
#Organiccoffee
#RainForestAlliancecoffee
#Fairtradecoffee #UTZ

le

buhangacoffee Good v
environment@

1d 1like Reply

Josh Mbale Uganda

You pretty active - making contacts: next it will be writing key comments on

traders sites you want to catch attention - or even on sites you know your

traders are looking at. But not loads of comments: in moderation. Comments ..

You right, | tried it out once and it was quite engaging

what | do - if | see a post | want to comment on - | save it. Think about 1.

back to it

Josh Mbale Uganda

You

813 pm v

if you don't save it - often hard to re-find it .. .,

what | do - if | see a post | want to comment on - | save it. Think about it: go

back to it

Ahhhhh, that gives you time to get some good comments running

(R) roasterdaily OO °
® QY W
. Y 13 others

#sustainablecoffee
#2021coffeeharvest
#rwandancoffee #EACCoffee
#AfricaCoffee #Rwandancoffee

@unionhandroastedcoffee
@royal.coffee.inc @icocoffesorg

Some good news Roasterdaily engaged with your post: they connect

roasters across the world and share stories related to coffee

12:02 pm

Here is a sample message you could send to them privately through

instagram messages

12:03 pm v/

Thank you for your message: A bit about us. My name Zacharie
Ntakirutimana, founder and CEO works of Bond Coffee. We source the best
coffee from across Rwanda from over 10,000 smallholder coffee farmers to
deliver exquisite, specialty single origin coffee to our customers. We are
interested in market needs, and we look forward to understanding your

needs.

12:0

TRADE IMPACT FOR GOOD
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What else?

Practical guides, videos, and a collective brochure

oY

NITC



ITC resources

SUCCESSFUL TRADE SHOW PARTICIPATION

GUIDE FOR COFFEE EXPORTERS

The Coftee Exporter’s
Guide

THIRD EDITION

“'0 International
Trade

,‘\ Centre EXPORT IMPACT FOR GOOD

TRADE IMPACT FOR GOQOD



Video: How to better market your specialty coffees?

= Do you have questions about how to better https://www.youtube.com/watch?v=AutqUBZy8Ck
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 237 vues - 7 sept. 2020 6 B0 A PARTAGER = ENREGISTRER

%

4o 110 TRADE IMPACT FOR GOOD


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

109

MARKUP Social Media Guide for Coffee SMEs

= The MARKUP social media guidelines focus https://www.eacmarkup.org/news/latest-news/social-

on specialty coffee enterprises, a small but media-quide-for-small-and-medium-coffee-enterprises
growing segment of the coffee market

= Free and interactive, the guide provides a ¢
singular opportunity for businesses to build MARISLIE
and showcase their products and grow their
audiences

Social Media Guide for Coffee SMEs

Online social platforms are vital tools for businesses to connect with customers and new potential clients around the world. However, building a brand’s online
presence can be challenging.

MARKUP via the International Trade Centre is happy to present the *Social Media Guide for Small and Medium Coffee Enterprises in East Africa’. This

interactive guide provides an opportunity for specialty coffee exporters to learn how to build online presence and showcase their products and grow their
audiences. The guide is available on our website.

NEXT >

221TC TRADE IMPACT FOR GOOD


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
unigue images, both stills (photographs)
and video.

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

£U-EAC MARKET ACCESS UPGRADE PROGRAMNE

Guide to Using Images on Social Media for
Coffee SMEs

TRADE IMPACT FOR GOOD


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.

4o 11C TRADE IMPACT FOR GOOD



oY

NITC

Detailed results of phase 1
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Cococa

www.cococaburundi.com
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Logo

The company wanted a logo based
on their current one

Now it is more compact and
versatile

HORAMAMA COFFEE

I'TC TRADE IMPACT FOR GOOD

DORY



Business card

'(?COCOCQ ‘HORAMAMA COFFEE’

© QNyabugete ), Plot K2591b,
Zone Kanyosha-Muha,
ERNEST NDUMURARO  Phone:+257 79 843 033 Ernest BujumburG Mairie RNS
Commercial Manager P.o Box: 194 Bujumbura -Burundi NDUMURARO ® 28775648 00e
E-mail ndumuraroe@gmail.com 2672227 8218
smesi@oococbinch o Pt L oo
® www.cococaburundicom
Q Nyabugete 1,Zone Kanyosha, RN 3, Plot K2591b
Bujumbura Mayorship Phone: +257 22278218
E-mail - info@cococaburundi.com

2cececa

The COOPERATIVE'S Value Chain

HORAMAMA COFFEE
Horamama COCOCA
39 Coop’s - Processing -Marketing
Coffee washing -Quality -Certification

stations -Maintenance :Flirrr:::::;ment '@ C.C‘Cg

Before

After

S, s
S 110
VN TRADE IMPACT FOR GOQOD



116

Letterhead

New logo, bigger margins, all
cleaned up and aligned

HORAMAMA COFFEE CONSORTIUM OF

o
P COFFEE FARMERS'
@ COCOCA FLOID: 30308 Union des coopératives des caféiculteurs 2cecech COOPERATIVES
IN BURUNDI

Here goes the title

The Union of Coffee Growers Cooperatives “COCOCA" was created in October
2012. COCOCA is formed by cooperatives in all regions of the country which
manage their own mini-stations for pulping and washing of coffee. We also have an
unhulling plant located in the heart of the coffee fields of Northern Burundi.

The COCOCA union i a national and force in ion of
quality and quantity certified FairTrade, UTZ and Organic. Small plantations per
household and small washing and pulping stations by member cooperatives are
naturally adapted to produce excellent quality coffee while ensuring exceptional
traceability.

S s Tél +257 2227 8218 /79 943033 BP 194 Buumbua oo )X

RC:85178 = i Colime NTARAMBO 8 ww cooocaburundi cam

Muho, Buumbura Mano RNY

Before

TRADE IMPACT FOR GOOD

D
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Brochure

Design needed improvement

HORAMAMA means encouragement and comfort to the united
coffee farmers in the consortium.
For a long time, Burundi ffe

| "HORAMAMA COFFEE "

@cacocA

| "HORAMAMA COFFEE " J

that
their work was not valued. They felt as if their Coffee was sold for
peanuts.

Ours partners

Lacal CNAC, ADISCO, INAES SNTINCATE, ARFIC

started by improving our knowledge in growing specialty coffee.
Quickly we came to understand the coffee value chain and build
our own coffee washing station.

Together as one, we thrive with coffee of exceptional flavor and
features, We strive to develop a long term relationship with our

21 Avenue Mi

$.0. Box:1391 Bajumbura
iiifo@cococaburundigom
aburundi.com

Before

What our clients
say about us

66

Cococa is our

sustainable
coffee

Oxfam Fair Trade,

Belgium

Cococa have a
great coffee and a
great team

InterAmerican Coffee

Australia

QNyobugete ), Plot K2591b, Zono
Kanyosha-Muha, Bujumbura Mairie RN3

8 3
3 www.cococaburundi.com

Iinfo@cococaburundlcom

www cococaburundicom

TRADE IMPACT FOR GOOD



What our clients
say about us

&&

Cococa 1s our
favourite to
source our
sustainable

coffee

Oxfam Fair Trade,

Belgium

6§

Cococa have a
great coffee and a

great team

InterAmerican Coffee

Australia

X CeCeacCA

"
T, .
\.‘- \
g
' -

.

060 ©

QNyabugets 1, Plot K2531b, Zone
Kanyosha-Muha, Bujumbura Mairke RN

«257 22278218
info@cococaburundicom

www.cococaburundl.cam

X CeOCeacCAhA

www.cococaburundi.com



Fairtrade, organic coffee from Burundi

COCOCA praduces the Horamama brand of collee,
from beans grown Dy larmang cooperatives across all
regions ol the tropical plateau of Burundi,

We specicise in high quality, Fairtrode, UTZ and
organic certified coffes

Qur coftee comes from tour Main reguons In Burundl:
the northern region of Intore, the southerm region

of Agosimbo, INgoma in the central provinces and
Umuyebe in the west

United we're stronger

Creatad in October 2012, the COCOCA Consortium
of Coffee Growers Cooperatives is a undon of
coffee growers cooperatives across Burunds with 41
washing stations

OQur signature coffee brand IS Horamamo, meaning
strength and courage. The word 'haoramoma’ is also
used in the traditional songs that Burundian women
sing while working in the coffee fields. Women are
the pillars of cur househokds and their hard waork
moves cur families forward

When you dnink Horamaoma, we wont you to
be reminded of the strength of women in our
communities

35
Washing stations

Dry Mill
(city of Kayanza)

01

Roasting unit

(zone Kanyosha-Muha
in Bujumbura

COCOCTA now includes 35 cocperatives with more
than 27,000 ndwvidual coffee farmaers, 25 washing
stations, o dehulling plant, a roasting unit and a dry
mill

United in COCOCA small producers are stronger
and can offer higher quality preducts and grecter
benefits 1o our customers

«  We combine several srmall quantities of high-
guality micro coffea, which helps logistics for
smoll roasters

. All of our coffee comes with certificaotes for cur
buyers

«  We nvest in capacity building for cur members to
continually improve our colfee ond our business

Mission

The COCOCA Union's mission is to coordinate and
guide the development ond operation of coffee
farming in member cooperatives. This includes
production, processing, markaeting. management,
finance and capacity buiiding.

Coffee grown with sustainable
principles

AS @ consortium, the protecton of our envircnment
and ethical working conditions are our prirmary
concerms. The end result is high Qquality, Fairtrade
and organic certified coffee thot doesn’t hurt the
environmaent or people.

We are afways working to improve ond innovate
our technigues in specicity coffea processing for
exampie by using selectad yeast strowns dunng dry
procassing fermentation.

Cur small plantations and exclusive washing and
puiping stations mean we can produce exceallent
quality coffee while ensuring complete traceability
for our customers.

Vision

The vision of the COCOCA Union is to become a
modet of monagement of the coffes value chain
Qur aim is for our coffes farmers to master adding
value to their products from farming to export. We
aiso want them to earn an mncome that matches
their efforts and improves thew standard of living

¥ p . é
o <
P MO O S TN Y RN AN BTN SV I XL W IV o T
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Branding guidelines

The Logo

CLEARSPACE
The logo should always
be surrounded by a

X X
minimum orea of space.
Amargin of clear space
equivalent to

is drawn
around the logo to create X
the invisible boundary of
the area of isolation.
MINIMUM SIZE

X x

Digital: 100px
Print: 20mm

Incorrect Usage
When using the logo the following rules should be

adhered to at all times.
Brand Guidelines l / ’ >

Ssummer 2021 The background & toa heavy e logo & rotated e logo i recolred The logo s distorted

The Typography

PRIMARY FONTS SECONDARY FONTS
Here are examples of how to use the typefaces For all digital or electronic pieces tht are

Weemom urunca when setting headlines, sub-headss, and body created internally such as Microsoft” Word fies,
copy. In general, it is important that a headiine Microsoft” Excel files, PowerPoint Presentations
be set in alarger type size than sub-heads o proposals, etc. please use the Arial typeface
body copy by several point sizes farnily for oll content so that it remains

consistent for all computer users

have become stranger
to offer to the market

Alice Verdana
An

h quaiity micro-bat b Ce Dd Ee Ff Gg Hh Ti Jj Kk LI Mm Na Oo Pp Aa Bb Cc Dd Ee Ff Gg Hh i Jj Kk LI Mm Nn Oo Pp
otes the logiste Utk Vy Whw Xx Yy 22 Qq Rr Ss Tt Uu Vv Ww Xx Yy Zz
0123456789

1895 with 0 cartficon
ates are wel served

Poppins

Aa Bb Cc Dd Ee Ff Gg Hh i Jj Kk LI Mm Nn 0o
Pp Qq Rr Ss Tt Uu Vv Ww Xx Yy 22
0123456789

No branding guidelines
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Website

The company did not want any changes to the website

;- ' Customer Supports & Sells Opening Times
% QC.C.CH L (+257) 22-27-82-18 @ Mon - Fri 07.00 - 17.00
¢ i —
s

HOWeVer we Sent them some Suggestlons / MEMBERSHIP  COFFEESTOCKS  NEWS  PROGRAMS AND EXTENSIVE COFFEECHAINVALUE ~ CONTACT
improvements such as:

- Banner images to be replaced

- Font change “COCOCA Union
- RS

Logo update _ _ LT Jecome a tedel for the management
- Clean up and the layout and make it symmetrical s ofthe coffee value mby producers

o8 [1TC TRADE IMPACT FOR GOOD
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KALICO

Generations of Experience,
Innovating Burundion Coffee Today
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www.kalicocoffee.com
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Logo |
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"

S92,
.;:;{,;Segg
KALICO

Generations of Experience,
Innovating Burundian Coffee Today

221TC TRADE IMPACT FOR GOOD




Business card

© Aver

apparte
@ 2227 99 60
ALEXANDRE +257 71 392 442
SHAKA MUGISHA
Managing Director

KALICO

Generations of Experience,
Innovating Burundian Coffee Today

I'm Alexandre,
Sales & Marketing
Manager.
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Before




L etterhea

L

Generations of Experience,

KALICO mnovating Burundian Coffee Today

Avenue de la Révolution 2, Tel: (257)22 24 98 86/ (257) 71392 442/ P.0: 2023 Bujumbura, Burundi,

E-mail: info@kalico.bi

NIF : 4000051393/ R.C :82003 / C.E :0027/019

Before
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New logo, bigger margins, all cleaned
up and aligned

s,
Ry

Generations of Experience,

O Innovating Burundian Coffee Today

K

>
=
o

Here Goes The Title

Soluptiis quidunti sam quaeseditem faccaecum lacesti busant quibus, officia que natet
fugia volecte corecepe perestem res autentia ium nis autest, culparc iendandit,
consequi doleneceped ea consequi sume volo et ut eatemos simporenisto core nos
autemporit, aspitas pernate molorehent re andam que debitem dolo exernam re
porehende laceaque nat endae omnimin ihitatur, niet. Soluptiis quidunti sam
quaeseditemn faccaecum lacesti busant quibus, officia que natet fugia volecte corecepe
perestem res autentia ium nis autest, culparc iendandit, consequi doleneceped ea
consequi sume volo et ut eatemos simporenisto core nos autemporit, aspitas pernate
molorehent re andam que debitem dolo exernam re porehende laceaque nat endae
omnimin ihitatur, niet

Soluptiis quidunti sam quaeseditem faccaecum lacesti busant quibus, officia que natet
fugia volecte corecepe perestem res autentia ium nis autest, culparc iendandit,
consequi doleneceped ea consequi sume volo et ut eatemos simporenisto core nos
autemporit, aspitas pemate molorehent re andam que debitem dolo exernam re
porehende laceaque nat endae omnimin ihitatur, niet

Avenue de la Révolution apt 2, P.O. 2023 Bujumbura, Burundi, Tel. : (257)22 24 98 86 / (257) 71 392 442
E-mail ; info@kalico.bi  NIF : 4000051393/ R.C :82003 / C.E :0027/019

After

TRADE IMPACT FOR GOOD



Brochure

Design and content needed improvement

i not only

y investing
environmental protection
lities. Kalico works
ees, 2 seasonal

15 000 to 25 000

the bourbon variety.

fler different types of processing at our
tations: natural, fully woshed and honey
1€ experimenting with traditional ways

to create unique flavours.

rounded, elegant, fruity
setness and citrus-like acidity

oceability, Kalico, invested in an app

called Gestal that is used on all washing
stations for farmers’ registrations (personal
system helps
creating a link between producers & buyers

roduction & harvest

formation). The

tokes pride in forging friendship that
d partnership with their buyers

kﬂ,ﬂw
.
kalicocoffee com

f kalicocoffee I

ond growers.

New brochure

Café Grumpy first connected with Angele Ciza in 2013 at the African
Fine Coffee Association conference in Bujumbura, Burundi. We were
ately struck by Angele’s warm personality and incredible
dedication to coffee and were excited to find that her coffee
reflected that passion. She is constantly working for her people to
provide better access to healthcare, schooling, food, and income.

Cheryl Kingan,

Coffee Buyer, Café Grumpy,
United States

Our locations

Headquarters

5

washing stations In washing stations in
Kirundo province Muyinga province

0 Avenue de la Révolution,
appartement numéro 2,
Bujumbura, Burundi

+257 71386178
+257 76 312673

s

K A L I C info@kalico.bi

Ganer Experienco, www.kalicocoffee.com
kalicocoffee

kalicocoffee

— trifold format

TRADE IMPACT FOR GOOD



®

Café Grumpy first connected with Angele Ciza in 2013 at the African
Fine Coffee Assodiation conference in Bujumbura, Burundi. We were
immediately struck by Angele’s warm personality and incredible
dedication to coffee and were excited to find that her coffee
reflected that passion. She is constantly working for her people to
provide better access to healthcare, schooling, food, and income.

Cheryl Kingan,
Coffee Buyer, Caié Grumpy,
United States

” Our locations
Headquarters

Buumbura
washing stations in washing stations in
Kirundo province Muyinga province

Kigobe, Gaswa, Mwamba,
Kinyangurube and Muzarshwa Butfrnda and Mursgo

© Avenue de la Révolution,
appartement numéro 2,
Bujumbura, Burundi

® +257 71386178

3
¥

+257 76 312 673

info@kalico.bi
KATLICO T Wieenico
GeneroSions of [xperence. @ www. kalicocoffee.com

PVRSOIVNG B R T C e XY

® kalicocoffee
© kalicocoffee

:Q:;‘ f:%-
Igﬂﬁ:LﬂI CO

Innovating SBurundion Coffoe !oday



Delicious Arabica [rom the
Great Lakes of Burundi

Our delicious Arabica Red Bourbon

grows over 16 hectares in Narth Eastern
Burundi, whera five beautidul lakes moet

n the provinces of Kitundo and Muyinga

its flavours are grestly influenced by the
ursgue conditions ~ tha rich volcanic soils,
high altitudes of 1450-1750m and the winds
that grace the Lakes ragion, The result is
cean, balanced, caramel tasting notes with
consistent cupping scares above B5+.

Our 40,000 cafiee trees flowar from July to
Septembaer and wa harvest whan the chemries
are red during wintes, from March to May

Female-led coffee company
We are a proud female-led company
that values tha contribution of women in
Burundian coffee. Over 70% of our farmers
are wormen,
KALICO's founder and president, Angele
Ciza, was the first woman to run a business
in the Burunct coffes industry in 1995,
In Burundi, women cannot inharit land,
graatly inhibiting thedr ability to work in
agriculture. Angele’s achievements, tenacty
and unshakeable perseverance 1o build a
succassful career in the coffee iIndustry s an
nsparation to ather women across Burundi
n 2012, she founded KALICO with ker
son, Alexandre Shaka Mugisha, the current
Managing Diractor. Alaxandre works
10 modaermize processes while retaining
traditional values, He recemtly introduced
the GESTAL app oo all washing stations to
snsure full traceability and connect buyers
with their coffee origins

Leading, empowering

and giving back

At KALICO, we strongly believe in leading
by example and giving back to the
community. This is how we can empower
our :armurs and women in particular
Working together ensures the best
outcomaes for us all.
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KAHAWA NTEZIMBERE
PROJECT

We work with the Batwa (an
indigenous, ethnic minoerity group)
famous for their craft and pottery

to create traditional pots, called
"inkono” in Kirundi. The income from
the project will be used to introduce
solar panels in Batwa households.

SHAMBA MUSHROOM
PROJECT

We have developed indoor
mushroom farming to train our
producers in food security and
provide extra incomes. We also
give them farm animals to produce
organic fertilizer for their farms.

PARTNERSHIP
OPPORTUNITY

We offer corporate social responsiblity
{CSR) opportunities to clients

interested in making an impact in minor
communities. For example, New York
based Cafe Grumpy has partnered with
s on the Shamba Mushroom Project.

WOMEN'S EMPOWERMENT
PROJECT

We employ disabled women to
produce the KALICO labe!s on our

specialty coffee bags

Our range
of exquisite
specialty coffees

KALICO MAMA COFFEE
speciaity coffee from Murago
washing station with a cherry,
chocolate and stone fruit aroma

INZAHABU COFFEE

specialty coffee from Butihinda
washing station with a cherry,
grape, cranberry and spices aroma

WOMEN'S COFFEE

specialty coffee from Muramba
washing station with a citrus, vanilla,
caramel and chocolate aroma

WOMEN'S EMPOWERMENT COFFEE
specalty coffee from Gasura washing
station with a caramel, apricot, pear and
citrus aroma

At KALICO,
we work to:

@ onsure full traceability of our coffee
beans through the GESTAL app

@ Iintroduce the old traditional
anagrobic precessed in
traditional pots

@ Invest in community development
through CSR projects

@ support women growers and
their families
@ train our farmers to ensure we

maintain high environmental
standards



Flyers

New flyers — A5 format

A

KALICO MAMA

KALICO MAMA coffee is our specialty coffee offer from My
station located in Kirundo provinee, the reg

called “INTORE"; the INTORE a
warriors of the king in royal era before the colonization of Burundi.

amous for the dance cul

male dancers who were once called the

KALICO MAMA coffee is part of our women's empowerment projects that aim
1o raise the awareness of women who still consider themselves excluded from the
development of our country. In this perspective, our enterprise is working particularly
with women in coffee production, since we have 70% of women coffee producers.
Furthermore, not to forget disabled women, we are currently in partnership with an

association named "HOPE" which is in charge of brand marking our jute bags.

Therefore, our brand "Kalico Mama” is illustrated by a woman dressed in
loincloth with a jar on her head and another one held in her left hand and a baby
on her back to emphasize on the value of women within the family for
they are multi-taskers and can achieve greater feats.
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KALICO INZAHABU

KALICO INZAHABU coffee is another specialty of the Butihinda washing
station located in the province of Muyinga, the region is BUTTHINDA. The
washing station uses the MUGOBE water source of MASAKA and the NGARA
Mountain at 2000m known for its GOLD resource.

The KALICO INZAHABU coffee brand “A butterfly” illustrates the innovation
underpinning the backstory of the company of the mother with long experience
in the coffee industry in traditional practices and her son, ALexandre Shaka
Mugisha who later joined her to introduce the modernization.

The founder and president of KALICO was the first woman to get involved in
the coffee industry. Despite the segregation law in force in the twentieth century

that considered women as disabled, her achi deserve to be highligh
to inspire other African women. Her tenacity and unwavering persistence
enabled her and her family to pursue a successful career in the coffee industry.

As for the KALICO MAMA brand, we involve the association of
disabled women who are responsible for branding jute bags.

£

KALICO

Avenus de la Révolution, Appartement n* 2

+257 71386178 | +257 76312673
info@kalico.bi | www.kalicocoffe.com

i — +25771 384178 | 425776312673
infolkalico.

KALICO INKONO

KALICO INKONO coffee (to be implem
will come from different washing stations. This project concerns the Batwa
ethnic group (pygmies), still known for their ancestral li

nted very

n): The specialty coffee

style disconnected

from the contemporary world. The Batwa live in isolated communities remote
from the cities and face extreme poverty, particularly in our country

In the logic of community development, we are working with this minority
group to create a kind of partnership. The project involves the old traditional
anaerobic process using traditional pots, named “INKONO" in Kirund.

As pygmies are famous for their handicraft activity disconnected from
modernism, “Pottery”; we want to promote their talents and encourage them
to integrate into the modernization process by introducing solar panels in their
homes with the income from the project, thus we will continue working with

them i ing other forms of ization in their

£

KALICO

Avenue de la Révolution, Appartement n* 2

bi | wwwkalicocoffe.com

TRADE IMPACT FOR GOOD

129



130

Branding guidelines

| THE TIPOGRAPHY

KALICO

Generations of Experience,
Innovating Burundian Coffee Today

BRANDING GUIDELINES

PRIMARY ALICE typtace should be us -
TYPOGRAPHY -
PALETTE Aa Bb Ce D Ee .G Hh 1i Jj Kk LI Min No Oa Pp Qg Re 5Tt U Vy W Xx Yy Z2

Itis Important maintaining
brand consistency. The look
of our text on the page, on the

website, in signage, packaging. The AVENIR typface should be used for body text
etc. adds to the style and
personality we convey through A

words and messages.

DIGITAL & INTERNAL
DOCUMENT
TYPOGRAPHY PALETTE
For all digital or electronic
pieces that are created
internally, such as Microsoft
Word files, proposals, etc.,
please use the Arial typeface
family for all content

Aa Bb Cc Dd Ee Ff Gg Hh Ii Jj Kk LI Mm Nn Oo Pp Qq Rr Ss Tt Uu Vv Wi Xx Yy 2z

face should be used for headiines and body text

Anal
Aa Bb Cc Dd Ee Ff Gg Hh Il Jj Kk LI Mm Nn O Pp Qq Rr S8 Tt Uu W Wv Xx Yy 2z

| THELOGO

KAL

1CO

Na incline

=S
DON'Ts DOs DON'Ts Usage
The reenlogo should shvays KALICO

Logo inclined Readsable logo

Background tao heavy

| THELOGO

be used on light backgrounds
while the white logo should
always be used on green
background.

Use Black/
White colours ﬁ

only when full

No branding guidelines 'y @ e

No rotation

Logo rotated Na colour changed

Different colour

Minimum Clearspace

CLEARSPACE

The logo should always be surrounded by a

minimum area of space. A margin of clear space

e s A e KALICO x KALICO
around the logo ta create the invisible boundary 2 " T

of the area of isolation.

TRADE IMPACT FOR GOOD



Website

Very busy and heavy

=83
KALICO

Delicious Arabica from the Great

Lakes of Burundi

Innovating Burundian Coffee Today

READ MORE




Matraco

www.matraco.net



Logo

133

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.

TRADE IMPACT FOR GOOD



Business card
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Coffee Processes and EXport

Amani Daudi
| AMANIDaudi

| iy enlers Coffee Processes and Export Marketing Communication

|13 Sales Manage.
@ Q Mukoro- Kayanza gﬁ. Q}%f

+257 79594916 \?
+257 69116300 Blv de I'UPRONA, Galerie Yes No 8
Bujumbura - Burundi
+257 79927932 | +257 79594916
Email: matraco.sales@gmail.com
www.matraco.net

=

After
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Brochure

Design and content needed improvement

MATS
TRADING COFFEE
(MATRACO)

MATSITSI TRADING COFFEE
(MATRACO) was started In 2015
by the owner entrepreneur Mr.
MATSITSI Zuberi with Purchase
of 3 Washing station in the North
part of Burundi:

- BUSINDE Washing Station
- NYAGISHIRU Washing station
- BUSASA Washing Station

=l « Working to provide global

Here below the list
of treatment:

Point of
Interest
concernin
MATRACO:

market for Specialty coffee 1. Fu"hy. \g{ash__e,
« Supervision of coffee farms (Was e ) :
at all stages from the nurseries a) Harvesto ';"""r
to the harvest > al Y
» Working to certify the
Washing stations

« Developing the rural world
based on the production of
specialty coffee

« Stimulation of agro pastoral
production

« Promotion of fair trade.

COFFEE

TREATMENT |
SYSTEM AT MATRACO
In MATRACO, specialty coffee
was produced following the
hill's origin and natural process.

New brochure — trifold format

A cup of excellence from northern Burundi

Our award-winning Arabica bourbon grows on 90
hectares across Kayanza and Muyinga provinces in
northern Burundi

Up on the hills 1600-1800 metres above sea level,

the air is cool and humid. Rich red soils and high
altitudes gives our coffee its s: itrusy, raisin and
berries aroma. These are the perfect conditions for
growing our excellent specialty coffee, with cupping
scores over 87%.

We offer fully woshed, natural and honey coffee,

Our aim is to produce the highest quality coff:
possible while promoting its origin, so we can
support and improve the lives of our coffee growers

We wash our coffee at our own washing stations
near the Kibira and Ruvubu national parks. Our
coffee is produced in micro batches following their
hill or origin, ensuring full traceabifity.

We have a proud no child labour policy. There are no
youths under the age of 18 on our farms.

Coffee with inclusion at its heart

Matraco’s coffee origins start, not with a bean but a
truck

Our founder, Zuberi Matsitsi, was in his 20s when he
started transporting coffee in trailer trucks. It gr
to a company with more than 10 trucks. In 2015, the
company expanded to coffee production under the
name *Matraco”

Today, we continue to transport Matraco coffee in
our own trucks, to ensure quality at every step of the
supply chain

Wae value the progress of the
wider community, and because
of that, we don’t allow child
labour. We believe that chilidren
No child should go to school, not work in
labour and no the fields. Education is vital for
discrimination the future of Burundi

We also want to eliminate
discrimination and support
disadvantaged communities,
such as the Batwa. The

Batwa people are indigenous
to Burundi yet suffer from
marginalization, discrimination
and poverty. They are a large
part of our workforce.

We want to introduce cherry
coffee buying software at the
pulping and washing station.

As a coffee producer, our
buyers are all overseas.

Our Vision  1his software will enable
us to produce even more
Information for our customers,
providing clear and full
Information on the traceabllity
of our daily cherry purchase

Before

TRADE IMPACT FOR GOQOD

i
Treatment
Process

Ol
Fully Washed
Process

+ Harvest of cherry

+ Selection of
cherry

+ Depulp and

fermentation

Drying on Drying

Table

02.

Natural
Process

+ Harvest of cherry

+ Selection of cherry

+ Drying on Drying
Table

+ Following selection
on drying table to
improve the quality




SUPERB WASHED
BOURBON CUPPING AT 87

In 2018, we received the Cup of
Excellence award with a coffee
cupping score of 87.46.

It was awarded to our washed
Bourbon from Businde washing
station in Gahombo, Kayanza. We are
very honoured to be ranked among

Burundr's best coffee grower

01 U/f t

BLPUNIN CUF OF ESCRELLENCE 20000 WINN R

At Matraco, we strive to:

provide full troceabllity

stop the use of chid labour In
the coffee Industry in Burundi

promote inclusion for the
indigenous Batwa people
support our farmess 1o Increase
capacity and production

set up a certification system
for our producers and coffee
washing station

Contact Matraco
for award-winning, ethical coffee

(a8




A cup of excellence from northern Burundi

Cur award-winning Arabica bourbon grows on 90
hectares ocross Koyanza and Muyinga provinces in
northerm Burunal

Up on the hills 1600-1800 metres above sea level

the air = cool and humid. Rich red soils and high
gititudes gives our coffee its sweet, cltrusy, raisin and
bernes aroma. These are the perfect conditions for
growmng our excellent specialty coffee, with cupping
scores over 87%

We offer fully washed, natural and honey coffee.

Our aim is 1o produce the highest quality coffee
possible while promoting its origin, S0 we can
support and improve the lives of our coffee growers

We wash our coffee at our own washing stations
near the Kibira and Ruvubu national parks. Our
coffee is produced In micro batches foliowing their
hall or ongin, ensuring full traceabdity

We have a proud no child iabour policy. There are no
youths under the age of 18 on our farms

Coffee with inclusion at its heart

Matraco’'s cotffee origins start, not with a bean but a
truck.

Our founder, Zuben Matsits), was in his 20s when he
started transporting coffee in traller trucks. It grew
to a company with more than 10 trucks. in 2015, the
company expanded to coffee production under the
name “Matraco”.

Today, we continue to transport Matraco coffee in
our own trucks, 1o ensure guality ot every step of the
supply chain

A We value the progress of the
'_'/ wider community, and becaouse

\‘K/ of that, we don't allow child
labour. We believe thot children
No child should go to school, not work in
labour and no

the fields. Education = wvital for
discrimination the future of Burunadil

We aiso want to eliminate
discrimination and support
disadvantaged communities
such as the Batwa. The

Batwa peopie are Indigenous
to Burundl yet suffer from
marginalization, discrimination
and poverty. They are a large
part of our workiorce.

We want to introduce cherry
coffee buying software ot the
pulping and washing station.

As a coffee producer, our
buyers are all overseqs.

Thizs software will enable

us to produce even more
information for our customers,
providing clear and full
Iinformation on the traceabliity
of our daily cherry purchase

Our Vision

Treatment
Process

Ol.
Fully Washed
Process

= Harvest of cherry

« Selection of
cherry

= Depulp and
fermentation

« Drying on Drying
Table

02.

Natural
Process

Harvest of cherry
Selection of cherry
Drying on Drying
Table

Following selection
on drying table to
improve the quality



Branding guidelines

No branding guidelines

Brand Guidelines
July 2020

The Logo

Dark Background Light Background

Black / White Version

The Colours

CMYK

R205 RO

151001000

G23 iomie Pl G108  [Sress
B25 B59

Page |

The Typography

PRIMARY FONTS

the typefaces wh
& be set in a larger b

stting head

heads or body

Gilroy Bold
Aa Bb Ce Dd Ee Ff Gg Hh i j Kk Li Mm Nn Oo Pp Gq Rr s Tt Uu Vv Ww Xx Yy 2z
0123456789

SECONDARY FONTS

For all digital or electronic pieces that are created internally such as Mi
xcel files, PowerPoint Pres: , proposals, etc. please us

Il content so that it remains consistent for all computer users.

ft* Word files,
the Avial ypeface

Arial
Aa Bb Cc Dd Ee Ff Gg Hh i J Kk LI Mm Nn Oo Pp Qg Rr Ss Tt Lu Vv W Xx Yy 22
0123456789

THIS IS A HEADLINE EXAMPLE.

This is an example of body copy or running page
text for your reference. Vs tibu lum gravida
pellentesque arcu. Quisque vel eulsmod risus.
Nam ut honcus metus, in mollis tortor. Mauris
nec convallis a facilisis.

This is an example of o sub-headiine
Duis turpis du, viverra non egestas sit amet
scelerisque a diam. Vestibulum nulla urna, laculls
u turpis sit amet,.

THIS IS A HEADLINE EXAMPLE.
This is an example of body copy or running page
text for your reference. Vs tibu lum gravida
pellentesque arcu. Quisque vel euismod risus.
Nam ut thoncus metus, in mofs tortor. Mauris nec
convalks a facisis.

Thi
Duis turpis dui, viverra non egestas sit amet.
scelerisque a diam. Vestibulum nulla uma.
iaculis eu turpis sit amet

s an example of a sub-headline

138
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Website

Very busy and heavy

ABOUTUS  OUR. GALLERY  OURSERVICES  (ONTACTUS

About Us

Excellent coffee with inclusion at its heart

-,

o g s - A De
' otl Malsilsl, was 3 208 whe
'  Lreie L wa ! y-
f DRty npanded by el
p “y
oy we e o1 My ( "
HOME  ABOUTUS  OUR..  GALLERY eNaLTe § (O Ow up of '
C(ONTACTUS Cut aword w " A » DOV G Lrow ) B0 Rty
x : Mupngs pe < " 8 4
AWell treated Coffee - a cup excellence
d Righ red ¢ Ywe
.y !
Lrowag our ence ee, w ¢

M
We offer fully washed coftes, Natural Coffes and haney coties,

CONTIcT MATIBIO IOr AmBrd winning, eThsal cotlee
1. QUALITY OF THE CHERRY 2. ORGANIZATION OF THE CHERRY :
HARVESTING SELECTION

After
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Micosta
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OUR BURUNDIAN COFFEE,
YOUR PRIDE

Www.micosta.com.bi




Logo

141

The mountain represents the high altitude where
the coffee trees are planted (1,700-1,800)

The cursive font has been kept

OUR BURUNDIAN COFFEE,
YOUR PRIDE

TRADE IMPACT FOR GOOD



Business card

Old business card — basic design

142

HEAD OF COMMUNICATION,
PARTNERSHIP AND ADVOCACY

+1 602 884 9565
edith.florette@gmail.com
www.micosta.com.bi

OUR BURUNDIAN COFFEE, YOUR PRIDE

TRADE IMPACT FOR GOOD



Brochure

Design and content needed improvement

Mission

The society MICOSTA 2 mission
is to develop the culture of coffee;
to work with the coffee farmers; to
frame them in their respective as-
sociations; to increase the produc-
tion of the specialty coffee and up-
scale, while putting forward the
international level of our original-
ity to the ends to be able to gener-
ate better incomes for the coffee
farmers, for the society
MICOSTA 2 and the entire
country in general.

MICOSTA 2

- N

NS sssssssssssnssssnnnng

L
E Geographical location of the
- washing stations is in the

¥ province of Muyinga north
® of the country .
ANEEENNNNN] L 5§

Before

The Products ;
-Specialty Coffee

-Fully Washed AA

-Fully Washed A

-Fully Washed screen 15+
-Fully Washed B

-Natural Coffee

-Fully Washed TT

-Fully washed T

Displayed Natural coffee
on the drying tables

Take advantage of the coffee
with specialties of MICOSTA 2.

With honest responsible leaders,
MICOSTA has always honoured its
contracts and improves the quality of its
coffee every year. We continue to expand
through our companies in country,
including Bugestal [representative
company in Burundi], and we plan to
collaborate more in the years to come.

Luis - Sucafina, Genéve, Switzerland

Micosta

Oum RO COPTIR.
Yo PO

Contact us for delicious Burundi coffee

+25779927124
Micosta, Avenue Mwungo N*19, Kigobe Sud,
Bujumbura, Burundi
micosta2ayahoodr | www.micosta.com.bi

0 (©]

Micosta Coffee Burundi micosta_burundi

After
TRADE IMPACT FOR GOQOD
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www.micosta.com.bi




With honest responsible leaders,
MICOSTA has always honoured its
contracts and improves the quality of its
coffee every year. We continue to expand
through our companies in country,

including Bugestal [representative
company in Burundi], and we plan to
collaborate more in the years to come.

Luis - Sucafina, Geneve, Switzerland

Micosta

UL B s (O TTE.

Contact us for delicious Burundi coffee

+257 799271 24
Micosta, Avenue Mwungo N*19, Kigobe Sud,
Bujumbura, Burundi
micostaZéyahoo.fr | www.micosta.com.bi

L f @

Micosta Coffee Burundi micosta_burundi

www.micosta.com.bi



About us

Micosta's exquisite Arabica Bourbon grows over 155
hectares in Muyinga province in northern Burundi,
near the borders with Tanzania and Rwanda. The

subtropical highland climate, sandy soil, and the
17001800 altitude are all key factors in producing cur
coffee’s deliclous flavours.

Our mission is to develop the coffee cutture in Burundi
by working directly with coffee growers.

Coffee profits go back into the community

Micosta was founded 2012 as the Burundi coffee industry
opensad up to privatization. It has over 27000 coffee
trees and two coffee washing and de-pulping stations.

We support and train local farmers 1o produce high
quality coffee, Our coffee growers use their wages to
buy school uniforms and other materials, metal sheets

to cover their houses, loincloths for women, and any
agriculture products they need.

coffae Washing
puiping stations
-

Our locations

Station NDAVA

BURUNDI - MIUYINGA - GASORWE - KIREMBA

Station MIZUGA

BURUNDGH - MUYINGA, - MUYINGA - CUMBA

Qur natural reglon Is Bweru, present-day
Muyinga Province. Located in the north of the
country, it borders with Tanzania and Rwanda.

It has a subtropical highland climate The

ground s sandy with an altitude between

1700 and 1800 m,

From seed to green coflee
it's all in the process

Micosta's coffee seeds are grown in nurseries,
watered frequently and shaded from sunlight
until they are big enough to plant. We plant
our coffee trees during the ralny season,

Once planted in the fields, coffee growers
make straw, fertilize, prune and de-worm
their fields. It takes about 2 or 4 years for the
coffee trees to fruit and produce cherries

We only harvest the perfectly red chemies. These
are processed into parchment coffee, then the
parchment into green coffee which is exponed.

At Micosta,
we work to:

continually increase the quantity
and quality of our coffee
gain certification Lo ensure our
farmers are remunerated accordingly
support and train our local farmers
10 grow the best quality coflfee

Qur vision

To provide our customers with a 1cp-of-the-
range product and improve the income of
our coffee growers, We plan to certify our
pulping stations in the near future, and to

offer roasted coffees.




Branding Guidelines

No branding guidelines
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The Logo

CLEARSPACE

Minimum Clearspace

MINIMUM SIZE wes

be always visible.

Our logos should
ic 1zed to fit different typ

While th
of coll
down below the recon

at you never scale them

The Typography

PRIMARY FONTS

Here are

and

mple
n g
ds or body co

of how to
it

body coy

sub-h

Bring Tharl

ORMSETE)

v Xx Yy 22

SECONDARY FONTS

For all digital o electronic pieces that are created internally such as Microsoft® Word files,
Microsoft* Excel files, PowerPoint Presentations, proposals, etc_ please use the Arial typeface
family for all content 5o that it remains consistent for all computer users.

Arial
Aa Bb Cc Dd Ee Ff Gg Hn I Jj Kk LI Mm Nn Oo Pp Qg Rr Ss Tt Uu Vv Wi Xx Yy 22
0123456789

" mollis

Do i s s o s, g & i, Yoo
s s (st o e of e

THIS IS A HEADLINE EXAMPLE

This is an example of body copy of running page
text for your reference, Ves tibu um gravida
pellentesque arcu. Quisque vel evismod risus.
Nam ut moncus metus, in mols tortor. Mauris nec
convallls a facillss

This is an examplo of a sub-headline
Duss turpis dul, viverra non egestas it amet,
scelerisque a diam. Vestibulum nudla urna,

iaculs eu turpis sit amet

The Colours

Micosta

OUR BURUNDIAN COFFEE,
YOUR PRIDE

690650

After
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Website

No website

147

Home About OurCoffee  Ourlocations  Contact

THISIS

OUR BURUNDIAN COFEE, YOUR PRIDE

Our Values

Our Burundian Cofee, Your Pride

Our Values Our Mission Our Vision

After
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Murambi

——\

MURAMBI COFFEE

BURUNDI’S BEST MICRO LOTS

www.murambicoffee.xyz
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Logo
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

*_\
~ gy

| e Murambi Coffee sa MURAMBI COFFEE

BURUNDI’S BEST MICRO LOTS

S TC TRADE IMPACT FOR GOOD




Business card

0'0’0'60.0.

MURAMBI coFFgg

(IIIBARUTA CASSIEN MURAMVY A
anager Commune K jo ganda

’S ln ,-
5%

Zone Gatabo

a Phone: +257 79 212021

4
Emall:nibarulacassien(it)yahoofr

ZL1TC

The light yellow represents the parchment
colour slightly changed

MURAMBI COFFEE

. L/(JV # 57

& gh

CASSIEN NIBARUTA

Muramvya, Burundi
+257 79 212021 | +257 68128989
nibarutacassien@yahoo.fr | www.murambicoffee bi
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Letterhead

_ _ New logo, bigger margins,
Basic design, no logo all cleaned up and aligned

Muramvya - Kigands - Gatabo -

MURAMBI COFFEE

BURUNDY'S BEST MICRO LOTS

Murambi Coffee sa  mossasrmansen feasy rssssans

Here goes the title

Here goes the titlelpsunt quis minis non pedi officti it pelit labo. Uptatur, que molum eatius dolorro
magnimus volectes doluptae paribus milicia voluptatur? Quia ditasitatur sitem nobistius. It quam st
accusdam, omnihitiosam quianti buscitia voluptatur saerro eos esciasperspe I3 dolupta voloribus et

pres quia sequatq uodistem faccuptatur sequi nusdam alia i optatetur?

Tatem ipit aperundae et as ut re nonseque lum vellesequod quo volorioribus accum fuga. Nam et,
cus acesteni arum vollestint expeliciet reic to omnimus, optatur?

Abo. Ut rem autestrum evel et, vellend entorrum as solupid ut autem fugiaep eligendessi ra excea
sites sitatatur reces il maio be: cum dit, comnis ig ni que
nectaquiae doluptat faccae natinum adit verem qui ratquis nissum volesequidit as etur sit faccatur
aliquiae ma dolut ad quam eles aut adignatur. Abo. Ut rem autestrum evel et, vellend entorrum as
solupid ut autem fugiaep eligendessi ra excea sites sitatatur reces il maio be: inum cum dit,
comnis expelig nitatempore cum que nectaquiae doluptat faccae natinum adit verem qui ratquis
nissum volesequidit as etur sit faccatur aliquiae ma dolut ad quam eles aut adignatur.

Abo. Ut rem autestrum evel et, vellend entorrum as solupid ut autem fugiaep eligendessi ra excea

tes sitatatur reces il maio be: cum dit, comnis expelig nitatempore cum que
nectaquiae doluptat faccae natinum adit verem qui ratquis nissum volesequidit as etur sit faccatur
aliquize ma dolut ad quam eles aut adignatur.

Muramvya, Kiganda, Gatabo, Burundi
Phone: +257 79 212021, +257 68 128989 | WhatsApp: +257 75 695211
il i

wiww.murambicoffee.xyz

Before After

=

TRADE IMPACT FOR GOOD
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Brochure

No brochure

Before

152

New brochure — trifold format

At Murambi, we aim to:

improve traceability by setting up mini
washing stations at important collection
centres

sell micro lots to small roasters to increase
revenue for our farmers

become Rainforest Alliance certified

connect small farmers to foreign markets

Country:
Burundi
Province:
Muramvya
Commune:
Kiganda
Hill:
Murambi

Scan the code
for GPS location

*—\
) —_—
—~—

MURAMBI COFFEE ‘

— Y
=2

Contact us for quality coffee from Burundi MURAMBI COFFEE
BURUNDVI’S BEST MICRO LOTS
Muramvya, Kiganda, Gatabo, Burundi
Phone: +257 79 212021, +257 68 128989
WhatsApp: +257 75 695211
nibarutacassien@yahoo.fr

www.murambicoffee.xyz www.murambicoffee.xyz




At Murambi, we aim to:

washing stations at important collection

| improve traceability by setting up mini
centres

I sall micro lots to small roasters to increase
revenue for our farmers

| become Rainforest Alliance certified

| connect small farmers to foreign markets

Country:
Burunch

Province:
Muramasya
Commune:

Kiganda
Hil:

Muraeritn

Scan the code
for GPS location

BURUNDI'S BEST MICRO LOTS
Contact us for quality coffee from Burundi
Muramvya, Kiganda, Gatabo, Burundi
Phone: +257 79 212021, +257 68 128989
WhatsaApp: +257 75 69521

nibarutacassien@yahoo.fr

www.murambicoffee.xyz

MURAMBI COFFEE

BURUNDI'S BEST MICRO LOTS

www.murambicoffee.xyz

g
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Coffee that consistently cups over 87

Murambi coffee is grown by 2,200 farmers in the
commune of Kiganda in central-western Surundi

The red lateritic soils are nch ground for exceptional
coffea. With a high body, chocolate and citrus
flavours. our coffees consistently cup at 87 and 88,

We grow Bourbon and Mitinzi varseties, with
an increased focus on Bourbon, Some of our
Mibirizi varieties have been around =ince Balgan
colonisation but tend to fruit less now

QOur vision 5 to help small Burundgl farmers
access foreign markets that would be otherwise
inaccassible to them

wWe organize collection centres of cherry coffee
for each producer association, and we pracess
the coffea In our washing station on Murambi
Kill in Kiganda commune

Better quality coffee,
better livelihoods for farmers

Murambi Coffee was created in 2011 by Cassien
Nibaruta, who had worked in the Burundian coffee
sector and supported several coffee cooperatives,

The company's objective is Lo increase revenue
to better remunerate our coffee growers.

We are also dedicated to maintaining the high
quality of our micro Batchoes. We waork closely
with our farmers 10 access quality youna
plants. Each year we produce baby trees that
we give freely to our growers.

We also collaborated with Starbucks to initiate
a gaal bhreading project. This offers farmers
another source of income and access to
organic fertitiser.

We started Murambi knowing that coffee can
give Burundi farmers o consistent income and
a better life. When our farmers s&ll their coffee,

they pay for their children's education and
buy agricultural tools and buiiding maternials ta
improve their farming and long-term livellihoods

OUR MISSION

We organize collection
centres where groups of
farmers deliver their coffee
cherries. We then bring
the coffee te our washing
station on Murambi hill in
Kiganda commune,

OUR VISION

in order to improve traceability, we
plan to set up mini washing stations
at the most important ccllection
centraes. So the coffees will be
processed and sold separately, and
we can offer micro lots of single
origin coffee. In addition, this brings
the processing units closer to the
farmers so there's less travel.




Branding guidelines

No branding guidelines

micro lots
your choice

PRIMARY FONTS

o5 of how 1o use the typeface

when

etting headline

line be set in a lor

In general, it is important that a h

of body copy

Gotham Bold
Aa Bb Cc Dd Ee Ff Gg Hh 1i Jj Kk LI Mm Nn O Pp Qq Rr S5 Tt Uu Vv Ww Xx Yy 2z
0123456789

everal point

Gotham Book
Aa Bb Cc Dd Ee Ff Gg kh li Jj Kk LI Mm Nn Oo Pp Qq Rr S5 Tt Uu Vv Ww Xx Yy Zz
012 789

SECONDARY FONTS

e Word
the Arial

Arial
Aa Bb Cc Dd Ee FI Gg Hh I Jj Kk LI Mm Nn O0 Pp Qq Rr Ss Tt U Vv Wiw Xx Yy 2z
0123456789

Contents

THIS IS A HEADLINE EXAMPLE.

This is an example of body copy or running

This is an example of a sub-headline

Duls turpis dul, viverra non ege:

THIS IS AHEADLINE EXAMPLE.

This is an exampie of body copy or running page

t for your reference. Ves ibu lum gravida
petientesque arcu. Quisque vel suismod risus.
Narm ut toncus metus, in molls tortor. Mauris nec
convalls a facilisis

This is an example of a sub-hoadline
Dus turpis dui. viverra non egestas it amet.
scelerisque a diam. Vestibulum nulla urna
iaculls eu turpis sit amet

The Logo

CLEARSPACE
Acear d

ity. If the minime
s not applled,
s Impact vl be.
d

y graphic
ch as copy

patterns, to clutter up the
space,

MINIMUM SIZE

tography or background
a

Minimum Clearspace
The
by

bea:

MURAMBI COFFEE

wEB

MURAMBI COFFEE
R

UNDIS BEST MICRO LOTS

JRUNDIS SEST MICRO LOTS

MURAMBI COFFEE
rt

PRINT

MURAMBI COFFEE

BURUNOI'S BEST MICRO LOTS

155

£3AAA35

The Colours

R233 R29 R253
G78 G29 G249
B27 B27 B230

cmMYK cMYK cMYK
080950 74656381 1o
HEX HEX HEX
FESSEIB #DIDB #FDF9EG

After
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Website

N

No website

MURAMBI COFFEE
BURUNDI'S BEST MICRO LOTS

Home About Us Microlots Our Coffee  News  Contact

EXCEPTIONAL COFFEE MICRO LOTS
FROM CENTRAL-WESTERN BURUNDI

TRADE IMPACT FOR GOOD



|IB Coffee

tib coffee

THIS IS BURUNDI COFFEE

www.tibcoffee.bi



‘o

Logo

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

'(I:‘(I)]%fe o tib coffee

THIS 1S BURUNDI COFFEE

SITC TRADE IMPACT FOR GOOD
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Business card

tib coffee

THIS IS BURUNDI COFFEE

" TIB

COffee Ir. Msc Prosper Mérimée
: Ir. Prosper Mérimée BlGlR;NDéAVYI Msc Bi gi rind avvi
| ini Dél ; S g
' Spbglel B Adminstrateur Delegue
PN (+257) 71 02 87 73 S
§4(+257) 61 02 81 80
= tibcoffee2020@gmail.com \ @ +25771028773 /+257 6102 8190
® tibcoffee2020@gmail.com
® www.tibcoffee.bi

34 17 TRADE IMPACT FOR GOOD
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Letterhead

tib coffee

THIS IS BURUNDI COFFEE
——

Here goes the title

Here goes the titleIpsunt quis minis non pedi officti sit pelit labo. Uptatur, que

molum eatius dolorro magnimus volectes doluptae paribus milicia voluptatur? Quia
sitem It quam ist quianti buscitia
5aerro eos la dolupta et pres quia sequatq

uodistem faccuptatur sequia volore nusdam alia voluptatusti optatetur?

Tatem ipit ap: etasutre um quo volorioribus accum
fuga. Nam et, cus acesteni arum reic to optatur?

Abo, Ut rem autestrum evel et, vellend entorrum as solupid ut autem fugiaep
eligendessi ra excea sites sitatatur reces il maio bea doluptatinum cum dit, comnis
expelig nitatempore cum que nectaquiae doluptat faccae natinum adit verem qui
ratquis nissum volesequidit as etur sit faccatur aliquiae ma dolut ad quam eles aut
adignatur. Abo, Ut rem autestrum evel et, vellend entorrum as solupid ut autem
fugiaep eligendessi ra excea sites sitatatur reces il maio bea doluptatinum cum dit,
comnis expelig nitatempore cum que nectaquiae doluptat faccae natinum adit verem
qui ratquis nissum volesequidit as etur sit faccatur aliquiae ma dolut ad quam eles
aut adignatur xcea sites sitatatur reces il.

Abo, Ut rem autestrum evel et, vellend entorrum as solupid ut autem fugiaep
eligendessi ra excea sites sitatatur reces il maio bea doluptatinum cum dit, comnis
expelig nitatempore cum que nectaquiae doluptat faccae natinum adit verem qui

ratquis nissum xcea sites sitatatur reces il volesequidit as etur sit faccatur aliquiae
ma dolut ad quam eles aut adignatur.

No letterhead

425771028773 | +25761028190
tibcoffee2020@gmail.com | www.tibcoffee.com

TRADE IMPACT FOR GOOD




Brochure

New brochure — trifold format

ATTIB COFFEE
WE WORK TO:

» Produce the best coffee through different
processing methods: full washed, natural
and honey

+ Make a true sustainable impact to the
communities and farmers through specialty g
coffee production and direct strong Burundi,
Partheistipe Muyinga Province,

Gasorwe Commune,

» Increase the number of farmers we work Karambo LIllE:
with to have a greater impact on our
community.

tib colfee

THIS IS BURUNDI COFFEE

tib coffee

THIS IS BURUNDI COFFEE

No brochure

+2577102 8773
+257 61 02 81 90
tibcoffee2020@gmail.com

www.tibcoffee.bi www.tibcoffee.bi

After

TRADE IMPACT FOR GOQOD




AT TIB COFFEE
WE WORK T0:

* Produce the best coffee through different
processing methods: full washed, natural
and honey

= Make a true sustainable impact to the
communities and farmers through specialty
coffee production and direct strong
partnerships

* Increase the number of farmers we work
with to have a greater impact on our
community.

Burundi,

Muyinga Province,
Gasorwe Commune,
Karambo Hill

tib coffee

THIS IS BURUNDI COFFEE

wwwtibcoffee. bl

tib coffee

THIS IS BURUNDI COFFEE

www.tibcoffee.bi



SPECIALTY COFFEE WITH
A REAL TASTE OF BURUNDI

..?*

TIB's coffee grows in Muyinga province in northern
Burundi, a beautiful hilly region with an average
altitude 1500-1600m, It is close to the Ruvubu
national park and crossed by the Nile river.

We work with almost 2000 farmers with farms
spread over 50 hectares The excellent climate
lends our Bourbon coffee sweet, caramel and
chaocolate flavours, which consistently cup at
84-88

we produce fully washed, natural and honey Arabica
coffees. At TIB, we want our customers to enjoy the
best coffee Burundi offers while knowing theyre

positively impacting community life in Burundi,

THIS IS BURUNDI COFFEE

TIEB stands for This is Burundi.

The company was born in June 2020, with ambitious
plans. We acquired a <e of land to bulld our first
shing station at Ka DO Hill In Muyir

We plan to buy a small dry mill and two new
washing stations in different regions of Burundi
over the next three years. Then we will be

able to give our customers a greater variety of
Burundian coffees and taste profiles,

We have developed strong partnerships with top
specialty coffee roasters and importers across
the globe and aim to grow from 640 bags to
1,280 bags per year of specialty coffee exports.

SPECIALTY COFFEE
SUSTAINABLY GROWN

————

We take a sustainability-focused approach to our
production techniques to prioritise our land and
the environment,

We use erosion control and plant shade trees and
leguminous plants that add nitrogen to the soil
We also grow bananas, maize, cassava and beans
for bicdiversity and extra income for our farmers

At TI8, we help our farmers live a good life by
producing the highest guality coffee they can. Our
vision is to make a true sustainable impact on
our communities and farmers by forming strong
partnerships arcund specialty coffee production,



S
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Branding guidelines

No branding guidelines

tib coffee

THIS IS BURUNDI COFFEE
——

Branding Guidelines

Introduction

Logo

tib coffee

THIS IS BURUNDI COFFEE

tib coffee tib coffee

THIS IS BURUNDI COFFEE THIS IS BURUNDI COFFEE

Colours

R4
G21 G168
B28 B54

TRADE IMPACT FOR GOOD




Website
tib coffee

THIS 1S BURUNDI COFFEE

Home About Our Coffee Our Team Our Location Contact

Specialty coffee with a

real taste of Burundi

No website

TIB's coffee grows in Muyinga province in northern Burundi, a beautiful hilly region with an average altitude of
1500-1600m. lt is close to the Ruvubu national park and crossed by the Nile river.

IRADE IMPACT FOR GOOD




Amimza

AMIMZA

Wwww.amimza.com
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Logo

AMIMZA

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.

CAFE

AMIMZA

PREMIUM INSTANT COFFEE

S TC TRADE IMPACT FOR GOOD



Business card

No business card

Before
K'Y

42 1TC

168

AMIR
HAMZA UMAR
Here goes the position

BWM-SEZ, Mabibo External,
Mandela Road, Dar Es Salaam.
P.O. Box 22176, Tanzania.

+255 754 220 999
amir@amimza.com
wWww.amimza.com

AMIMZA

TRADE IMPACT FOR GOOD



Brochure

No brochure

Bifold format, horizontal layout

169

4

»,
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§{ W ¥ Awards
‘«!&"

TanTrade

Dar es salaam

(Sabasaba Trade Fair Ground)
7" July 2019

1. #1 Coffee Exporter 2019, 42" Dar es Salaam Trade Fair.

2. Appreciation and recognition for invaluable Sponsor, 42nd Dar
es Salaam Trade Fair.

It’s going to

be a good day!

AMIMZA

© BWM-SEZ, Mabibo External, Mandela Road,
Dar Es Salaam, P.O. Box 22176, Tanzania

® +255 755999 888
+255 22 245 0447

@® amir@amimza.com

® www.amimza.com

PREMIUM
INSTANT,
ROASTED &
GROUND
COFFEE

TRADE IMPACT FOR GOOD



(3’ Awards

TanTrade
Dar ¢35 salaam

Sabasata Trade Falr Ground)
™ oy 2019
1. #1 Coffee Exporter 2019, 42+ Dar es Saiaam Trade Fair,

2. Appreciation and recognition for invaluable Sponsor, 42nd Dar
es Salkam Trade Falr.

PREMIUM
- / INSTANT,
It’s going to ROASTED &

be a good day! GROUND

COFFEE

AMIMZA

O HWM.SEL Mabibo External, Mandeda Road
Dar Es Salaam, P.O. Box 22176, Tanzamna

@ +255 755990888

+255 22 2450447
QRS AMlMZA

© wwwamimza.com




About us

The company began i 1994 a5 Amer Hamaza (T) Lod, producing
green colfes beans ang later instant coffes. Our flagship brand was
¥ahawa Bord' - roasted and ground for the local Kenyan market.
Toddy, we are one of the Rading producers in the region.

6,000+

tons per year

35

Counries
where AMIMZA
s registered

In 2015, we cpened cur now rstant coffes faccory which has a
production Capaaty of 6,000 tons per year, & & the Rirgest instane
coffee facory in East and Central Africa. In 2016, our current flagship
brand "AMIMZA' was officlly regatensd. We are proud 1o have
AMIMZA registerad in 35 courenes

We buy premium Robessta 30d Arabica coffee from Tanzanian
farmers. We produce Spray-Dred Instant Coffes for bulk export and
ocal and regional markets, We also do bespoke Labal packaging 1o
Customer specifications

AMEMTA also exports high quakty Robusta and natural Arabica green
beans from lake 20ne farms in the Kagera, Mara (Tarime ) and Kigoma
regons

We are a proudly Tanzanian company

Our flagship products

boeans !

Q)

Our mission

To improve and inspire the
ez of our coffes farmers
WS SUSTan able practices,
technology and innovation
00 10 eXCeed Ouf CuStOMmerns
expectations

Promum Instant coffe
Introducing 3 new spray-dried katant cofee, in a

waraty of blenas, ready far exparnt

Creen coffee beans
Promium grade green Robusta and Arabica coffeo
rom Tanzanias Lke regon

Spacialty roasted coffee
Leading producer of roasted and ground coffee in
Targanky's lake region for 20 yoars

cC

QOur vision

Toba tha leading producer
and suppher of pramium
inszant coffee locaily,
regronally and globaly, and
10 secure [felong customer
loyaity

"

Conpratindation and best of keck
Slongrreani na hils ba Lheny

Hon. Jakaya Mrisho
Kikwete

Farmer Fonzenian NMesdent 2004
20015
SO i walsat

’Oll..l"d

"

hayweseed with the indliative of
e cosnprany lo lovpalvmend the
Lanzsnis geeernment s ogan nf
promoting o rtalization o th
counir

Abel Maganya
et

ERuUYw Sukob

(ansena

"

Hongeresy \miszes of Aabavs
aruri sai amhavo vbapeta
Aasterrwn o kesibarsdves hiaw bacia

Hangeress same

Mohamed Thabit Kombo
Moty wa Nodoy

ek nd Mamthio pa Wk

Lanrdié

Y"';.l"d




Product catalogue

New product catalogue
CAFE " Itsgoing to
AMIMZA be agood day!

| PREMIUM INSTANT COFFEE )
N mk i

; ‘ - .
PREMIUM,INSTANT,
RQASTED 8- GROUND'COFFEE

S % -

»

About us

PREMIUM INSTANT COFFEE

Available in 100g, 50g & 1.8g sachets.

PREMIUM INSTANT COFFEE PACKAGES

ZL1TC

AMIMZA

CAFE

AMIMZA

corrEe

TRADE IMPACT FOR GOQOD
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Branding guidelines

The Colours

AMIMZA

Brand Guidelines

The Logo The Logo

AMIMZA
No branding guidelines AMIMZA AMIMZA

AMIMZA

TRADE IMPACT FOR GOOD




Website

The company did not want to change the AMIMZA
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 PREMIUM TANZANIAN INSTANT COFFEE
3. Create a banner on top of each page Largest factory in East.and Central Africa

under menu

o4

43 1TC TRADE IMPACT FOR GOOD



Choice Coffee

www.choicecoffee.webnode.com



®
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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

No logo

S TC TRADE IMPACT FOR GOOD
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Business card

William Peter

MARKETING OFFICER

Choice Coffee Co. Ltd

SIDO Industrial Estate, Sukari Road, Block
C9R10, Moshi-Kilimanjaro, Tanzania,

ZIP 25108

E-mail: Choicecoffee2006@hotmailcom
Web: www . choicecoffeewebnode.com

No business card

Fb: choicecoffeeltd

ygue TRADE IMPACT FOR GOOD

S



Flyer

No flyer

178

Sourced from the finest 100% Arabica coffee grown on the slopes of
Mt Kilimanjaro, Choice Coffee is farmed in cooperatives, handpicked
by local pickers and traded at fair prices.

Our premium beans are roasted with love and grinded with care,
preserving its freshness and aroma for you to enjoy.

Choice coffee is carefully packed by local women. We are strong
advocates for supporting the Kilimanjaro farming community.

©O ©0 6 @

100% Gender Responsibility Fairness
Kilimanjaro equality
Arabica Coffee

Choice Coffee Co. Ltd
SIDO Industrial Estate, Sukari Road, Block C9&10, E-mail: Choicecoffee2006@hotmail.com
Moshi-Kilimanjaro. Tanzania. ZIP 25108 Facebook: choicecoffeeltd

TRADE IMPACT FOR GOOD



Branding guidelines

No branding guidelines

Summer 2021

Choice Coffee Loge Imageey
Colours Applications
A Typography Useful Resources
1 Logo r

Choice Coffee

Logo
Colours
Typography

Imagery
Applications
Useful Resources

The Choice Coffee logo
should always be visible.
While the logo can be
resized tofit different

types of collateral, it's
important that you never
scale them down below the
recommended sizes.

To ensure igibility, always keep
@ minimum clear space around
the logo. This space isolates
the logo from any competing
graphic elements like other
logos or body taxt that might
confiict ith overcrowd,

The minimum clear space is
defined by the height of the
cup. This minimum space
should be maintained as the
logo is proportionally resized.

Choice Coffee Logo Imagery

; e Colours Applications

E A Typography Useful Resources
1 Logo 1 i

TRADE IMPACT FOR GOQOD




Website

The company opted for a free website
designed with Webnode builder

No website

2L1TC TRADE IMPACT FOR GOOD



Communal Shamba

Communal GUUDS gor

== COFFEE—

www.communalshambacoffee.com



182

Logo

Communal The company did not want to change
SM GUUB?IEE‘S the logo since their rebranding was
e COFFEE == made recently

o8 [1TC TRADE IMPACT FOR GOOD



Brochure

183

24 pages booklet

2323

No brochure

TRADE IMPACT FOR GOOD



amba (5

+— COFFEE— TRADING SMALL COFFEE

| FARMERS’ GOODS FOR GOODNESS
i OF OUR COMMUNITIES

Q %

LOCATION FARMERS COFFEE MARKET PRICE  LOCAL JOBS

b

|
Tanzania, We work with We use innovative We pay We created
Mbozi smallholder processing techniques premiums for over 50 local jobs
District coffee farmers to add value quality coffee in 2020

Our ethos is about innovation for impact by supporting
education and health. In partnership with our customers,
we ensure that our coffee is a catalyst for long term change,
bringing hope and brighter futures to coffee communities.

TRADING SMALL COFFEE FARMERS'
GOODS FOR GOODNESS OF OUR COMMUNITIES



David

Communal Shamba Coffee,
established by two young,
Tanzanians, is an exciting profit for
purpose business that is making
waves in the coffee industry.

david@communalshamba.com

Neva

Communal Shamba Coffee,
established by two young,
Tanzanians, is an exciting profit for
purpose business that is making
waves in the coffee industry.

neva@communalshamba.com

Getruda

Communal Shamba Coffee,
established by two young,
Tanzanians, is an exciting profit for
purpose business that is making
waves in the coffee industry.

getruda@communalshamba.com

Social Impact

Communal Shamba Coffee, established by
two young, entrepreneurial Tanzanians, is
an exciting profit for purpose business that
is making waves in the coffee industry. We
are a social enterprise, connecting growers
from the rolling hills of Tanzania’s Southern
Highlands with the export market.

Being counsiously creative from farm to
green beans production, which adds value
on farmgate price with community impact on
health and education. As we define it “Small
Coffee Farmers' Goods for Goodness of Our
Communities”.




Website

Images are blurry, the website was not consistent

Ou.l- Tamdeu
OUR FOUNDERS

Welesme ts

COMMUNAL SHAMBA COFFEE

Being counsiously creative from
farm to green beans production,
which adds value on farmgate
price with community impact on
health and education As we define
It Small Cotfee Farmers Goods for
Goodness of Our Communitios.
Being counslously croative from
farm to greon beans production,
which adds value on farmgate
price with community impact on
heaith and education As we define
It Small Colfee Farmers’ Goods for
Goodness of Our Communities.

Trading small coffee farmers’ goods for goodness of our communities

TRADE IMPACT FOR GOOD



Kamal Agro

S\
0
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KAMAL COFFEE

Bright beans, bright taste

www.kamalcoffee.weebly.com



Logo

I'TC

AR

Kamal

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

f \
\ )

KAMAL COFFEE

Bright beans, bright taste

TRADE IMPACT FOR GOOD
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Business card

Y i
0
\ /

KAMAL COFFEE

Bright beans bright taste

STELLA NYAKI

Coffee Quality Controler and Trader

P.O.BOX 10392, Mwakalinga rod, [~57) 4 I [/
Dar es salaam, Tanzania Fy

+255 1206 8384
stella.nyaki@kamal group.co.tz
www.kamalcoffee.weebly.com

ZL1TC TRADE IMPACT FOR GOOD

No business card
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Brochure

No brochure

COFFEE CUPPING

Cupping is important measure to test the

quality of coffee. When we cup, we measure out

a small amount in each cup for rigorous quality
assurance. Cupping five different cups that means
five different batches of one coffee sample.

190

Trifold brochure

()

KAMAL COFFEE

Bright beans, bright taste

P.0. Box 10392, Mwakalinga Rd,
Dar es Salaam, Tanzania

+2551206 8384 | +225 6762 4571
sameer.gupta@kamal-group.co.tz

www.kamalcoffee.weebly.com

KAMAL COFFEE

Bright beans, bright taste

TRADE IMPACT FOR GOOD



COFFEE CUPPING

Cupping is important measure to test the

quality of coffee. When we Cup, we measure cut

a small amount in each cup for rigarous quality
assurance. Cupping five different cups that means
five different batches of one coffee sample.

—_——

[ \i

i\ )
KAMAL COFFEE

Bright beans bright tasta

P.O. Box 10382, Mwakalinga Rd,
Dar es Salaam, Tanzania

+255 1206 B384 | +2256762 457
sameergupta@kamal-group.cotz

www.kamalcoffee.weebly.com

KAMAL COFFEE

Bright beans, bright taste




At Kamal Agro, our local women workers handpick and
sort the ripe cherries. We only use the best, red beans.

ABOUT US

KAMAL AGRO, we aim to create a more sustainable
world by using social market force to protect
nature and improve knowledge to farmers and
the community. We are buillding a powerful
community to create a better future for people
and nature.

SUSTAINABILITY

Our success is linked to the success of our coffee
farmers. We want to help peaple thrive to ensure

the sustainability of our praduct and the highest
quality coffee.

,"‘-_1 :-'\l
T = "
la B L e ) .
IJ"'-" > /’)' ‘/ )' ™Y :1
) - o4 J ’ /\ o B - ‘\,( ‘
kx.__)\ ) o -

We pack coffee to our clients’ specifications, with
tailored printing on our sisal or jute bags.

INVESTING IN OUR FARMERS

To offer farmers coffee quality maintenance

education starting from good farm practices

up to finally processing to ensure quality and
sustainability of production. Also, to educate them
about farming as a business to heip them know

how to analyse their production costs this will allow

them to project whether they shall achieve a profit
or a loss at the end of the season

DELICIOUS COFFEE

Qur vision is to supply the most delicious coffee
to our customers and consumers globally, and to
make people smile.

We deliver exquisite speciality
coffee imbueded with unique and
intense flavours, fruity fragrance,

good acidity, a full creamy body
and a long sweet aftertaste.

Our high quality management
systems ensure traceability of all
our coffees from farm to customer.

PEOPLE

Our aspiration is to be people positive. We
invest in humanity and the wellbeing of
everyone we cannect with, from our coffee
farmers to the customers in our stores.

PLANET

Our vision far the future is to be resource
positive, ta give back mare than we take
from the planet We can't do it sione. It
takes all of us.

COFFEE & CRAFT

Coffee is at our heart, inspiring our
craft and driving innovation in our
coffee. We strive for new ways to bring
the Kamal coffee experience to you
wherever you are.



Branding guidelines

No branding guidelines

KAMAL COFFEE

Bright beans bright taste

Brand Guidelines

Summer 2021

The Logo

KAMAL COFFEE

Bright beans bright taste

KAMAL COFFEE

Bright beans bright taste

Dark Background

Black / White Version

The Logo

DON'Ts
Incorrect use of the Kamal Agro logo

P
L/ \d
N\ >
KAMAL COFFEE
wignt beone rignt toste
Don't stretch or condense
ey

Don't use 3D effects or shadaws.

Don't rotate

=

f \I

Al )
KAMAL COFFEE

Don't move elements

(<}

Don't use heavy backgrounds

ey
Y/ \i

Al d
KAMAL COFFEE
g e b own

Don't use gradients

The Colours

RO R74
G160 G74
B122 B73

cMYK cMYK

900650 00085
HEX HEX
2008074 24489

2{¢]
GO
B
emvx
00010
Hex
2000000
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Website

The company opted for a free website
designed with Webnode builder

A

0
\ )

KAMAL COFFEE
Bright beans bright taste

BRIGHT BEANS, BRIGHT TASTE

Bright beans, bright taste

- -~

-~

No website ' DTS

22 1TC TRADE IMPACT FOR GOOD



www.coffeekdcu.com



Logo

196

The company was not responsive. As a
cooperative, their approval processes are very
long

They stopped responding. However, these
below were the logo proposals

n\“ ()
5 Mem

KDCU ’

kaRAGWE DIsTRIcT KARAGWEDISTRICT KARAGWE DISTRICT

COOQOPERATIVE UNION LIMITED COOPERATIVE UNION LIMITED COOPERATIVE UNION LIMITED

TRADE IMPACT FOR GOOD
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Business card

Proposals (the company was not
responsive)

No business card

TRADE IMPACT FOR GOOD




Brochure

L

No brochure

Proposals (the company was not responsive)

Quality Coffee for Sustainable Life

Karagwe District Cooperative Union (KDCU LTD) is
a coffee Cooperative Organisation located in north
west of Tanzania, at the beautiful shores of Lake
Victoria and borders of Uganda and Rwanda. Itis
2 member based Cooperative Union ostablished
In 1990 as a result of a spittfrom the Kagera
Cooperative Union.

KDCU LTD, s the largest coffee cooperative in
the Country. We are wiell known for producing

seedlings to farmers to replace the oid coffee
trees. They harvest their coffees, dry them and
submit those dried cherries to Primary Cooperative
Societies whereby we collect them and bring them
o the factory for processing: our coffee is grown on
400-1800 meters above sea level and has a high
repatation as one of the best coffee In the world,

Our main objective is to ensure the entire coffee

Hard which
than 35% of the Country total production. Farmers.
grow coffea as the commercial crop, we distribute

producing and selling processes Is transparent
ar observe and p

‘equality and we strongly advocate o improve the
Iivelihoods of our members and their communlties.

kdcu.com

KDCU deals in green coffee as the main
business product.
The coffee produced is of Robusta and

Karagwe and Kyerwa districts, in North
Western Tanzania.

ng.
by the farm
grading, packaging a

handied by KDCU.

ut Is about
ing 97.5°

or hand falls In four (4)
TR and BHF

(1]
The Coffee Quality is good.

Volcafe LtD
Coffee Exporters
Winterthur. Switzerland

The Coffee Quality is good, and | appreciate the consistency of service.

DEK Hamburg
Coffee Importer
Hamburg, Germany

198
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KNCU

KNCU(1984)LTD

KILIMANJARO NATIVE
CO-OPERATIVE UNION

Since 1933

www.kncutanzania.com



o

Logo

The company was very
responsive and engaged in the
design process

 NUMANIARD
+ UNION
. COFFEE .

KNCU(1984)LTD

KILIMANJARO NATIVE
CO-OPERATIVE UNION

Since 1933

1 1TC TRADE IMPACT FOR GOOD
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Business card

No business card

N TC

KNCU(1984)LTD

KILIMANJARO NATIVE
CO-0OPERATIVE UNION

Since 1933

Godbless

S.Masawe
MARKETING OFFICER

KNCU (1984) LTD
P.0.BOX 3032, Moshi

+2565 719793271

blessshikey@hotmail.com
info@kncutanzania.com

www.kncutanzania.com

TRADE IMPACT FOR GOQOD




Brochure

ZSITC

No brochure

New trifold brochure

The award-winning Union Café is a perfect place to meet

with friends or just to enjoy a refreshing drink during the day.
Decorated in a contemporary style with a touch of local culture,
you can relax with our complimentary newspapers or use the
free wireless Internet.

Our coffee has been certified organic by Naturland since 2004.
This guarantees our customers that all our coffee is produced
without the use of agricultural chemicals.

The café serves an a la carte menu with a blend of continental
cuisine. Sit out on the verandah and enjoy the all-day menu.

Union Cafe is open from 08.00AM to 10.00PM every day.

OUR SERVICES

The Café offers an array of on-site conveniences that include:
* A Stand where you can always buy union coffee brand

* Secure parking

* Stand-by generator

* Wireless internet connection

CONTACT

+255715 590 184
+255 764 206 742
+255 719793 271

AWARDS

TANZANIA BARISTA AWARDS

Tanzania kahawa Festival organizes a Barista competition, through
which they Call for all Tanzanian and E.africa baristas to compete.
Our coffee shop Union Café scored first and Second Place in that
competition.

CERTIFICATIONS

Naturland

am

...
0

We have been Fair Trade certified since 1993. All of
our coffee is bought under Fair Trade conditions and
contributes to the wellbeing of the farming cooperatives

and their communities.

Our coffee has been certified organic by Naturland since
2004. This guarantees our customers that all our coffee
is produced without the use of agricultural chemicals

We have also been certified organic by the Institute of
Marketecology for our green coffee since 2004. This
assures customers of our eco-friendly products, organic

and transparent

systems.

KNCU(1984)LTD

KILIMANJARO NATIVE
CO-OPERATIVE UNION
Since 1933

KNCU (1984) LTD
P.0O. Box 3032, Moshi

+255719793 271
kncutanzania.com

kncutanzania.com

TASTE
THE MOUNTAIN

KNCU(1984)LTD

KILIMANJARO NATIVE
CO-OPERATIVE UNION
Since 1933

TRADE IMPACT FOR GOQOD
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08 O0AM 10 10 DOPM every day

OUR SERVICES

* A Stand where you con always by umion coffes brand
* Secure packng
¢ Stand by gesecator

¢+ Waoless miernet commection

CONTACT

AWARDS

TANZANIA BARISTA AWARDS

Our coffec shop Unwon Cafe scored first and Second Flace m that
compe (A

TASTE
THE MOUNTAIN

KNCU(1984)LTD

KELIMANJIARO MATIVE
CO-OPERATIVE UNION
Sace 1823

KNCU (1984) LTD \ | 3
PO. Box 3032, Moshi R\

+ 255 719 793 27) KNCU(1984)LTD

mio@kncutanzania.com KILIMANIARG NATIVE
CO-OPERATIVE UNION

www kncutanzania com Seves W3
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TESTIMONIALS

o

L NTON COFFEE vou have good
packets. this makes yvour stock
morve [aster than olthers.

Didas Mushi

Kilsmanjaro Supermarket
Moshi, Tanzania

o

ENTON COFFEE 1 like your roasting
profile signature which develops a
long-lasting espresso crema.

Glady
KAFFEE KOFFEE
Dar ez salaam, Tanzamna

(s

I like the PB premimm grade
next trip to Kilimanjaro.
I &ill order more.

Duncan
Colffee Shop
California, USA



Branding guidelines

No branding guidelines

KNCU(1984)LTD

KILIMANJARO NATIVE
CO-OPERATIVE UNION
Since 1933

Brand Manual

2021

Company Overview

Taste the
Mountain

Logo

Correct Logo Application

Incorrect Logo Application

¥y
L Z
KNCU(1984)LTD

KNCUQSBALTD

)

KNCU(1984)LTD

Colour Palette

Colours.

Colour is
the bran

After
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Website

The KNCU website was old-fashioned, The KNCU website was designed in WordPress
needed a real improvement

Home OurCoffee AboutKNCU Societies Export |

) {9?

nary Aot

WELCOME TO

KILIMANJARO NATIVE CO-OPERATIVE UNION (1984) TANZANIA

TRADE IMPACT FOR GOQOD




Rafiki

No website



Logo

$L1TC

208

The company did not want to change
the logo. It was not responsive.

TRADE IMPACT FOR GOOD



Business card

No business card

209

The company was not responsive but they
accepted this design

Rashidi Bushiri
Mohamed

COMMERCIAL MANAGER

P.O. Box 7847, Moshi
Tanzania - East Africa

Tel.: +255 272 752 936
+255 716 155 151
Fax: +255 272 751 240

rbushiri@rafikicoffeeltd.com

After

TRADE IMPACT FOR GOOD



Brochure

The company was not responsive (proposals)

Relationship Coffee

Rafiki Coffee Ltd was once a
parchment buyingcompany
that focuses on parchifient
buying and processes it ready
for export, with time, and in
response to policy changes, it
has become a private milling
company serving all coffee™s
producers both small and farge
in the Northern part of Tanzania.

Vision
millerin the

No brochure

F.0. 60 7847, Moshi
Torzonia - East Alrica

Tel: +255 272 752 636, +255 IS 155 151
rbushii@rofiicotteetid.com

Before

2L ITC

10 years ago, we withdrew from KNCU

P.O. Box 7847, Moshi
Tanzanio - st Africa

Tol: +255 272 752 936, +255 718 155 151

www.rafikicoffeeltd.com foushingatiscottestia com

TRADE IMPACT FOR GOOD



Relationship Coffee

Rafiki Coffee Ltd is a private
milling company serving all ",

coffee producers both small
and large in northern Tanzania.

N

We focus on providing prompt and quality services to our farmers by
engaging with them directly and supporting them financially.
We invest in our members through capacity building on
producing coffee of export quality.

Rafiki is well known for its commitment, respect and excellent customer
service. Our clients’ loyalty motivates us to keep doing better.

Mission

To be the partner of choice for coffee
farmers, providing the best service and
changing their quality of life for the better.

Vision

To become the |leading miller in the country
through quality services to a large portfolio
of coffee farmers, while maintaining
operational effectiveness and efficiency.

Rafiki Coffee Ltd
t"‘ P.O. Box 7847, Moshi Tel: 4255 272 752 936, +255 716 155151

r I Y\ PR : :
\ Y I (J Tanzania - East Africa rbushiri@rafikicoffeeitd.com

te

10 years ago, we left KNCU and joined Rafiki.

It was a very tough decision. Joining Rafiki
awakened our coffee business minds and now
we are among the giant Amcos [Agricultural
Marketing Cooperative Societies] in the country.

Marry
Mamsera Amcos
Kilimanjaro, Tanzania

w

We are organic coffee producers. Rafiki showed
us how to do coffee business in an efficient and
effective way. At that time, we had a loan from
the bank and the interest rates were extremely
high.

Rafiki taught us the importance of marketing
and sales, making us more profitable. They also
provided us with financial assistance.

Allex Mengo
Usambara
Tanga, Tanzania

w

| remember Rafiki when | was serving as a
secretary at the Songambele Speciaity Coffee
Group under KILICAFE, we were milling with
Rafiki. Rafiki provided us with money_ior

coffee collection and even bought our pulping
machine. After Songambele group closed, | was
idle until 3 years ago when my village decided
to open our own Amcos. We went back to Rafiki
for support and were walcomed with open arms.

Jacob Mafie

Usambara
Shishtony Amcos
Arusha, Tanzania

Rafiki Coffee Ltd
P.O. Box 7847, Moshi
Tanzania - East Africa

Relationship

Collee

Tel: 4255 272 752 936, +255 716 155 151
rbushiri@rafikicoffeeitd.com

GOOD
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Branding guidelines

The Logo

The logo presentec
logo trade marke
rules must be ap|

elow Is ved corp

Brand Guidelines

Exclusion Zone
An exclusion zone
has been set to

Minimum Size
Requirements

s aChahilnd s
is readable, clear and crowding,
distinguishable. The exclusion zone
Digital: 110px by the height of the
Prin 40mm R letter’
I'he Colours The Typography
ima
Primary Colours Primary Fonts
Playfair Display for headlines and Open Sar uld be
Mermaid Bold
= )
Poppins Regular
No brandir g J idelines
Secondary Fonts
Arial
ABCDEFGHIJKLMNOPQRSTUVWXYZ abcdefghijkimnoparstuvwyz

After

XS

NITC TRADE IMPACT FOR GOQOD
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ancafe

TANCAFE

Pure Tanzania quj‘ee

www.coffeeboard.or.tz



WMo

%

Logo

Sl

TANCAFE

TwaﬁuquMHJiﬁe

The company did not want to change
the logo. It was not responsive.

My
TANZANIA

COFFEE BOARD

TRADE IMPACT FOR GOQOD




215
Business card

Proposals (the company was not responsive)

Naishoki Lucumay

Naishoki
, Lucumay

TANCAFE"

‘Pure Tanzania Coffee

TANCAFE

Pure Tanzania qufee
No business card

Before
K'Y

7S 1TC TRADE IMPACT FOR GOOD




Brochure

L

No brochure

Before

216

Proposals (the company was not responsive)

Pest coffee quality |
have cver come

across.
New Satari Hotet

. . Arina Gy Tonsania

- he Coffec is good and
{:,':f:‘.f;‘,;”‘;,;‘,,:":m- distribution is on time always.
L i o oo Tt Wichas
Cole within and e SataniBistro
ouncries.
TANCAEE is.fu

Arusha City. Yanzania

Coffec s very good.

Aroma Cottes
Mos. Tanzania

Coffee quality is good.

Mo, Tanzania

TRADE IMPACT FOR GOOD



TANCAFE TﬁNCﬁFE

Pure Tanzania Coffee Pure Tanzania (.Crf'r.c

»

X A
AL

.

TANZANIA COFFEE BOARD

Rasdlway Street, P.O Box 732,
Mashi, Kilimanjaro
Tel. +255683705910

=
Eenzae Tanzanian

Fax. +25527 275 2026
E-mail: info@coffeeboard.ortz; ‘ ff
tancafe@coffeeboard.ortz O ee

Web: www.coffeeboard. .otz

.
'

-




Tanzania Coffee Board
is the country's coffee
regulatory board.

The parastatal/public
institution regulates all
coffee grown, processed
and sold domestically
and for export. The
Board also produces its
own coffee for the local
market and export.

TANCAFE Is owr
flagship brand.

TANCAFE is 100%
premium Arabica
chosen from the best
coffee grown on the
high-altitude soils in
Tanzania.

We buy our coffee
through auction

and local sales from
northern Tanzania and
Kilimanjaro. We ensure
consistency in our
roasting levels and use
high quality packaging

for maximum freshness.

Our coffee cups at 82+
with a wine flavour and
fruity aftertaste.

Our Coffee | Mission
TANCAFE is fully bodied, smooth To be the coffee of choice, and
and rich in acidity and well- to offer the best quality coffee
balanced flavours from the in Tanzania, the East African
volcanic soils of Mt Kilimanjaro. region and the whole of Africa.
Not only is Kilimanjaro the highest
mountain in Africa at 5,895m
above sea level with a magnificent Vision
snowcap but it is in our beautiful :
grown on its slopes. : roaster in Africa.

‘ | Testimonials

Best coffee quality 1

have ever come across.

Evaline

New Safari Hotel
Arusha City, Tanzania

The coffee is good and the
distribution is always on time.
Michael

Safari Bistro
Arusha City, Tanzania

Coffee is very good.

Asia Kimaryo
Aroma Coffee
Moshi, Tanzania



: : : Proposals (the company was not responsive)
Branding guidelines

THE STORY

TANCAFE

Pure Tanzania Coffee

Brand Guidelines

THE LOGO
THE COLOURS

For the overdll color schemes of any creative piece

eat
CMYK: 44 80 78 65 eMvic 5, 30,100, 0
RGB 733123 OB 220, 175 %

No branding guidelines
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Buhanga Coffee

o %
BUHANGACOFFEE
IR\, =
farmers relationship
strenghthening our production




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

K T \
e, 2 Win
!

BUHANGACOFFEE
farmers relationship
make good coffee

221TC TRADE IMPACT FOR GOOD
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Business card

No business card

BUHANGACOFFEE
farmers relationship
strenghthening our production

BUHANGACOFFEE
farmers relationship
strenghthening our production

NZINDUKIYIMANA JOSEPH
President of cooperative
administrative committee
250(783594319)

& hoo.com

Station(CWS)
location Gisagara-Musha-Rurama

ERIC NSANZINSHUTI

BUHANGA COFFEE

(+250)784023086
buhanga.cayahoo.com

We designed business cards for Eric and his team

HABIMANA FRANCOIS

Chef de qualite

250(783778063)

yrahoo.com
Coffee Washing Station(CWS)
location Gisagara-Musha-Rurama

NYIRAMUHOZA MARIE CLAIRE

Accountant

location Gisagara-Musha-Rurama

TRADE IMPACT FOR GOOD



Brochure
Half fold brochure

Buhanga didn’t have any marketing
materials before the programme (just this
sign on their farm... )

';.'" \_ ( ; :
i \ %

BUHANGACOFFEE

i :
- =1 :

-AKARERE KA GSAGARA S ¥ good farmer relationships make good coffee
! UUR_gl_\!GE WA MUSHA | - % 3 N ;
=4 2 73 !
a ‘.‘ -
0 L
0
P i LP |
CO
CARE
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BUHANGACOFFEE

good farmer relationships make good coflee

CONTACT TR S AT OR
US FOR RICH

ouTa

RWANDAN
COFFEE THAT " iroe ocivammoons of oo femes
CARES - _’v n. '|1 ;;. : ental and sustainable

« Obtain Fartrade certificaton



FROM LITTLE THINGS
BIG THINGS GROW

Buhanga Coffee Cooperative started in 2009 with anly 8 farmer
members (7 men and | woman), who decxded to establish thesr
ocwn mall wath the support of outside investors. Today we have 375
members (254 men and | 21 women) and each member looks after
around 100 trees

We work closely with the youth in our communisty, resntroducing
them to the coffee tradition. Many help their farmulies at all stages of
coffees growing, with some even planting their own trees after being

mspired by the revenue their elders enjoy.

Buhanga Cooperative generates income that helps our members
improve thesr livelihoods and pay for school fees and health
insurance. We believe in sharing every bit of profit earned. That
commstment 1s returned to us with highly motvated members.

SUSTAINABLE
ENVIRONMENTAL PRACTICES
& HEALTHY SOILS

From its very beginmings, Buhanga Cooperative has been committed
to ernwironmental practices. We provide ample trasning to our
farmers on soil preparation, sowing and use of organic fertshizers to
ensure our coffee thrives from nursery to harvest. We also work with
agronomists to plant other trees and prevent soil eros:on

. N 8 Our coffee farmers keep bees to encourage pollinization on their
i
coffee, and they grow a varety of crops for healthy scels to increase
4 "' rmuneral content and support strong, flourishing
'(.\ ) “ coffes trees.
At A .
h\ A
. 2 .
‘{\\ A F o Ve e < ‘ ~
FANRS r P
'2\ . - g ) "'
/' - i . -
- /) = S { & &
\ ) <55 ‘) A ‘
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Branding guidelines

4 . o, Sutang Cofen
\ >4 il brane Gudebnes Momad
Suhanga cots

BUHANGACOFFEE
strenghihening our predetion Logo

g
BUHANGACOFFEE BUHANGACOFFEE  BUHAN

No branding guidelines
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227
Social Media Posts

Their Instagram and
Facebook pages needed
design improvements

THAT CARES

s S il SUSTAINABLI Rt e B ricH rwianoan
B omer: oo N o Rl C\\IRONVENTAL el Tl el SPECIALTY COFFEE
;Inanclalcapablllty(onﬂdenceandllterac.yforwomenlsat | N y ; 5 : AT & HEALTHY SOILS : o (" | : : : g " » ey
the heart of BUHANGA COFFEE < o z - - &ia 2 ? 4

irinking our coffee on Women’s International Day, you will have a posif
it UHANGA COFFEE women to better budget, save money, and
tre spending and most important to plan and build homes. 4

BUHANGACOFI

rAlRTRADE (:()I:| v, . ’ . : LT E T farmers relationship
THAT GI‘”:S BACI( S 5 - ot 4 S S \l]‘l‘ll”ll]l|H‘lllll” 4<m|‘ [»rmllm'li(m
TO THE COMMUNITY ™%

TRADE IMPACT FOR GOOD




Social Media Branding

Social media account with the new branding

AKARERE KA

GISAGARA

. UMURENGE WA MUSH

Buhanga Coffee Cooperative

ANGACOFF ) .
i Agricultural Cooperative
Home Reviews Photos Videos More v b Liked @ Message Q e
About See All ‘ ') Create Post
O

@ Buhanga Coffee Cooperative was
founded in 2009 and is located in
Gisagara District, Southern province,
Rwanda. We have 375 members
including 121 women... See More

1l 2 people like this

a 2 people follow this

@ http://www.buhangacoffee.rw/

Send Message

4 buhanga.c@yahoo.com

IQ Photo/Video o Check in " Tag Friends

& Buhanga Coffee Cooperative
WNGACOFF February 28 - @

Welcome to Buhanga Cooperative, the home of specialty coffee!!

TRADE IMPACT FOR GOOD
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Website

Proposal (to validate and transfer to their
hosting platform)

Home About Impact Contact

No website

TRADE IMPACT FOR GOOD
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Additional logo

They wanted to create a new brand targeting woman

Main logo This logo was inspired in the Rwanda female hero, Ndabaga

L/ NN\
o
ANAX

NDABAGA

ANCOFFEE COFFEE

Iryoshye Ite

100% WOMAN COFFEE

4% I'TC TRADE IMPACT FOR GOOD

S
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Business card

oooooooooooooooo

NSABEMUNGU AIME CHRISTIAN

No business card

221TC TRADE IMPACT FOR GOOD



Branding guidelines

NDABAGA R - —
COFFEE Font
e Typographic
CORDOBA ABCDEFGHIJKLM
NOPQRSTUVWXYZ.
01234567890
Logo Colour

No branding guidelines
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Brochure

San Coffee is roasted best coffee beans from
da’s high altitude

= KACYIRU, KIGALI RWANDA

AR  =(+250) 783 503 488

Before

BEST COFFEE SELLER IN THE REGION
SAN Company operates
in Rwanda and specializes
in coffee trade.

We produce and sell:

*» Roasted coffee
» Green coffee beans

11-page booklet

NDABAGA
COFFEE

100% WOMAN COFFEE

TRADE IMPACT FOR GOOD

NDABAGA COFFEE IS
TRUE IMPACT COFFEE.

Our women-produced coffee

brand name comes from the
Rwandan hero “Ndabaga”. We

take inspiration from her bravery

in defying traditional gender roles.
Ndabaga triumphed when she took
it upon herself to excel in the world
of men, and we honor her legacy by
elevating our sisters who follow in
her footsteps.

The story of Ndabaga is a keystone
of Rwandan folklore.

Ndabaga was born in the shadow of
war. Before she was old enough to
remember him, her father went off to
serve in the King’s army. According
to law, healthy men must serve the
kingdom into old age, only earning

a peaceful retirement upon being
replaced in the army by their son.




b HDABAGA
0, =
..‘QMI.‘ COFFEE

SUPPORTING AND EMPOWERING WOMEN
FARMERS THROUGH SPECIALTY COFFEE

Our focus on supporting Our women'’s coffee is selected and
women in our farming treated separately, to be sold as a
communities is a good specialty women-produced coffee. We
strategy - but why? want to preserve their special brand and
recognise their hard work. It also gives
In most of our farming us the opportunity to work directly with
communities, it is the women  our women farmers for continual quality
who are working hard to improvement.
produce specialty coffee. But
NDABAGA they are not the ones getting ~ Cupping at 87, this is exquisite coffee,
COFFEE well paid! produced exclusively by women farmers
from Mwezi, Nyamasheke in the Western
100% WOMAN COFFEE All the activities of our Province of Rwanda - a beautiful land of
=5 555 women farmers are done mountains and rolling hills. Empowering
to perfection because they and rewarding women farmers, builds
want to improve the lives of families and communities and contributes
their families and children. directly to brighter futures for all

So it makes complete sense  Rwandans.
that our company steps up

to give them better rewards

since they are the ones

driving the coffee economy!




BUILDING OUR BRAND
FROM THE VOICES

OF OUR WOMEN FARMERS

Making this move to produce a
Womens coffee was inspired by a
trip to western Rwanda. In a casual
conversation with a women farmer
there, | joked with her that she is a
very important person in the world
since she has the biggest impact

in the second most important
industry in the world (after the oil
and petroleum industry). She quietly
responded: “Who even notices that
the backbone of this industry are
WOMEN farmers?” This made me
reflect on how little acknowledgment
they are indeed given, and | so want
to showcase the people behind
coffee and share their stories.

And make sure that they are fairly
rewarded for their dedication and
hard work.

NDABAGA COFFE

IS
TRUE IMPACT COFFEE.

E
"FE

Our women-produced coffee

brand name comes from the
Rwandan hero “Ndabaga”. We

take inspiration from her bravery

in defying traditional gender roles.
Ndabaga triumphed when she took
it upon herself to excel in the world
of men, and we honor her legacy by
elevating our sisters who follow in
her footsteps.

The story of Ndabaga is a keystone
of Rwandan folklore.

Ndabaga was born in the shadow of
war. Before she was old enough to
remember him, her father went off to
serve in the King’s army. According
to law, healthy men must serve the
kingdom into old age, only earning

a peaceful retirement upon being
replaced in the army by their son.
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Social media banners

Twitter

SANCOFFEE b3

Iryoshye lte guume SNEd

Facebook

72N

% Q
bt

NDABAGA
COFFEE

100% WOMAN COFFEE

&5 o/ NCOFFEE

Iryoshye Ite

221TC TRADE IMPACT FOR GOOD
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Website

Website validated (to transfer to their
hosting platform)

No website

221TC TRADE IMPACT FOR GOOD



Social Media Branding

Social media account with the new branding

San Coffee

Product/Service

Home Reviews Photos

Ask San Coffee

“"How much do your products or
services cost?"

"Can you tell me more about your
business?"

"Can someone assist me?"

"Can you recommend something
for me?"

Type a question

Community

@ Ask
@ Ask
@ Ask

@ Ask

© Send Message

Hi! Please let us know how we can help
More » il Like Q wee
‘. Create Post
°
|&d Photo/Video Q@ Checkin : Tag Friends

=) San Coffee updated their profile picture.
August 2 at 8:56 PM - Q

100 % women coffee

TRADE IMPACT FOR GOOD
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THAT MATTER
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Logo

THAT MATTER

221TC TRADE IMPACT FOR GOOD
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Business card

BERNARD UWITIJE

Nyamagabe-Rwanda

+250788412466

traprostations@gmail.com
bernbonny@gmail.com

TRAPROCOFFEE.COM

H““llllll

4% I'TC TRADE IMPACT FOR GOOD

No business card




Brochure

(ONTACT TRAPRO

£ TRAPRO COFFEE, NYAMAGABE, RWANDA
FOR AWARD-WINNING & +150788412466
ARAB]CA B()[]RB()N FROM TRAPROSTATIONS@GMALCOM
SOUTHERN RWANDA TRAPROCOFFEE.COM

AT TRAPRO, WE AIM TO:

N b h - Continue to produce excellent, fully washed specialty coffee
O rOC u re « Maintain our award-winning consistency and high cupping sc

ores
- Support our 5,000 local farmers to grow high quality coffee and sell it

221TC TRADE IMPACT FOR GOOD

% “THE BEANS
THAT MATTER

- Employ women, youth and disadvantaged people in our community




v

BEANS
THAT MATTER

CONTACT TRAPRO &  Tewreo COIFEE, NAMAGABE, RwAxnd
FOR AWARD WINNING «  + 50733112466

ARABICA BOURBON FROM e TRAFROSTATIONS® GMALCOM
SOUTHERN RWANDA ' TRAPROCOFFEE COM

AT

TRAPRO, WE AIM TO:

Conmtinue to produce excelient, fully washed specialty coffee

» Maintam our sward-wanrs INng conustency and hgh Cupping scores

» Support our 5,000 local farmers to grow hhigh quality coffee and sell

for ocC Ood prices

- Evn;xlu\v wWoOrmmen ‘-Qdﬂ and disadvantaged pecpie i our community




ro Coffee 1s located high in the
mountains of southern Rwanda near the
Nyungwe National Park, one of the cidest
rainforests in Africa. At altitudes of 1,700
1,900m, the soils are sandy and volcanic and
the ciimate cool and hurmid.

It is & perfect envronment for our washed,
matural and experimental Red Arabica
Bourbon coffees in RAB Cig Jacksan,
Mibirizi and BM139 varieties. Our flavour
profile is fruity with chocolate and lemon
notes.

Our mission at Trapro Coffee is to uplift

the lives of our 5,000 coffee farmers by
promoting good agrnculture practices (GAP)
at the farm level and processing high-quality
coffee for fair and sustainabie trade

We have recesved multiple awards for our
coffees and our washing stations.
« Coffee Station of the Year (Rwanda
Trading Centre, 2017)
+ Quality Award (RTC, 20:8)
+« 23rd Winner Cup of Excellence 20i8
{Ibisi Mountain coffee)
+« 24th Winner Cup of Excellence 2018
{Gitega Hills coffee)

Trapro was started in 2016, 12 years after the tragacal genocide against the Tutsi
Owur founder i3 enterpreneur Bernard Uwitije, who grew up on a coffee farm in
Maraba in southern Rwanda. :

Bernard grew up with passian for coffes and a dream to improve the lives of hes
village coffee farmers He started Trapro at the age of 25

-« Nyamagabe district ~ Gitega Hills coffee, washed Red Bourbon, B7 cupping
score with apricot, fioral, honey flavours
= Nyamagabe district - Bwenda Mountan coffee, washed Red Bourbon, 89
cupping score with arange, cranberry, rhubarb and lemon flavours
« Huye district - [bisi Mountam coffes, washed Red Bourbon with aprcot,
honeysuckle, juicy flavours
All cur CWS are close to each other and near our farmung communities. Thes s

helps us to work hand in hand with aver 5000 coffee farmers, buying thes cherries
and processing them as soon as possible

QUALITY WASHING STATIONS
FOR BETTER COFFEE

One of our CWS was C A FE certified in 2017 with a
score of 84 for 4 consecutive years. We plan to certify
all 3 CWS by 2021

The quality of the chermes and infrastructure and the
comfort of our workers 1s our top priornity. Our CWS
are madern and very clean with ecological-fnendly
pulpers and tiled fermentations tanks. We also provide
accommadation for key staff

PROFITS INVESTED BACK
INTO THE FARMS

10% of Trapro's gross profits each year goes back to
our farmers through projects such as health insurance
schemes, traiming and materials for GAP and Farmer
Freld Schools (FFS), small loans, school fees and
support to local schools

We work with commutted farms and buyer to ensure
the quality of our coffee. Farmers are grouped with 30-
40 nesghbour farmers and trained by an agronomist in
GAP and financial literacy

We provide coffee seediings to our farmers so they
can extend and rejuvenate their farms Each group s
trained twice a month on each coffee farm actavity

SUPPORTING DISADVANTAGED
GROUPS AND LIVELIHOODS

We work primarnily with vulnerable groups, including
poor families, single women and genocxde survivors
404 of our farmers are women and 25% are youth who
were not able to continue hagher education

Coffee 15 usually the only cash crop for cur farmers
though they also grow subsistence crops such as green
beans, bananas, sweet potatoes and maize

After harvest farmers sell their coffee beans Most use
their payments to build, repasr or upgrade thes homes,
pay their health insurance and schaool fees, buy a cow or
expand their land by buying a new plot of land

“PERCHED QUIETLY IN
RWANDA'S SOUTHERN
HILLS YOU WILL FIND

RTC’S 2017 SUPPLIER OF
THE YEAR AWARD WINNER,
IBIST MOUNTAIN COFFEE.
THE OWNER, BERNARD

UWITLJE, IS OBSESSED
WITH HIGH QUALITY
COFFEE AND SOUND

BUSINESS PRINCIPLES.”

CLAY PARKER MANAGING

Dasrector, Rwanda Trading
Company Ltd (RTC),
Kigaly, Rwanda
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Branding guidelines
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At @TRAPROCOFFEE our mission

is to uplift the lives of our
5,000 coffee farmers by
promoting good agriculture
practices (GAP) at the farm
level and processing high
quality coffee for fair and
sustainable trade.

Social Media Posts

E BEANS
THAT MATTER

At @TRAPROCOFFEE the
cherries are sun-dried on
raised beds. The cherries
undergo handpicking

and continuous rotation
for even drying for 15 to
20 days. We continually
inspect moisture and
humidity using moisture
meters and the dried
cherries are moved

into the store when the
moisture content reaches
10% before shipment to
the dry mill.

HE BEANS
THAT MATTER

At @TRAPROCOFFEE our mission

is to provide to our clients

the highest quality coffee at a
fair price, while following our
guiding values and increasing

farmers’ income “e §

TRAPRO

THE BEAYS
THAT MATTER

The @TRAPROCOFFEE
NATURALS COFFEE from
the mountains of southern
Rwanda is pass the
cherries through a hopper,
in spring water. They are
then immediately placed
on the shade tables for 10
hours. Natural coffee is
processed from mid-May
to July when the rainy
Season is over.

THAT MATTER

At @TRAPROCOFFEE the
pulped beans are placed
in tiled fermentation
tanks for 12-41 hours
for dry fermentation
(without water). After
fermentation is complete
(the mucilage can be
easily removed by hand
and water) the pulped
coffee beans are washed
and graded into A, B and
C grades by density using
flowing water. They are
then placed into spring
water for 8-12 hours for
soaking.

At @TRAPROCOFFEE
we love coffee and love
what we do. We are
enthusiastic about our

products, our partners
and our customers. We
want to be known for
Quality Culture Fairness
Sustainability

247



Social Media Branding

Social media account with the new branding

=

THE BEANS
THAT MATTER

248

Trapro Coffee Washing Stations

Award-winning fully washed specialty coffee from Southern Rwandan mountains improves lives & farms.

Posts About Friends 12 Photos Videos More v &' Add Friend @ Message

Do you know Trapro?
) X . . & Add Friend

To see what he shares with friends, send him a friend request.

Intro Posts 25 Filters

& Lives in Nyamagabe, Gikongoro,

s « Trapro Coffee Washing Stations updated his cover
: photo.
August 6 at 2:56 AM - @
Photos See All Photos

TRADE IMPACT FOR GOOD
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Website

Proposal (to validate and transfer to their
hosting platform)

HOME ABOUT IBISI MOUNTAIN COFFEE CONTACT

No website

~ THAT MATTER

After
S

4% I'TC TRADE IMPACT FOR GOOD
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Muhondo Coffee

* *

COFFEE




Logo

s"
%8

I'TG

COFFEE

TRADE IMPACT FOR GOOD
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Business card

‘;\\)HONDO
* *

COFFEE

KARANGWA WELLARS
MUHONDO COFFEE COMPANY LTD RWANDA

(250)788820204 / 788857986
. MUHONDOCOFFEECOMPANY@YAHOO.FR
No business card

MUHONDOCOFFEE.COM WUHOND
* *

221TC TRADE IMPACT FOR GOOD

COFFEE




Brochure

No brochure

Before

CONTACT

US FOR RICH
RWANDAN
COFFEE

THAT CARES ~

Muhaondo Coffee Company Ltd, Northern
Provincs, Gakenke District, Rwanda
(250)7B8820204/788857986
muhondacoffeecompany@yahoo fr

MUHONDO, WE WORK TO:
improve the incomes and livelthoods of aur
3,000 farmers
distribute 120,000 coffee seedlings to our
farmess
distribute cows and pigs sa farmers can get
organic manure for thew coffee trees
obtain organic and Fairtrade secreditations to
increase the value of pur farmers' coffee
maintain our swardwinning quality standards

COFFEE

After

TRADE IMPACT FOR GOOD
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Mubondo's helds of red Arabica Bourbon and John ffee spill aver 10 hectares at
-4

on o

high alttude { BE0O-2,200m in the northern hifls of Rwanda

.

A Y Y N oR AR e sl s ae Y} GROWING A UNIQUE COFFEE
fAavourz of Muhonda's specialtly coffes. You'll detect sweet, citrus,carame! flavours 1in

our exquisite bhrew

in the hills of Gakenke and Huro, where our coffee grows, locals used to predict
weather by burying a pot the ground on top of the highland. The hilltop was
preserved and is now a tourist site.

m 15 10 become role models in the coffes farming business through best
practice farming, while protecting the economic and social interests of cur coffee

farmers

The chimate and sail conditions here are «deal for coffee cultvation. The coffee trees
d income for enjoy abundant rain from the months of October to May, which means the coffee
grows slowly and unfolds into a very special flavaur profile and body. Our coffees are
sweet and caramel with a slight acidity

woogh Muhondos work, we create job opportunities i our regian, build
able

owr farmers and provide valusz tradning 1n agnicuitural practices

We s=e a growng number of local farmers choosing to grow coffee. Their income

sunpocts their chidrer's education hesith insurance. building riatecials for theis Quality control is very important to us. All of our coffee i1s hand-picked and sorted It

homes and a brnghter future for their farmiles : 15 carefully handled throughout the harvest processing and packaging stages.
oM A SMALL FAMILY FARM TO HOW WE SUPPORT OUR LOCAL

L OB AL BECOGMITION. COFFEE GROWERS

bouaht a CWS Logsstics - buy and transport chernes

. Farmang - distribute 120,000 coffee seedlings to our farmers each year, as well
as cows and pigs for organic manure

Finance - provide second payment bonuses and lcan opportuntties

Training - teach agricultural best practices including organic farmung and

o the local market and other coffee companies Now we quality control duning processing

Accreditation - gain arganic and C.A FE certifications to increase the value of
farmers' coffee cherries

uhondo Coffees Company Ltd was barm The

o)
.
L

1 cCoOmpany
in Muhondo in the Gakenkes distnict and processed our first coffee In 2013, using beans
from our own farmas, the local cooperative and other farmers We nosw ocperate 1n 3

CWS and woark with 3,000 farmers

Imitially we s03d our beans

export Muhondo Coffee all over the world

In 20i 4, Muhondo won the Presidential Awar ence
I 20( G we placed &8 Exc When you drink Muhando coffee, you taste some of Rwanda's best coffees, and
commumity through women and youth empioym directly support Rwandan coffee farmers.

We are proud o yest coffee compamies, for our coffes and our

ocial contributiar

)

- - gy - - _ " R
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Website

They didn’t have the login details for their website New website design to transfer to their hosting planform

Muhondo CWS WOME  ABOUT  SERVICES CONTACT US

COFFEE

TRADE IMPACT FOR GOOD
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Nova Coffee

o




Business card

o

Fean Sarie Vianney

Nova Coffee LTD

No business card Vianneyuzzo@gmail.com
+250 788770471

AT A

/,: I'TC TRADE IMPACT FOR GOOD
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Brochure

Contact Nova for

delicious, ethical ‘, L\ )
Rwandan coffee ; Bty ﬁ?

Nova C‘-fo//”i%e
/‘\_/

At Nova, we strive toc

+ become organic and Rainforest Alliance
certified

+ increase our production from 8 to 12
containers of coffee a year by the end of
2024

+ distribute up to 200,000 coffees trees
plus shade and tropical fruit trees in all
coffee farming communities every year
through our NOVA SAWA project

+ expand our organic farming approaches

+ continue to support women and youth
working in the coffee industry

No brochure

221TC TRADE IMPACT FOR GOOD



At Nova, we strive tod

. morganluandmAllanee
certified

+ increase our production from 8 to 12
oom:ahersofouﬂ'aelyeat by the end of
2024

» distribute up to 200,000 coffees trees
plus shade and tropical fruit trees in all
coffee J communities every year
through our NOVA SAWA project

+ expand our omhbmﬁng maches
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Delicious specialty Arabica from the >
northern .'7@']1,.\' of Riwanoa

Nova grows specialty
B0 _.'C'_l!'. N the war
sunlght and rnich vo
northern Rwanda. S
n calra
rfee -
gn.s
a mot
f'_Jl M ' 4
WIT CcO overs ac :::5
t idyilhc think c« can play an
O grow a truly role in bringing abundance and
wellbeing to our community and to

Rwanda
We produce fully washed 100
red Bourbon with a
flavour profile cha
fruit, dark !
aciiait

A ethos of
social r as‘/)()n,sib)'h't_)/

2w
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N

"
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-
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or our community

Sustainable coffee farming initiatives

Coffee directly affects the lives of over 2 800 farming families in our community
That's why we've initiated the Nova SAWA (Sustainable Arabica and Women in
Agriculture) pro xe—:t which aims to promote sustamabie farming initiatives that
respect the environment and help grow farmers’ income

wWe distnbuted 30.000-50,000 young coffee trees in 2020; we -baf" to triple the
figure. We plan to give 100,000 to 200,000 coffees trees, a vith shade and
tropical fruit trees, to every local coffee farming community eac h year. This
encourages and supports farmers w'w-- want t-- oin the coffee s

being environmentally sound.

)

We support beekeeping initiatives through the progect. Th | f
access honey, an important diet staple, increase their incomes through s
and maintain biodiversity in the farms. Our farmers also grow beans, mai
potatoes for crop diversity and to eat and sell



Extra brochure

16 Page booklet that can be used on
social media as individual posts too

3

Nova Coffee started as a family business in 2015. Our owner, Agnes Mukamushinja
and her husband, Managing Director, Felix Hitayezu, have worked in the coffee sector
for more than 25 years. They have founded a coffee enterprise that leads the way in
socially responsible practices.

a
o
Nova Coffee

Since 2015, we've engaged over 2,800 local small-holder farmers among of them 382
are women and we pride ourselves in implementing ethically and socially responsible
practices across our organisation. We have a strong commitment to gender equality,
education and health for our community.

The company builds houses for the poorer families in our society, constructs roads
and wells, and provides micro-credit facilities to our farmers.

<{/(N1QUE COFFEE

EXPERIENCES WITH

221TC TRADE IMPACT FOR GOOD
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info@novacof
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eorwanda.com

nevacafiserwanda.com

Dear Habib

Café des Maman ethical and traceable coffee from the hands of
Rwandan women to pilot cutting edge technology for better lives

We are pleased to provide you with a 350-gram single ongin 100% Red
Bourbon fully washed specialty coifee sample from NOVA coffes, Café
das Maman, Rwanda from the heart of Africa. Our coffes is blessed by the
fertile sof, grown at altitudes of 1800-2000m on the northern hils close to
the beautiful Muhazi Lake grown by women small holder farmers.

We are a women led and owned company. We pride ourselves in
implementing ethicaly and socially responsible practices across our
organisation. We have a strong commitment to gender equality, education
and health for our community.

NOVA coffee recognises that to ensure traceabilty, aquity, sustainably
and better Iives for all, blockchains could be cne of the many soluticns.
We are honoured to work with Shetrades RWANDA(ITC) and partner with
FARMER CONNECT to test the blockchain to support better ivelihoods.

Our coffes season this year, quality has been good but overall the volume
of coffee ia less. However, for the purpose to test the block chain we have
committed to put aside a full container of cur coffee.

We would be honourad to work with ONA coffee to pilot the block
chain technology to help women entrepreneurs exploit better markst
opportunities. We pride ourseives with many years' experience exporting
coffee to customers located across the world. We are customer focused,
organised and transparent, therefore, able and wiling to share information
and learnings to test the blockchain.

We understand you need to first cup our coffee, to ensurs it mests your
quality control processes, afterwards we would be open arranging a
zoom meeting with Farmer Connect and SheTrades (ITC) to discuss the
blockchain pilot.

CAgnes CPHlubamashinga

Owner and Managing Director of Nova Coffee

265
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Logo

Misozi exports green coffee, so we
focused on a light green palette

MISOzZli

22 1TC TRADE IMPACT FOR GOOD
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Business card

Gikondo, KK 530 St., NAEB HQ
Tel +250788730309

i Gashem Olivier
.~ Acting Managing Director E- mail olishema7@yahoo.fr

) Misozi Coffee Company 7olishema@gmail.com
NO bUS|neSS Card : Skype gashema.olivier
R Kigali - Rwanda

221TC TRADE IMPACT FOR GOOD



Brochure
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Pioneers of the Rwandan
coffee industry
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| — e -
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The best of
Rwandan
Fairtrade coffee

Coffee farming that
respects the land

fore - Owur agricultural practices:
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Website

New website design to transfer to their hosting planform

MISOZI COFTFEETE

misozi

\ EXPLORE PROJECTS ) L LEARN MORE \

ST

TRADE IMPACT FOR GOOD




A
m

N

TUK Coffee
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Logo

ITUK

TWONGERE UMUSARURO WA KAWA

oS
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Business card

3%

y:quie

No business card

EMMANUEL MANIRAHUHA
CWS MANAGER

+250787454099

TUKCOOPERATIVE@GMAIL.COM

&
TUK

TUK

AGNES NYINAWUMUNTU
COOP PRESIDENT

+250782373912
TUKCOOPERATIVE@GMAIL.COM

TRADE IMPACT FOR GOOD
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Brochure

At TUK Coffee, we strive to:

Empower female coffee growers to grow

high quality specialty coffee

Promote gender equality and social

change in Rwanda $
Provide health insurance coverage for h
every member

Distribute 100% of our specialty coffee

sales among our members

Continually improve our coffee through

our washing station and cupping lab

N o b rOCh u re £ Karagari 1 village, Rwimishinya cell, Rukara,

Kayonza, Eastern province, Rwanda
L, +250787454099
& tukcooperative@gmail.com
@ www.sustainablegrowersrwanda.org

TRADE IMPACT FOR GOOD




Ar TUK Coffes, we strive to

* Empower female coffes growers to grow
high quality specialty coffes

* FPromaote gender sguality and social
change in Rwanda

* Provide health insurancs coverage for
eyery mamoer

e Distribute 100% of our specialty colae
sales among our members

o Cantinually improve our caff=e throuah
cur washing station and cupping laby

& Karagari | wiilage, Rwimmishinys cell, Rukara,
Yayonza Eastern province, Rwanda
L +250787454099
& tvkcooperativedSgmaill.com
@ www ssstainablegrowersrwanda org : -




COFFEE THAT
GIVES BACK TO
THE COMMUNITY

The Twongere Umusaruro wa
Kawa (TUK) Cocperative is
located in Kayonza district in
Eastern Rwanda. We are owned
and cperated aslmost exclusively
by women

Clos= by is the Akagera National
Park with black, fertile soils
perfect for growing coffes. We
are high up in the mountains
1,650m sbove sea |level on the
border with Tanzania. There is a
rich biodiversity and asbundance
of native wildlife including lions,
leopards, zebras, elephants and
many types of birds including the
rare shoebdl stork.

TUK iz a cocperative of 157
women and 3 men, and mo=t

are 25.45 years odd. We produce
Arabica Bourbon specialty

coffes, fully washed and haney
processad, cupping at 87

points. Our wonderful coffee ia
characterized by sweet favours of
honey, citrus and chocolate

We roast coffes the traditional
wiay and enjoy it with visitors
from all over the world who come
to learn and share cur coffee
proceszes from zeed to cup.

We have own coffee washing
station and a cuppang lab to .
ensure guality in every single lot
Our members carefully hand-zort
the cofiee sach step of the way

In 2017, we weres proud to rank
30th best coffes in the world by
Coffes Review, the worlds l=ading
coffes guide

A WOMAN IS
ABLE AND SHE
IS POWERFUL

Women are very results-driven
and passionate people in
Rwandan society. When they
come togethers, you can always
expect great things. Our coffes =
consistently strong and delicious
because it comes from the hands
of women.

Champiocnang women and thear
potential a= coffee farmers is at
the core of everything we do. We
want to raise women up, teach
them to stand confidently and
take awnership of their coffes
businesses,

Traditionally, the coffes industry
n Rwandas was only for men

But through TUK cooperative
We 2mMpower women, promots
gender equality and make our
Own maoney 1o improve our
families’ standards of living

We believe in supporting owr
members every step of the way,
starting with strong bodies and
minds. TUK provides health

neurance for every member.

By growing specialty coffee, our
members sarn premium prices for
their coffee. We believe in sharing

# P :
profits 100%.
-

L bad 4

WE NURTURE OUR
COFFEE TREES AND
OUR ENVIRONMENT

Our cooperative has 5000 coffee trees planted
on 10ha 2ha of that land iz inter-cropped with
bananas, maize, beans and potatoes for shade,
focd and extra income in the off seazon.

As producers, we practice good agricultural
practices including using grass=es for mulch and
mixing organic fertilizers with inorganic. We
prune to make sure the coffee trees get encugh
sun for photosynthes= and to prevent pests.

We are in the process of moving to organic
farming and getting accreditation

HAND-PICKED AND
PROCESSED FOR
QUALITY CONTROL

We gained owr own coffee washing station
(CWE) in 2015 which has allowed cur
cooperative far greater control and ownership
over the processing and quality of our coffees

Ouwr cupping lab also sllows us to grade ocur
own coffee and continually improve and refine
our products

We process our fully washed beans no later
than 8 howrs after harvesting. All of our coffee

is sorted, graded and sorted again by hand 1o
ensure quality control. We then dry and monitor
the mosture content regularly before storing
the beans in optimal conditions.

IT'S A BRIGHT
FUTURE FOR TUK

We have so many plans 1o develog
and expand our busines=s We want
to construct & road from the farms
to our CWS to ensure we delver
our beans on time. We plan to
bulld a security fence around the
CWS and buy our own truck for
transport

We alzo will continue to protect
our environment, and work with
schools 1o educate young women
about coffee production.

Az well, we would bke 1o pay cur
farmers online and intreduce
e.commerce into our business.

“TWONGERE IS A
YOUNG COOPERATIVE
FULL OF HOPE AND
HIGH-QUALITY RED
BOURBON COFFEES.”
SUSTAINABLE HARVEST
INC, PORTLAND, USA
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Branding guidelines
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Logo
f\@//‘;
TUK
Font M Colour
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Website

New website (to transfer to their hosting platform)

HOME ABOU

No website
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~ ORIGIN™
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Business card

ROOTS,

RWANDA

NN
PA (<3
Qllbert Gatali RWANDA
Director

. +250788 301 122
. . gilbert@rootsimizi.com
No business card -

“: www.rootsorigin.com

S
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Brochure

At Roots Origin,
we strive to:

* con ssh ly produ uce a drve rse ran, %: of

. ur farmers to grow the best |
ffo poulbl 9 P
support women growers and women in

I adership positions
* establish Intango washing station as a place
lo hcng l s throus g coffee

dnvot a dry mill.

PP9 Y

Contact Roots
ROOTS, Origin for
° - exceptional coffee
2l that transforms
lives

KG 8 Avenue, M&M Plaza, 5th Floor, Kigali,
Rwanda

. 4250788301122
= :lo ootsorigin.com ’ QROOTS(-J

WWW. roohongm com
“ ORIGIN®

No brochure

Before
serrc

TRADE IMPACT FOR GOOD



At Roots Origin,
we strive to:

*» consistenlly produce a diverse range of
outstanding, spedialty Rwandan coffees

* train our farmers to grow the best quality
coffee possible

* suppor! women growers and women in
leadership positions

* establish Intango washing station as a place
to change lives through coffee

* set up a professional cupping laboratory
and mnvest in a dry mill.

Contact Roots
ROOTS, Origin for .
= ORIGIN = exceptional coffee
that transforms
lives
KG 8 Avenue, M&M Plazo, Sth Floor, Kigali,

S +250788301122 :
= ;\loeroohadgia.com . T ROOTS.

~ ORIGIN ™




Passionate about coffee and
our farmers

At Roots Origin, we are passionate about Rwandan coffee and the farmers who
grow if. We are a social enterprise with quality, transparency and social impact
are at the core of who we are. That's why we're committed to produding and
selling coffee through ethical supply chains.

We produce superb micro lots of fully washed and natural coffees. At our
Intango washing station, 800 smallholder farming pariners grow and nurture
Mibirizi and Jackson varieties of Bourbon Arabica.

Our coffee grows at 1,560-1,900m high in rich volcanic soils in the Karongi
district in western Rwanda.

Cupping scores are consistentlly high, between 8587. Our 2020 harvest has a
fruit-driven flavour profile of cherries, banonas and almonds.

Intango [pronounced “Inango ™) is a small coffee washing stalion (CWS) on the
edge of Lake Kivu. Once part of a cooperative that won the 2014 Rwanda Cup
of Excellence, it became rundown when the cooperative dissolved. That's when
Gilbert Gatali tock over.

A Rwandan who grew uvp in Canada, Gilbert returned to his homeland as a
coffee importer. Gilbert is a pioneer of spedialty coffee in Rwanda. As the
mana of Rwonda's first former-ownecr:peciolly coffee export company, he
helped hundreds of farmers improve the quality of their coffee. Then bought
Intango CWS.

‘Intangeo’ is Kinyarwanda for "beginning’. Gilbert wanted 1o create a communal
place farmers and the community to come together and change their lives
through coffee farming. Intango works with only 400 farmers but Gilbert works
to supports each one.

Intongo’s coffee has the black
teo notes typical of the region
bot with explosive Rorals

and tropecal aond red frwit
notes thot are rare except in
the very top of Ecst Afnican
coffees. We weren? looking
for o third Rwondan partner
bot Intongo was just foo good
fo pass epd

This Side Up, Specialty Colfes
Ethical coffee e

putting farmers first

Roots Origin works with a total of 835 farmers: 257 women and 578 men. Our
farmers have been producing coffees for decades with farms passed down from
one generation fo the other.

Beyond our quest for exceptional quality, we focus on social impact programs
for smallholder farmers. We've started working with a small group of women
farmers and in the 2020 season, will produce an exclusive women's coffee.

We believe in transparency and ownership for our coffee farmers. Roots Origin
has paved the way for specialty customers to access a range of superb Rwandan
coffees. Our services are fully transparent between the producers and the buyers
allowing value to permeate all through the supply chain.

We also invest in both quality and environmental sustainability, such as organic
farming and shade trees, and are committed to supporting women in company
managerial positions.
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Business card

‘
Kivubelt ICoffeLg:

euscher Inves

/

Kivubelt Coffee® Axel NGARAMBE

F ARM To CU P co FFE E Fo R S ALE H ER E axel.ngarambe@kivubeltcoffee.com

+250 783 014 580
NAEB Compound, P.OBox: 6842

Contact: 0783014580/ 0738621095 ~

www.kivubeltcoffee.com

De
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Brochure
Half fold Brochure

Kivubelt Coffee

Contact us for award-winning
Rwandan coffee
Address: KK 530St, NAEB Compound, Gikondo 6842 Kigali- Rwanda

Phone number: +250 783 014 580 +250 788 307 117
arambe@kivubeltcoffee.com;

No brochure e b oty

l,s I'TC TRADE IMPACT FOR GOQOD




Kivubelt Coffee

Contact us for award-winning
Rwandan coffee

Address: KK 5305, NAER Compound, Gikondo 6B42 Kigal- Ruands
Phone number: <250 783 014 580 +250 788 307 117

Email: axel ngarambe@%ivubeltcoffes com;

daudine kantengwa@kivubelitcoffes. com

Website: waw kivubehticoffee com

Kivubeit Coffee




Award-winning
coffee from
Lake Kivu

At Kivubelt, we grow coffee at an altitude
of 1550 1o 1800 metres on the shores of
the stunning Lake Kivy, in Nyamasheke,
western Rwanda. A humid, eguatorial mist
rizes from the lake and hovers across the
rich scils of the Virunga volcanoes. This
crestes an ideal climate and terrain for owr
exceptional coffes beans

Our award-winning Bourbon coffee has a
distinct aroma of blackcurrant, apricots,
blackberries, mangoes and almonds
Cupping scores are consistently between
83-89.

In 2018, we received the prestigicus Cup
of Excellence Presidential Award with a
cupping score of $0.03.

Investing
in the
community

Kivubelt Coffes was founded
in 2011 by Teuscher invest
Ltd, & Swiss and Rwandan
owned company, with over

200 acres of land in Gihoembo,

Nyamasheke.

Our founder is a Rwandan
woman, Furaha Umwizeye
Teuscher, who finished her
Masters of Economics in
Switzerland and wanted

to return to and make a
difference in her home
country. She started a coffee
plantation in Ghombeo.

Today Kivubelit has more than
90,000 coffes trees across
thres sstates

Sustainabl Unique,

grown coffee traceable

aromas

Our vision is to create a model coffee
plantation using the best sustainable
agricuftural practices, and to provide local
work opportunities. We grow coffee in

a region with excelient soll quality and vigua
thriving coffes plant= s differen

Kivubelt iz known for sustainability, ‘ _
traceability and transparency, as well as Md .
high-quality coffee, and we are proud to 2 ; and s

work to uphold those standards Y fose fnofes

Jarams - mango

aimond and dark ¢

berry

work to:

o the farrm N1

= Opooriuruhes ana w

ya - ficeal, oeunge.
aromes, with
and = juicy, sweet,

-k d

jsckirult, honey

noceabTes

Nyaruzina and Kamajumba - red

D& Dutter

2 Hearc- nNiNng oualsty
=nc

abile farmang tec Qu=z
ah Uity cofle 3



292
Branding guidelines

/

Kivubelt Coffee

Logo
4
Kivubelt Coffee
Colour i Font i
chevi ABCDEFGHIJKLM

NOPQRSTUVWXYZ.

01234567890
No branding guidelines
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Business card

Hillock Hillock
Coffee Coffee

Isaac Nsanzamahoro Clarisse Musabyemariya

Hillock Coffee Hillock Coffee

No business card

D

4% I'TC TRADE IMPACT FOR GOOD




Brochure

& ITC

Before

Contact Hillock
for the next generation
of Rwandan coffee

At Hillock Coffee, we work to:

especially women and youth
Train tive farming techniques

* Establish the first of its kind in shade
dried speciality coffee

Hillock
Coffee

TRADE IMPACT FOR GOOD



Contact Hillock
for the next generation
of Rwandan coffee

At Hilllock Coffee, we work to:

= Support and encourage young Rwandan

coffee farmers

Bring back Rwanda's coffee traditions

Employ local workers, especially women and youth
Tran farmers in innovative farming techniques
Establish the first of its kind in shade

dried speciality coffee

a

Hillock
'A Coffee




Innovative farming
and specialty coffee

We regularly train our existng and new farmers on better farming techniques
so they can increase their yield per cofiee tree. We am for farmers to reap at
least Skg from each coffee ree. We also give coffee saplings to our farmers to
increase their plantations.

Hillock Coffee intends to establish the processing of an mndustry-first, shade
dried speaiality coffee. Depending on the growth of the shade dried market, we
will replicate owr concept in other regions of Rwanda.

A focus on youth
and women farmers

Two thards of the workers in our management and processing activities are
women, We plan to expand our network of farmers with an emphass on women

and youth.

We tran them on moderm coffee farming practices, assist them in other income-
generating activities and engage them in the coffee business,

Harvest time = from April to August when university students are home on
holidays. This is a great opportumnity to help their parents and learn more about
coffes growing traditions and practices,
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Bond Coffee

RWANDAN SPECIALTY COFFEE
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Business card
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EXPORTERS

e —

Zacharie
Ntakirutimana

BOND COFFEE LTD

+250788316269
zacharie@bong.coffee

No business card

Before
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Social Media Posts

/
S

All the flavours of rich,
Rwandan specialty coffee

and

300

| packed in both g
0 and jute bags.
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Mont Elgon

https://mountelgoncoffeehoneycoop.webnode.com/
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Logo

Hard to read
Unclear graphics

&

Mot
ELGON

COFFEE ,HONEY

WOUNT g
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Business card

Rogers Wasibi
wasibirogers@yahoo.co.uk

f‘f & (lw.fl

&S ELGON

COFFEE £, HONEY

Mount Elgon Coffee & +256 782 574 213
Honey Cooperative Ltd mountelgoncoop.com

No business card

S TC TRADE IMPACT FOR GOOD
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Additional designs

Label Mug Apron

GROWN AT LGN g
SL00ES 26008 - 13000 AN

&S EIGON

ROASTED COFFEE

TRADE IMPACT FOR GOOD



Brochure

No brochure

WE WORK
WITH 700 SMALLHOLDER
MEMBERS AND HELD THEM INTEGRATE
BEEKEEPING WITH ARABICA COFFEE FARMING.
WE EMPOWER THEM WITH THE SKILLS AND KNOWLEDGE
TO IMPROVE THEIR FARMING TECHNIQUES AND
THE,QUALITY OF THEIR COFFEE AND HONEY.

305

QUALITY
COFFEE a«d HONEY
EMPOWERS LOCAL

FARMERS

Mol
ELGON

COFFEE [, HONEY

TRADE IMPACT FOR GOOD



CONTACT MOUNT ELGON
g SUPERB COFFEE aud HONEY

e —

* At Mount Elgon Caffes and Honey
Cooperative, we work ta:

HOUNT BLCON'S
EXCEPTION AL COFFEE BEANS
ARE CROWN IN THE STUNNNC REGON
OF NOUNT ELGON, 1900 - 2,300 METRES
ABOVE SEA LEVEL TMERE, THE WELL-DRAIMED,
VOLCANC RED SOL IS THE PERFECT FERTLE
GROUND TO PRODUCE SIPERIOS

QUALITY ARABICA COSREE &‘J‘-
W oo oot e or. AR QUALITY
S it Gl N i WOy FLIE P oA e o COFFEE axd HONEY
e v Corome SCo8 O b P T R EMPOWERS LOCAL
e S sl eensn s s aaions! . FARMERS

OUR FULLY WASHED ARABICA COSFEE
AND NOMEY ARE PROCUCED WITH CaGamC
AND COOPERATIVE POMNCPLES LAND IESTORATION,
CUMATE GLANGE NTERVENTIONS AND
SOCAL JUSTICE IS AT OUR CORE

& ELGON

COFFEE . HONEY

ELGON

COFFEE HONEY

Bugema Centre, Mbale-Tororo Road
P.O. Box 158, Mbale, Uganda
+256 782 574 213 / wasibirogers@yahoa co.uk



MOUNT ELGON COFFEE » HONEY COOPERATIVE

A THRIVING

COFFEE and HONEY INVESTING

COMMUNITY s, W 7 T, BACK INTO OUR
e i N COFFEE and HONEY
FARMS




Branding guidelines

No branding guidelines

&SEGON

COFFEE § HONEY

MOUNT ELGON / BRAND GUIDELINES / COLOUR PALETTE

2.,
e
YELLOW 124C

A seamless pattemn of green his, black coffee and yellow honey flowing together will be a 200d pattern to omament and
illstrate graphics on MeElgon communications

After

MOUNT ELGON / BRAND GUIDELINES / LOGO

Previous Mount Elgon has changed
to reflect a clear identification
{ oftheir main products.

| e smargyivoedin A p
mEn SBHGON
#illustrated in single and COFFEE, EY

recognizabie icon.

S
)
9
:
§

Hand and Clean fonts combined also helps
to aiternate and set some visual rythm.

OGO,/ SPACHG = i35S Keap always cartain “air”

around logo to ensure
s proper isolation

V
!
\
| oo o
|
|

Minirmum Size 2 ¢m / 50 px

MOUNT ELGON / BRAND GUIDELINES / TYPOGRAPHY

TITLES

MARKET DECO

ABCDEFGHIJKLMNOPQRSTUVW
THIS IS A SAMPLE TITLING

ALTERNATIVE TITLES

SUNRISE
ARCDEFGUiOKLMNOPRRSTUVM

TUiS iS AN ALTERNATIVE TiTLiNG

BODY / PARAGARAPH TEXTS

Open Sans
Regular Bold

sbedetghijximnoparstuvw
ABCOEFGHIKLMNOPQRETUV
50

TRADE IMPACT FOR GOQOD



Website

figon Mount Elgon Coffee and Honey Co-operative

COFFEELHONEY  DRINK COFFEE-HONEY TO EMPOWER SMALLHOLDER FARMERS.

HOME ABOUTUS v OUR COFFEES v OUR HONEY OUR FERTILIZER CONTACT US

Relationship Coffees

Farm-Buyer Direct Relationships

New design to transfer to their existing website

é. ) “ COFFEE HONEY Shop  Aboutus Blog  Contact

High quality coffee & honey
empowers local farmers

SMount Elgon's exceptional coffee beans are grown in the stunning
region of Mount Elgon, 1.900 - 2,300 metres above sea level There,
the well-drained, volcanic red soil is the perfect fertile ground to

produce superiorquality Arabica coffee

The cool temperatures of 15™- 24°C. humidity and rainfall of 1.200 -
1.800mm per annum result in honey. tropical and floral flavours with

superior texture and cupping scores of 84+

Our fully washed Arabica coffee and honey are produced with
organic and cooperative principles. Land restoration, climate change

interventions and social justice is at our core.

We work with 700 smallholder members and help them integrate

beekeeping with Arabica coffee farming. We empower them with the
skills and knowledge to improve their farming techniques and the

quality of their coffee and honey.

After

TRADE IMPACT FOR GOOD
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https://kimcocoffee.webnode.com



Logo

Interesting icon but mixed with
photographs and accessorial shapes

311

TRADE IMPACT FOR GOOD



312

Business card

rrz

Martha Nalubega Wandera
martha. wandera@gmail.com

KIMCO Processors Limited

Address, Region,
Uganda, Zip Code “

+256 751 515 983
No business card

TRADE IMPACT FOR GOOD
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Additional designs

Label

Specific Information
of Origin, process,
altitude or other
details
500g

Q‘ 'o N

42 1TC

Bag

Apron
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Brochure
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KIMCO COFFEE
- DIFFERENCE

from beans grown on our family farm £ Empower and educate a new generation

d
&
&
X
%)

I'TG

No brochure

Before

in the Lake Victoria basin.
We also partner with smallholder
local farmers in the district of Lwengo.

of local female coffee growers.

Stop child labour and use profits to
support opportunities for local children.

Empower local families socially and

economically through coffee production HI H

Employ diligent natural, dry and
wet processing methods.
an 80+ cupping score (81.5 in 2020). You can expect

Protect our land through
a spicy, fruity and buttery flavour, medium to sustainable farming

well-balanced body and clean, sweet profile practices

with chocolate notes.
At Kimco, our focus is on promoting i .
women’s gainful participation in the coffee _ ~ = coNx CE

value chain. 15% of our profits support the prevention

Lwengo is renowned for its unique
flavoured Robusta, grown at high altitude in
warm and humid temperatures. This lends it its
characteristic complex flavour that consistently scores

of child exploitation in the coffee-growing . — = | { e — \ N\
communities of Lwengo district.

We want to produce the highest quality coffee we can,
while improving the socio-economic conditions of
smallholder women coffee farmers
and children in our
district.

PO. Box 36025, Kampala
+256 772 515 983
kimcocoffee@gmail.com
www.kimcocoffee.org

After

TRADE IMPACT FOR GOOD



KIMCO COFFEE
DIFFERENCE

We produce high quality coffee
nmb-nmonommmnyhm u > Empowar and educate & new generation
in the Lake Victoria basin. s i bocal fumale coffee growars
W aleos parises with ssusllcdder S e > Stop child labo nd - L
Stop chilld abour and usa profits t
Ll Sermmars in Uhe distret of Leenga support oppoctunities for local childrun
> Empower local families soctally an
. ! - | productian
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PO. Box 36025, Kampala
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Founded in 2017, Kissoo s drsvargs ssusessos

1 10 support our Joosd commuenity of Sersale

o 3 - <4
‘\
\‘ farznern We wanid Lo pol ssoow ooy in
a n wotnun x pockets #0 they can effectively

‘{1.‘\'1( b9

support Lhatr D les

OFFEs
= Ot vasson s 1o further support ihe female- owned

oodive senallbcoldery an he arvs. Ovur Lhe cext five
yunra, we plan Lo trais 1 200 women coffee farsmers in quality coffee

wding suproved ooffee Drming practsows
Barvesting posiinsyest handlisg snd marketicg. We will also russ
awarenaes arousd chald labowsr and support 500 childrun sl rak o

cantinue thesr educalion with supphios and undorms

I 2020, owr foandes,
Martha Wanders, was
wwvarded the Ugnnda
Wommn Enlrvprensars
Advancement Awasrd
(UWEAL) This highlogrbas

1he value and gnportanoe

of O msenan

SToPPIN

AS

1% of oar profits go Girecily Lo & progect Ll
pPrewas cluld explalation i colfee-growing

ooz usiiies in Lwengo

W work wilhh 104 furmuers across e disteed
Of thesee, 00 sctive saxmll bodder Barters porodace

aboral 40 000 lostes of colffow 4 ywur

W sirsve 10 souroe frocs Brsoees who do nol use

ciuld labour oo their Burms

W alseo ruise swnreseses acound clild labour
the coffes indusicry And we suppost 500 al-risd
culdren Lo continoe Lhaar eciuculsom wilth

supplisse and usslorms
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Branding guidelines

KIMCO / BRAND GUIDELINES / Colour Palette KIMCO / BRAND GUIDELINES / Typography
KIMCO

abedefghijklm rstuvw
This is a Sample Titling

Clarendon Bold

abedefghijklmnopqrstuvw
This is an Alternative Titling

JODY / PARAGARAPH TEXTS

B
Clarendon Light ilalaar 8

cbedefghiilmnoperavew 5o 8o s e et vy
ABCDEFGHUKLMNOPGRSTUV o cxkds vived rybee 1o e v et

No branding guidelines

221TC TRADE IMPACT FOR GOOD
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Website

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

BIVMOO ,,oomemoeomee  uom sowus smviss soc  conmacr
DBV . cuisie wwenco sieno

HIGH QUALITY
COFFEE with

a SOCIAL
CONSCIENCE

221TC TRADE IMPACT FOR GOOD



Salama

https://salamacoffee.webnode.com



Logo

Too heavy round Icon and not
aligned with coffee industry

COFFEE -
2, >
’, O
1871 M\\
#@ITIJ TRADE IMPACT FOR GOOD
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Business card

— g

et

Wittt 2, Rogers Siima

m Rogers.siima@salamacoffee.com

i 6 ! | Salama Coffee Estates Limited
Address 1234, Region, UGANDA
COFFEE
\/ +256 758 163 817
l/ \\

! W
AT salamacoffee.com ° o @

No business card

ZL1TC TRADE IMPACT FOR GOOD



Additional designs

Label Cup T-Shirt

; :/,
Y
WhEE 2y, e

(S alama

- COFFEE

NET WEIGHT

0009

$ITC TRADE IMPACT FOR GOOD



Brochure

No brochure

Before

T A

)’,s I'TC

Salama’s high quality coffee grows on the peaceful and
tranquil shores of Lake Victoria in Uganda, the largest
freshwater lake in Africa. Here, at 1,200 - 1,300 metres
above sea lev grow Robusta on our 386-hectare

farmlands in Mukono and Buikwe districts. The ondulating
hills with remarkable soil and atmospheric conditions lends
our coffee its characteristic sweet aromas

7
The natural tropical climate helps us produce a sweet
aromatic coffee that encompasses the unique qualities of
Uganda. Our farmland has long been home to the rich,
legendary Ugandan coffee taste, a flowery, mellow and
delicate taste that we are bringing back to life.

~
=

We're involved throughout the whole process
from bean to bag. We rely on modern technology.
sound environmental practices, ethical trading and our
motivated workforce to produce washed or natural
Robusta through to specialty level.

<

We grow Elite Robusta, a variety recently developed
by the Uganda Coffee Development Authority, which
produces quality beans very suited to our growing
conditions and environment.

PARTNER i US TO EXPERIEN
THE TRUE MEANING ¢ SALAM

Gt Salama, we waks to:

- Improve the livelihoods of our local communities
= Offer employment opportunities along the supply

- Obtain traceable, ethical and environmentally
friendly certifications

= Contribute to the revival of coffee growing in Ugal :
= Produce high quality natural Robusta through to s

level, with Arabica varieties soon to be added S I N G L E
ORIGIN COFFEE

AWAYE 2o ——— with —

THE REAL TASTE

OF UGANDA
alama
COFFEE e

7 AN
deppe e

- Rogers.siima@salamacoffee.com - www.salamacoffee. (

+256 758 163 817

C B
SALANA A —
COFFEE FACTORY

TRADE IMPACT FOR GOOD



SGMa F o QUaity COfTee Orons On INe Deacerul and
Lrangu shores OF Lake ViCIone in Uoancs, the larpest
frechmator lake in Afnica. Hare, af L2000 » L200 metres
ADOVE S8 vl We OTow RODWEEa O Owr J86-Mectare
farmiands v Mukono and Boowe cistacts. The ondlatng
Hidlks wath remarkable soX and atmosphenc condvtans lend's
OUF COITee U8 CHATRCISTIRIL SWeST aroumas

<

The natural ropical Clvmate NelDSE L= DroOuUCe @ Swoet
SOMGNC COTRE [hal aNCOMPa SIes INe Wingoe Quadties of
LUDanda. Owr Farmiand Nas Iong Desn Pome 10 the 1ich
logendary Upandan colffee taste, 2 fowwy, metow and
GRICAIS [S50¢ DAl we are HrnNgWng Sack 1o Mre
~
-

We're mvohvad Thoughout the whode Drocess
Fom Daan 1o DA We rady On modern Pechnoioy
SO A rONnMmental Draclices, &Nl IFdaing and Owr
modivaled workforce 1o prodace washed or nalurad
RObusta ouoh (0 seCRly fevel

~
SO
e Qrow ENDe RODUSTA, & varoly racancly Oowaioned
Ly e Ugnncs Colfes Devaloomant Aoy, mwiweh
DrocuceEs QUANY DEaNS pery SUled 10 0w vrowemg

CONOVEIONS and armvironumenit

PARTNER «/ US TO EXPERIENCE
THE TRUE MEANING ¢« SALAMA

7"u“-’l/'n'.’- YT S 1/" /I.
>l Ccommuunties

ong the Supdy chain

anmentally

wong 0 Ugancs

g 10 speCinity
be aoded

= www salamacoffee.com

+256 758 163 817

SINGLE
ORIGIN COFFEE

(('l'yl
THE REAL TASTE
OF UGANDA

!.I'\(l
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Branding guidelines

.
. ‘ ‘ SALAMA COFFEE/ BRAND GUIDELINES / Logo usages
&£ Bl a — - SR —

S/\ ¥ b 8/\

, o
alama (S((/{wm Oalarma

( S/‘//ll/’ﬂllx BRAND GUIDE

COIEFEE

backgrounds

Reversed gradient On round badge
4
SALAMA COFFEE / BRAND GUIDELINES / Colour Palette SALAMA COFFEE / BRAND GUIDELINES / Typography
TITLES
Fe722 187526 ABCDEFGHIJKLMNOPQRSTUVW
C:13 M:46 Y86 K4S C:80 M:30 Y100 K20 GOLDEN
131 G96 B:43 RS6 G117 B38 GRADIENT THIS IS A SAMPLE TITLING
PANTONE DARK GOLD 133¢c PANTONE GREEN 2273C
ALTERNATIVE TITLES
g/zeaf 62)1&(45,
RAND GUIDI L / Possible Pz .t
\/Hk/ NC Ul \FL\VPS Possible Patterns /,ﬂ(‘(/(/gﬁy['//”/m//[/j_)ﬂ”vw
\/-\,\ - a
— e e This is Tlternative Tt
-(m A DS A>\ L_/I L (l/l({ (/[(l[l((j 1/19
- - - S N7 -
No branding guidelines = e i
—— I\ .
e Gotham Light
W, “— — - delah .
—— e T
N i, N — -
5 7

After

TRADE IMPACT FOR GOQOD




Website

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

We updated the old website
want)

( %/1//4//[(( COFFEE

e

/ - '\\
(Salama
7

HOME THE COFFEE v OUR COMMUNITY ABOUT v REACH Us

SALAMA COFFEE FARM

Sun-Kissed Coffee

» \
: % O
- 3
Lgin co /ﬂ

From The Shores Of

. ; #THE REAL TAST&F UGANDA, =~ = -~
Lake Victoria 7 /S /N2

. )ﬁ —7/'
. _’,( - N, \ ‘

Ethical - Delicious - Sustainable

~ \
" -\
7 - 2 <
: ) ) - D
Al BT ML e SRS N » > y Lo \
‘ Explore Our Farm =» ‘ Watch Our Story © ‘ ? ! . 3 y 2
/ot - ‘ ; E % /\
> - N
\ 4 . ’ (@8

I'TC TRADE IMPACT FOR GOOD
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Fine and Speciality

https://fineandspeciality.webnode.com/



Logo

/
RS

&

WFiNE AND Sproility

‘We don't work to bill but to build.

329

+INE 85

SPECIALITY

We don't work to bill but to Build

TRADE IMPACT FOR GOOD
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Business card

I oy 2 Mary Nemsamha
E +INE & SPECIALITY

We don’t work to bill but to Build

Address 1234, Region, Uganda
+256 772 568 286 / 0702

000

No business card

$1TC TRADE IMPACT FOR GOOD



Brochure

No brochure

Get in touch The pearls
for Uganda’s of Africa
Fine & Specialty -Fine &

coffees specialty
coffees

At Fine & Specialty, we work to:

At Fine and Specialty,
we produce and sell
Uganda’s best Robusta
and Arabica coffees, » Empower women coffee producers
all cupping at 80+

&9 Bring Uganda’s finest and
specialty coffees to the world

Stop child labour in Ugandan

In our Robusta, you'll enjoy coffee farms

QT EEATITIS nc?tes < Ensure the integrity of our fine

with a spicy lemon finish and specialty coffee throughout
the processing stage

Our Arabica displays

berries and red plum, &9 Gain 4C, Rainforest Alliance,

Forest Grown, Bee Friendly Farming,

dark chocolate, citrus % X Z :
and Bird Friendly certifications

and spice.
We sell natural, honey

processed (semi-washed),
washed and specialty coffee.

FINE S SPECIALITY

We do > bill but t

Plot 43A2 Katumba Zone - Kyanja, Nakawa Division

+256 708 564 191 SPECI ALITY

+256 703 298 429 | +256 782 309 066
amnansamba@fineandspeciality.com We don’l WOfk to b,/[ bU[ to bUI/d

www.fineandspeciality.com |

TRADE IMPACT FOR GOQOD



Get in touch

for Uganda’s
Fine & Specialty
coffees

At Fine and Speciaity,
we produce and sell
Uganda’s best Robusta
and Arabica coffees,
all cupping at 80+

In our Robusta, you'll enjoy
chocolate and nutty notes
with a spicy lemon finish,

Our Arabica displays
berries and red plum,
dark chocolate, citrus

and spice.

We sell natural honey
processed (semi-washed),
washed and specialty coffee.

At Fine & Speclalty, we wark to

== Bring Uganda's finest and
specialty caffees to the world

Empower women coffee producers

——
= Stop child labour in Ugandan
coffee farms

== Ensure the Integrity of our fine
and specialty coffee throughout
the processing stage

== Gain 4C, Rainforest Alllance,
Forest Grown, Bee Friendly Farming,
and Bird Friendly certifications

FINE BSPECIALITY

'

ot 43A2 Katumba Zooe - Kyanda, Nakawa Devislon

+256 708 564 191

+256 703298 427 |« 256 TE2 309 D&s

amnansam bo@ fincandspecality.com

www incandspeciality.com |

INE &8 g

PECIALITY

We don't work to 0ilf but ro builg




Bringing

Uganda’s
fine & specialty
coffee to
the world Building a fairer coffee community
Flne and Specialty is 4 social enserpris
2y catfees my direction and perspective.
With their support and
guidance, my coffee brand is
among the top trendy coffee
products of youth and
women in Uganda”

Marbie Ndagire, Executive Director,
The Gold Pear] Coffee. Kampala, Uganda

Small & special coffees

Nganda, Erecta and Riberica
and Arabica SL14. 28and 34

J fine and speciaity coffees and =

ROV COVSQVeNZ ©OSES COSES




Branding guidelines

Fine & Specialty / BRAND GUIDELINES / Logo usages

8 g Original full hortzontal Hortzontal 21ines Stacked version

Sﬁ%ﬂuw
8 8

We don't work to bill but to Build = —— FINE &
g FINEBSPECIALITY  FINE 8SPECIALITY SPECIALITY
) Brandguide sl

x FINE 8SPECIALITY

Fine & Specialty / BRAND GUIDELINES / Colours Palette Fine & Specialty / BRAND GUIDELINES / Typography

TITLES

Aleo Bold

abcdefghijklmnopqrstuvw
This is a Sample Titling

ALTERNATIVE TITLES

SACKERS CLASSIC
ABCDEFCHIJIKLMNOPQRSTUVW

l.'. l .s.-.*. ' .q
.‘.-.'. ' .‘...‘
I.'. ' .sil.'. ' .q

No branding guidelines A ah

THis 1s AN ALTERNATIVE TITLING

BODY / PARAGRAPH TEXTS

Aleo Light

b i A

After

7S 1TC TRADE IMPACT FOR GOOD



Additional designs
Label Apron

100%

SELECTED
BEANS

=]
FINE ﬂg
SPECIALITY

FINE BSPECIALITY

We don't work to bill bu

Z21TC TRADE IMPACT FOR GOOD

>



Website

B FINE 8SPECIALITY

No website

S :
22 1TC

ABOUT OUR COFFEE CONTACT BLOG

Thefpearls o_f Africa,

V)
We don’t work to bill, e A
but to build 0,
U N f

TRADE IMPACT FOR GOQOD



Rwenzori

https://baristahouse.webnode.com/



Logo

Generic Font
Weak identity & T Fip S5

&
O -
@ .-

oo N ENGSTT
VIR COFFE®

ZLITC TRADE IMPACT FOR GOOD
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Business card

o @ Annet NYAKAISIKI

\TF 1%) info@baristahouse.com

COFFE®

BARISTA HOUSELTD

Address 1234, Region, UGANDA 290 752 408 821
No business card LSS A S S

SR 1TC TRADE IMPACT FOR GOOD



Additional designs

RVVETJZK)RJ

GOLED:

Label

Apron

RWENZORI
CHO) i D]

Cup

TRADE IMPACT FOR GOQOD



Brochure

e N, EXCELLENT EXE@EIREENI
BARISTA HOUSE UGANDAN COFFEE ROBUSTA & ARABICA
TOGETHER WE BUILD A LOVING —— FROM ——
COFFEE COMMUNITY. MT RWENZORI

Ovinno shopping Mall2nd Floor-Room SF 5, IN UGANDA
Kafumbe Mukasa Rd, Kisenyi, Kampala, Uganda
+256 752 408 821/ +256 776 408 821
baristahouse4@gmail.com

Barista House Limited is a family business located at
Ovino Shopping Mall, KafumbeMukasa Road in Kisenyi,

&
@
Kampala (U).We produce high quality coffee grown
and carefully processed by women in coffee on the YL_W EN ZO\

slopes of Mt. Rwenzori at an altitude of 2000m # CO FF E?’
above sea level in Kilembe region, Kasese District
bordering with Democratic Republic of Congo. At Barista House, we deliver:

5 5 X « High quality coffee
This coffee is blend of washed Arabica 4 consistently cupping at 82
and natural Arabica, roasted, grinded | + Barista skills and training

and packed under our label, Fo to help employ young Ugandans

« Recycling and upcycling of natural
Rwenzori Gold. Our coffee cups at 82 and has a round materials into new products
smooth body with'a sweet fruity background. Our 2 + Sustainable land
2 D management practices
flavour profile has notes of caramel, chocolate,
« Training and support

molasses, Jazimine, Spicynotes and citrus. for lccal tamers

We began in 2018 as a barista training school.
Now we also sell coffee and products such as coffee

N O b rOC h u re hand sanitizer, coffee hair oil, coffee soap,

and coffee brewing equipment:

BARISTA HOUSE

Before
ZLITC TRADE IMPACT FOR GOOD




BARISTA HOUSE

Barista House Limited is a family business located at
Ovino Shopping Mall, KafumbaeMukasa Road in Kisenyi,
Kampala (Ul.We produce high quality coffee grown
and carefully processed by women in coffee on the
slopes of ML Rwenzori at an altitude of 2000m
above sea level in Kiembe region, Kasese District
bordering with Democratic Republic of Congo.

This coffee & blend of washed Arabica
and natural Arabica roasted, grinded
and packed under our fabel

Rwenzor Godd Our coffee cups at 82 and has a round
smooth body with 3 sweet fruity background. Ouwr
flavour profile has notes of caramel, chocolate.
molasses, jazimine, Spicynotes and citrus.

We began in 2048 as a barista training school.
Now we also sell coffec and products such as coffee
hand sanitizer, coffee har oil coffee s0ap,
and coffee brewing equipment.

EXCELLENT
UGANDAN COFFEE

TOCETHER WE BUILD A LOVING
COFFEE COMMUNITY
Ovinng shagpang Mall 21 Fiooe Sioom SF 51
Katurnbe Mukcss Bt Kiorwl Kampol a Uganda
+256 752 408 821/ +256 776 408 81
barsahousetQonad com

e DN SN0 g wOndDr £55 Lo

‘
Q\V EN

Z

-

OR]

X

- ) ;

EXCELLENT

ROBUSTA & ARABICA
— —— FROM ———

MT RWENZORI
IN UGANDA

BARISTA HOUSE



TRAINING

YOUNG PEOPLE
IN BARISTA SKILLS

Al Barla Houso, we Taen young woman and
man N Spedaity cofoe beawing and b Sl
This iIncludes karning 10 mabe caie lame, COppuccing,
MOCCA VEO, chamex Sphon. 2er0 press and Fanch press

6 wall 25 mockiails, Jwices, smoothics and mikshabkes

W providie valuabie shils 10 young peopie Bhae halp thoam

10 find employmant in Ugandan cfes and resaurants

xuk\\l‘ LN
JRKING WITH

OUR LOCAL

COMMUN]TY Bria Houze works hand
Inhand with the local

commmunity. We Buy cofo fom 10Cal Qrowers, provide raining, and beip

widan th o maerket hage by CoNnecting them 10 other certified coflee buyers
Our farm traning Ncudes COMee Nursory C peraton, ganden astabichnont,
Coffee agronomy Plnting, traninghanding, do-SuaCherning, pruning, thineing
Surping, and pest and disease ManSemant], hanvesting and drying and wet
processing

Our 3 510 Pt I 3 ComMm ancil roSsiar 10 @pand our ro3ing capabiities

and InCradse CapaCity In ouwr DI taening schoaol

W ware 10 expand Gur Company aoross tha whole of Eaat and Cantad AN
Than se would Be abie 20 provide o 50 millons of unamployed peapie

RECYCLING.
, : AND
SUSTAINABILITY  Onowfamuweinesthe

TN, endrgy and resources in
PAOSOCENG Our NATLra] Diodvar sy thyough Sustarabie management. We
use crganec fortilaers locally produced 3t our Qem from plam m aterals e
Raves and Qroen grns, (Ao than iNorganic fartiioer. This onoures 2
minimal ute of pesticides and Synthetic fartiioes
By wsing cofos hushs for fusi and mudching, we Canry Out nutdont rocycing
We 350 manufactiuee cofle Shin produces sudh s coae ol boam spam
cafiee grounds. These recyded, natura produces e than sold in our shop
We 350 CONTonve walior Toudh SOl Waner MaNagement practces ko
muiching danage channels and rainwater harvesting

HIGH QUALITY
COFFEE FROM
WOMEN FARMERS




Branding guidelines

No branding guidelines

s,

RWENZORI

? GOLD

RWENZORI / BRAND GUIDELINES / Colour Palette

CBAFSD
€225 M330 Y75 KO
Ri203 G175 B96
"PANTONE GREEN 7751C

BRAND GUIDELINES / Gradients

RW

1 ,‘ -
ENZORI

After

RWENZORI / BRAND GUIDELINES / Logo usages

RWENZORI RWENZORI

NN

RWENZORI
Sal

RWENZORI / BRAND GUIDELINES / Typography

CATAMARAN BOLD
abcdefghijklmnopgrstuvw
This is a Sample Titling

MEDUSA
ABCDEFGHIJKLMNOPQRSTUV W
THISIS AN ALTERNATIVE TITLING
BODY / PARAGARAPH TEXTS

Catamaran Light

abcdefghijkimnopgrstuvw
ABCDEFGHIJKLMNOPORSTUV
WXYZ 1234567890!

TRADE IMPACT FOR GOQOD



Website

We developed a new website for the company

BARISTA HOUSE

They were unable to access their existing website

BARISTA HOUSE Ltd

R\X/E 050121

~ CcSFret

Excellent Robusta & Arabica from Mt Rwenzori in Uganda

Strong Women Strong Coffee

STRONG COFFEE

TG TRADE IMPACT FOR GOOD

%



https://mashacoffee.com/



Logo

TRADE IMPACT FOR GOQOD
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Business card

mashaqualityholdings@gmail.com Sylvia Achebet

AN
TSt

+256 772 568 286 / 0702 00

Address 1234,
Region, Uganda

No business card

TRADE IMPACT FOR GOOD
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Brochure

WOMEN-LED

,f/mm/@ «/{m%wa/ Ct#@&
MT ELGON, UGANDA

Masha Coffee is a family
founded and women-led
Arabica coffee company that
began in 2016. We produce
Arabica SL14 and SL28.

Our coffee is from far eastern
Uganda on the slopes of the
beautiful Mt Elgon in 5
Kapchorwa, Kween and : H“"',: J
Bukwo districts. High on the '

mountain at 1,800 - 2,400m above sea level, the air is

cool and humid and the soils rich and volcanic.

It is a perfect coffee-growing environment.

We produce specialty Arabica washed, natural and
honey processed coffee. Our flavour profile is dark
chocolate, caramel, fruity, milky and honey.

Our cupping scores are 85 for both the
naturals and honey processed coffee.

The aim of Masha is to achieve financial liberation
for women and youth through coffee farming.

We recently submitted our coffee samples to the
Best of the Pearl Arabica coffee competition,
an annual event by the Uganda
Coffee Federation and Uganda

Coffee Development
Association. We

performed so well,
we are motivated
to do more!

No brochure

Before
42 1TC TRADE IMPACT FOR GOOD




WOMEN-LED
for specialty women-led
| MT ELGON, UGANDA

Masha Coffee is a family-

>

' - ek " g - Rl g - oo \\_\‘. e ‘ § Avs
Jounded and wormen-led _ _ o S VO - R U Dt ¢ o ‘v
I

Arabica coffee company that ‘ ¢ 73 it : A
began in 2016. We produce - : asits : S BN . Bk g ¥ 3 ,M
Arabica SL14 and SLZS, 3 g :

Our coffee (s from far eastern

Uganda on the slopes of the

beautifid Mt Elgon in

Kapchorwa, Kween and

Bukwo districts. High on the
mountain ar 1,800 - 2. 400m above sea level the alr ts
cool and humid and the sotls rich and volcanic.

It is a perfect coffee-grow ing environment.

We produce spectalty Arabica washed, natural and
honey processed coffee. Our flavour profile is dark
chocolare, caramel frulry, milky and horey.

Ouwr cupping scores are 85 for both the
naturals and honey processed coffee.

The aim of Masha s to achieve financial liberation
for women and youth through coffee farnting.

We recently submitted our coffee samples to the

Best of the Pearl Arabica coffee competition, - =
an annual event by the Uganda ( : ‘:SJ Kapcharwa, Toskin M.m
Coffee Federation and Uganda ' : [ Xamowo Vge. Church Rd.
Coffee Development
Assoctation. We
performed so well,
we are morivared

o do more!




Masha Coffee
benefits the whole

”

’
Cornwdrndii il

-

.

When you buy Masha Coffee, you
directly support the women and
yourh in the Sedei region who
grow your coffee.

Owur coffes creates employmens
and otdwr opportunies all aloag
the preductian chaln. From the
farmers and pickers to the
washing ssations where the collTee
cherries are weighed, processed
and graded, and the packers and oXporters.

Every cap of Masha Coffes helps owr commnuniry.

We wans so improve the howsehald Income and gualiny of life for
our wosnen rmers. And we want 1o change commumity
perceprians abour growing specialty coffee.

A women-run business J @ i (L women

We are proud 10 e a female-Jed company. Our Execesive Directar isa
waman, as & our lead agronomiss, and most of our staff and
producers are women wa.

Our workers are from the local villages where the coffee
gardens are. We speak Kupsabiny and are Sadhiny by tribe.
We are ariginally pan of the Kalergions thas migrated fram
Erhiogia passed Renya and settled an the dopes of Mt Elgon

We are proud 10 go eyond farming and tale a halistic
approach 10 our business. We train our women workers ln
Gnancial Breracy and give them more confidence in general

Our growers wse the Incaome ey receive from specialry coffee for
schoal fees, health emergencies or o expand thelr small businesses.
Others bay nd ar improve their housing, for examgple, to upgrade
fromn a grass thaiched house 1o ane with a corrugased ron roof.

~ yojmeio farming and hand-picked coffee

Our farméng groups of 5 - 15 members ¢ach reserve a partion of their
own Lnd 1o grow Masha coffee. The colfes is intercropped with
bananas, bears, potaloes, malize. rees and

other crops to provide food, shade and cruoss-pollination

The volcanic soils have rich mineral conrent ldeadly suited for
Arabica coffee, whie fow pess survive the coold, misty climare.
This means our coffes is grown In arganic, natural condirsons,

Fram nursery bed to farm harvesting, Masda coffee
producers use radigional hand teals for planting,
weeding and harveszing. The beans are sorned
by hand as well, then ken through the
difforens processes for narural
hopey or washed.

Biodiversity « « sustainable farming

Mt Elgom Is rich in biodiversiky with many Indigenous rees, bees and
hirds, as well as andmals. Farmers typically keep goass and hens for
milk, eggs and manure; and most mportantly, donkeys wihich are
often used 10 ranspart the coffee beans down the sseep slopes

Al the farm level we dig renches so prevent sail erasion,
plans orees for shade and biodiversity, and mwlch 1o keep
the sails and plants strong,

In the rainy season, we collect rainwaser in hig tanks 10 we
when processing our coffee. We are also doing more hooey
processed and nararad coffees that require less water.

We built 2 pulping machine with rwo separase channels for pedip and
waste water. The pulped coffee retunmns 1o (5@ Zarders as Compost, as
does weediing and green leafage arcund the arnn.

Mt Elgon niche /72 ciai | coffee

Masha Calfee producers have been growing coffec for
abows 15 yoars haowever, we all grew up farming coffee
an small md@ly ploes. Coffee & In cur hlood bur we can
akso sew a brighter future in specialty coflee.

Specialry codfee ferwches better premiums which &n sarn beneflts car
comamuning. Yot many growers do net know how 1o produce i
We wuuld like 10 be different and tap oo this niche,

especially from Mr Elgon and eassern Uganda,



Branding guidelines

MASHA / BRAND GUIDELINES / Logo

Masha Coffee is strongly linked with
“origin” concept. From the name and
icon of their representative tree.

The serif-endings of the letters also
rervinds roots and branch extensicié m ﬂsﬂlﬂ

Y
Okt

BRAND GUIDELINES

Logo / Spacing - Sizes Keep always certain “air”

around logo to ensure
fits proper isolation

iR e
MASHR

Minimum Size 2 cm / 50 px

MASHA / BRAND GUIDELINES / Colours Palette MASHA / BRAND GUIDELINES / Typography
TITLES

Brian James

abcdefghijklmnopgrstuvw
This is a Sample Titling

E00408
C:0 M00 Y100 K:00
R:224 G4 BN
PANTONE RED 185

ALTERNATIVE TITLES
Cockves
BRAND GUIDELINES / Patterns ‘/'“{WA:/”& fqrfﬁww

BODY / PARAGARAPH TEXTS

Droid Serif i e prg

alignment s suggested over full justify

No branding guidelines

abedefghijkimnopqrstuvw since it flows in a more natural way
ABCDEFGHIKLMNOPQRSTUY and s i b o the voled st
WVZ 12345678901 Line spocing rocommended i 1500

5 6

Before After
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Additional designs

Label

kool

rod

S e

SITC

N

T-shirt

Cup

TRADE IMPACT FOR GOOD



Pull up banner

Before

@»"' )
4o 11C

Connecting People,
Creating Opportunities

S Church Road, Binyiny Town Council
Kween District, Uganda

X hello@mashacoffee.com
www.mashacoffee.com

© +256 772 568 286 {,+256 702 568 286

Roasted and packed by Nucafe LTD

Namanve, Kiwanga

Follow Us: [ £]

with support

Church Road, Roasted &
Binyiny Town Council packed by
Kween District, Uganda Nucafe LTD
hello@mashacoffee.com ;i;“““""e*
www.mashacoffee.com wanga

+256 702 568 286 Follow Us:
+256 772 568 286

TRADE IMPA

\W

CT FOR GOOD



Blog

HOME

We are ambitious to grow
FABULOUS COFFEE and to grow
our business!

OUR COFFEE

SUSTAINABILITY

Masha Coffee benefits the whole
community

TRADE IMPACT FOR GOQOD



Mbale/ToA

https://mbalearabicacoffee.webnode.com/



/
RS

Business card

No business card

357

Henry Mungau Wamozo
..'.:..“..“ hmungau@gmail.com
A )
BUGISU AA  osae o’
o 17 +256 782 199 899

Mbale Arabica
AFRICA  coicroasics e

MOST ENJOYABLE COFFEE Address 1234,

Bugisu,Uganda
tasteofafrica.com
-, S .
20 5.9 7 oS.0 ‘ 0. .0%2%
g ® 020050 00240 o g0 00t 4
00090, 200 " 0% 0ge 2% qYe%0ge o
nﬁ',.QA-°’°.-..°.°.s . ..“.""-‘7. °...\§07..

TRADE IMPACT FOR GOOD



Brochure

/
s

I'TG

No brochure

Before

D Mcts Colfos Rloaclann, wa aeunes

onqw\ienm&euuﬂw, noanlluopm}wﬁm

premium prices for oun

R"e =sSswte =skte =

Our superb washed Bugisu Arabica AA
grows at over 2,000m ASL on the peaks
of Mt Elgon, the highest volcanic mountain
in the world. Its exquisite aroma, developed by
careful growing in rich black and red volcanic soils
and swept by Lake Victoria winds, scores
above 85 at cupping tests.

Washed Bugisu Arabica is a world-renowned,
exquisite coffee. You say Bugisu, you say Uganda
quality Arabica. At Mbale Coffee Roasters,
we produce single origin Bugisu with a sweet,
floral and fruity flavour that also blends
well with other coffees.

Our coffee is sustainably sourced
and ethically produced by certified coffee farms.
and each of our Bugisu beans can be
traced back to its farm of origin.

S

P.O. Box 211, Mbale, Uganda
+256 782199 899
info@mbalearabicacoffeeroasterscom
mbalearabicacoffeeroasters.com

At Mbale Coffee Roasters, we work to:
y Ensure consistency in our production
~ to satisfy consumer requirements
@ Develop a traceability and
coffee certification plan
= Ensure that our renowned Bugisu AA
is not blended with coffee from other
parts of the world
S Purchase a modern coffee roaster
with an after-burner for

al sustainability

TRADE IMPACT FOR GOOD



P Mt Coffoe Ronchins, we seunss

on,nnh“bac.’c- mnll“opn’.cﬁm

7

Our super b wossed Bugisu Arabica AA
grows ot over 2 000m ASL on the pecks
of Mt Eigon. the highes=t volconic mountain
N the world It exausile aroma, developed by
careful growing n nch block ond red voicanc sois
ana swept by Lake Viclono wingds, scores

above 85 ot cupping tests

Washed Bug=u Arabico 1= a worki-renowned
exquete coffee You =ay B.»:_;cm.n you say Ugando
gually Araoco AL Mbdle Coffee Roasters
we produce singie ongn Bug=u with o sweet
fioral and fruty flovour that d=o tlends

wel wath ather coffees

Our coffes 1= sustanchly sourcea
ond ethcolly produced by certified coffee farms
and each of cur Bug=u beona can be

traced back to s farm of orign

@ 29RO s we =29

PO Box &1 Mbale, Ugando
+ 256782199899
nfo@mbalearctxcocaffecroastiers cory
mibalearabicocaffeeroasters con

At Mbale Coffee Roasters, we work toc

Ensure cormsiency n O produchon
1 Sotisfly CONSUMSr =y rermeris
Deveop o troceablity ond

caffee certfication plan

Ensure that aur rencaned Al
% ot blended with coffee from athe
parts of the workd

Purchase o modemn coffes roaster
with an after-burmer for

ervironmental sustainabiity
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Branding guidelines

No branding guidelines

BUGISU AA

“ArRicA

MOST ENJOYABLE COFFEE

TASTE OF AFRICA / BRAND GUIDELINES / Colour Palette

M0Y100 K00

RI26 G182 B32
PANTONE GREEN 368

BRAND GUIDELINES / Patterns
0% es's e300t
IolS ol 00 J':.‘.’ )
S ° S S
%’0°e“0°. 0500
Vg ® Oy ©
0¢%= 0legedl e

Ve
199°22,%=0%0%%

After

TASTE OF AFRICA / BRAND GUIDELINES / Typography

The concept behind this new
logo for Taste of Africa is to

Y sty the
Taste of Apica AicalCoftes sssociation.
d A s e St
o BralhsHnd Conffon =~ green. The strenght of this logo Is
—— in the colour mix representing
he Whoie Goos s

Logo/Spacing - Sizes Keep always certain "air"

around logo to ensure
iits proper isolation

iy
A

T Arca

Minimum Size 2em /50 px

TASTE OF AFRICA / BRAND GUIDELINES / Typography

TITLES

NEXA RUST SANS

ABCDEFGHIJKLMNOPQRSTUVW
THIS IS A SAMPLE TITLING

ALTERNATIVE TITLES

abedefghijhlmnopquntuow  ABCDEFGHITRATNGPAR STUVY

BODY / PARAGARAPH TEXTS

TRADE IMPACT FOR GOOD
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Additional designs
T-shirt Cup

Label

Rile' "SR Amca o
5: T ‘.‘.‘.;:':f.'
: “SAFRIcA
ZLITC TRADE IMPACT FOR GOOD



Website

.
TAS'E [MR'CA HOME ABOUT CONTACT BLOG

MBALE ARABICA COFFEE ROASTERS
/ »

_lhveffaste of Africa
pﬁre BugisulAA coffed /

-

At Mbale, we source organic Arabica coffee, roast it to perfection using sustainable

metho

i earn premium prices for our farmers.

Our superb washed Bugisu Arabica AA grows at over 2,000m ASL on the peaks of
Mt Elgon, the highest volcanic mountain in the world

Its exquisite aroma is developed by careful growing in rich black and red volcanic soils

and the cool humidity of nearby Lake Victoria. Our coffee consistently scores above

No website

85 at cupping tests

ashed 1gisu Arabica is a world-renowned, exquisite coffee. You say Bugisu, you
Washed Bugisu Arabica is a world-renowned, exquisit: ff Y Bugisu, you

Before After

ig C TRADE IMPACT FOR GOQOD



Africa Coffee Academy

FEE
DOE E*"@

&

= ' A
& -
o @
= Z
a
< 5’}
m

Africa Coffee Academy




Logo

Nice logo but they wanted to reflect innovation
and integration of different
steps of the chain

- Africa Coffee Academy
vw a total coffee experience:-

365

The second option was requested
for a youth division

N
\
EFYER Ak

. KNAUN

TRADE IMPACT FOR GOOD



366

Business card

Robert MUGENYI
mugenyi@africacoffeecacademy.com

Africa
b Coffee
“ *A Academy

A TOTAL COFFEE EXPERIENCE

O

Uganda - Kenya - Burundi
+256 782 199899 - africacoffeeacademy.com

No business card

TRADE IMPACT FOR GOOD

/
N
—
&)



Branding guidelines

No branding guidelines

Africa Coffee Academy

ACA / BRAND GUIDELINES / Colour Palette

BRAND GUIDELINES / Patterns

R

PR PR %r
2ag08E 5

e o he Sohe =

After

ACA / BRAND GUIDELINES / Logo usages

ACA / BRAND GUIDELINES / Typography
Clarendon Bold
abedefghijklmnopqrstuvw
This is a Sample Titling

ALTERNATIVE TITLES

Core Mellow 57

abcdefghijklmnopgrstuvw
This is an Alternative Titling

BODY / PARAGARAPH TEXTS
Clarendon Light

PQRSTUV

TRADE IMPACT FOR GOOD
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Additional designs

T-shirt

S ITC TRADE IMPACT FOR GOOD



Website

QMSv  CONSULTANCY ABOUT US ~

ACA COURSES

" ar he coffee ir

ACA COURSES

w @ & = w @~ & =

Chat with Africa Coffee Academy ...

© Continue as Adrian

Chat with Africa Coffee Academy ...

© Continue as Adrian

Continue as Guest Continue as Guest

WE FOCUS ON THOROUGHLY UNDERSTANDING
EVERY ASPECT OF EACH CLIENT'S COFFEE
BUSINESS NEEDS

WE FOCUS ON THOROUGHLY UNDERSTANDING
EVERY ASPECT OF EACH CLIENT’'S COFFEE ey iy
BUSINESS NEEDS

The ACA Team is passionately committed to what they do and more than ready to go that extra mile to make every The ACA Team is passionately committed to what they do and more than ready to go that extra mile to make every

Before

ZLITC TRADE IMPACT FOR GOOD



Kibinge

https://kibingecoffee.com/



Logo

Other 5 options were offered. However, they wanted
to keep a polished version of the same logo since
too many elements already done

KiBiNG KiBINGE
A COFFEE
TRADE IMPACT FOR GOOD



Brochure

No brochure

Before

(T ALl STARTED Witk FOUR COFFEE
FARMERS (N KIBINGE, CENTRAL VGANDA.
KIBINGE IS a REGION LONG FAMOVS
FOR EXCELLENT ROBUSTA COFFEE.
THE SOILS ARE WELL DRAINED, FERTILE
andt LOAMY axa THE AIR COOL andt HUMID.

In 1995, in a time of economic pressures and political unrest, the
quality and volume of Ugandan coffee had plummeted.

That is when our four founding coffee
farmers decided to bring the tradition of
high-quality Robusta coffee back to the hills
of Kibinge. They formed a farmers”association
that would become Kibinge Coffee Farmers’
Co-operative Society (KCFCS).

We became Fairtrade certified in 2011
and a registered Ugandan coffee exporter

in 2012. In 2013, KCFCS established a savings and credit unit
together with a farm supply shop to serve its members good

KIBINGE ¥
COFFEE i?RMFRS’ % COFF <

COOPERATIVE - o

DELIVERS:

*

*

>

Award-winning, Fairtrade natural Robusta
A caring coffee cooperative
Excellent agricultural practices

Proactive community
investment

+z;55'—?srz;-gz?;

After

\’Q
T (W&

Plot 82, Misanvu

awcews | CUPERE UGANDAN FAIRTRADE

Kibinge sub-county, S

T SPEGALTY (OFFEE

e S——r

382

kibingecoffe@gmail.com kibingecoffee.com
Plot 82, Misanvu Trading Ctre, Kibinge sub-county, Bukomansimbi, Uganda

TRADE IMPACT FOR GOQOD



Website

Current website was partially updated (ongoing implementation of changes)

“ G @ kibingecoffee.com

COFFEE - COOP

s 3
&K'BINGE ?5‘ Home About Us Services Testimonial Conta/g‘i: Us
/

"
-

v. -
Kibinge Coffee Farmers” Gooperatiyie SUcie;yj\as over 2032
e.!
registered membersafd, 50 fu]l—gne!mployees.
8 " '

@ v BEHO N :

TRADE IMPACT FOR GOOD



Blog

%4

WKIBINGE

COFFEE" COOP

" ARmICLES ‘AB‘OTJTKIBINGE -

LATEST POSTS

A caring, proactive cooperative restoring habitat in
central Uganda

374

TRADE IMPACT FOR GOOD



Bucadef

oy

SO AAGALA'AGALAMIDDE

https://bucadef.org.ug/



Logo

Low readability

o
Nl
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U
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BUGANDA COLTURAL AND OEVELOPMENT SOUNDATION

o

2¢11C

~,

N

CULTUY
OUV :“\1.\“
aNNo4 INIWAOD

—

BUCADEF

SSAAGALATAGALAMIDDE

TRADE IMPACT FOR GOQOD



Business card

No business card

Before

377

> Julianne Nassuuna

>N
A

3 z bds@bucadef.orgug
: v | . PO Box 7451
2 \.5 . Mengo Bulange,
” > Kabaka Anjagala Road
M . Kampala, Uganda
< +256(0)414 271870
SO AAGALA'AGALAMIDD EY ~ info@bucadeforgug

> Julianne Nassuuna

/ BUGANDA CULTURAL AND DEYELOPMENT FOUNDATION

p

y \ COAAGALA'AGALAMIDD T
PO Box 7451 Mengo Bulange, +256 (0)414 271 870
Kabaka Anjagala Road. info@bucadeforgug
Kampala, Uganda bucadef.org.ug

After

TRADE IMPACT FOR GOOD



Brochure
oz

e = @ ER S [OER e

-~ BUCADEF’S
\ PARTNERS

The Buganda Cultural and
Development Foundation (BUCADEF) aims
to promote and foster the culture, social and
economic advancement of all people of Buganda.
We do so by developing and implementing innovative
and sustainable projects in health, education, culture,
environment and other sectors.

BUGANDA CULTURAL AND DEVELOPMENT FOUNDATION

3
BUCADEF works in central Uganda, HELPI NG ACHI EVE

in the Bantu kingdom of Buganda. It is the largest

of all traditional kingdoms of the present AI.L THE A DlGNIFIED
East Africon region : ! PEOPLE OF QUALITY
BUCADEF is a registered non-government BUGAN DA OF I.IFE
organization that is also non-political and VvV VVAAAAAAA
non-sectarian. It was established by the Kingdom of CONTACT BUCADEF TO SUPPORT

Buganda in 1994. Buganda is endowed with many REAL COMMUNITY CHANGE IN BUGANDA
untapped resources which support sustainable

development opportunities for the betterment
of its communities. PO Box 7451 Mengo Bulange,
A Kabaka Anjagala Road
Our primary beneficiaries rural and
urban poor communities, women, youth +256 (0)414 271870
and disadvantaged peoples. info@bucadef.orgug
bucadef.orgug

%?.
G

T

\Y
Otyonngy yanao3™

QAR CWUURA

~

\
At BUCADEF, we aim to drive
N 0 b ro C h u re community development and
- increase living standards for
rural communities and the
urban poor in Buganda

SSAAGALATAGALAMIDpE

Before

ig C TRADE IMPACT FOR GOQOD




1o promote ond foster the culturs, social and
sconomic advancemaent of o people of Bugonda,

Wa do so by developing and implamanting innovative

k.f I'U'N JWateri s
® , @)IDP

BUCADEF'S BUCATEF 15 prou 10 work chivigucs

mary Lorasn org ntsratored portnecs
PARTNERS L0 dewer © runge of ooty LU oot
Cer cocple o C\-/g:d.l
Cur furdrg sourtes rdude the Bugonda
Cronom, Cartral Gowsrryrere. ook
ashertes Ftamosona s e
correrarhes wal-seahers, ot fnercis

and sustainabile projects in health, education, afture,
anvironment and other sectors.

BUCADEF works In central Ugonda,
In the Bantu kingdom of Bugandia. it is the lorgest
of all tracditional lingiornma of the present
Eost Africon reglon.

BUCADEF s a registened non-govemyment
cerganization that is also non-political and
non-sectarion. & wos estobished by the Kingdom of
Buganda In 1864 Buganda ks endowed with rmary
untapped rescurces which support sustaincbile
developrmaent opportunities for the betterment
of ity communitios,

Our primary bensdiciories rurcl ond
Wrban poor ComITRRitias. Wwornen, youth

and disodvantoged pecples.

5 #

FLUANOR CRLVIRAL ARD JLVELOOWINT fHINEATIY
—

\-:f:}_:"'; ?.‘_)'r"l‘t,i""['la.g

CONTACT BUCADEF TO SUPPORT
REAL COMMUNITY CHANGE IN BUGANDA

PO Hox /451 Menco Sulongce

Foboko Aryoocio Rood

+256 (0)414 271870
OO CrQug

DUCOSET Org ue
g

AL BUCADEF. we Om 1o Ornnve
DErMImUrly devaoomenit and
NOresse g stormooras for
rurol commenities and the
ron pocr n Buganda

HELPING ACHIEVE
ALL THE A DIGNIFIED
PEOPLE OF QUALITY
BUGANDA OF LIFE

NAAAAANAAANN




BUCADEF
DOES
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Website

BUGANDA CULTURAL AND

DEVELOPMENT FOUNDATION SSAGALA" LUl

———

HOME ABOUT US TEAM PROJECTS PUBLICATION EVENT AND NEWS GALLERY PARTNERS CONTACT US

Buganda Cultural and Development

Foundation = (BUCADEF)

ABOUTUS « TEAMv « PROJECTSv + PUBLICATIONv + EVENTSANDNEWS + GALLERY

PARTNERS « CONTACTUS

Katikkiro Charles Peter Mayiga of Buganda during a visit in Bugerere

K28 Welcome to Buganda Cultural and Development Foundation (BUCADEF)

The Bugand

The Buganda kingdom established BUCADEF in 1994 as a Non-Governmental Organisation (No. $5914/1

432), non political legitimate body corporate particularly charged with spearheading and directing social

economic development in communities.
BUCADEF

e mcdolalichod b0 o cbioi o cuicboiiobado fooioros oo ond To dlao fh oo ckon dovde oo

peiolforo O Flo ool Do

After
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Mt Kenya

https://mountelgoncoffeeandhoneycoop.com/

I
I




Logo

TRADE IMPACT FOR GOOD
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Business card

Simon K. Gakinya ¢ °.
cco K S
0'34

MOUNT KENYA SPECIALTY .0
TEA AND COFFEE CO LTD. o).{

PO.Box 22829-00400 ‘&
Nairobi, Kenya ¢ °j

Tel: 4254723467903 Yo
O o mt.kenyaspecialtyteacoffee@gmail.com 9%

No business card

42 1TC TRADE IMPACT FOR GOOD
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Brochure

No brochure

Before

Mount Kenya Specialty Tea & Coffee Co.
is licensed exporter of green coffee beans.

Our focus is on specialty markets, The source
of our coffee is from our own medium coffee
estate and strategic partners from estates and
Co-operative societies. Our second source is
Jrom Nairobi Coffee Exchange platform
through bidding.

Regions producing our coffec are cast of
Aberdare ranges, cast and west of Mount
Kenya, Rift Valley escarpments’ and slopes of
Mount Elgon. Land altitude is 1700 o 2000
meters above sea level, with mineral rich
volcanic red soil. Annual rainfall and
temperature is 800-1200 mm and 18% - 26°%
respectively. Good practices and conducive
environment contributes to production of
hard-beans with unique quality attributes
attractive to specialty markets. We grow
Arabica coffec; 80% SL28, 15% Ruiru Il and
5% Batian.

Main harvest began October to December
where processing methods are fully washed,
semi-washed for black honey coffee and red
ripe cherry natural drying. Milling is January
to March and Trading is between February to
May. We contract liensed commercial milers
and supervise coffee milling.

Ourspeciality coffee quality is intense
Jragrance and aroma of black berry fruits,
nectar and honey notes, dark chocolate,
roasted nuts, toasty, sweet and winey flavour,
appealing acidity, rich body.creamy aftertaste,
uniform, dean and balance taste. Our cupping
overall scores range 86 - 90%.

To guarantee sustainability, we practice
integrated farming to conserve soil. Planting
[ruits and macadamia nuts trees, and dairy
cow; sheep and goats zero grazing provides
shades and compost manure to coffee trees. We
are also embracing organic farming. We also
protect water catchment areas in the environs
by planting trees.

Our coffec farms is a home to wild rabbits,
antelopes, porcupines, bees, butterflies and
many varicties of birds.

for supend. sutainable
caffee thall supports: farmens

© Lead sustainable production
and exports of premium
green and roasted coffee

© Maintain our excellent
88-90 cupping scores

© Ensure our coffee is
sustainably grown, traceable
and yields premium prices

© Provide sustainable jobs for
youth and women farmers
© Increase domestic coffee
consumption over the
next 5 years with our
affordable local
brand

+254 723 467 903

info@kenyaspe

www.kenyaspecialtyteacoffee.com

TRADE IMPACT FOR GOOD
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20 years’

Mount Kenva
Spedalty Tea & Coffee Co

stands at 1,870m high, eastof the

in Kenyan coffee
Aberdare ranges and west of e slopes =
of Mount Kenya. Here, blessed with Coopemtlves

consistent ranfall and mid
temperatures of 18- 260C, our coffee
bushes tarive and produce our

dekicious specialty coffee. in specialised wet-processing, dry milling, grading, warehousing, logistics
Ourfarmis also hometo and shipping for the cofiee industry. A licensed coffee taster and Q-grader,
wild rabbits, antdope, porcupines bhe has over 20 years’ experience with cofiee cooperatives.

Qur co-founder Simon K Gakinya, was an agricultural engineer, working

and many varieties of birds We I Simon witnessed farmers struggling to achieve yield
alsoreardairy cows, sheep and i efficiency, and the high quality and unique attributes
goats mosily on zero grazing. AP )' A necessary for speclalty coffee. He wanted to help farmers
direct their efforts to more efficient, quality-focused and

Our coffee has an intense fragrance
A Fagr sustainable farming methods.

and aroma of fruits, dark chocolate, J .
roasted nuss, citrus and black current, - ) 2 As a company, Mount Kenya's vision is to sustainably
sweetwine and cream aftertaste, and = = produce coffee beans that offer farm to consumer

an overall clain and balanced tasee. x traceability. And we're excited to see growers engage in
Our cupping scores speak for coffee farming as a business, to create jobs for youth and women, and to
themselves at 88-90 ensure sustainable coffee consumption and production.

Ourcoffee farm & asmal-medium - s
estate licensed to grow, wet process and

deliver beans © commercial nallers for

dry milling and grading As a single

licensed coffee grower in Muranga

County, wehave 1000 coffee trees in

the highlands surround ing Aberdare

ranges and Tana river tributaries

We also work with over 700
cooperatives and 3,000 ndividual
coffes farmers across Mount Kenya,
Mount Eigon and Rift Valley.
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Branding guidelines

MOUNT KENYA / BRAND GUIDELINES / Logo usages

Original / Full Color 1 Color

Sty

207 cores

BRAND GUIDELINES

'MOUNT KENYA / BRAND GUIDELINES / Colour Palette MOUNT KENYA / BRAND GUIDELINES / Typography

TITLES

MINION PRO BOLD
abcdefghijklmnopqrstuvw
This is a Sample Titling

ALTERNATIVE TITLES

BRAND GUIDELINES / Patterns g
’

LI o) T OT o) e A T o).
SO LS YeIR e ke Y26 )

(O7o)e L 417 2.8 T T oNe. " -
et s Kireis ot Bty
.337:.):‘):?};? ’27.'3:):_ }‘&_ 7 .3:7: ):. ):‘ ,‘ BODY / PARAGARAPH TEXTS

1 H H (re)ro i Aigrro)e Nere)o T Minion Pro
No branding guidelines e S K S

After
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Additional designs

Label

T-shirt

Cup

TRADE IMPACT FOR GOQOD



Website

/\*“HM Sk,

M
0y,
u"‘o

e <

HOME ABOUT US COFFEE SHIPPING [CONTACT US|

instant green masala black
coffee tea tea tea E

Welcome to Mount Kenya Specialty Tea & Coffee Company Ltd. Our offices are located in Ruiru Kenya. We are a coffee and
tea processing, grading and sampling company. We are also exporters of the most prestigous tea and coffee that Africa has
to offer.

*@\\T

qoks

1’ roree

Home
About us
Coffees

Teas

Blog
Shipping

Contact us

389

Sustainable Specially Coffee & Toa

FROM THE

After

HIGHLANDS OF KENYA

TRADE IMPACT FOR GOOD



E-commerce website

Categories

All products
Bee Products
Coffee

Honey

Other

&

COOPERATIVE

Coffee 1000g
32,000 UGX

PURE HONEY 1L
25,000 UGX

390

BEES WAX 1 Kg
30,000 UGX

TRADE IMPACT FOR GOOD



Chepsangor

A5

Chepsangotfitts

s COFFEE =

https://chepsangorcoffee.com/



Logo

cm

Chepsangoutfites

m——COFFEE =

TRADE IMPACT FOR GOOD



Business card

No business card

393

Rosebella LANGAT

info@chepsangorcoffee.com

Chepsangoctill

e COFPEFEE =

©00

Chepsangor Hills

Address 1234, Region, Kenya +256 752 408 821

TRADE IMPACT FOR GOOD




Brochure

Our 100% Arabica coffee Be part of the coffee revolution in Nandi Hills
from the lush, green rolling At Chepsangor Hills we work to:
in the Great Rift Valley, w -

in a cool cl

e i;\ ‘ ;\72

Unforgettable

In this beautiful region of rivers, waterfalls .
and abundant rain, warm winds sweep. Kenyan Arablca
across the valley from Lake Victoria. COffee
; produce excellent Kenyan use best agricultural
The climate enables a balanced ripening of v Aabica coffes v o e
the coffee cherry, giving it its unique taste. / revitalisethe traditional of our process
The rich volcanic soils contribute coftee growing land o/ create sustainable
to the flavour notes of dark chocolate, o/ cmpower women coffee farmers livelihoods for our local
caramel, maple, citrus and nuts, and a high who support their households Kenyan communities

cupping score of 84+.

Our mission is to give our customers a N N

holistic connection with good quality coffee 2 )

that does good. We work closely with local Cﬁaf’swm‘l‘t‘e& C&'QPS a%go’vH /‘%
communities, especially women and young ——COFFEE —

farmers, to achieve social, environmental e—— C O F F E E ———

and economic empowerment. h ffee@gmail.
+254 728 960 868 e chepsangorcofiee.com

No brochure 0%t it
‘u&s\gqu.
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Our 100% Arabica coffee comes straight

f e Great Bk Valley, where tt grows

in a cool climate at
1,700-2,000m altitude.

In 2heis Seaueifud region of rivers, waterfalls
and abundant rase, warm winds sweey
acrons the valley from Lake Viczarks

The ol issute exabdes o badancad ripesn of
the coffee cherry, alving @ (s sefgue tasTe.
The rich vokeunk: seils contribure

10 the favoer motes of dark chovolare,
caranel waplde, citrus srad muts, aed a hiak

cupplang scove of 88

Our mbisian i3 £ givw Oy CRSaners &
halistic canmection with good quadiry coffes
thae does good. We work clasedy witk bcal
ceremuniies, espacially woesen and youeg
farvuers, to ackieve soctsld, environmental

and ccovemic empowerment

Be part of the coffee revolution in Nandi Hills
At Chepsangor Hills we work o —————

o prodace excellent Kerpan

g - bt agricadtural
Aralsca colfen Practices in dvery part
2l ous proens

7 revitalne the trmiticnal

e s creste sotunedde
o empower woasn cofles Canners nvelihood tor our local
who support (heir hosshokds Comyue comunzaife

(xmp‘wglfﬁm

——COFFEE —

chepsangorcoffec@gmail. com
www.chepsangorcoffee.com

Unforgettable

Kenyan Arablca

coffee
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Good quality coffee

ther rioes

AL

is good business

Chepnaageor 11i8s Cottew 2 & Senily- owted coties farzx and
factory. Oar tousder, I Ronddela Lacagat, xnd boe hisand

bocgtst larxd 1 a relatavel y cieweipet jart of Nand

crmandey
They wers then sutted by e chilsiorn ot the ErmeT cwsen

who told theen thee the basxd had bewn coxce 2 coffer plastation

WItE 8 puilpeg atatson ared turtanes t2af pvow T ale

é powwr

that retzatsed today was oow cotiw trew oo the sbde of the

cr of Comcmety froen S dyiny staan vy the crver

s vacy ugpocted thr commantry with ool aad reedcs
P 3 8 unisizatie Wy, 1o Enposter Locsis 1D ke »
= ow
surwer. They & x sl anal L o walts 2
& h Yy Fiaxds attew trys i et S &
LR . iper ;T " » e

Today Chepamagor Hills Coffer farma
procemes and markets ver brand,
Tulos Colfee

LT 13TTTwTs An poodd uBura

y tocreaw el soxd st msvabaler

LaETy atud ruartrt misTmisticon

ol low =

Empowering women
EmMPpOoOwWers everyone

The womren of Chepnaogor sov very pamsciate s>out cofiee becvae
they kzow @ 11 kry 22 & cnvomx erpowertrere . T radtsocally i Kemwa,
stiy men can own land eawrver, theodagh a rurmher of comsaragzaty
Seetiof they tane Sert serauadad to allow worzea te plars thee own coties

SN 2 wn reaenrt e 90 STl 1 oA comrETsraty now mve 40 Ireew p h

Noet of arar Chejuan
por Nl facsery staff
are 1% -3y ol
wazien ars! own, whic
recetee ressalar

tretzing, toackading oo

grven coties grading

Al o sz, woTues
carefully wiect the
red-cipe chermim
durung harvest fav
PToC FETI g 30S 3o
the parchzwsss tn
perte tarn whils drymgy under the sin The pmth o oo cocsesanity s

™ rtew cotiew tranmy when they coroe bestw for vtacty brvaka

Quahty coffee that
doesn’t cost the earth

W 'ry panssate aboct soetayudrie produstees of our lagh- gasitty
cofiee. W tne gealy centified sends from the Cotler Besearch
focndation e cur dhudded rmarsery. We svosd setl eroson by ssng
2 zero- 6l mrthad when plestiog sedisegs. W adee teade b, terrace s0ad s mgases
1o provect the wi, wiich we tret sessaliy te sz ity health

Cottow trees grow ursier
cescysrs of M2grees
trewn whick provale shade
s orgmris leaf mumter foy
sorl hunadt s, W protect the
peveriizal rover that down
g vy tarmn 0y
mamtaizang & L6 ey

rorder af natiural

sepvtmizn. We alw

susealled bevfiioes t= sxppart Better politsstion durtng roffes Sowerng

Crar 1.9 tomsae per howr sea pulper machome goes i the flestfiry
foc defterrre precemng methodh, nuhsing haney

{oerm2 da, dacd ther
st sstrral coffen
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Branding guidelines

No branding guidelines

Chepsamgoutfitts

——COFFEE—

RAN
GUIDELINES

COLOR VECTORIZED IMAGES

After
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CHEPSANGOR HILLS / BRAND GUIDELINES / Typography

GENTIUM BOLD
abcdefghijklmnopqrstuvw
This is a Sample Titling

TIVE TITLES

aﬁc&cfgﬁu&ﬁ!&\uupq“ﬁuw

‘st iy an Aﬂ:ma:hve‘r&&%

Gentlum Regular
abedefghijklms

nopqrstuvw
ABCDERG HlIKLMNl PQRSTUV
WXYZ 1234567890!
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Additional designs

Label

1007 «rabiea beass fraw e

\\\UI/,

ccffee

Apron

398

Cup

———=COPPRE=——
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Website

We updated the existing website

(,‘[\‘P,M\‘J:\ﬂi((, Home  PROCESSES v  PRODUCTS v  Contact Us
=== COFEEE ==

Nursery Certified by Coffee Directorate and use certified seeds from coffee
research foundation.

Grown With Love On Our Farms

ZLITC TRADE IMPACT FOR GOOD



Sakami

http://sakamicoffee.com




Logo

%o,

401

SAKAMI

COFFEE cupme!

TRADE IMPACT FOR GOOD
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Business card

N Gloria Gummerus
> %

v Glogummerus.gg@gmail.com

?' (9
\\ Address 1234,
Region, Kenya
COFF mel
IEFEE 0P +254 0722711605

000
No business card ":\‘n
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Brochure

No brochure

Before

Mt Elgon, which peaks at 4,200 meters
a level, is a unique micro-climate
for growing coffee. Here, at ,800m is
Sakami Coffee, growing coffee across

of farmland and wetlands.

The wetlands draw groundwater from the
surrounding hills and provides us with a
year-around water source forour farm.

In turn, we protect it and the multitude of
birds, frogs and other wildlife that inhabit it.

Our Arabica trees are nourished by
Mt Elgon’s rich volcanic soils, cool,
humid climate and generous rainfall
matched by sunny periods.

Our coffee profile is floral, fruity,
carameland nutty with along aftertaste
anda well-balanced, tea-like acidity.
Our last harvest cuppedat 83-84.

Contact
Sakami for
specialty coffee
thatcares

Produce unique Kenyan coffee
that consistently cups at 84+

Provide tailored processing to
the needs of the customer

Protect the native wetlands
andencourage biodiversity
andlocal wildlife

Farm sustainably andresponsibly
for future generations

Assistlocalstudents and young
women

¢
o,

P.O. Box 75293 Nairobi
+254 722711605
sakamicoffee@gmail.com

www.sakamicoffee.com

TRADE IMPACT FOR GOOD

Unique
Kenyan
Arabica
from
MtElgon

COFFEE cupme!
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Unique
Kenyan
Arabica
from
MtElgon

Mt Elgon, which peaks at 4200 meters
abovesea lbvel, & aunigue micro-climate
for g iowing coffes. Hare, at 1800mis
Sakami Coffes, growing coffes across
B0 hectarasof farmland and wetlands.

Tha wetlands draw groundwater from the
surrounding hillss and provides us witha
year-around water sounce for our famn.

I turn, whe prodenct it and the miliitude of
birds, frogs and other wildlife thatinhabitit.

Our Arabica treesane nourished by
Mt Elgan's richwvolcanic soils, cool
humid dimate and gengrousraindall
rmatched by sunny periods

Our coffee profile i floral frruity;
caramel and nutty with along after taste
and a wall-balanced, tealikeacidity.

Our st harvest cuppadat B3-84.

Quality
Kenyan coffee
with adifference

Gioen Gummesus, the founder of Sakarn: Coffes, grew up at Tree

Rvers Coffes Farmant decided  venture back imo coffes growng

Glora warted © dstnguish Sarm froen wel-recognised Mt Kenya

coffers by concmntrasting on au she J=o ventired inD noer

raditona Kernyan processng ike honey and nsturals, and different
conbnatons of fementations and coffes varieties

Sk now offers &L 28, Ruiry, Batian and K7 vretes

wth proces=ng talaed » the dents need. Thiss a

ungue fropaaton on Kenyan pecalty coffee market

Sacarn s locaed in Berbeton, the famer fonte DML

and home 1o wid dephats and buffao Tocay the elephonts
add bufio have retreand to Mt Elgon Natona Park,
best inown for its caves, where they enoy doging

mirerak fram the wals and celings

Pioneering
greenenergy
powered coffee
and biodiversity

Saarm iz locaed n a remote location, uncomected © the power grd
As quch, we neoded D generte o own power. Naturaly we dhosea
grosn energy OFTion, USNG SO 10 power our irmgation and ighing
needs We were the frst fym n Kenya to wse sda irrgation for over
tenyexs

We ciraw our irrigation water fram the wetlands witin the fxm, whese
water soure is grouncwater seepng Fom the rings. The wetands
were peevoudy used for faming but we want 1o protect then

We've plarted dffemrt ndgenows rees sound the wetlands to heip
reoce wikiife habitat And the widide returned in sbuncance smal
gaxles aacvarks, mankeys, witd rabbats frogs and dorers of bra
spaces INCUdngG nestng orested oanes

We have read out beshives to enhance polimaton of cof

rmacacamia peonding better yeld and a hgher quaity of
We: support biodiveraty by growing cur coffee under macadamia trees
and 10 hectares of avocado tees, umng @ie herbodes to protect bees
and other insecs. We plan to increase macadamia production and
process dred and paded macadamia nuts, 3 well X start avocxdo
harvesting and eqports

We: 30 have a woern numery which peovides nuTitous much

fram coffes pup. Al prunng waste = left under he coffes tees

Ay ana feod the trans and IMOCOrGINETES




Branding guidelines

No branding guidelines
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SAKAMI / BRAND GUIDELINES / Colours Palette

BRAND GUIDELINES / Patterns
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405

SAKAMI / BRAND GUIDELINES /logo

Logo/Spacing - Sizes Keepalways certain ~air™
aroundlogo toens
proper isolation v ‘
Yo 7
s SAKAMI
FEE cupme!
Minimum Size 2¢m /50 px

SAKAMI / BRAND GUIDELINES / Typography

TITLES

SEO Optimist Black

abcdefghijkimnopgrstuvw
This is a Sample Titling

ALTERNATIVE TITLES

SEO Optimist Light

abcdefghijklmnopgrstuvw
This is an Alternative Titling

BODY / PARAGARAPH TEXTS
SEO Optimist

abcdet stuew
ABCOEFGHLIKLMNOPORSTUV
WXYZ 1234567890

TRADE IMPACT FOR GOOD
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Additional designs

Label T-shirt Cup

ZL1TC TRADE IMPACT FOR GOOD



Website

We updated the existing website

For more information reach us on: ./

Contact Us

TRADE IMPACT FOR GOQOD



Safari Lounge

Safar Lounge

SPECIALITY COFFEE




Brochure

No brochure

Before

N

7S 1TC

Safari Lounge, the unique purveyor of high premium feas,
coffee and honey, was founded in 2007 in Kenya.

Safari Lounge is an award-winning company producing and
selling Kenyd's finest teas, coffee and honey.
Qur customers are Kenyan hofels, restaurants,
cafés and international suppliers.

.We celebrate superior quality, rich tradition and the Kenyan
spirit. We work alongside local farmers, nurturing
relationships and the community.

Safari Lounge is founded on the principle of ethically sourced,
exceptional specialty and commercial coffee. We put our
heart and soul info roasting and blending our coffee while
ensuring benefits for everyone along the supply chain.

Our team of highly trained individuals are passionate about
tea and coffee. We roast our single origin or estate coffees in
small, micro-lot batches. Our coffee is always roasted to
order, so it's as fresh as possible.

At Safari Lounge,
we work to:

Provide a range of
award-winning specialty
coffees tailored to our
customers’ needs
e

Help protect African
endangered wildlife
through our
Conservation Coffees

Supply freshly roasted

specialty coffee from
our micro-roastery

Benchmarkiinnovative
solutions such as Barista
Milk and compostable
Nespresso-compatible
coffee capsules

CONTACT SAFARI LOUNGE
FOR AWARD-WINNING,
SPECIALTY KENYAN COFFEE

+254 772 244 202

sales@safarilounge.co.uk

PASSIONATELY CRAFTED
SPECIALTY KENYAN
COEREEE

Safar Lounge  Safar Lounge

000

SPECIALITY COFFEE PECIALITY COFFEE

After

TRADE IMPACT FOR GOOD



Safori Lounge, the unique purveyoe of high premiom teas, At Safari Lounge,

coffes and honey, wos founded in 2007 in Kenya we waSE:
Salori Lounge is on award-winning compaony producing ond Provide o ronge of
seling Kanya's fines? teas, coffee ond honey award-winning specalty
cofiees toilored to our
SR - im:'wm' m" customers’ needs
—_—
We colebvote superior quality, nch rodion and the Kemyan Help protect African
spinit. W work alongside bocal farmerns, nurturing endangered wildlife

btonshios and the R !_r'-:--'gr‘ our

Conservation Coffees

Safori Lounge 5 founded on fhe principle of eficalfy sowrced
excoptional specioly and commercial coffee. We put ouwr Supply freshly roasted
heart and soud io roasting and Blending our cofiee while spacialty cc-t’fcc' from
QuUr MKro-«roastery
ersuning benefis for evenyone along the supply chain :
Qur team of highly trained indriduals are passianate about Benchmarkinnovotive
feo and coffee. We roast our single onigin or esinte coffees in solutions zuch as Baristo
B icrodot Bechas: Our colles & 15 Mak and compostable
d R is ahway: Nespresso-compatible
ordet 30 if's os fresh as possible cofles consules

PASSIONATELY CRAFTED
SPECIALTY KENYAN
COFFEE

+254 772 244 202

sales@safarilounge.co.uk

Safar Lounge  Saofan Loungg

SPECIALITY COFFEE SPECIALITY COFFEE
000



SPECIALTY
BEANS
ROASTED to
PERFECTION

Scior lounge cfien: o prermeen sslection of locally
growns, soased ond blerded coffwes. They boast the
nch Sovoen asd cromes specic o e Seathy ol
ond culture cof Kervpa's formimg cooperciees

We oo wource the best sustonchis and etheal
hghgode Arobica ond fchwtn coles bom o
oorcm the Exd Alrcon regon. By puschaning coffes
becrn daectly bom cofles cocpescin, locally cs
wail ca regonaly, smclbclder trmens receve foe
byt prices

joxt o emporto, Scion lounge enssres the scclogecol
magrity of he prodection model by mwesting = the
gresn minchel skldls of i cooperctves

INTRODUCING BARISTA MILK

GO% of coffes wid a mikbosed spreanc Fwe $herds
of your coppucone ond ot o mk. . ord grece
coftes reech grect mik)

Salon Lownge secantly lonrudoted ond loesched o
Bornio Mk weh cor porteers 8io Food Prodecs

Mk cnc coffes - @ moch mode 2 hecverd

Owr Borata Mk won e Dory Froduct of e Yeor n
2018 = tha Al Food bbdatry Excallance Awords

CONSERVATION
COFFEE

We hove mtsodeced o sew ronge of
Comervaton Coffess. Our frst o Gonlla
Comarvaton Cofles. This deicious Hand
bom Ugondo o sarved Kampoops citer the
foomer leod shverbock of e Mubore gonlic
tzrily wha bve iz Bwindi brpanetroble Noticral Pok

Gardic Comarvoton Cofes 3 on owordwinning oo sntwrprae of
Comervation Through Pubic Heolth which worka wieh Ugandon Wildide
Authorty ond locad commenies. § o 1o rprove educson, heclbhcore

asd velihoods 30 fhat bormams and mosricls gonlics coe comcat

Wa cre do working on our Nortern Whits #heo Comervaton Cofes
owrced Son e bohds of Moust Kerpa. Tha norfhem whe rhine o e

et shino iz he workd wilh the remcising we ving n Of Pepto Comervercy
m cantrad Kampa

We core chout he ervrcrmert ' We it core
a2 with fhe idec of compostable copudes
2057 when Kenye borned sngle s plotc

PREMIUM
COMPOSTABLE
COFFEE
CAPSULES

W won e OO Asord for owr composichsia
Negrenccorpohble comuken ot he Akca
Food Induaty Excallence Awaords n 2019

Corpoictie Nexprens Compasle Copule
- » - Copasdes Colles 5ot dosn't coat he sarh
1 \ |W Owr revabonary copudies will divstegrote in
CXC - M0 doyn o notoro! elemets whan o compoat
oo . BeoEe® - SE6s tomen s 08 srvoormmard asd corwert rfo nondooc berrea
n the acd

Cur copacha ore mode from Bioacurced agomatena cnd produced manly
oo vegetcble htre: ond stosch

They cse comphcont with $he sringert EN | 3423 sondoed for chemeo
composton, Siodegradotion, denfegrotion ond qeaty of fncl compoat oed
scofaucty. The pockaging cartons ore FSC Forest Seworchibp Counc)
cccredited which mecr they cre mode ot of wood brom mapomible souros

OUR B2C CONCEPT

We deliver owr freshly roasied,

single ongn coffee beans fo your
doarstep every month — nice and easy
You con pouse or conced your
subscriphion ol any Sme

Price for 2 bogs / XXg
storts af 1,600 KES.

Quality - single origin coffee,
freshly roosted & seaszoncl

Zero waste - delivered
n reuscble confoiners

Control - anytime you want,
you can pause, stop or adjust

Yailored - roost profile and grind size
fo suit your taste and met of brewing

Shipping - all costs induded,
waorldwide shipping with tradang

Savings - cheaper than single orders

12 MONTHS
Save >15%

& MONTHS
Save > 10%

Loyalty rewords and
further discounts on
longer subscnptions:




https://utake.coffee/
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Logo

)
UJta lée

offee
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Business card

MBULA MUSAU
Founder and Chief
Empowerment Officer

® Bluebells Gardens, Shop 5,
Beijing Rd, Nairobi Area, Kenya

& +254204 408 897
+254 708 514 577

mbula@ utakecoffee.com

No business card

ZeITC TRADE IMPACT FOR GOOD
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Brochure

Before

Utake's certified specialty coffee
grows in the beautiful landscape of
Kenyan coffee growing highlands.

But we're not just specialty coffee growers and
roasters. We are transformative educators.

415

Contact Utake

for superb coffee that
exceeds every
expectation

TRANSFORMATIVE COFFEE
TRADERS, ROASTERS =+~ EDUCATORS

+254 20 440 8897

Visit our website for an updated schedule
of coffee courses and certifications!

TRADE IMPACT FOR GOOD



W produce a cup with mediunm, Bvely ackdity

and a smoocth, balonced body that scores 86 points
ond above (super specialy colegory). Flovour
noles inciude blackourront, bemy, chocolote,

haney lort, cone sugar swestness.

‘We expartly hand-roost beans in amall batches
according o cur clent's specifications and required
profie. We cup ond then package In ressaiable,
ervironmentolly friendly bogs thot pressrve the
freshnass of each balch. Our packoging comes

with our carefid noles on different cofiee grinda

and brewing methods. We wand to make an exceliend
<up of coffes accessible to every cofies lover.

‘We aim for nothing less than 1o ransionm the ves of
our commanity of growers, producers ond ConsuMers
by sncbiing o lsarmning emwirorsment supported by our
axperiance, networks ond partnerships.

‘We sel up the first SCA certified Premier Trolning
Campus In Kenya 1o cssess samples for export, and
froin and certtly colies professionals,

At Utake,
we oW
02>

A Pomrnaw
Trarang Canpes
Dipecaty Cattew
Svazczgram)

Make on excellent cup of coffee
occessdle 10 every cofiee lover

Tron, educoie and certily coflee
professonals of cuwr Speciality

Cotiee Acodermy

Swpport Atrican cofiee businesses to
exceed 1heir customar's expecliations

Engage o new generation of cofee
Qrowers in the indusing

- take

Coffee

Suebats Gordens Snop 5, Sejing Rd
Mavoko Subcounty Narobt Ao
(Mavoko Subcounty), Kerso

InioS vickecoltoacom
www.uloke.coffee

TRANSFORMATIVE COFFEE

TRADERS, ROASTERS

EDUCATORS
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- 5 y
mweﬂn coffee farmers Sinporling ot
' »édo«lzdg’e in the coffee industry

. o Lok, from o Swal red that meoes s Utale Coffes has devaioped training to ampower the most importond Evary yeor we select one young waman or man fram

e 'cS o HGN wit : r @ g00d cup of Comus segrnert of Bhe coffes volse Chott the coffes formes. Wa share ot cur @och of Kemya's fve coffee prochucing counties 1o atiend
ETRE: : ™ e ' ' KPoWdge On how 10 IMErowe Cofies Quality wilh local formens. 1he coveted gobal coffes QuOl Acaton, the Q Grader
W' Gona NFOUQH Our tTSNINg POTNers aI wadl o8 FesticoMes Conrse ot our Internctionally centified iab.

Carmaroon, Foirtrade Africa and the leaders of 5 main coffes This is cwr woyg to give bocdk, engoge youth and
cooperatives in Bthiopio share knowiedge In the coffee growing regiona.

-

sa Cotee Qua lly Instbute; nlernabonal - . . °

Wommaen Cofles Akance; nlemabensl Trode Conire, Alncon Fine
Coflee Associalion, o o FULIONG of proa 3 ’ Just hod what has got 10 be the works's
best cofee doinvered fo me fodoy The
aroma & on angher level | feel ke dwing
nio the bog LOLY! con? wolt 10 brow "

|
;

!
N Mugwe Karanjo. Dentist Navodi Kenyo




Branding guidelines

No branding guidelines
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UTAKE / BRAND GUIDELINES / Logo

Main elements of previous logo were @
\ recombined o get @ cleaner and sironger
\ was

logo. The spaces between letters
reworked for @ more consistant look. !

U t a k e N il lignod o wot rocind UtO'Le
Coffee

Logo / Spacing - Sizes

Keep alway:
around loge
itz proper i

Minimum Size 2 cm / 50 px

| 3

UTAKE / BRAND GUIDELINES / Colour Palette UTAKE / BRAND GUIDELINES / Typography

Quicksand Bold
- abcdefghijkim rstuvw
cs0M0 00 K0 This is a Sample Titling

2 G191 B0

RIS:
PANTONE GREEN 375C

ALTERNATIVE TITLES

L
This is an Altornative Ttling

Quicksand Light hcaros oehr Y

abedefghijkimnoparatvv
ABCOEFGHUK ST ks s s oo e

STUV
WXYZ 12345678901 L s secsnevendont s 150%

BRAND GUIDELINES / Patterns

TRADE IMPACT FOR GOOD



Additional designs

Label

Apron

419

Cup

TRADE IMPACT FOR GOOD



Website

We updated the existing website

fsf/:{\«, L
(@) e ;
| j/f ‘.(v&;ﬁg’/ About Us Unsipped Heroes Courses Blog Shop Contact Us

Quality

Coffee

Experts.

We are an innovative company
specialized in Coffee Quality Training,

Marketing, Research Consultancy
and Development Management

OFFEE QUALITY SCA TRAINER
INSTITUTE 2018-2021

& - =i N "
( Srnesn :.—,,‘-'~‘  =
| Q ARABICA
GRADER’
COFFEE
4 SKILLS
C PROGRAM AUTHORIZED

3% 1TC TRADE IMPACT FOR GOOD
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KaffiKawa
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Logo

They wanted to keep his existing logo and
develop an aligned sub-logo for a new
instant coffee product

“actoa

SIGNATURE KENYAN COFFEE

SIGNATURE KENYAN COFFEE

TRADE IMPACT FOR GOOD
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Jowam

ffee.co.ke/

:/[jowamco
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Brochure

Jowam Coffee is known for superb CONTACT
Arabica varieties, farmed in the volcanic JOWAM COFFEE
soils of Kenya's central highlands. FOR

SUPERB KENYAN
SPECIALTY COFFEE
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RICH KENYAN
SPECIALILY CO

Coffee plants in our region have just the right amount
of sunlight and rainfall. which brings out the rich AT JOWAM COFFEE, WE WORK TO:

flavours of dark chocolate, hazelnut and molasses. . Y
> Export Kenyan and regional green coffee beans .
to match the specifications of each ct

Our coffee is mostly washed and consistently
> Promote small-scale farmers by marketing their

cups at 85+ We roast coffee from each region et ? 5 oFi
separately to retain its sl e

> Introduce custs to Kenyan specialty coffee

distinct flavour characteristics. farms by creating one big coffee cormmunity
Nyeri, Meru, Kirinyaga, Kisii, S Use the Iatest tochnolog o naKe o
Bungoma and Machakos operations more effective and transparent
are our regional blends.

Nyeri coffee is known as
‘the heart of Black Gold Coffee’
because of the intense flavour inside
its slow developing, dense beans. Grown in
the highlands between the eastern base of
the Aberdare Range and the western slopes of
Mt Kenya, Nyeri beans developa classic Kenyan
taste profile fresh fruitiness, crisp citrus,
and bright and balanced acidity.

NAIROBI KENYA

coffeejowam@gmail.com

*254 0724 637 787

www. jowamcoffee.coke
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CONSISTENCY
AND

SUSTAINABILITY

Jowam Cofoa was foundad in Ane
2016 by a coffee dealar determinad
10 creata impact in tha coffes
nauslry. Since hen Jowam has
Decome a trustod doaler and
Sxporter of Kanyan graan Arabsca
ghobally recognizad for quality
JLELNANCE, CONSoNCY and oficiancy

W work Gractly with 2mall sCaio coffes producars wihtich
allows us 10 mantan a sustanabie sapproach Moot of owr
f2nrers Nave 4 000 - 7,000 roes We suppont hem with

traning and access to advanced farming technologies

EXPERTS
iIN —mm
GREEN COFFEE
EXPORTS

Jowam Tradng Coffec
Saporis appeaximataly & 000
Lags of graan cofad from
Kanya annualy Wea opanale
from o haad oo in
Naroby whera all the coffes
auCBons lake place.

Each weok our team roasts and cupc 500 sampies of coffoa to
&250%s ther Quality We than Lalke the incdhwa ol aucton lots and
carafully bland tham 1o tha reguirements of cach customear 'We
monitor the quaity and secuwrity of our Coffo gt up 10 axpont

TECHNOLOGY-POWERED
EFFICIENCY
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"Absolutely love it. The colffee
IS great andconsistent in quality.
My customers really appreciate Jowam
Coffee, making my coffee shop stand out
in serving quality coffees.”

Monica, Hoodexpressoh,
Nairobi, Kenya

“Since we switched to Jowam Coffee
here at Swahili Beach, we've experienced
an Iincrease in coffee jovers. Our staff have
become move knowledgeable and skilfed
throuagh training from the Jowam team.
Overall, Jowam Coffee is
a great experience.”

Joseph, Swahili Beach Resort,
Diani, Kenya
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THANK YOU
FOR YOUR ATTENTION

For more information about the Marketing Support
Programme, please send an email to:
Boulelouah@intracen.org
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