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farmars about the schemes. Moreover, due o lock of literalure 1o establish whether increased resources invested in certified
colfess are coverad by the higher price premiums thot ore eamed from cedified coffees, it is difficult to establish whether
certified coffee produchon is ;‘lrvn'iiir_||j.'-:a

Direct sale of coffee gims ot bridging the gop between coffes producers and buyars by eliminating agents who exploit farmers
withaut necessarily odding value. According fo this study, although direct coffee sale is of different stages of development, it
is more developed in Tanzanio and Uganda as compared to Kenyo. Further, policies 1o ensure that direct soles feich higher
prices than what the same coffee would eam ot the auction are necessary in ensuring that formers are not exploited, Direct
] exports have consistently increased since the: system was infroduced in Tonzanic in 2003/200 Since direct sale
rvolves premivm and specially coffees, farmers are maofivated fo produce high quality. coffees thot feich higher prices
Howaver, some farmer organizotions/ossociofions lack the capacity to deal rhfrﬂ-‘ﬂy with buyers os anticipated by direct sale
policies in Kanya end Tanzonia, This means ihat they conlinue i rely on agents who hove fo receive commissions

oy

It iz argued that increased coffee cansumption in producing countries can increase local demand and stabilize coffee prices
Findings show that although there hove been efforts to promiote coffes consumption, promotions are uncoordinated and the
eurrent Jevel of coltee consumption in Kenya, Ugonda (3-5%) and Tanzania is very low. At the current level, domestic coffee
consumnplion does not provide o suffident demand to stabilize coffee prices. However, there is-evidence of increasing colfee
consumplion and drinking culture especially amang the middle closs in all the three East African countries covered by this
study. Domestic coffee consumption is hindered lack of o colfes drinking culture in East Africa, lock of clear and systematic
policies and limited ocfivities fo coordinote ond promote coffes consumption. It is also b
which does not taste well and lack of awareness on the benefits of drinking coffes

wamperad by poardy brewed coffes
P ¥ 1 ¥

Bosed on the findings, this study advecates for more transparency among stakeholders in the colfee sector in Kenya, Ugondo
and Tanzania. This could be ochieved by organizing forums in which erifical info
operations of cerification systems can be disseminated. This would ensure that different players perorm their roles for the
benefit of the sector. Twe, enhancing the copacity of former arganisations, especially producer cooparafive socisties to focus
on coffee production from on entreprensurial perspective, Cooperative societies could be franstormed to efficient business
groups oble fo occess morkets ond negofiaie befter prices. Three, it would be beneficial to work towards harmaonizing
numerous coffee cerificotions systems based on comman standards. This would make it easier for farmers to understand ond
implement the stondards ot o lower cost and limit unnecessary duplication of cerification. Four, there is need change or
develop opproprigie national ond internotional policies realistic fo the current global cofes trade. Policies would be gimed
at enhancing farmers’ share of value and power within coffee value chains. Five, turther rasearch is needed to establish
whether additional resources invested in certification schemes are coavared by higher collee price pramiums samed. Findings
of such a study would help in ."Fjrrﬂu|n1ll'lg S}C}lic'( guudel:ne:. ralating fo carfificalion systems to imprave tha r,|||gi'|l of coffee
farmers.

malion aboutl coftee value chains |:1|:§1Jd|n::|
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Introduction
VaLUE CHAINS AND VALUE CHAIN ANALYSIS

A value chain describes ‘the full range of odivities which are required fo bring o product of service from conceplion, through the infermediory phoses of produdiion, delivery to
final consumers, and final disposal’ (Koplinsky, 2000:8). The werth of @ product increases ab sach sfoge ot o value chain,

A valua chain olso idenfilies key actors who play a eriticol rele in coordinating production in the chain defining wha is to perform what role, what standards are
ta be mef in participoting in the chain, coordinating o process of chain-upgrading, and influencing the distribution of refurns amengst the various porfies who parficipale in fhese
chains. In a global valus chain, the intermational structure of praduction, frade, and consumptian of commaditias is disoggregoied into stoges thot are embedded in o neiwork of
activities controlled by firms (Ponte, 2004). Global value chains are'characterized by adherence 1o standards and producers participating in these chains ore increasingly required
to- conform to on increasing number of standards (Kaplinsky and Maomis, 2001).

According to Schmitz (2005}, o value chain becomes useful for analyfical and policy purposes because it Includes three features. One, the activities are often corried out in different
parts of the-world (global value chain), Two, some adlivities add more value ond are mare luerative than others are. Three, some actors in the chain have power aver the athers
The powerful actors often bacome the ‘lead firms’ who seek 1o ‘govem’ the choin and set and enforce terms under which others in the chain oparate. The location of rule setfing
within o value chain is o common indicator of where power within that chain lies (Koplinsky, 2004)

GLoBAL COFFEE VALUE CHAIN

Value choin anolysis looks ot each discrete step in the fife of o product, the players of each step, how value is odded, and how much they eam for thot value created (Piper, 2007)
The Global Coffes Volue chain is characierized by greater concentration af the roasting and refailing link of the chain and differentiation of producers. Due fo this, powsr and
governance in the global coffee value chain is asymmetrical with the top five importers accaunting for over 40 percent of tofal globol tende while 70 percant of global coffee is
grown on forms less than five heclores-{Daviron and Ponte; 2005)

Dilarences in the power of actors within global value chains alsa arise ram the form of coffee sold. Several studies (Daviron and Ponte, 2005; Filler and Koplinsky, 2001 Bradley
at ol, 2005 and Piper, 2007) point out that a coffee cup or coffes packoge consists of twa key companents - moterial aliributes and syrmbelic in-person atfributes. Material offributes
ralate to the taste, aroma and appearonce of cofles a consumer buys and drinks: Symbolic in-person atfribiuies are linkad o the brand, the concept of the bar, ombience, mteror
design, including the component labour and fokes place ot the point of consumption. Thug, the product offersd at the relail level is not just material coffee, but the ambience, the
imoge associoted with costly coffee consumption, co-products such as sriacks, refief from the bustle ond traffic {Filler and Kaplinsky, 2001,

Since, symbolic ond in person service afiributes, which provide higher value added gains are generated in the nearth, roasters and other ployers bosed in the north earm best refurns

from the coffee business. This means thot an exclusive focus on the materiality of coffee can be misleading, it also means thot the key challenge is nof o move out of ‘commdifies’
defined products, bul out of all activities which anly lead to material aftributes in coffes

{Hee ,-‘Q:,m.rw on page 7/




Corree CERTIFICATION SYSTEMS

Cerfificotion - systems provide o means of differantiating
praducts. In ithe coffee industry, cerdificotion systems
communicale information obout the social ond environmantal
condifions surrounding the production of goods or the
provision of senvices. Coffes cedificotion revolves around
sustoinability issues like economic viahility of coffee to farmers,
environmenial conservation, ond sociol responsibility ospects
(Daviran and Ponts, 2005]), Coffers sold under sustainability
labelz ore predominantly cerfified as Orgaonic, Foir Trade,
Bird-Friendly, Roinforest Alliance-Cerfified and Utz Cerfified
Sustoinoble coffees respresent o maorket-bosed sffort o
communicate inlormation about environmental and social
condifions surrounding coffee production to the coansumer and
thereby correct the failure of the morket 1o volue these
associoted oftibutes (health, environmental protection and
sacial justica) (Colo and Wise, 2005)

Different arguments are given for the growing sense of
cansumning certified products. On one hand, cedification Is
perceived as an oulcome of food safely concems among
consumers especially in developed counfries over foed origin
and troceahility. On the ofher hand, cerificotion is perceived
as a deliberate and colculated scheme among major western
firms fo create o trode barier for producis originoting from
developing countries. Whatever the orgument, there is no
daubit that certificotion schemeas hove become so common in
fhe coffee secior and they hove fundomentally tronstarmed
global coffes trode. CoHee cedification schemes connot be
ignored oltogether becouse they influence market occess and
colfee prices.

Coffes certification moy be single, double or multiple. Double
and multiple cerificotions ke combinations
Multiple cartifications are an ofternpt to creafe o super-lobel’
covering o series ol susloinability issues in order fo atain
economies of scale and market cdvanioges. One reason for
this s that farmaers olready involved in one cedificafion scheme
con  easiy
standards
20041,

differant

offain  another cerification et’-[.lecu::-H where

f other cedificolions schemas are similar (Pante,

OrcaNic CorFFee CERTIFICATION

Orgnmc products. are grown using methods that enhance
biodiversity, feed soils, and minimize relionce on purchosed
inputs. Orgonic production systems therefore oim al
replenishing and mainiaining soil ferdility, reducing the uss of
toxic and persistent pestcides and ferfilizers, ond building

L-lD|ch|:C|||3- divarse ugri.'.ﬂlum. Qrgun:c coffee iz Grown using
methods and maoterials that hove o low odverse impact on the
environment, Certificotion for orgonic coffes is aronted bosed
on arganic production standards. These standard involves
growing coffes withouf using synthetic agro-chemicals for o
pariod of three years; kesping detoiled records of methods
and materials used in coffee production and management
plans; and a third party certifier annually inspects all methods
and materiols used fo. estoblish that they corterm to et
stanclards (Deviron and Ponte, 2005)

Orrganic buyers; buy organic coles through
associations, which ensure complionce with organic noms.
Orgaonic coffee producers are paid a markst bosed premium
for cartified organic coffes. To the extent that demand for
certified orgonic coffes outsirips supply, the premium will rise.
If supply cotches up to demand, the premium will fall. The

producer

PrEmium p-u:ld cansists o omganic differanticl, which is an
economic incenfive paid fo cedilied colfee producers. The
organic differentiol is poid on fop of the minimum prica or

negotioted price, whichever is higher. The orgonic differential

ction, Crganic
coffes receives o premium of USD10.50/I1b obove the
prevailing conventionol coffee price. The vanatian in fhe
pramium relates primarily fo-quality charocleristics.

iz meant fo cover the additional costs of prod




A Case Study of KAWACOM Organic Coffee Export, Uganda

Kawacom was founded in 1996 as o guarantor of high quolity Robusia and Arabica coffee in Uganda. Since then, it has spearheaded the development of th
first organic coffee prajects in the country. Kawocom focused mainly on export of notural Uganda Rabustas, but with the successful implementation of pro
and expor! procedures, it moved forword into both the woshed and unwashed Arabicas.

In an effort 1o enhance coffes produdiion, Kowocom launched an official programme of orgonic cerfification in 1998, Organic cerfification w

incrensing rural incomes by giving farmers access fo ergonic markets where premium prices could be obiained (Alexondra, 2004). The forward in

formers into the organic coffee trade was also initialed due to o dec e in coffee production resuling from reduced soil fertility (Alexandra, 2004). Aliho f
1799, anly 46,000 kg could be beught from the farmers, Kawacom coffes exports have increased since the year 2000. In 2002, the organic coffes project
expanded fo threa project areas namely Bushenyi, Sipi and Paidha fa encompass 13,000 formers. The expansion was fo consolidate the thres areas, incraase
farmers' incomes and improve the sustainability of the farming system (Agro Eco, 2007)

How has the Project Improved Farmers’ Livelihood?

There is evidence thol due fo the organic coffes project coffes quality has improved omong not anly participafing farmers but also for non-participants whe live
in areas close 1o arganic coffee projecs (Daviron ond Ponte (2005). Farmers earn a premium for tha organic coffee they praduce. A study by Parte and Kawuma
{2003) found that premiums af the export lavel were af the range of 25-30 percent and 17-30 percent at the form level depending on the type of coffes. This
premium is due fo the udupﬂon of organic Fll'GC!iC[—:s and improved L]Uﬂ.]ili'lu'. Due 1o this, organic coffes farmers recaive highar pay (20-30%) compared 1o
conventional coffes formers, Increcsed prices are likaly to improve former income due to a reduced cost of production because arganic farmers do not usa farm
chemicals and fartilisers both of which are expensive,

In terms of enhancing immoteriol coffee affributes, Kewacom has developed eloborate ond sophisticated marketing materials for each of its thres arganic
cofiees, designating them each with a distinct brond name [Savannah, While Nile, Sipi Falls). (Gibbon, 20046)

Lessons Learned

From the implementotion of the organic coffee projed, it has been observed that it takes fime fo encourage and convince farmers to occept new ideas;

The process of conversion to arganic farming also created reluctance among farmers due to reduced output and garnings in the initial stages. | tokes obout 2
3 years before furmers receive the first grganic yislds.

Diligent recording and documenting of farm inpuls that are used and adivities undertaken was a cf wallenge to many farmers although it is necessary to ofigin
cerfification. Consistent and systematic moniloring and evaluation of coffee farmers’ activities is also crifical in attaining standards under organic cerfification
systams

Organic coffes is much more expensive to produce as compared ta conventional coffee {Cela and Wise (2005)




A CASE Stupy

KiLimanJaro NaTive CooreraTive Union,
TANZANIA

Kilimanjoro Mative Cooperative Union (KNCU) is the oldest
cooparative union in Tanzania. KNCU begun in 1925 ond wos
registered in 1932 with an objedive of assisting smallholder
farmers to sell coffes. The union, bosed in Moshi, collecis
coffee from 96 primary sociefies representing over 150,000
small-scale formers around Kilimanjaro region. KNCU was
first cerified by the fair trade movement in 1993 Fair trade
certified coffes accounts for one third of KNCU's total exports
(Brodley et ol, 2005). It olso produces organic coffee cerified
by Maturland.

The ENCLU orgonic coffee progromme begun in 2003 and
involved seven cooperofive societies. It took less than three
yaars for KNCU to sall organic coffes. In implemanting, the
organic coffee programme, KNCU received o grant from SIDA
through the Export Promation of Organic Products from Africa
(EPOPA). The EPOPA initiative was created by SIDA in 1994 1o
link small-scale producers with orgonic expordt markets in
Europe. EPOPA gssists exporters and farmers 1o cedify that
crops are orgonically produced so that they are sold af o
premium fo increase farmers” incomes (Forss ond Lundstrém,
2004).

The first batch of crgonic collee wos sold in the 2004/2005
season (Table 1 below). KNCU arganic coffee is sold through
the Faoir trode market and the rest iz sold as conventional
coffee or in the mainstream market, The first crop was sold 1o
Royal Coffees, then to Organic Products Trading Company
and Seven Oaks:

Table 1: Fair trade and organic exports by KNCU

How HAS THE PROJECT IMPROVED
FARMERS' LIVELIHOOD?

Organic coffee farmers under the project receive a higher
price for orgonic coffee. However, because the dota on
production costs wos not availoble due fo poor record keeping
by farmers, it is not possible to establish whether farmers under
the project Bam an additional income compared to additianal
resources thot ore invested. Moreover, o study of organic
coffee in Mexico found that organic premium paid to organic
coffee producers generally failed to cover the odded costs
associated with organic cerfification and maintenance (Calo
and Wise, 2005),

KMCU has olse received o social pramium for community
development. This smount wos used 1o partly finance organic
coffee conversion adivifies, support coffee farmers unable to
pay school fees for their school going children, and inifiate o
coffee tourism project

Data gothered about the project indicated that coffee
production hod increased amang poricipating farmers and
farmer organizations. This is attributoble fo the adhered to
organic standards ond focus of colee production oz o
business.

Literature indicotes that in the long ferm, orgonic coffes leods
1o higher yislds ond o reduction in chemicals in the soil is of

bengfit 1o the health of farmers

LESSONS LEARNED

Supporting strong farmer organizations thal molivate
members o contribute and allew them to held leadars
accountoble is essential in the success of local inifiatives.




Fair Trade Certification

Fair trode refers 1o an equitable and fair partnership
between consumers in the North and producers in
Asia, Africa, Latin America, and the Coribbeans.
Fair trode is .o niche market for those commeodities
managed under certain conditions that meet the
requirements of the foir frade code of conduct.
The foir frade movement critioues conventional
production, trade, and consumption relations and
seeks fo create new more egalitarion commaodity
networks linking consumers in the global North
with maorginalized producers in the global South’
(Lavra, 2002 : 404),

In relation to coftee, Fair Trade Standards have
been designed fo empower producers and farm
workers, to increase the enviranmental sustainabilify
of the farm aclivities and to develop the business
skills necessary for competition in the global
morketploce

Coffes sold under the foir trade mark is guoranteed
four conditions.

that

and

mpigmenmn progrommes

andg

This study established that only o hondful of cooperative socisfies
are invalved in foir frode coffee in Kenya, Ugonda ond Tanzania
In Ugonda, fair frade coffee expods account for about 1 percent
of Uganda's totol coffee exparts. This study further found that Fair
trade cerification is- sought by farmer orgonizations that have
aftained other cedifications |ike KNCL which is Fair Trade certified
and offained orgaonic -:erT|fit'f:':-ur\

Lessons on fair-trade coffee

To the former, foir trade is seen os o way jo geffing beffer prices
with @ minimum price guarantee ond o foir trode premium
Preducer orgonizotions are guaranteed a floor price (Fairtrode
Minimum Price) of 1.21 US/lb for woshed Arabica from Africa
(FLO, 2007), A Fairtrade Premium of 10 cents US/b since June
2007) is added te the purchaose price.

Bosed on a study done by Daviran and Ponte [(2005) fair trade
seems fo be the only coffee value chain where the propodion of
the consumer price paid lo former orgonizations is high. In
addition, unlike other certifications and lobeling systems, Fairtrade
initiatives aim o transforming trade refations and the multifacated
connections between producers and consumers.

Fair trade is a niche market thot is small and will always remain
small implying that it would not serve the majority of smallholder
coffee farmers in the region. Furiher, there is an overwhalming
oversupply of fair frade coffees meaning fhat the benefits may be
hard ta maintain in the future in the fair frode system (Daviren and

Ponte, 2005),

The new palicy of charging paricipating farmers initial and annual
cedification fees is likely ta hove o neg
aof benefite to farmers and in the m
Mark (Bradley et al, 2005

five impact, both in terms
bility of the Fairtrode

. [Bigirwa, 2

Under fair trade, formers remain raw moterial suppliers with only
primary processing. In oddition, fair-trode wos designed in such o
way that southern tormers would alwoys depend on the willingness
of northern consumers fo pay o fair price (Bigirwa, 200!




Utz Kapeh/Utz Certified

Utz Kapeh means ‘good coffee’ in a Maya |language from
Morthern Guatemala. Utz Kapeh is the name of the
certification program for good-responsibly produced
coffee (Utz Kapeh, 2005) that has now been changed to
Utz Certified (UTZ, 2007). It was initiated by Nick
Bocklandt, a coffee producer and Ward de Groote, of
Ahold Coffee Company in 1997. I 2002, the
independent Utz Kapeh Foundation set the standard for
responsible coffee production. In March 2007, the name
was changed to Utz Certified. The Utz Certified process
was part of a joint development project of the World
Bank, Coffee Support Network and Utz Kapeh (UTZ,
2007).

The mission of Utz Certified *is to implement a worldwide
standard for gqood agricultural practices as well as
s'ai;ially and environmentally responsible coffee growing
practices’ (Utz Certified, 200&:3). It is based on a code
of conduct and an independent certification of
responsibly grown coffee. Utz Certified focuses on the
mainstream coffee market and Is open to all growers
from all preducing countries and to ail traders, roasters
and retailers across the entire product range (EAFCA,
2004).

Utz Certified program has set a policy related to pricing

and market information based on three elements.

* One, producers are reworded with o price premium
for their complionce with the Uk Certified code of
canduct.

% Two, the aclual amount of Utz Cerified premium is
determined in negotiations between buyer and seller.

& Three, Utz Cerlified does not interfere in price-
negotiations. These local principles are clways in line
with the ‘general pricing principles {Utz Ceriified,

2007).

Utz Certification takes place at farm level and a

traceability system provides the credibility and account-
ability that traders and roasters require throughout the
chain (Utz Kapeh, 2005). Utz Certified coffee beans can
be tracked through the chain by a web-based track and
trace systém, providing transparency and traceability
that is unique in the coffes market (Utz, 2007).

Applying for certification wusually reguires coffee
producers and cooperatives to make investments. They
must bring their farming practices and management
systems into line with the Code of Conduct by keeping
records of fertilizer and agrochemical use, providing
access to clean drinking water and basic healthcare for
workers and their families,

Once certified, producers register their sales in the track
and trace system and undergo annual re-inspections.
Moreover, roasters who buy Utz Certified coffee can
demaonstrate their commitment to sustainability by using
the Utz trademark on packaging and in communication
(UTZ, 2007).

[ssues Relating to Utz Kapeh Certification

Being certified does not mean that the coffee quality is
necessarily higher. Coffee quality is also influenced by
other factors like the soil of the area, inputs used and
other husbhandry practices. Thus, other than being Utz
Certified, farmers have to use a ot of inputs and work
hard in order to produce high quality coffee.

It appears that the premium system has become strictly
voluntary or that it has been abardoned altogether. The
current position on pricing is that *a certified producer is
‘rewarded’ in a market oriented way and not in the form
of & minimum price’ . Utz does not interfere in the price
negotiations between roaster and farmer (Daviron and
Ponte, 2005). This does not necessarily lead to increased
incomes for farmers nelther does it enhance value earned
within coffee value chains,




A Case Study of
Ndumberi Coffee Farmers Cooperative Society, Kenya How has the Project Improved Farmers’ Livelihood?

01/02 04/05 06/07
1,750,055 548, 4 745,888 1,260,358
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Specialty Coffee Production

alty colfes includes all coffeas that
mot tradiional indusirial blends,

HY Singie-o

guaramies o

gAeT - Compensohon o
producars and worke

In consuming
specioly coliess howe oddad

speciol woyd, or

sold in s C 5 and collee shops
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anding that i faste,
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% like microch-
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The aim is io lap into
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and other

developed four

projects is Gumutinde, Specialy coffes
production hos been encouroged due
ta the problems coffee  farmers
expenancand ober liberalisation of thae
coffee sub seclor n Ugonda, The
penod after liberalisofion was chorac-
terized by tow farm gate prices for much
of fhe coffes produced af Mbale: The
project was estoblished in 1997 with the
help of Twin Trode, the frading depart-
manf of the “Twin Word MNetwadk
Information’, {a Foir Trode orponization
binsed in the United k||1gd0rn|

Producers who markel (hair coHes
through  Gumutinds receive o price
incentive of Ushs $00/kg. This is adde
to the standarg o (cumently around

Hand is made up of Ushs

altty Premiumy' and Lishs

Trade  Pramicm’. H the

8 nCreaes Trode:

mium pays an adkdifional
fermes, i

Mins  proouct

percent os

A Case Study of the Association of Kilimanjaro Specialty Coffee Growers

KILICAFE is the brond name of the Assacia-
tron of Kilimanjore Specially Colfes Growers
[AKSCG] Lounched in the pmar 2000,
EILCAFE s Tanzonia’s dorgest coflee former
associafion ond suppors 102 farmear grougs
representing more than 10,000 smallbeider
coffes growers. KILCAFE is suppored by
TachnoSemve [THS)

AKSCG  promotes the production and
processing of high quality specialty cofles;
improves’ occess o infernational and lacal
markets; and provides credit, fronsportation,
contract milling, bulking of seflable valumes
and sirict fingncial managemen! thol pay
member former groups fhe frus value of their

coffes (TNS, 2008)

AKSG obtained o Fair Trade cerification in
September 2004, 11 has alse acquired CAFE
PRACTICE verfication affer being «
inspeciad by Starbucks in Southern High
region porticulardy in Mbinaa Chiopler

How has the Project

Improved Farmers’® Livelihood?

Farmears wha sell colfes through the ossaci
stertly sam high §

oa 70 percent higher tho

avernge (TS, 2008), For

TIMMErE . whniose  oofte

PEETS received o

highar thon athe

ce thot was 150 parca
ofise growers (THS, 2

nirmese in

g i

progroem g im arrmers’ copocty
This |s becouss KILICA ¢ a5 | group
ssionalism,
biisinsse

members io devalop b
o8l experiencs i
planning and lieracy

KILICAFE is imy
scheme, This is done .
Insuronge: products from Mew Yok B

frade o profect eatinst price fluchuations

Challenges

Mabilising farmers and co
participate in the arrangemant wa
ing. More effart wos olso neede
.'J! farmers- on how o
specially coffes

wts o big challenga

farmes groups in differsnt ragi
bean easy sither

Lessons learned

i shric

and partnering




DIRECT COFFEE SALES

t coffes soles ore attempts by governments 1o link colfee farmers
directy o morkets by atiminating br reducing intarmadianies. This i§
based on tha undesstanding thit mony intermediones betwesn
farmers and buyers increase ineff iciency and costs without odding
value to formess. || bas also been drgued that nimercus infermediar.
s jmiply that it takes longer fer larmers fo receive payments and
reduces former somings dua 1a the commissions thot ars charged

KEﬂya s 'Second Window’

! coflee sales, known oz the sacond window was infroducad by
ending the Coffes Act 2001 to ackommodot dired coffes
eling by gazzefing the Collee [Genaral] (Amandments) R
1006 thraugh Legal Natics No: 100 dated 23 July, 2006

Issues Relating to the Second Window

The ability of smallholdars fo benefil from the second wi
d because [ndividual farmers hansst small amount of colfes
h ore insufficent for direct expod. Furnher, farman do nol have
d ot the
cledn green
les Involiing fropspor

W

litr

ti ghilily 1o elassity or grode colea because colfes is
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DOMESTIC PROMOTION AND CONSUMPTION
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The National Union of Coffee Agribusinesses
and Farm Enterprises, Uganda

MUCAFE wos estoblished in 2003, when fhe Ugondo
Coffes Farmers Associotion {UCFA) changed its name fo
MUCAFE. NUCAFE operotes in 19 districts of Ugonda. it
hos 110 Coffee Former Associations at sub county level
spreod oll over the five maoin coffee growing regions of
Ugenda with over 100,000 coffee forming fomilies
MUCAFE's vision 15 to ensure thot coffes formers profitably

own their coffee.

NUCAFE is supporled by AGRICORD, an allionce of 8
agri-ogencies fram France, Netherlands, Jopan, Be
Morway, Sweden, Conoda ond Denmork. Tec
support to NUCAFE is provided by |[EDER VOOR ALLEN
(1

n 2005, NUCAFE enterad info Public-Private Pariner
ship with key Governmeni of Ugonda agencies such as the
Motfional Agricultural Advisary Services [NAADS] and
Coffee Razsarch Institute (CORI), At the infernational Level,
MUCAFE has a strong parfnership with IFAP, AGRICORD,
VA, Coffee Support Network of SOLIDARIDAD, Utz Kapeh
stion, CIRAD. Oxfom ond the Global Allionce on

Coffee ond ather Commodities {GLACC]

These partnerships have been used fo increase the impaoct

of its empowerment maodel, by providing formers with

substantially increased from 60 to 102

In terms of marketing, the amount of coffee sald directly to
buyers thraugh the NUCAFE system increased from 69
miatric fons in 2004 to 125 melric tons the following year,
with 25 matric tons sold through warehouse receipt
systemns ond 9 mefric fons rhraugh tha Commndify
Exchange in Kempala

Through improved quality, volue additon in form of
minimal  procassing and by nagohofing direclly with
buyers, prices obloined by farmers increased. The change
wos dramatic, from Ugando shillings 300 {Eura cents 30
for 2 kg of dry unprocessed coffee cherries (KIBOKO) fo os
much os Ushs 2000 (Eurc 1.00) per kilogrom of Foir
Average Quality

With the suppert of Coffee Support Metwork of SOLIDARI-
DAD, NUCAFE hos provided Kibinge Coffee Farmers
Association with lechnical assistance. This: hos helped
Kibinge attain the final stages to complete the implemeanto-
tion of Utz Kapeh compliance and cerlification

To MUCAFE, coffee i used as on enfiy point ond an
integral part of othar erterprizes in the farming syslem. To
NLICAFE is also involved in Cocoo ond Mocoda
mia, providing coffee farmers with diversified sources of

this end
income 1n !-i.llf"l :il- ||EI'\ -'”CI"U[']_!"I'H‘_"'”'

Challenges

gh it hos o good price incentive costs of cartifi-
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In oddifion, MUCAFE is

unable

numbers of fo

provide sohisfoclory

mers due to lock of




Conclusions, Lessons Learned & Recommendations
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The Dry Method [Natural Arabica and Robusta]
Labour Process State of the Produet

Nursary Seadling

Flanting Seedling in the archerd

Weeding, fertlising, pruning, spraying Coffee cherries on ihe tree The mw [Mild Arabiea]
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—— =
Bulk gresn cotfes LT e e

Tramiportation to the harbowr Bags of graded green caffee in the producing country harbour

Storage Bags of graded green coffes In i produsing country harbeur

Shipping Bags of graded green coffes In the vesiel located in the preducing country harbour

Transpartation Bags of graded green coffes in the consuming country harbeour

Unshipging Bags of graded green coffee in the consuming country harbour warshouse

Storage Bogs of graded green coffes in the roosting facr Soluble Coffen Value Chain

Coffes cherries deliverad 1o te pulping station
Pulped charrie:

Fermented charries

Fermented ond washed cherries

Parchment coffes

Parchment coffes

Panchmens coffes in the curing plart

Bulk grean coffee

Ll

Blending Bogs of graded green coffes in fhe roosting factory

Batches of blended green coffes

Reasting Benchey of blended green coffes Concantration, drying, [spray, fresze]  Liguid coffes sxtroc

Grinding, packing Batches of roasted coffes

Transparotion Bags of roasted coffes in the location of canmmption

Storage Packoeges of roavied coffes in the location of comumption
Coffee ready to drink
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Bakeh of soluble coffes
Bokes of soluble colles

Bames of soluble coffee in the comsumer diry
Coffes ready to drink
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