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ALL EYES ON

KENYA
•Farm Tools e.g. Prunning Saws, Secateurs e.t.c
•Coffee Processing Materials e.g. ShadeNets, Nylex
•Wet Processing Equipment e.g. Pulpers e.t.c
•Dry Processing Equipment e.g. Hullers e.t.c
•Export Processing Equipment e.g. Blending & Bulking
•Laboratory Equipment e.g. Sample Roasters, Moisture
Meters

•Roasters, Grinders, Packing machine i.e. Shop &

Industrial
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Kenya HQ Tel: + 254 20 210247/2107254/2107259/2107000
Uganda Tel: +256 414 221 363
Rwanda Tel +250 5 511 304
Tanzaina: +255 736 210 842
Ethiopia: +251 11 526 012
Mozambique +258 826 169 539
Email: coffee@brazafric.com
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A word from the
Executive Director
The Coffee prices have drifted lower over the past two
months. This has increased pressure for Exporters and
Farmers as the local markets continually adjust to these
volatile prices. The markets have indicated sufficient
stocks to cover the current demand. Exports from Brazil
have maintained a healthy volume, despite the lower
production levels expected in 2014/15, with exports in
May 13.8% higher than last year.
The Secretariat is in full gear to implement the new
strategic plan, whose 5 years goal is Sustainable
Resurgence of the African Coffee Industry. Working
with our partners, CBI, AFCA is carrying out a Strategy
Validation exercise within the chapters. Ethiopia and
Kenya have completed the strategy validation exercise
with Uganda and Tanzania scheduled for August 2014.
The feedback from the validation exercise will be used to
improve and refocus on key deliverables for the next 5
years.
The CFC project is accelerating farmer trainings in
Ethiopia, Kenya and Rwanda in view of the project end
in November 2014. Most countries have completed the
Farmer training phase and are assessing the impact of the
training on production of certified coffees. A stakeholders
meeting is planned for November 2014 in Nairobi and will
bring together all participating countries in the project.
The flagship Taste of the Harvest (ToH) program is ready
for a revamp to address the needs of the farmers and
exporters to access international markets, more effectively
for the specialty lots winning the ToH competition. To
achieve the market access role, all samples submitted to
the ToH will require to be backed by actual coffees, with
a minimum of 20 bag lots being expected. The winning

coffees will be Q graded and sent to specialty buyers.
The 12th AFCC & E preparations are in high gear. The event
will be held in Kenya from 12th to 14th February 2015 at
the Safari Park Hotel & Casino in Nairobi. The Host Country
Committee, which has members from the Government
and the private sector, has held 4 sessions in preparation
of the important event. We have an exciting range of
speakers and unique field trip opportunities coming up.
Registration will start on 1st August 2014 with special
discounted ‘Early Bird Rates’. We invite our members to
take advantage of the discounted registration fees offered
at the launch. Sponsorship opportunities are excellent
way to position your organization in the competitive
international markets. Seek out the specialized Coffee
workshops and Seminars. Please visit our website to get
more information.
AFCA is planning exciting programs this year. The
Women and Youth program has scheduled activities
and Workshop in Ethiopia, Uganda and Switzerland, The
reloaded Taste of harvest program has been scheduled
for Malawi, Tanzania, Uganda, Kenya and Ethiopia. Other
activities will be in South Africa, Germany, Costa Rica, USA,
Switzerland, London, China, Dubai and Japan. Members
are encouraged to participate in this international
exhibition with AFCA. Please contact us for more
information.
We thank our Members and Board of Directors for the
excellent support to the Secretariat and look forward to
even deeper relations as we open the chapter offices to
bring services closer to the Members.
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Participants at the AFCA Booth, 26th SCAA Exposition

AFCA at SCAA, SCAE 2014.
Over the Past years AFCA,under
its mandate of creating market
linkages for its members, has
been show casing African Taste
of Harvest (TOH) winning coffees
at the SCAA and SCAE eventsin
the Unites States of America
and Europe, respectively.The
26th SCAA Convention was
held in Seattle Washington from
the 25th to the 27thof April,
2014 and the event drew over
6000 people from around the
world. This event presented an
important platform for interaction
between the consumers and
the producers. In this regard,
AFCA co-shared an exhibition
boothwith the Common fund
for commodities under the CFC
–ICO-45 project,MoledinaCoffee
Company of Mombasa(Kenya) and
Mexim of Switzerland. Activities at
the booth included presentation
of the African coffees’ profiles,
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market promotion of African
coffees, brewing and tasting.The
booth received and recorded a
significant number of visitors who
appreciated the great taste of
African coffees.
The SCAE World of Coffee event
was another exciting experience.
Besides the Exhibition, there
was aWorld Coffee Roasting
Championship, aWorld
BrewersCup and the World Barista
Championship.All these events
were held the Rimini Feira in the
beautiful city Rimini of Italyfrom
12-14 June 2014.
The SCAE Exhibition had many
visitors that were attracted by the
great aroma and taste of African
coffees on display at the ACFA /
CFC Project booth. One of the
AFCA members (Mambo Coffee
of Tanzania) also co-shared the

booth with AFCA and the CFCICO-45 Project. Mambo Coffee
made secured genuine business
deals through the interaction with
the coffee buyers that visited the
booth. The CFC-ICO-45 project
also made a case for certification
and verification of African coffee
and the link of sustainable coffees
to coffee quality.In a nutshell, AFCA
exists for its members and their
interests. Through participation
of these events members’ coffees
are showcased to the world
and the world is brought to the
members through business deals,
sustainable coffee markets and
profitability – a recipe for improved
livelihoods. AFCA’s greatest
satisfaction is drawn from the
cause for sustainable Resurgence
of the African coffees and
sustainable growth of members’
businesses.
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UGACOF

MAKES 20
10th May 2014 - not
just anotherordinaryday
at UGACOF. 20years
and counting, the
staffs’devotion to sports
is only matched by their
commitment to Coffee.
On this D-day, all roads led
to Kavumba, a beautiful
recreationcenter far removed from
thehustle and bustle of the city
only filled with the sweet sound of
birds. The sports field is a vast array
of green with facilities for soccer
swimming, Volleyball and Netball.
Mike Kasamba, chairman of the
sports committee and chief
organizer of the day’s activities is
very happy with the involvementof
the new staff especially those
usually in the field. In more
ways than one, for the new staff,
this was their official induction
into the team.While the rest
cheered heartily on the sidelines,
MsRitahNajemba captain of the
Arabica Team and Robusta’s Ms.
Bukirwa Faith took charge of all
things sport. UGACOF’s Managing
Director, KailashNatani was a
clear fan’s favorite in the sack race

while the Robusta team boasted
of a sturdy volleyballer, Michael
Nuwagaba the company’s Chief
Operations Officer.
Later on, everybody was treated
to a sumptuous dinner in a
joyful ceremony in which guests
from AFCA and Uganda Coffee
Federationtook part. The evening
was highlighted wasgifts and
awards handed out to theday’s
champs.Martin Maraka of AFCA
congratulated UGACOF on its 20
years’ celebration and for being
a long time member of AFCA.
He also hailed the company for
exceling in the efforts to promote

the best Ugandan coffees.
KailashNatani, the company’s
managing Director, guest of
honor, in his speech said ‘this
was an exciting and triumphant
event; I take this opportunity
to congratulate the winners
and commend all of you here
today for the huge turn out and
livelyparticipation in the games.”
He also declared that to keep
up the spirit, management will
arrange for this to be an annual
event.
Ronald Agaba
UGACOF

Robusta’s Ms. Bukirwa receives trophy from UGACOF MD,Mr. Kailash and
Mr.Maraka of AFCA
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COFFEE PRICES DROP
IN JUNE 2014 - ICO
production levels expected in 2014/15, with exports in
The International Coffee Organisation (ICO) has
released the June Coffee monthly report which shows May 13.8% higher than last year.  
a drop in Coffee prices, as compared with May 2014.
Production
Based on the information currently available, total
With still no consensus on the size of the Brazilian
production in crop year 2013/14 is estimated at around
crop, and sufficient stocks to cover current demand
levels, prices of all four group indicators have drifted 145.2 million bags, virtually unchanged on the previous
lower over the past two months. The monthly average year. Total Arabica production is estimated at 85.3
million bags, down 4% on 2012/13, as the damage
of the ICO composite indicator was 7.3% lower in
June compared to May at 151.92 US cents/lb, its
from coffee leaf rust in Central America had a severe
impact on production, with around 4 million bags lost
lowest average since February. All group indicators
compared to 2011/12 (before the outbreak). Production
settled lower, with Colombian Milds, Other Milds
in Colombia has been revised slightly higher to 11
and Brazilian Naturals down 7.8%, 7.6%, and 9.1%
million bags, based on monthly production levels,
respectively, while Robustas also dropped by 4%.
which for the first nine months of crop year 2013/14
have already reached 8.8 million bags, 21.5% higher
Exports
than the same period in 2012/13.
Total exports in May 2014 were estimated at 9.6
Production of Robusta, on the other hand, is expected
million bags, 5.6% less than May 2013. This brings
total exports for the first eight months of coffee year to increase by 6% to 59.9 million bags, compared to 56.5
million in crop year 2012/13. This is mostly attributable
2013/14 (October to May) to 72.8 million bags, 3.9%
to the record crop of 27.5 million bags estimated
lower than the previous year. This is mostly due to
in Vietnam, although slightly lower production of
lower shipments from Central America, as well as a
significant drop in exports estimated from Indonesia, 11.67 million bags is expected in Indonesia. Robusta
production in India has also been revised down slightly
which are down 42.5% in the time period, from
7.3 million bags to 4.2 million. Exports from Brazil have due to damage from particularly heavy monsoon rains.
also maintained a healthy volume, despite the lower
(Full production data are available on the ICO website at www.ico.org/prices/po.htm. )
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Group Photo: Participants of the IT Portal Training, Nairobi, Kenya

CFC-ICO-45
Project’s IT Portal
The development of the
Information Technology (IT) Portal
is one of the technical assignments
embedded in the deliverables of
the CFC-ICO-45 project, ‘Building
Capacity in Coffee Certification
and Verification for Specialty
Coffee Farmers in in AFCA
countries” a five year project
which started in November
2009through a partnership
ofAfrican Fine Coffees Association
(AFCA) with the Common Fund for
Commodities (CFC), the European
Union (EU) and the International
Coffee Organisation (ICO).
This assignment was awarded
to Realtime Computer Systems
of Kenya through a competitive
bidding process.The project
stakeholders’ meeting held
in Bujumbura (Burundi)
recommended that technical
training on the operations of the

portal was expedient in order
to appraise the participating
countries and their representatives
on the tenets of compilation of
data.
Participants were drawn from
the nine participating countries;
Burundi, Ethiopia, Kenya, Malawi,
Rwanda, Tanzania, Uganda,
Zambia and Zimbabwe and
trained from 19-21 May 2014
at the SagretEquatorial Hotel,
Nairobi, Kenya.The scope of
the training encompassed the
articulation of the broad objectives
of the IT portal, application of the
technology platforms and design
framework .
The participants were given a
theoretical introduction to the IT
Portal and practical application
of the technology platform. They
were further engaged in a series
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of on-line data entry and basic
trouble-shooting of the operations
of the system,extensive practical
demonstrations on data entry and
management. Adjustments to
data-capture tools were made with
the input from the participants so
as to make the process relevant
to the varied scenarios in the
different project participating
countries. Additionally, gaps in
the data capture process were
filled-in with the assistance of
those in attendance. Certificates of
attendance were awarded at the
end of training workshop. Realtime
Computer Systems is now
consolidating all the data received
from the countries with the help
of the data capture tools in order
finalize and launch the operations
of the portal. The subdomain
(cfcico.afca.coffee) of thehas now
been set up and is up and running.
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WOMEN
YOUTH:

EMPOWER
AND

Empower the coffee value chain
AFCA and many in this sector
operate on the notion that
empowering small scale farmers
is vital for sustainability.We aim to
empower the coffee value chain
by working towards increasing the
capacities of farmers to add value
to the activities they are involved
in and to become involved in chain
management.
We all know that the work of women
and youth often takes place in least
valued parts of a value chain, e.g.
as home based workers or informal
workers generally. Women tend to
be paid little and for those in the
informal sector have jobs that are
not secure. Even though women
do an enormous share of the
activities on the farm, they are often
invisible. Besides, research shows
that women-owned enterprises in
comparison to their counterparts
suffer as they receive little or no
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services/support and are faced with
many constraints.
Women Vendor’s exhibition
and Forum
International Trade Centre’s Buyer
Mentor Groups (BMGs), a part of the
Global Platform’s commitment to
ensuring that women vendors are
well prepared to take advantage
of trade opportunities and achieve
commercial success. This platform
which was established in 2010,
under ITC’s leadership is a 10-year
initiative that aims to increase the
amount of corporate, government
and institutional procurement
secured by women vendors for
the ultimate purpose of bringing
economic benefit to women and
their communities. The activities
involved in the groups build
relationships between buyers and
sellers and are vital in shaping
seller capacity to meet buyer

requirements. Women vendors
receive mentoring and training
from sector specialists and buyers
who share information on their
sourcing policies and practices.
In April, aligned with the SCAA
annual symposium in Seattle, ITC/
IWCA brought together ,a select
group of women vendors in the
coffee sector from developing
countries in Africa and South
America.The group partook in
activities meant to prepare them to
successfully participate in business
to business activities. It was the
perfect place to promote and
make partnerships. Members of
the platform get an opportunity to
expand their network with relevant
organizations and get to know and
interact with potential buyers. The
next Women Vendor’s Exhibition
and Forum will be held in Kigali,
Rwanda in September 2014.
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taking decisions on their income and expenditure,
vivid impacts can be observed in terms of improved
livelihoods and welfare: Families have been able to
put up new houses, expanded their coffee gardens
and address the educational needs of their children.
Communities that adopt HRNS’ gender household
approach experience an increased participation of
women in Farmer Field School meetings, which leads
to more profound knowledge of agricultural practices
and quality requirements for coffee. As a result,
households are able to increase their outputs and
obtain quality premiums for their coffee. Due to more
transparent information sharing and joint decision
making of incomes, women are also less likely to side
sell coffee to local middlemen at a discount. This not
only increases a family’s overall income, but enhances
the performance of farmer organizations though
increased bulk sales.
The significant achievements show that participating
households are able to improve both their business
performance as well as their family’s livelihood. HRNS

BUILDING ON BEST PRACTICES:

How improving gender relations in coffee
farming households in Uganda enhances the
coffee value chain
Couple Seminars and Change Agents have become
buzzwords for Hanns R. Neumann Stiftung(HRNS)
gender household approach.HRNS’ experiences in
improving the livelihoods of smallholder coffee farmers
in Uganda have proven that women’s unequal access
to resources, opportunities and limited decision making
power seriously limit the benefit households derive
from coffee production. Since 2010 HRNS embarks
on an approach that promotes joint planning and
decision-making within coffee farming households in
Uganda.During couple seminars husbands and wives
engage in open discussions about the distribution of
responsibilities andresources within their households.
The participants naturally come to concludethat roles
and responsibilities need to be distributed more equally
among all members of their household. Couples that
subsequently express commitment to this view can
register as Change Agents and pioneer to implement
and encourage change within their own households
and their communities.
So far, findings from an external evaluation conducted
at the end of 2013 have indicated that the approach
has had a tremendous impact on the more than 17,000
households that were part of this initiative. Because of
the majority of households now jointly planning and

employsa non-confrontational household strategy
which includes both husband and wife and seeks to
reduce deeply entrenched cultural attitudes to promote
joint planning and managing of theiri ncome and
household.
The household approach also brings to light other
challenges faced within coffee farming households
such as domestic violence, HIV and AIDS, which have
considerable effects on families’ livelihoods.To address
these challenges, households are linked to health
centres orchild and family protection divisions of the
Ugandan Police.
Building on its extensive experiences and success, HRNS’
gender household approach will roll out in other East
and West African communities in Tanzania, Ethiopia and
Côte d’Ivoire to propel gender equality and empower
women in agricultural communities
To learn more about the gender household approach,
watch HRNS’ video on Youtube: “Improving Gender
Relations in Coffee-Farming Households”, or Get in touch
via www.hrnstiftung.org or
www.facebook.com/HRNStiftung
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JAVA COFFEE
AND TEA - KAMPALA

Nairobi, Mombasa, Nakuru, Kisumu and now in Kampala.
Java is home to the finest hand-roasted coffee and freshly
prepared home-style food.
Java Coffee and Tea in Kampala offers a full menu
served all day. Cakes, pies and pastries are baked daily
and delivered fresh every morning. Breakfast ranges from
the house specialty breakfastburrito to the homemade
granola with yogurt and fresh fruit. The lunch and dinner
menu ranges from a choice of wraps, signature salads and
classic sandwiches to hearty burgers, roasted chicken,
grilled pork chops and grilled fish. Unique to Java Coffee
and Tea are the Tex-Mexspecialties which include fajita
platters, quesadillas and Mexican beans and rice.
All ingredients are delivered fresh daily and sourced from
local vendorsin Uganda. Meals are prepared to order
and thehouse chef ensures that every plate served is
perfect and meets the highest quality standards. The Oldfashioned shakes are thick and delicious shakes are made
using their home-made gourmet all natural ice-cream.

Java Coffee and Tea located at the Village Mall
Bugolobi, opened its doors to the public this May. This is
Java’s inaugural branch in Kampala, a city that has been
growing exponentially over the last few years. Kampala
offers a mix of vibrance and flair and increasing demand
for diverse lifestyle choices which is apparent in the
opening up of upscale shopping malls. Java is keen to
grow its brand and customer base regionally in markets
that are responsive to the casual-dining offer and
Uganda was a clear first choice.
Java Coffee and Tea is sister-company to Nairobi Java
House established in 1999 in Nairobi, Kenya, with its
first branch at Adams Arcade. Java House introduced
the gourmet coffee drinking café culture 15 years ago
and has grown to 23 restaurants in prime locations in
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Java Coffee and Tea prides itself selling only the highest
quality of coffee with state of the art roasteries set up in
both Nairobi and Kampala. Through a rigorous cupping
process, the Roast master, Head Barista and house Coffee
Expert carefully select each batch of green coffee beans.
Java House’s gourmet coffee is hand-roasted daily in small
batches and delivered promptly to each restaurant to
ensure our guests enjoy maximum quality and freshness.
Java Coffee and Tea offers Kenya AA, Bugisu AA, Decaf
Kenya, Espresso and Gourmet Ethiopian coffee beans that
are freshly ground to order at every branch.
Java Coffee and Tea’s expertly trained baristas prepare
a range of coffee drinks at everyrestaurant. Guests can
enjoy our house coffees ,Kenya AB or BugisuAA,which is
brewed fresh every twenty minutes, a café latte, espresso,
macchiato, cappuccino, mocha or our signature Malindi
Macchiato. All coffee drinks are available in decaf.
Contact:
Angelique BennaarsLibese
Marketing Director
Angelique.Libese@nairobijavahouse.com
T:+254 721 646910
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Nestlé Kenya to recruit more
NESCAFÉ® coffee vendors
Nestlé Kenya to recruit more
NESCAFÉ coffee vendors
Nestlé Kenya is rolling
out a plan to recruit one
hundred entrepreneurs in its
NESCAFÉ ‘My Own Business’
(MYOWBU) programme
giving hope to job seekers
and helping to manage
rising youth unemployment
rates - currently estimated
between 65 and 80 percent.
MYOWBU initiative is led by
Nestlé Professional, the Nestlé
business that supplies the outof-home food service industry.
Launched in 2012, MYOWBU is
already breeding a new set of
entrepreneurs in the country who
are now able to earn up to KShs 500
per day in profits. Over 50 kits have
been distributed in the country
and about 30 youths are running
their own coffee businesses that are
recording commendable returns.
As part of the recruitment drive,
Nestlé Kenya through existing
vendors in high density market
areas identifies youth who after
undergoing prerequisite training,
are given free NESCAFÉkits. These
activities are overseen by Nestlé
Professional who provides operators
with equipment, guidance and extra
training.
Nestlé Professional also conducts
full day training in sales, quality
assurance and hygiene. Weekly and
monthly evaluations are also carried
out to ensure high standards are
maintained by all vendors.
In addressing the lack of capital, as
a challenge to self-employment,
Nestlé offers a starters’ pack that

allows a recruit to run his or her
business for three days. Each new
vendor is given a kit comprising a
coffee dispenser, NESCAFÉ products,
hot water flasks, disposable cups
among others. Thereafter, they are
able to purchase new stocks from
the vendors.
MYOWBU aims to recruit over 500
youths (ages between 24 and 35)
into this programme by 2016. And
as part of their short term goals this
year, Nestlé Kenya will be partnering
with various universities through
students’ clubs by giving them kits
to run their own businesses. This will
help the students earn enough to
support their clubs as an alternative
to relying on corporate sponsorship.
The MYOWBU programme was
started in West Africa before being
launched in Kenya in 2012 as part
of Nestlé’s Creating Shared Value
business principle. The principle is a
unique way of looking at Corporate
Social Responsibility – At Nestlé we
believe that we can do business
in ways that deliver long-term

shareholder value and benefit
society at the same time.
The programme aims to boost
the NESCAFÉ coffee brand in busy
public areas such as open markets,
stadiums and bus stops, while
helping operators appointed by
Nestlé Professional to manage their
street-vending business.
One of the beneficiaries, Mrs. Jacinta
Muthoni an existing MYOWBU
Operator, says the initiative not only
helps generate daily income, but
also as vendors they end up creating
more job opportunities.
“I thank God for the MYOWBU
initiative. For the few months I have
been in business, I have employed
7 vendors, sent my daughter to
a private university and with the
monthly income, I secured a loan to
buy a mini bus,” said Muthoni.
MYOWBU is a great way to build
entrepreneurial spirit and boost
the lives of young people and their
families, while getting closer to our
consumers.

MYOWBU Vendor Selling Coffee in Nairobi Ngara market
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Coffee Output drop:

Zambia

ZAMBIA recorded a decline in coffee production from 450 tonnes in 2013 to 200
tonnes this year; due to lack of a tree agriculture policy and long-term financing.
Zambia
Coffee Growers Association (ZCGA) chief executive officer Joseph
Tagumasaid Zambia’s coffee production had continued to drop.
Speaking at the Zambia Sugar 2014
Barista Championship in Lusaka,
Mr Taguma said there was need
for the Government to develop a
tree agriculture policy that would
support long-term tree crop
agriculture. “We don’t have a policy
that is geared towards promoting
tree crop agriculture because tree
crop agriculture by nature requires
long-term finances hence the need
for the Government to develop
a tree agriculture policy to help
grow this important sector,” he
said. Mr. Taguma explained that the
highest production ever achieved
was in 2004 when the country
recorded about 6,500. He hailed
the improvement in consumption
of coffee in Zambia and
thanked Zambia Sugar for being
part of the Barista Championship.
Aubrey Chibumba, Zambia Sugar
managing director, while speaking at
the function, said the company was
proud to promote Zambian coffee.
He emphasized that the main reason
why coffee production has reduced
in Zambia is because it is difficult get
long or short-term financing for the
growers to enable them run their
operations efficiently,” he said.
He said there is need to encourage
farmers to venture into tree crops
as they are considered as higher-
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value crop with a longer-term
sustainability.
Coffee Production in Zambia
Zambia produces about 1,600 metric
tonnes of coffee per annum (peaked
at 6,000 metric tonnes in 2004). The
number of coffee producers in the
country is small - comprising mainly
of eleven (11) large-scale and about
forty one (41) small-scale farmers.
The average area for large-scale
farmers is about 50 hectares and
7 hectares for small-scale farmers.
The small-scale farmers produce on
contract for the large-scale farmers
who have processing facilities. The
small-scale farmers are organized
in groups. The production areas
are Central, Lusaka and Northern
Provinces of Zambia.
As a result of the small number of
producers in the country there is
a potentially lucrative investment
opportunity in coffee production in
the country. The coffee producers
are developing their capacity to
roast and brew the coffee bean for
the domestic market, in particular
the commercial sector (hotels
and restaurants), as well as for the
regional markets.
Zambia is a high-yield producer of
high-quality mild Arabica coffee,

including the premier Triple A
brand coffee. Global coffee buyers
are increasingly responding to
consumers’ demand for certified
decaffeinated coffee.
Consumers are willing to pay a
higher premium for the certified
coffee. In this regard the Zambian
coffee growers are increasingly
shifting to growing certified coffee
and consolidating their presence in
this specialized coffee niche market.
This will allow them to receive a
price premium on their coffee and
overcome the constraints of high
production costs.
On the market scene, Zambia
exports US millions worth of raw
coffee mostly to South Africa,
Germany and the United Kingdom.
Zambia enjoys duty-free treatment
for coffee in its most international
markets, except in the Democratic
Republic of Congo. Zambian coffee
is almost exclusively marketed
through the Zambia Coffee Growers’
Association (ZCGA).
Zambia is targeting value addition
to the green bean, i.e. improving the
quality of post-harvesting operations
that add value to the exports of
green beans. These operations
include handling, weighting, drying,
grading and packaging.
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POWER OF 名 (Kāfēi) - a tale from the Land of
the Silk Route, once travelled by Marco Polo: At
the 3rd ‘Fushan Cup’ Int’l Barista Championship at
Fushan Coffee Culture & Romance town in China.
Sure enough, I was welcomed with
a cup of tea after which it was all
about coffee. According to a legend
I grew up to, ‘China’ is a land of tea
which is why I was surprised to
find that China is a serious coffee
growing country with Fushan being
its Robusta growing region while
Arabica is grown in the other parts
of the vast country.
The event was seamlessly organized
with baristas being right away
whisked off for a tour of Fushan
Coffee Culture town. We visited the
magnificent museum which not
only displays the rich coffee history
of China but also the contemporary
coffee scene. I had the pleasure
of trying Fu Shan coffee first hand
at the very same place. ‘Fu Shan
Coffee’ is a traditional Robusta from
the region. Its preparation involves
roasting the green coffee in the
morning, sugar is added to the
roasted coffee beans while they are
still hot leading to caramelication
creating its signature flavor. Roasted
beans are then ground using a
traditional hand grinder made with
stone wheels. The black coffee
is served with sugar and butter
specially made from condensed
milk.It has got a captivating aroma &
rich coffee character which blends
along with island environment.I was
more than honored to represent
Africa at the competition.
Competitors from all over the
world enjoyed the full Asian
experience considering majority
of the contenders made their
presentations in Chinese in addition
to the Chinese speaking judges.
Participants from elsewhere such
as I, addressed the listeners in
English fortunately with the help
of very skillful translators. It was an
amazing contest offering so much

to learn plus the added benefit of
meeting coffee pros from around
the world. I was bowled over by
the fact that the front runners
used coffee of Central American or
Ethiopian origin. The days when
it was explicit to use coffee from
one’s own coffee growing region
are long gone. The current trend
is to experiment with the diverse
coffees of the world and focus on
winning. The bar has been set quite
high and this year, the level of skill
& technique was phenomenal and
definitely surpassed expectation. It
comes down to creativity and art
and of course fundamental to this
competition, taste. Another crucial
element is sensory attributes of
coffee which is one of the bases
for baristas experimenting with
coffees of different origins. While
I was remarkably impressed by
baristas from Africa as they innately
took on the challenge with certain
skill and expertise, I would say our
presentation abilities need to be
spruced up a bit. What’s more, we
need to experiment more like the
others from the other parts of the
world in order to beef up winning
chances and play a leveled field at
these contests. The task ahead is to
venture into seeking and obtaining
different varieties especially

those that are winning as well as
getting trained by World Barrister
Championship level trainers.
Barristers in Africa would definitely
benefit from lots of exposure at a
global level.
Irrefutably, the China Coffee
culture is muchevolved as coffee
consumption is prominent and the
cafe culture is ever expanding.In
comparison, the coffee consumption
is still quite below average. One
cannot help but notice that the
few mushrooming coffee shops
we have, attract the high income
earner and not the average income
earner. It is common for Ugandan
consumers to order for food and
other beverages (not coffee) even
when they visit a café. We are
in dire need of a transformation
which can come in form of cheaper,
easily attainable and aggressively
marketed beverage to influence
the tea-drinking folks of the Pearl of
Africa. This transformation has got to
be a revolution-a necessary one. The
kind of campaign that will lead to
a complete alteration of the status.
We need to pick a leaf from our
comrades in Asia as we are living in
a fast changing world and coffee is a
big part of it.

Mark Okuta-1st Runner up, Africa Barrister Challenge 2014 and 1st Runner up
in Uganda National Barrister championship 2013
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KENYAN COFFEE:

Recent changes from
a Buyer’s Perspective
Phillip Schulter
Trader, Schluter SA
SCHLUTER SA is a Swiss company specialised in the African coffee. Phillip belongs to the
sixth generation of the family running the company. SCHLUTER has always promoted
the specialty coffee and is committed to promoting the coffee industry and improve
the lives of the coffee farmers.www.schluter.ch

Kenyan coffees lie firmly in the ‘gourmet coffee’ basket in
almost any buyer’s category. They occupy this space thanks
to their exceptional flavour profile, which is world renowned.
However, the sector they are selling into increasingly wants
more than just a good cup of coffee. They want to know that
it is a cup of coffee which does good. For this, they want to
have traceability and transparency in the supply chain, and
some look for certifications on top of this. Buyers also seek
to build and invest in long term relationships.

the wider parts of the pyramid at a
lower price - though still obtaining
premiums which most Central
American countries can only dream
of achieving.The noise made about
the small volumes sold at the top
of the pyramid can sometimes lead
to confusion about the commercial
reality of about 99% of the total
volume in the sector – a commercial
reality which is still excellent for
Kenya coffee as a whole.

In recent years, a growing share
of coffee exports have been
undertaken by a small number
of companies, many of which are
affiliated to multinational trading
groups. They have over the last 10
years invested significantly in the
Kenyan coffee sector, and most of
this investment has been directed to
smallholder farmers in giving them
training in agronomy, processing
and quality, and in helping them
become certified – all of which
has significantly increased farmer
incomes through higher yields and
higher premiums paid for good
quality. As marketing agents, these
companies receive a transparent
margin on the sales of these
coffees into the auction, and some
small quantities through direct
exports. The coffees produced and
marketed in this way clearly meet
the requirement of discerning
coffee buyers, who receive
excellent quality, with transparency,
traceability and certification. They

Having said this, there is room
for more people to fill the role
that these few export companies
currently do – although the
newcomers need to recognise that
it requires investment, commitment,
know-how and above all - time.
As there are a large number of
gourmet buyers in the international
market who all aspire to have the
‘first choice’ of the best lots, it may
be difficult for one exporter to
serve too many customers and be
able to offer fairly to each of them
the ‘first choice’. Hence, there is
space for new exporters, be it a
cooperative or regional organisation,
to join the exporting community.
However, they would need to be
able to provide competitive services
alongside existing organisations,
both in agronomy provision, as well
as where needed, pre-financing
the crop for the farmers. Also, new
organisations need to acquire the
skills and capacities for the export
trade, and need, above all, time to
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also have the chance to form long
term direct relationships with the
communities who produce the
coffee. These companies have done
an excellent and professional job.
In the past there have been those
who have suggested that the
auction system is some sort of cartel
which keeps Kenyan prices lower
than they should be, but those
with knowledge of the system
or who have had any experience
in the coffee market know well,
the auction has over many years
proved to be a highly competitive
and efficient was of marketing the
crop, and of price discovery for each
grade.
The coffee pricing world is like a
pyramid, with very small quantities
sitting on the top of the pyramid,
obtaining prices which sometimes
reach over $400 or $500 per 50kgs
FOB. These are often for microlots
of 5 to 50 bags. However, the vast
majority of Kenyan coffee sits in
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build a track record and the longterm relationships of confidence
with both buyers and suppliers.

willing to consider the newcomers –
largely due to the manner in which
they have entered the market.

Among buyers there is always
reticence to any system which is
perceived to use non-commercial
means to break existing
relationships and supply chains
which are operating well.The buying
community has come to rely on
them, and in many cases have
themselves invested in the long
term relationships they entail – both
through time and effort visiting the
farmer communities, frequently
through social projects, and in the
time and money spent in marketing
the coffees – and developing the
consumer awareness of them which
ultimately adds more value to the
coffee. Thus, there is a real danger
that a feeling of bad-will is created in
the buyers’ minds and they are less

I believe that there is a growing
recognition among the new
marketing agents that they need
to work hard to add value to the
coffee of the farmers which they
represent. They have access to
good agronomists, to a great deal
of useful data, and in many cases
have close links to the farmers.
They have a growing recognition
that the buying community require
transparency, traceability and quality
for the premiums they pay, and a
willingness to supply these.
The current retention of some
coffees has certainly not helped
the market in this past season.
It has caused significant losses,
including many coffees losing their
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certifications, and will ultimately
cost the farmers significant revenue.
Roaster buyers were unable to
access the coffees they were used
to buying and had expected to buy,
and some will have turned to other
coffees to fill the gap. The place for
Kenya coffee may take years to claw
back.
It will take time to restore their
confidence in the system which can,
it seems, be subject to sudden and
unpredictable regulatory change.
However, if we are able to see
some immediate moves to restore
liquidity to the internal market, and
a longer term view in which the
buying community can build trust
and relationships with the new
marketing agents, the industry can
move forward and build a brighter
future.

17

Coffee

Revitalization of
Production and Exports in Kenya
Coffee Leaf Rust (CLR), two very
devastating coffee diseases. These
diseases can cause up to 100% crop
loss and if unchecked can also lead
to the death of the coffee trees. The
management and control of these
diseases accounts for over 30% of the
production costs.

Coffee used to be the major export
crop in Kenya accounting for over
40% ofthe country’s exports. This
has now declined to about 6% of
the exports while horticulture and
tea have increased to 34% and 32%
respectively. Despite this decline,
coffee remains an important cash
crop in Kenya. Currently, coffee
contributes 20% of the foreign
currency, and up to 30% of the total
labor force employed in agriculture.
It supports about 700,000
smallholder growers and up to
4,000 small and medium estate
growers. Coffee plantation covers
about 162,000 ha 75% of which are
under cooperatives and 25% under
estates. In terms of production, the
cooperatives produce an average
of 0.2 tons/ha of green beans while
estates average 0.5 tons/ha each
year.
The country experienced
tremendous growth in production
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immediately after independence
until 1987/88. Since then,
production has been declining at
average of 5% to the current 40,000
tons in 2012/13.This decline has
been attributed to fluctuating prices,
diseases like Coffee Berry Disease
and Coffee Leaf Rust, old coffee
trees, old and disease susceptible
cultivars, elderlyfarmers, high cost of
inputs and governance issues in the
cooperatives among others. In order
to retain its position as a global
producer of high quality coffee, the
country is focused on reviving the
industry.
One of the key components of the
revival is provision of adequate
and high performance planting
materials. Over the years Coffee
Research Foundation has produced
good cultivars like SL28, SL34 and
K7. Although high yielding and
of excellent quality they are prone
to Coffee Berry Disease (CBD) and

To address this problem, the
governmentfashioned a breeding
programme which culminated in the
release of a new variety Ruiru 11 in
1985. This took 15 years of intensive
research work. This cultivar is resistant
to Coffee Berry disease and Coffee
Leaf Rust and is of excellent cup
quality. The cultivar is also compact in
growth habit allowing more plants per
unit area (2500 trees/ha) compared to
the other varieties which are grown at
1330 trees/ha. Furthermore,it flowers
by the second year unlike the other
varieties which come to flowering
in the third year. This is in addition
to the 30% saving on production
costs due to the lack of need of
fungicidesapplication.
After the release of Ruiru 11, research
continued in order to address issues
raised by both the farmers and the
market.The result being a new tall
and disease resistant variety called
Batian in 2010. BesidesBeing disease
resistant to both Coffee Berry Disease
and Coffee Leaf Rust ,having excellent
cup quality, comes to flowering just
after 18 months. Since its release
in September 2010,12 million
seedlings have been produced and
disseminated to growers in all the
coffee growing regions in the country.
Currently, the demand of Batian is
about 80% of all the coffee seedling
requests that are made.
It is therefore evident that the
returnsperiod for these varieties
comparedtoto traditional varieties is
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both higher and faster.The demand for these varieties
has increased over time to over 10 million seedlings
every year. Their release has even made it possible to
grow coffee in new nontraditional coffee like North
Rift.
Currently, the general productivity per tree is less
than 2kgs cherry per tree per year. As part of efforts
to revive th sector and fully exploit the potential of
the improved varieties and activating new areas,
it is critical to improve the productivity to even
higher levels. If productivity per tree catapults from
2kg per tree to more than 10 kgs cherry per tree
per year production levels will reach over 100,000
tons. 10 kg per tree is still below the potential of
the coffee varieties developed by Coffee Research
Foundation which have a yield potential of over 40
kg cherry per tree per year. To achieve these yields,
it critical to address the field agronomic practices
moreespecially soil fertility. Due to continued use
of fertilizers, sometimes wrong ones,the soils have
become poor and highly acidic. This is not conducive
for productivity. Soil amelioration and use of
manures will go along way to rectify this anomaly. It
is also important and crucial to adapt climate smart
strategies as a way of adapting to climate change.
The vagaries of weather if not properly addressed will
affect the realization of the targeted yields.
The new constitution has devolved agriculture
to the counties. Due to the critical economic role
coffee plays, all the coffee growing counties has put
elaborate plans to revitalize coffee production. This
includes rehabilitation of neglected farms through
supply of inputs, replacement of the old disease
resistant varieties with improved ones and new
plantings. Some are supporting their cooperatives and
individual farmers to establish coffee nurseries. The
seedlings will then be easily available to the farmers at
countylevel and at lower prices. This way,more people
have picked interest in coffee farming andfarmers
readily access new plants to replace the old and dead
coffee trees.
Irrefutably, when all these efforts start to bear fruit, it
will reverse the declining trend of coffee production
in Kenya. The country will then probablybe able to
even surpass its 1988 peak production and incredibly
at lower costs of production. The coffee exports from
Kenya are then destined to increase in a sustainable
trend. Subsequently, coffee farmers’ will have
improved livelihoods and the country as a whole will
have more to spend on development.
Joseph K Kimemia, PhD, MBS
Chairman
African Fine Coffee Association Kenya
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IT’S COFFEE
TIME IN KENYA
By Luke Mulunda

Not long ago, tea was
Kenya’s beverage of
choice. From breakfast,
mid-morning business
meetings and evening
pudding to love dates,
tea defined the lives of
many Kenyans. But a
slow coffee revolution
is taking place.
Let’s meet over coffee. Can we
have coffee tomorrow? Let’s
discuss this over coffee. These and
many such phrases are common
in conversations in urban centres,
especially in the capital Nairobi
where coffee taking has become
a class thing. The shift from chai
(tea) to kahawa (coffee) seems
unstoppable.
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“The Kenyan middle-class has
completely changed the way we
view coffee and most importantly
how coffee is consumed across
the country,” says Ken Teyie, Sales
Manager at Dormans Coffee. Some
years back, most people organized
‘coffee’ dates to discuss business. But
today, many Kenyans talk of having
espressos, cappuccinos, lattes or, for
the not-so-sophisticated, just house
coffee, thanks to a growing coffee
taking culture in the country.
According to Teyie, the springing
up of many coffee shops across
the country is just the beginning
of an emerging culture. “Over the
short-term, the benefits won’t be so
clear, however we foresee growth
over the long-term if the country’s
security situation becomes stable,”
he says. Insecurity and terror alerts

affects hospitality industry and coffee
houses lose out as well when the
people stay indoors and avoid malls
where most coffee shops are located.
Despite all these, Dormans Coffee
has invested heavily across the
entire coffee value chain either
directly or through partnerships
with like-minded organisations.
For instance, the company has
partnered with Coffee Management
Services Ltd (CMS) help farmers
bear the challenges of the coffee
industry through enhancing farm
management practices, facilitating
stronger negotiation positions and
providing access to new markets.
Moreover, the company has set up
an internationally certified barista
training school, as part of its strategy
to grow the coffee culture in Kenya.
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“We also conduct onsite refresher training for our
clients to ensure that the quality of coffee they
serve is at par with the world’s standards,” says
Teyie. “We audit and service coffee machines just
to ensure that you get the best cup of coffee.”
Of course the last thing you want is to waste all
the great work across the coffee value chain at the
barista station by offering a poor cup of coffee.
In a country with a fast-growing middle class
population and a huge segment of expatriate
and diplomatic personnel, this focus by Dormans
Coffee to nurture the coffee industry has come at
the right time and is expected to increase coffee
consumption over time.
Kenya being traditionally a tea drinking nation,
tea consumption still hovers below 5 percent of
annual production in Kenya, and the Tea Board
of Kenya has been running initiatives to have
more Kenyans take more tea. But in coffee things
are different; there is literally a pull-effect that is
bringing on board new consumers.
Maybe it is the touch of class associated with
coffee drinking, may be not but one thing that is
for sure, it is coffee time in Kenya.
Luke Mulunda is an editorial consultant based in Nairobi.
Email: lmulunda@mediaoneke.com
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12 African Fine Coffee
Conference & Exhibition
th

Date: 12th - 14th February 2015
Venue: Safari Park Hotel & Casino, Nairobi, Kenya

Theme:

"Productivity – The Key to Sustainable Resurgence
of the African Coffee Industry"
Event Hashtag - #afcakenya2015 | www.africanfinestcoffee.com
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THE CFC-ICO-45 PROJECT
BUILDING CAPACITY IN COFFEE CERTIFICATION AND VERIFICATION IN THE EASTERN AFRICAN REGION FOR
SPECIALTY COFFEE FARMERS.
Project Development Partners: European Union, Common Fund for Commodities & International Coffee
Organisation
Participating Countries: Uganda, Kenya, Ethiopia, Burundi, Malawi, Rwanda, Tanzania, Zambia and
Zimbabwe
National Coffee Institutions: Uganda Coffee Federation, Coffee Research Foundation, Ethiopia Ministry
of Agriculture, Coffee Board of Burundi, Coffee Association of Malawi, NAEB
of Rwanda, Tanzania Coffee Research Institute, Coffee Board of Zambia and
Coffee Research Institute of Zimbabwe.
Activities Realized to-date:
•
•
•
•
•
•

8029 Farmers Trained – 141% realization rate
45 Master Trainers Trained - 125% realization rate
111 Trainer-of-Trainers trained - 111% realization rate
36 auditors trained – 100% realization rate
2500 farmers certified / verified 4C
Operational IT Portal
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