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COFFEE  

MANUFACTORY 
 

Coffee you connect with.  



  

We are a team of coffee explorers; coffee has taken us across the 

globe and introduced us to amazing people along the way. 

  

Our immense focus on sourcing impacts and sets the standard for 

every part of our business. We believe that through key sourcing 

partnerships, coffee quality will reach its highest potential. To do 

this, we are working towards a more sustainable future for our 

producers. 

  

We want to bring customers closer to farms, farms closer to roasters, 

roasters closer to baristas, and back again. Back to the roots of great 

farming relationships and precise roasting. Back to being good. 

Balanced. Clean. 

 

OUR  
STORY 

OUR 
STORY 



  

Our sourcing model:  

Direct Relationship  

Coffee Manufactory sets prices at the producer level to ensure 

transparency in all aspects of the supply chain. Our goal is to better 

understand sustainability and improve producer livelihoods. 

 

We put the farmer first and set prices directly with the help of our 

sourcing partners. By buying directly, we are able to nurture long 

term producer sustainability, and establish that 75% of the price we 

pay for green coffee goes directly back to the producer. 

  

 

HOW 
WE SOURCE 



  

PRODUCER SUSTAINABLITY 

QUALITY 

DIRECT RELATIONSHIPS 
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OUR 
VALUES 
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SETTING THE PRICE WITH 

PRODUCERS  

Defining supply chain metrics to minimize certification 

costs and ensure long term viable production; 

effectively passing savings on to our producers. 

We focus on successful, long term partnerships via our 

sustainability efforts at origin. 

Establishing a sustainable price for producers which 

includes their cost of production, as well as their cost 

of living and savings. 

Top quality, seasonal coffees that represent the best in 

farming and processing techniques. 



  

DIRECT RELATIONSHIP 

We are working to implement a direct supply 

model with key partners. 

  

There are many key factors in the supply chain, 

but to Coffee Manufactory, the farmer and 

customer take precedent. 

  

Traveling to origin, engaging in direct dialogue, 

and setting the price for our producers is a 

defining feature of our sourcing strategy. 
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Valentina Duque has coffee in her blood. At a young age, she learned 

about coffee cultivation at her family’s plantation, which spans several 
generations, before spending several years in quality control for the 

Colombia governing coffee body (FNC) and Starbucks. Born out of a 

humble desire to bring coffee producers to the forefront of the supply 

chain, she is fueled by a passion to see specialty coffee continue as a 

viable segment. Valentina’s focus is connecting smallholder farmers to 
roasters, rewarding effort and quality with higher premiums and a higher 

quality of life. 

  

When Valentina started Siruma, she took on Coffee Manufactory as her 

first roaster partner, facilitating the ability to buy directly from several 

small producers. We speak with Valentina almost daily, have paid her 

multiple visits in her home town of Manizales, and accompanied her on 

my visits to the farms she works with. During these visits, we’ve 
experienced first-hand the unique relationship she cultivates with each 

producer, and how she works tirelessly for their benefit. 

 

We believe Valentina represents the future of coffee in Colombia; one led 

by deeply inspired, talented, and humble leaders like Valentina, working 

to reward the hard work of farmers around the globe. 

  

SIRUMA 
Our supply chain partner in 

Colombia.  

VALE NTINA DUQ UE  

Owner and Operator 
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KATA 
MADUGA 
Our supply chain partner in 

Ethiopia.  

Chris Jordan, the founder of Coffee Manufactory, worked as the Regional 

Director for the Bill and Melinda Gates funded Technoserve Coffee 

Initiative in East Africa from 2008-2012. Their primary objectives were to 

increase yields, improve quality and access to markets. A great part of the 

success of this program was creating transparency within the 

cooperatives. 

  

Kata Maduga Cooperative Union was born out of the Coffee Initiative. 

Former Technoserve Business Advisor, Asnake Nigat, is now the General 

Manager of this Cooperative Union. Their work aims to improve the 

quality of life for member farmers by enhancing household income. This 

is accomplished by providing a direct marketing channel to coffee buyers 

and yielding higher prices. Dividends are returned directly to producers 

from their primary cooperatives. Kata Maduga takes 30% of what was 

previously charged by Unions and offers full transparency to its members. 

ASNAKE NIG AT  

Managing Director 



  

PRODUCER 
SUSTAINABILITY SOCIAL 

Gender Equity 

Next Generation of  

Growers & Education  

Trading 

Relationships 

Training 

Transparency &  

Traceability 

ECONOMIC 

Increase overall female participation in producer groups and decrease the 

gender gap . This activates a large segment of the workforce that are largely 

underutilized in coffee growing areas. 

Increasing the amount of farms passed to future generations, answering the 

question: “who is going to grow coffee in 20 years?” 

Longer relationships enhance trust, encouraging producers to investment in their land 

and people, knowing they have a guaranteed market for their harvest. It also allows us 

to have a partner to experiment with, utilizing different farm management techniques 

or processing methods. 

Ensuring access to training on topics such as: agronomy, farm management, 

fermentation experimentation, and financial responsibility designed to increase coffee 

quality and develop sharp business acumen. 

Increasing the amount of producers with understanding of quality standards, 

pricing and blanketing the entire supply chain with a higher standard of 

accountability. 

Food Security and 

Water Access 

Productivity 

Ensuring farmers and workers have access to food and potable 

drinking water. 

Maximizing coffee tree yields while properly caring for the land 

Farm Labor 

Price 

Income 

Wages meeting or exceeding regional/national minimums, with access to 

healthcare and full compliance for national regulations and ethical best 

practices. 

Ensuring producers have sustainable form of income that will provide necessary 

food, supplies, and surplus all year long. 

Paying producers a sustainable and transparent price that reflects the quality of the 

coffee and encourages our partners  to continue focusing and investing in their 

production 

Coffee Manufactory is working with SCS Global, a leader in third-party 

environmental, sustainability and food quality certification, to audit, 

test, and develop Key Sustainability Metrics.  

 

  

ENVIRONMENTAL 

Biodiversity 

GHG & Climate  

Change Mitigation  

Protecting and ensuring coffee cultivation does not impede local  flora and 

fauna 

Ensuring producers have  a clear plan to address climate change risks and 

threats.  

Soil and Water Practicing  farm management techniques that preserves and replenishes the 

soil, while being conservative in water use 

Land-Use  

Conversion 

Ensuring natural land is maintained, while avoiding the conversion of 

pristine ecosystems to be used for cultivation. 
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Inputs Utilizing the precise amounts of inputs to maximize productivity while 

protecting the land and water sources.  



  

 
 

Measuring & 
 

Monitoring 
 

Producer 
 

Sustainability   

With technological advance, data can be captured 

more efficiency and effectively. Technology will 

enhance transparency and empowerment for 

producers  

REMOTE SENSORS 
Inputs 

Biodiversity 

Soil and Water 

GHG/Climate Change 

Land Use Conversion 

 

DIGITIZATION 
Training 

Productivity 

Farm Labor 

Gender Equality 

Food and Water Access 

Next Generation of Producers 
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3 BLOCK CHAIN 
Price 

Income  

Trading Relationships 

Transparency and Traceability 



  

Defining a 
 

Sustainable  
 

Price 
We are also working 

with the University of 

Michigan, who are 

studying our supply 

chains to further 

understand the true costs 

associated with coffee 

cultivation. Their work 

will guide our future 

approach to price setting, 

ensuring we pay a 

sustainable price to 

producers.  

Picking 
Tools 

Sprayers 

Pruning/Planting 

Cleaning (Product & Labor)  

Bags/Supplies  
Transportation of Coffee  

Ferti lizer (Product & Application)  

Pesticides (Product & Application)  

Transportation (Assets)  

Transportation (Fuel)  
Transportation (Driver)  

Transportation (Maintenance)  

Silo/Drying Machine (Asset)  

Silo/Drying (Maintenance)  

Silo/Drying (Fuel)  
Upload/Download 

Road Maintenance  

Labor 

Energy 

COST OF LIVING 
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3 FARM INVESTMENTS/OVERHEAD 

COST OF PRODUCTION 
 

Food 
Electricity/Utilities  

Water 

Cable/Internet/Phone  

Home Owner Fe  

Property Fee (Federal)  
Home Owner Insurance  

Health Insurance  
Car Insurance  

Medical Expenses  

Education 

Savings 

Dormitory 
Property Tax  

Income Tax  

Withheld Tax  

Payroll  (farm) 

Payroll  (HQS) 
Owner Income  

Auditor 

Accounting 

Building Admin Fees  

Energy (HQS) 

Utilities (HQS) 
Insurance (HQS Building) 

Insurance (Transport to Sell)  

Insurance (Money Theft) 

Insurance (P roduction) 

Banking Transfer Fees (4p/1000p) 
Banking Fees (vat,  interests,  

commissions) 

Other 

Co-op Fees 



  

BUILDING  OUR SOURCING PLATFORM 

PRICE TRANSPARENCY  

KEY PERFORMANCE INDICATORS   

1 

2 

3 In collaboration with the University of Michigan, we are evaluating cost of 

production, daily needs such as health care, education, and savings programs, 

to establish a sustainable price. 
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DEFINING A SUSTAINABLE PRICE   

OUR 
GOALS 

Working directly with producers to set prices and ensuring transparent 

contracts in all aspects of our supply chain. 

Through our work with SCS Global, we are defining metrics to better asses 

supply chain and farmers needs. 

We aim to create efficiency through transparency, offering better prices to 

farmers and daily value to customers. Through this, we believe that 75% of the 

price we pay for green coffee should go to the producer. 


