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Executive Summary

Smallholder farmers around the globe are facing unstable productivity due to changing climate
and weather patterns. The wap which the private sectosuppors these farmers to build
resilience to climate change and/or engage in efforts to mitigate climate changbkave
significantimpact on the ability for farmers to make a living, the security of supply of smallholder
crops, and the reputation of the privateector actors drawing loyalty of end consumensl
investors

As part of an effort to better engage the private sector in climate smart agriculture atheities
Learning Community for Supply Chain Resilienc
and in support of the Alliance for Resilient Coffee (AR@)erviewed 18 coffee companies to

better understand how they think about climag& and climatesmart agriculture, the types of

activities in which they engage, and the types of climate infoomdtiey use and/or needhe

results of this study are supplemented by results from a case study of Ugandaoarofiasies

illustrating how their use adindneed for climate information differat the national level. The

results give insight into thiggpes of information that private sector companies are looking for to

be able to design and implement effective climate smart agriculture prodtats® yields some

insight on informatiorand tools that would facilitatgectorlevel strateges.

While all of the companies interviewed are engagesustainablegriculture activities, there is
confusion in the sector about the definition
under that category r at hecategdryh &ompdniesethatoworieal d e r |
closely with farmers, tended to not separate efforts into climate or sustainability efforts, but rather
focused on holistic programs to increase prod:u
farmers and an atictive option for the next generation.

Companies in the study used a variety of types of climate information depending on their needs,
which were seen to have more relation to their distance to smallholder farmers rather than position
in the supply chai as a trader or roaster. Tmximity to farm level along with results ainivers

for decisionmaking, motivations for investing in climate smart practices (focus on security of
supply or brand reputation) and influencers (integration of sustainakslgff with
procurement/sourcing or strong company valaéshformed our categorization of different types

of companiesFor t his paper, we are using three cate
providing integrated seices to smallholdefarmers),( i i ) Acoll aboratorso (1
direct service providers to support work wit|

working at global, sector or policy level on climate issues with a light touch at the farm level.
These catgories are intended to serve as general guideposts as the Alliance for Resilieat C
and other partnemevelop and tailor tooland analysefor different audiences.

Companiesvorking closest to smallholdéarmers(direct service providejshad thanost access
to and need fadetailed farmlevel data, and are looking for more local information to supplement

I Information on two other coffee companies (ECOM and Starbucks) is incorporated into the report from earlier
conversations with the companies, but as they were not asked the same questions through the Interview Guide, they
are not included in the more quiative results (such as charts and statistics). Three companies were unable to be
reached to gain approval for this report. As such, the company names are omitted.



their knowledge, such as changing local weather patteitespecific good agricultural practices
(GAPs)and recommendations for adaptationgbicees for particular climate hazards

Those working with thelirect service providerghe collaboratorg depend on thdirect service
providersfor information to shape their program design and implementafidrese companies
often work in collaborabns at a slightly higher level, looking to ars@ecific climate maps and
case studies on successful programming to inform a broader strategy.

Those furthest from thiarm leve| (thecatalyst3 rely on secondary sources of information from
sector groug, such as backbone organizations and trade groups, as veelppkers andlesk
research to answer particular questiand develop strategy

Although differing depending on their role in the supply chain, there were several types of
information that may of the companies were interested in using felt weremissing to make
decisions about climate smart activitieShese include) quality, site-specificinformation for
improved diagnostics, (ii) information to help measure and manage climate nuisKiig
information related to specific, practical technoézgto build resilience. Here was lso a
commoncall from all companies for easier access to quality, digestible informatiorfeavet

long, academic papers that are hard to find the timead.re

One of tle key findings of this study that in ordetto successfully approach companies and tailor
tools and resources to their negi®l/resource developers needitwlerstand the role of climate
smart agriculture within their business modetl aaustainability strategy, their motivations for
investing in climate smart agriculture and the types of tools and resources that would most benefit
them.

This study is a deep dive into the drivers for climate investments by a subset of global coffee
conmpanies and as such not a comprehensive, definitive picture of the state of the entire industry.
However through conversati@with the first mover companies, it is clear that climate change is

a recognized and present issue with all companies regaodiiessition in the value chain. There

was no reticence or denial of the severity of the threat nor a lack of recognition of the potential

i mpact to companiesd bottom |Iine from climate
an almost univers@ngagement and enthusiasm that the séaompanies, farmers, government,

donors, research, NGQOsmust tackle this threat together and act fast. There was a sense of
urgency and even impatience from some that the strategies and programs must be better
coordinated, i nformed by credible sciWthce anc
access to the right information in the right format, coffee companies will be more likely to utilize
tools and resources to make informed decisions in theofadanate change



TheLearning Communitipr Supply Chain Resilieraedthe Alliance for

Resilient Coffee: Feed the Future initiatives

Smallholders iremerging economiegre crucial to global agriculture and an increasing focus of
many private sector effort¥hese &rmers face severe threats to their livelihoods from changing
weather and climate pattetnand companies face related threats to their supply security.
Companies arancreasinglymaking commitments raund climate changemitigation, climate
changeadaptationivelihoods, waterand deforestationPrivate sector engagementbuilding
climate resiliencecould provide breakthrough solutions if the enablingiditions are well
coordinated.

Climatechangeaesilience haghreekey pillars productivity, adaptation, and mitigation. pat in
placeai c | i smarth e p r amgstrakegycompanies may act on any of these variablbsany
companies recognize tgrategic importance of investing filrmersandclimateresilient supply
chansandam umber of dompanies havenreadorsed éhis concept through the World
Business Council for Sustainable Development, the Cool Farm Allimndbe Global Alliace

for Climate Smart AgricultureThe coffee sector hadigned aroun@ number of global initiatives
to better harness the sector 6s r dngigiverfares ani
coffee&climate (c&c), the Global Coffee PlatforniGCP) the Sustainable Coffee Challenge
(SCC)and the network of World Coffee Reseaf@CR). While the activities of these broad
platforms are not limited to building smallholder climatengeresilience, core activities of each
aim to contribute part of the saion.

USAI Dos Feed the Future program has funded thr
sector engageemt in smallholder resilie®: The Learning Community for Supply Chain
Resiliencé, the Climate Smart Cocoa Initiative, and the AlliafareResilient Coffed ARC). The

Learning Communityvas tasked witlanalysisof and consultatiowith a range of food, beverage

and agriculturecompaniesto provide thse consortiuns with an overview ofprivate sector
commitmens, approaches, and neegdgarding climate smart agriculture so that members could

tailor tools and resources to the private sector.

How to Rad thisReport

This report focuses on the results of consultation with coffee compandess focused on

delivering these results mtthe ARC consortiumThere are three main elements that help to
determine what types of tools and resources t|
sections:(i) Current Programs, Initiatives, and RoadblockB; Demand and Use of Clina

Change Information; an@ii) Drivers for DecisioAMaking.

1. Current Programdnitiatives andRoadblocks
This sectiongives an overview of the types of activities that the coffee companies interviewed are
focusedon and involved in. All of the compees interviewed were involved in climate smart
initiatives in some regard or anotherowkever for some it is more of standalone issue, while
others see it very much integratedo a broader sustainability effort from which it cannot be

2See FAOb6s definition on climate s mardg/clangtesmartul t ure f or
agriculture/en/
SFormerly known as AThe Learning Community for Private



separated. Theectional s o cover s p e rocchdllengesb implenertidgiclimate k s 0
smart agriculture programslogether, the activities and roadblocks provide insightthe ARC
consortiuninto the types of tools sesourceghat could be used as a support to current activities

or as a solution tachallengesfaced by the companies implementing effective strategies or
initiatives.

2. Demand and Use of Climate Change Information
In order b make better strategic decisions companies are looking for relevant information that is
easier to access, quickly digest and use. This chapter illustretedifferenttypes of climate
information companies are using, where they see the gaps, and ifowhat theywould most
likely access and estools and resourcesThis section gives detailed insigimto the type of
information and tools companies are looking &md whatformats are most appealing for use so
that consortium members can tailor infieation and toolstb he pr i veeeds sect or 6s

3. Drivers for DecisioiMaking
The private sector has a range of different priorities for engaging in climate smart agriculture.
Corporate priorities are gener al lerganddetisice ct ed
making strategies. In thisection we discuss the range of corporate priorities for engagement
(from securing a sustainable supply to mindbrgndreputation), how that is reflected by the
position of the sustainability department (enmdbed within operations or not) and who are the
main influencers of the CSA and sustainability strategi€bis section gives insiglmto how
different types of companies view climate change in coffee, whichelplithe ARC consortium
members determirfeow to approach and work wittifferentcompanies as well as what types of
toolsand resourceghey will find most helpful.

Description of companies amdtegorizations

The Learning Community team built on the intervieesductedby the Sustainable Giee
Challenge, Global Coffee Platforand theSpecialty Coffee Associatiofor the 2016 Coffee
Sustainability Catalogde We reviewed reported data from the Catalogue interviews and did not
repeat questions / results tlinaid already beegenerated.riterviews were conducted with one to
two representativesach fromeach of the coffee companidsterviews were focusedn traders

and roasters to reach those who are moslylikceadopt and implement the toaeeatedby the

ARC consortium, and therefore inake the biggest impact in improving or increasing the uptake
of climate smart agriculturactivities The Ugandan case study offers insight into the traders and
roasters at the national level and how their use of and need for ctiheatganformationdiffer.

4 .
See:

http://www.conservation.org/publications/Documents/Coffee_Sustainability Catalogue 2016 FULL_ with_appendi

ces.pdf



http://www.conservation.org/publications/Documents/Coffee_Sustainability_Catalogue_2016_FULL_with_appendices.pdf
http://www.conservation.org/publications/Documents/Coffee_Sustainability_Catalogue_2016_FULL_with_appendices.pdf

Inputs suppliers || Producers || Traders || Roasters/Brands ” Retailers
Focus Area - Report
Breed and Primarily off-taking ||| Global traders who || Consumer brands, | Distribution
propagate seed from smallholder are dependent on coffee roasters channels from
clones; fertilizers producers in smallholder brands to the
- and crop addi.tion to some farmers and consumers. Few
g || protection. trading companies ||| networks of local are global, but
8 with plantations traders to some are
under aggregate and expanding into
management in sometimes initial developing
addition to processing. markets.
Focus Area — Uganda Case Study
Distributors of National scale National companies involved in trading, | Distribution
planting material, producer national brands and retailers are often channels from
+ | | agro-chemicals companies and low-margin businesses with less brands to the
5 | | and soil small scale reputational risk or opportunity from consumers. Few
2 | | amendments. commercial smallholder engagement. are global, but
z Distribute enterprises some are
international as operating Also includes informal sector especially expanding into
well as local plantations with regard to local retail and developing
products consumption. markets.
Company Role Description/Key points
Name
Coorerative | Direct Service / 2 2 LISNI G A @S / 2 T FiSaansodidni of 28 tdasterd dcioss $n
Coffees Provider United Statepartneringdirectlywith smallscale offee farmersand their
exporting cooperativesPublicly committed to sourcing sustainably grown
coffees and partnering closely with coffee farmer partnéember roasters
help producers build capacity through proactive communication, financial a
technicalassistance, market information and dialogidembers are expected
to buy the majority of their coffee through the coop and take an active role
the governance and welleing of Coop CoffeeBor more information see:
https://coopcoffees.coop/
Ecom Direct Service ECOM Agroindustrial Corp. Ltd is a leading global commodity merchan
Provider sustainable supply chain management company. As an entggrated
business operating in over 40 major producing countries worldwide, El
focuses primarily orcoffee, cotton, and cocoa, as well as participating
selected other agricultural product marketis global operations rely on it
extensive knowledge and experience in supply chain improvement,
management and client focused distribution to create@aluable and profitable
environment for suppliers, customers, shareholders and employlees more
information see: http://www.ecomtrading.com/
EFICO Direct Service Based in Antwerp, Belgium, EFliggdes green coffeeAs anediumsized coffee
Provider trader EFIC@pholds the values of a lorgganding family businesspmmitting
(Catalyst) to the UN Global Compact Code and s$tivto support the Sustairae
Development Goals. The EFIG@up also counts with its own foundatio
supporting projects, improving livelihoods and farmingractices of coffee
communities For further information seevww.efico.com/home
Farmer Direct Service Founded in 1912, today Farmer Brothées overl10branches in the United
Brothers Provider States ands a national roaster, manufacturer, wholesaler and distributor of

(Collaborator)

high-quality branded and private label coffees, teas, spices and culinary


http://www.efico.com/home

JDE Collaborator

Keurig Green Collaborator
Mountain

Lavazza Catalyst
Nestié Collaborator
Olam Direct Service

International | Provider
(Collaboratoy

Paulig Catalyst

products to foodservice, convenience stores and grocery retaildrsir Direct
Trade Verified Sustainable (DTVS) program helps them to assess commur
needs and lead farmers to make commuHiyg decisions for programs to
address those needs. They are a founding member of World Coffee Rese
(WCR) and partner with seral organizations and platforms to promote
sustainable practicegarmer Brothers releases a Sustainability Report detai
their activities.For more information see: http://www.farmerbros.com/

JDE is a fairly young company after the merge of the coffee businesses of
Douwe Egberts Master Blenders5B/(DEMB) and Mondgt (Jacobs) in 2015.
DEMB had & own foundation coordinating and sponsoring sustainability
programs in origin, which included senalimate specific projects (such as the
Coffee Climate Carec®¢ project in Vietnam), whildlondelTz was working on
sustainability issues through their Coffee Made Happy Program mainly
delivered through suppliers and with a strong focus on good aguiilt
practices. After the mergedDE took on the running projects and programs 1
finalization and at the same time worked on their own sustainability strateg
For more information seéhttps://www.jacobsdouweegberts.com/

Keurig Green Mountain was born from a merger of Green MourGaifiee
Roastersaand Keurig, Inaesulting ina specialty coffeecompanyutilizingsingle
serve brewing systems

Keurig is committed to using the power of businessticew abetter

worldg throughtheir work to build resilient supply chains, sustainable
products, and thriving communitieshey are a global business, sourdirogn
farms in the coffee bean belt around the world and making brew systems it
factories across Asia and Europer more information see:
http://www.keuriggreenmountain.com/

Luigi Lavazza founded Lavazza in 1895 in Turin, \Itétly.a focus on espress
the family business today counts as one of the most important roas
worldwide. Sustainability is considered an issue in the countries Lavazza st
from as well as in the consuming countries. In 2015 the company achiey
turnover of 2 3SNJ € wmMdnTto OAffAZ2Y & Afirtker
information seewww.lavazza.com

bSadtsS Aa (KS ¢ 2 Nérdag@cdmparly, \iinsee than®@0R
brandsandpresent in 191 countries around the worldost ofb Sa G f SQ
Nescafe coffee is sourced from smallholder farmers, to whom Nestle provic
support through a network of agronomists andffee-experts. Nescafe also
utilizes life Cycle Assessments to determine the environmental impact at e\
stage ofthe product processFor more information see:
http://www.nestle.com/

Olam is a leading aghbiusiness operating from seed to shelf in 70 countries,
supplying food and industrial raw materials to over 23,000 customers
worldwide. They grow, source, process, manufacture, transport, trade and
market 47 different agfproducts.Olam is committed taesponsible growth
We ensure profitable growth is achieved in an ethical, socially responsible
environmentally sustainable manner. For more information see:
http://olamgroup.com/

Paulig is a famitpwned, international enterprise in the food industry that
noted for its highlj dzl t AG& O6NJ} yR& | YR aSNIAOS
Coffee, World Foods & Flavouring, Snack Food and Naturally Healthy Foo
brands are Paulig, Santa Maria, Risenta, Gold&Green and Poco Loco. Pal
1,900 employees in 13 countries and its net sales were EUR 917 million in



http://www.lavazza.com/
http://olamgroup.com/sustainability/

Commitment to high quality, a loAgrm view and a sense of responsibility ha
0SSy t | dz do@ valdsBsidee)D876 when Gustav Paulig foundec
company.For more information seewww.pauliggroup.com

S&D Collaborator | Roy Davis Sr. and Lawrence Switzer founded S&D Coffee inBXedy a
team of industry veterans, S&D constantly pursues the finest raw materials
connects with the entire supply chain from farmers to operat@&D Coffeés
a leader in natural extracts and concentrates from coffee, tea and botanica
andis thelargest, custom coffee manufacturer of its type within North
America. For more information seehttp://www.sdcoffeetea.com/

Strauss Catalyst Strauss coffeés an international corporatio with a portfolio of around

Coffee 10 companies dealing withoffee, it is a subsidiary of Strauss Group, an Isra
public company. Headquartered in Amsterdam, Strauss Coffee employs lo
management teams to build strong local brands and support them with a
centralized structure.This includes a centralized pueging center for green
coffee is based in Switzerland and some operations in Vietnam, a significa
coffee growing region.

Over the past decade, Strauss Coffee B.V. has grown to become one of th
10 global coffee players in terms of green coffee prement and one of the
fastest growing branded coffee companies in the wofidr more information
see:https://www.strausscoffee.com/abaig/sustainability/

Sucafina Direct Service SUCAFINA is a multinational coffee merchant, fouridd®77 and based in

Provider Geneva, Switzerland, with a family traditionciommodities that stretches bacl

t01905. & dzOF aGF Ayl oAt AG&e Aa {!/ !T@dyb!
work with their clients and suppliers to build a supply chain that improves tt
lives of thegrowers and provides a steady flow of coffeeheir partners.
SUCAFINA cooperates with several sustainability farming progFeomsiore
information seehttp://www.sucafina.ch

Tchibo Catalyst Based in Hamburg, Germany, and founded in 1949 as a coffeeordeil
company, Tchibo has expanded its portfolio in the coffee as well as théondn
sector. IN2015A i NBIF OKSR € odn O0AfftA2Y &
8,300 are based in Germany. Tchibo is among the top 10 roasters globally.
Hnnc &adzAGFIAYylIoAftAGE Aa Fy AyadaSaNg
more information seavww.tchibo.com

UnionHand | Direct Service Startedin the United Kingdonm 2001, Union Coffegractices what they call

Roasted Provider G! yA2Y 5ANBOG ¢NIXRS¢ o6& FAYRAYy3 |

Coffee andpaying them a fair price so they can invest in their farm, families, and
workers Their coffee is hand roasted in small batches with a focus on qual
For more information see: https://www.unionroasted.com

Volca# Direct Service Volcak Group the coffee division oED&F Mansources coffee worldwide

Provider with operations in 16 coffee producing countriasd sales and marketing
offices aross North America, Europe, Japmrd AustraliaVOLCAFE Specialty
Coffee established in 2001, is dedicated to sourcing and promoting the
production of high quality and single origin coffees from smallholders,
cooperatives and estates worldwide. For more information see:
http://www.volcafespecialty.com/
Tablel: Company Names and Descriptions

Originally designated as traders, roasters and brands it became clear that the roasters and brands
overlapped, and as such were designated just as traders and roasters. Eighteen coffee companies
(11 roastersand 7traders)were interviewed in total for thglobal report, with supplementary


http://www.pauliggroup.com/
https://www.strausscoffee.com/about-us/sustainability/
http://www.sucafina.ch/
http://www.tchibo.com/
http://www.edfman.com/

information from one roaster and one traitéerviewed outside of the formatted interview gdjde

andan additionab trader§ interviewedfor the Ugandan national case stidgompanies were

ranked as small, medium or large based on volumes of coffee traded (estimated in some cases)
Large being more than 2@WOMT, medium being 9000MT i 199999MT and small being

below 9Q000MT.

During analysis, it was noted thet many casefrends were lesassociated wittposition in the
value chain as trader or roaster and more relevant to the role the company played in the sector.

5
4
2 2
I I :
Large Roaster Medium Roaster  small Roaster Large Trader Medium Trader Small Trader

Figurel: Types ofcompanies Interview (by # of companies)

The traders and roasters were divided into three categaiwaflect these trendsdirect service
providers, collaborators and catalyst# brief description of each of the roles is given bélow
which will be elaborated upon throughout the following seas.

1. Direct Service Provider®roviding irdepth, holistic direct farmer services

Direct service companies work the most closely witimi's, providing holistic services -dhe-
ground. These companies are generally very knowledgeable about what farmers need in the
specific aeas in which they are sourcing.

2. Collaborators Sharing the burden of services provision via collaborétion

Collaborating companiebave a presence on the grouhdough implementing organizations.
These companies work with others to provide holistic services to farmers. Depending on their
degree of ownership over thesetbe-ground programs, they range ireithdepth of knowledge
or access to information about what farmers need in the specific areas in which they are sourcing.

5 These compaes are excluded from charts and statistics as they did not follow the interview guide.

8 Although predominantly traders, two of the Ugandan companies interviewed have begun to roast and brand for the
national market.

"Results from the Ugandan casestudyc be found as a separate case study i
Change I nformationodo section and are not represented in
8 The national level interviews from the Ugandan case study are not included in tbateglerizabns.

9 Some of the larger roasters fall into this category in that they do partner with others to provide on the ground

services. However, their size and resources allow them to also maintain their own staff on the ground (although they
may train traines instead of farmers) who tend to have a better grasp on what is happening with their farmers at

origin. These companies are placed inGladlaboratorbucket, but sometimes act more in line with Eneect

Service Providers



3. Catalysts Sparking action in the sector at a high level with a light touctherground
Catalysts are the most removed from-tire-ground service provision. Instead of bottom up,
these companies are looking at the bigger picfugeen outside of their own value chaimhey
may provide funding for research or services provision, may be visible as leaders in the sector,
andmay beinterestedin risk at origin, but arearelyimplementingprograms on the ground

6 8
5
4
5 5
2
I :

Service Service Collaborator Catalyst Catalyst

Provider Provider Roaster Roaster Trader Service Collaborator Catalyst
Roaster Trader Provider

Figure2: Type of Company by Role in supply cliayn# of companies) Figure3: Role in Supply Chalhy # of companies)

Methodology

A team from theSustainable Food LalCIAT, and Green Line @hsultingdesigned and carried

out theglobal study [ITA staff conducted thdJgandan national level interviews in parallel

covering similar areas of intere®@ecause of the difference inthecomigad geogr aphi c po
(national vs. global) and the different format between the sets of interviews, the Ugandan case is
pulled out and used as a case study, reflecting the global study.

Interviews were held tone hour and questions asked in an epeaaed semistructurednmanner

to allow for a freer conversation. Interviews were analyzed based on key words/ideas, not through
multiple choice or otér semiguantitative methods. Whetiee company had been interviewed by
Conservation International fohe 2016 Coffee Sustainability Catalogygestions werdailored

to avoid duplication to minimize burden tre companies.

Those interviewed were chosen based on the perception of with® @mpany would know the

most about climate smart agriculture initiatives. Introductions to m&mber companies were
partlymade throughdianns R. Neumann Stiftungahdh e r est t hrough the int
Those interviewedepresent a range obgitions within the companies, from president/CEO, to

COO to heads of corporate respongigisustainability, sourcing anslipply chain management.

As companies are structured in different ways it was not possible to have consistency across
companies wh regard to position. Howevethe authorsacknowledge that the perception of

climate smart agriculture may differ based on position, even within the same company. This will

be discussed more below, as this is sometfinthe ARC consortiuno consietr when working

with these private sector companies as well.



Each interviewee at the global level was asked the same set of questions (the full interview guide
can be found in Annex 1). The questions covered four main categories (the third and fourth
category are merged in tiesultssection to become a combinselction:Drivers for Decision
Making). Results are anonymized in order to preserve any competitive information, and
aggregated to inform the sector.

The global report is supplemented by a short casdysif national level coffee actors in Uganda
complded by IITA. A series of semstructured, qualitative interviews were conducted in Uganda

in the last quarter of 2016. The interviews aimed at capturing a sample cutting across the diversity
that is representeih the coffee sector in Uganda and includegresentatives from three local
branches of big multinational tradertwo mediumssized coffee companies, one farmer
cooperative, two civil societyrganizationdinked to a trader and two NGOs/Institutes set up with
private sector support. Eadhterview followed a formal interview guideline, yet this was not
necessarilyadhered tetrictly to allow the respondent to speak freely emelicit possible extra
information. During the interviewbeforethe questions on access to knowledge, the respondents
were shown a pamphlet which discussed the projected suitability changes of both Arabica and
Robusta coffee by 2050 in Ugariflarhe respondent was then asked whether such information is
useful to them and whether or not this was a good example of a formstukatul to them. The
interviews are supplemented by observations and interactions with a wide range of coffee sector
stakeholders, during workshops, coffee sector breakfast meetings, and informal and formal
meetingst!

10 An example of the type @hap shown appears in the Ugandan National Case Study section
1 For more information on the Ugandan Case Study, see the chapter on Use and Demand of Climate Change
Information, as well as Annex 2.
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Current Programs, Initiativesid Roadblocks

Current Programs and Initiatives

Each interview started offy looking into activities relevant in the face of climate chacgeied out by the respective compahwo

out of the interviewed companies stated not to have climate chargyeemtions, however then described their sustainability
interventions, which did turn out to have a climate change relevance. All other 16 congpafiresed to have relevant climate change
interventions in place.

During this first interviewsequencemany companies mentioned not to have standlone climate change programmes at producer

level, but to work on respective challenges rathdnolistically, i.e. as part of services delivered to farm€lsnate change adaptation

is a topic taken up at the prodion level, whereas climate change mitigation (if taken up) is rather taking place in the consuming
countries through efforts around renewable energy and or carbon footprinting.

Corporate investments and commitments are thus generally not exclusively related tocatiamgie but rather to the multifaceted
issues ofi) maintaining and increasing productivity through professionalization at farm level(this includes sustaining goéties
and qualities in the lonterm), andlinked to this(ii) a better understanding of farmer needqthis includes traceability aspects and
the shortening of supply chains where possilil¢gssifying private sector actoascording tchow they work orthese aspects helps to
understand which type of climate change informaisomeeded at which levahdin which format.

To do so, he table belovoffers an overview on what thieterviewedcompanies are doing on climate change and / or what their future
plans are on the topic:

Company Experience Plans
Cooperative 1 /223 / 2FFSSQa adloftS ySteg2N)] 2F O22LI T Tobringinroaster community more, shift the
Coffees gaps and needs, and knowledgeable people within that network: linking farmers wi focus from smallholders dynto a shared
farmers. resporsibility withregards to our CO2
1 Coffee Farmer Resilience Initiative (CEBb)funded the RusRelief Fund together with emissions and the impact on climate.
Root Capital, Keurig and USAID. 1 Embracing of environmental responsibility sc
1 A '"Roya Relief" fee of 5 US cents / pound was put on green coffee for coffee farme that it does not appear the producers are
most in need; since January 2017 3 US cents / gawa being added to all coffees asking for money for nothing, but admitting
purchased and sold to roasters as a "voluntary carbon fee" that all actors are part of the climate change
9 The initial "match fund" has run itsy&ar course and has now been transformed into problem.

in-house CoopCoffees voluntary carbon tdund, from whichproducerscan request
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B-ICO

support for learning about soil management, reforestation, and field renovation whi
are the priority topics.

The farmer coops that the company works with have access to knowledge and can
request throwh simplified project proposate implement and followthrough with
small projects initially set at up to USD 10,000 (currently under revision to increase
dollar amounts available to producers).

Mainly the interventions cover information exchange and application of best practic
in renovatian, composting (verraiompost) and the basic elements of soil life and
fertility.

During the rust crisis, the company organized farmer exchanges to show what is
possible to address the problem: pruning, renovation, mulching, soil vitality and-mic
organisns.

Role of Coop Coffee's roaster network is also to equip farmers with knowledge: ac(
to information is crucial and this is done through peer to peer learning.

Since 2009 we are working include climateadaptation and mitigatiorcriteriain
sustainability standards. We developadlimate module within theyeneric standard
SAN together witlthe Rainforest Alliance anéinacag; Rilot testing wasdonein
Guaemala where the first farm was certifiethder RA Climate Friendly
PracticesDuring this phasdearnings, data and results habeen shared with other
stakeholders for the integration in the Cool Farm Tool and-8f&en Coffee for carbon
footprint calculations within supply chains.

The aimhas always been tmnovate,pilot and test and then expand
geographicallyThis wa® C Lg/sthrfbn climate actionToday the climate criteria are
included in the generic RA/SAN standard glokeigt it can be applied fanore
commodities.

As from March 2016, we formulated osustainability commitment with regard tiove
Sustainable Developme Goals (SDGS)

SDG 12: Sustainable increase in production and consumigtimmeof the
fivefocusareag A Y G0SIANF SR Ay 9CL/ h QWe applizéani | A
inclusive approach where several sustainability standards are supported and gdm:
SDG 7Focus on renewable energy in European offices and warehouses, solar pan
and wind mills Also in coffee producing countries, EFICO promotes renewablyg in
remote areas and climate adaptation and mitigation strategies.

SDG 8:Decent workand economic growth. By sourcing sustainable coffees from loc
actors (cooperatives, local exportegtc.) we have a direct and positive impact on loce
development. Creating wiwin partnerships within the supply chain where every actc
can get a sustaable income.

1 New partnership with Soil and More in

Ethiopia just set up to work osoil with
Sidama Coffee Farme@ooperative Union.

Recently joinedhe Sustainable Coffee
Challenge

In 2016, reached some major milestones
even though we stithave quite some
challenges and ambitious goals ahead of us
We will continue our actions as formulated i
our ambition up to 2030 for the Sustainable
Development Goals and provide a stronger
voice in the call for international
collaboration and action toackle sectoral
challenges.

An important focus area in 2017 and 2018
will be to review and reorganize our
integrated management systems towards a
practical and bottorrup approach: risk
assessment, product requiremenfsod
safety and occupational health Milrive
these systems.

Given the sectoral challenges of climate
change and price fluctuations in the
international market, we will continue to
focus on partnership building with both our
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Farmer Bros.
Co.

JDE

Keurig

SDG 17:8aming up with locadnd internationalbrganizations tgoromote partnership
building andbring climate change on the agenda in production as well as consumpt
countries
SDG 4Quality education: reinforce the empowerment offtee producing
communities, and contribute to sharing of knowledge and responsibility.
EFIC@oundation funds projectsvith specific focus on quality education, knowledge
transfer andclimate change (e.g. solar energy, efficient wet mills to reduce methane
training) and focuses ovulnerable coffee communities .
Work through partnerships to motivate governments to engage in climate change
activiies nationally and globally.
Together you can achieve more. EFICO considers its impact on the environment w
the coffee supply chain as one of its responsibilities, and commits to act according|
This commitment is reinforced and discussed at international and local netvsris,
as the Sustainable Coffee Challenge and The Shift, in alliance with the UNG@tkNety
Belgium. Aiming to achieve transition together.
A multistakeholder approach is needed to take on this international challenge. We
stimulate our suppliers and our clients towards a more sustainable coffee future. B
actively listening to the needs ofir partners, we aim to bring builtp partnerships
amongst private, public and civil society actors and gfforts to achieve transition.
Looking into GHG output per kilo of coffee
Investing in technical assistance and trainings, thisasnain focus of their work
Direct trade program and responsibly sourced platform
Tailored programs and common metrics for M+E purposes
JDE)Responsible Sourcing Program focusses8pillars:

o Coffee origin interventionand global partnerships

0 Sourcing certified and verified coffee

0 Supplier Initiative
Work on CSA is delivered through agronomy related projects and the main focus is
alwaysonagronomya(A i 6l & OFfftSR D!/t FAGBS &SI N
All projects in origin countrieaddressgood agricultural practices and more recently
climate smart agricultu interventions. Latin American projects are in Peru, Colombi
and HondurasAsia projects in Vietnam, Indonesia, Laasl inAfrica in Tanzania,
Uganda, Ethiopia and Rwanda

customers and suppliers, as well as with
institutional parties.

EFIO looks at a coffee future where all
actors within the coffee supply chain can
benefit without harming the potential for the
future generations. This vision goes hand in
hand with our continued focus on responsib
production and consumption.

We aim to apfy an inclusive strategy that
also reaches the most vulnerable farmers a
empower them towards sustainable income
creation.

With the EFICO Foundation we will continue
to invest in quality education for a.o. childre
and youngsters in coffee communitieace
they are the future of our society.

This longterm investment will guide us
towards a transformatinal, sustainable
coffee future.

Keurig has completed an updated GHG footprint inclusive of the supply chain. Estii § KeurigQ 2020Sustainability

are made from the production level using industry standards related to production (

Targety(specifically the two below) promote
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example, average GHG emissions for Brazilian Arabica production are used for the
Brazilian segmentof Keutpa OKI Ay 0 AYy&a0GSIFR 2F RANBC
Within Keuridd NB aLRyaArAofS a2dz2NOAYy3a AdzA RSt A
but not mandatory for suppliers and is not auditefldaptation and sustainable
production and processing practices are also encouraged.

Investments are made in the supply chain to support producers in the uptake of
adaptation and climatemart agricultural practices. Keurgguestsmetrics on
adaptation (for exampleproducers adopting CSA practichsctares under improved
management, # of wet millgpgraded, and estimates of water savings) for its 2020
sustainability targets, which try to capture hamvestments have impacted people anc
resources.

Climate data and/or research has been incorporated into the advisory services of n
programs such a€offee Farmer Resilience InitiativeHRI), the Blue Harvest, and othe
to inform farmers and farmer organizations practices to mitigate or adapt to change
in climate.

Keurig believes the varietal research and triz@ing conducted by World Coffee
Research will also significantly contribute to leteym climate resilience for the coffee
industry and that this will be the key to a sustainable supply of coffee in 50 years.
Member of c&c and further work on CSA through own projects to help farmers beci
more resilient to climatic changes

Examples for specific practices explored are water harvesteailection pools to get
through droughts / dry spells, planting Bracharya between coffee trees to keep soil
moisture and to increase resilience to drought/dry spells or using gypsum to facilita
coffee roots growing deeper, which allows the tree to asdeeper water

Main experience gained in Tanzania, Brazil, Guatemala and Vietnam

Main approach is on adaptation with a focus on agronomic practices, whereas
mitigation is not a priority|ln terms of proposed adaptation practicedere

are alignedwith the coffee&climatenitiative.

Main intervention areas are pest and disease consbhde management, cover crops
wind breaks, micralimatic approaches regarding temperature increases, unseason
rains, humidity and drought

Drought tolerant varieties and coffee propagation are gaining importance. Different 1

propagation techniques are hang effects on draught tolerance at the initial planting
stages. Depending on the origin and conditions alsogigftingas part of
rejuvenationwill be very beneficiatspecially where access to planting material is
difficult.

Has an R&D center in TouAidjan working orsuch aspects

practices in the supply chains that lead to
climate resilience:

0 By 2020 engage 1 million people in
their supply chains to significantly
improve livelihoods, including water
security and climate resilience.

0 By 2020 source 100% of coffee
according to their established
responsible sourcinguidelines.

Based on the results of Keufigg / 2 N1.J2
GHG footprint, the biggest opportunity area i
on the brewer side of theusiness which will
be the nearterm priority for reductions.

Future work in c&c will include new areas /
origins, but this has not been defined yet

The approaclis impact oriented aiming to
measure return on investment / value create
In the future the focus will be put on adoptior
practices (efficiencyat farmer

levelto increaseproductivity (not on area
expansion!)

Certification / verificatiormay become less
important asimpact in terms of farmer
income has not always been convincing. Ma
driver for farmers was to get premium, not
necessarily to increase productivity, which
would have generated much higher
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Olam 1

Strauss Coffee

The sustainability activities are framed within the Neédalan; within this Plan 250+
agronomists directly train farmers

What is gaining importance is also the topic of diversificationlti-cropping (fruit
trees,pepper, cash crops), e.g. in Vietnam or in Thailand, opportunities also in
Indonesia, CotedL @2 ANB | yR. 20 KSNJ O2dzy i NR Sa
These topics are not new in coffee, but there is little local / regional knowledge ava
and over the years knowledde.g. on intecropping has been lost witlbig
originsmoving in monecropping; these approaches need to be looked at from a
different angle factoring in climate changewever taking also into account economic
factors such as labour availability / labour productivity

Sourcing activities in 21 origins anidedt operations (Olam plantations) in Brazil,
Zambia, Tanzania, Laos. The activities range from Economic Development and
Livelihoods to increased resilience to climate chargjated risks. They respond to
landscape and environmental priorities, economic supply chain needs, and social
priorities. Currently Olam runs 20 sustainability atiggi with partner organizations
(N@OQaz 52y2NE: [20lt D2@SNYyYSydaz Sao
Own approach to cover the whole range of sustainability aspects relevant to farmel
Economic, social, and environmental in line with the Olam Livelihood Charter (OLC
Flagship sustainability projects and initiativggn Olam Livelihood Charter (OLC) stati
when they address all 8 principles of access to finance, improved yields, labor prac
market access, quality, traceability, social investment and environmental impact. Tl
OLC results in better productivity dmeturns for farmers and sustainability assured fc
our clients. In 2016, The OLC and project initiatives reached close to 30,000 coffee
farmers across multiple origins. These initiatives are geared to help smallholders
increase farm productivity and pritdibility while enabling us to offer sustainable,
traceable and socially responsible coffees from various producing countries.
Several Olam projects in-gisk origins are contributing to climate resilience and
preventing deforestation through sustainabyliprojects and certified or verified
sourcing. Olam works with partners in various countries such as Indonesia, Vietnar
Peru, to support climate resilient communities and protect forests.

Strauss Coffee, as part of Strauss Group, has an enwerahiongterm plan to cut use
of water, energy, waste and emissions, executed in the last Syipall its operations

incremental income. In order to makeal
changes in origins with low productivity, focu
is on yield increase.

1 BEmpowering agronomists with internal tools
to drive adoption at farmer levetill be key in
the future; in this aspecthe company fully
relies on the creativity of their own petg By
setting own targets to be met internally the
agronomists are empowered to think and
puzzle out in their own environments what
works best and can then move intoat
direction without having to wait for long
discussions and decisignaking rounds

1 Theweakness of pre&ompetitive approaches
issize and speed of the interventions.

Olam has become an active member of tiebal

Coffee Platform (GCR)hich isthe leading

facilitator of the coffee sect@®@ & 2 2 dzNJ/ S ¢

sustainability. After listening to producers,
governments, NGs, and stakeholders in the
coffee value chain, GCP identifi8 critical threats
to the coffee sector: Economic Viability of Farmir

Climate Smart Agriculture, and Gender and Yout

Each area is addressed through a Collective Actl

Network. For instanceClimate Smart Agriculture

facilitates, aligns, and drives indusig | Ol A

improve climate smart farming thus adapting anc

building more resilient communities. Olam
recognizes that thecale of the climate change
challenge is so great that it must be addressed
jointly by working with other coffee stakeholders
including peers in the private sector, NGOs,
producers

9 Strauss Coffee is considering decreasing the
contribution to programs like 4C and focus more
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In 2017, the sustainability program involves investment in six rurpimgterm
projects, focusing on womé&h@mpowerment in the coffee sectoinvestment is
increasing every year.

on concrete programs in origin as generating
impact is key for thenii in total increasing
investment significantlyput diverting some of the

investment n Platform to direct plan, yedtill
contribute also to 4C and members of the
platform.

T

Thinking aboutlimate risk as pamf the sustainability program
16 projects in coffee (and tea) Buatemala, Colombia, Bra#eru, Costa Rica,
Nicaragua and more:

o0 Investing in smallholder communities to provide resilience to climate chanc 1

but also to markeshocksand more generally

0 Engaging in continuous improvement processes
Workedwith HRNS in Brazil and Guatemala: more of a climate focus in Brazil beca
the droughts
Workedwith Volcaféin Costa Rica on a small landscape assessment: ran an asses:t
of natural capital in the region, then tailored technical assistance to preserve forest
watersheds and endangered species
Member of the Coalition for Coffee CommunitiasNicaragua
Focusof all sustainability engagements is on impact on the following key areas:
Increase Productivity

1
1

/2aG 2F LINRBPRdAzZOGAZ2Y OLI NI 2F FINN¥SNERQ
Water management
Soil health

Forest conservation (by increasing productivity drivers to encroach on farastbe
reduced)

Owninternal climate change program. i
In origin adaptation is the focus, but the company is also looking into insetting (and
offsetting).

At production levelthe main interventions are on: shade trees; in Burundi and Rwar
this is done via standards (nio@r of shade trees on the farms) for soil moisture; in -~ 1
Uganda there are hardly any certified farmers so here interventions to protect
production are implemented with the support of donors (e.g. a large scale shade
program including a Memorandum of Undensthng with the National Forestry Agenc
and looking into planting materialcoffee seedlingsand shade tree specigdJganda is

Plan to doublenumber of project in the
coming years.

To hit the five priority areas

To be innovative in capturing as many pillars
as possible

To keep improving upon direct CSR targets
and methods within the company for facilities
and related energy, waste and water targets

To set up a shade tree program: push more
insetting, better informed and performing
washingstations. Looking at how to register
shade tree program into carbon projects.
These activities are not going to finance
themselves andhe industrycannotfinance
year after year, so the idea is to deliver seed
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Tchibo

UnionHand
Roasted Coffee

experiencing heavy shifts in rain patterns, and thus flowering times, so action is urg funds and support in setting up a self
needed financing mechanism.

Training material from CéfAfrica on Good Agriculturatatices including climate

change (mitigation and adaptation) is used.

In Brazil mulching and trenches in farms are the main interventions for protecting w

sources.

Adaptation is the first priority, mitigation is a nibenus at farmer level.

Gained knowledge and insight indaarboncredit project in coffee production through It would be beneficial to have a cent@ntact

a joint collaboation with GIZ, Ecorbased on aVorld Bankapproachfrom 2009 to point potentially global butertainly on local level
2011, where it was found that it was far too complicated and costly to pursue such to access information owho has climate and
strategies at the smallholder scale. Furthermore, the project developed learnings tt nationally specific information and where to find i

delivered input intathe addon 4C Climate Module with a focus on adaptation. This would enabléo identify for each region

GCP engagement entails climatmart agricultureas a priority topic. The company whether there arefuture climate suitability maps,
continues & a member of C&C and strives for a better cooperation with éwtos who arethe localclimate expertswhether there
network to use synergies are other activities ongoing to potentially

¢ OK & faréhe® support program is call§fichiboJoint Force®),it consists of a exchangeknowledgewith or corporate and access
number of modules which include climate change adaptation practices. learnings.

Active involvement in footprinting initiatives e.g.:
0 Product Carbon Footprint project (THEMAL, OekoinstRatsdam Institut fuer
Klimafolgenforschung) developing a carbon footprintddtrivat Kaffee Ragt
from Tanzania that was Rainforest Alliamegtified.
o Development of the Green Coffee Product Category Rules for carbon
footprinting up to the point oexport in origin (expired meanwhile as not
updated).
Environmental Footprint Pil{PEFpy the European Commissianthe coffee
pilot until it was discontinued in 2015.
UnionHand Roaste@offeehas a different approach to sustainability (which includes §  Further work on climatehange issues throug|

environmental sustainability). By payingigher price for the green coffee we enable ar their own Code of Conduct

empower the producers to take charge and invest in good agricultural practices 9 Unionis approached by many companies an(
including farm diversification. We provide guidelines on GAPs within our Code of NGOs to collaborate on new projects, but is
Conduct. We believaniempowering the producers and implementing a bottom up careful to balance their engagement accordir
approach to environmental sustainability rather than investingpecifictop down to human resources

climate change projest

UnionHand Roasted Coffdwas their own Code of Conduct, which all suppliers
(coffeeproducers) need tacommit to; climate change iwidely coveredn this Code of
Conductand provides guidelines to producers on GAPs.
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1 Union Hand Roasted Coffednsplementinga project in Ethiopiafocused on preserving
Wild Arabica Specias the Yay Forestaswell as improvind.ivelihoods. The project is
co-funded byDFID and Kew Gardengild Coffee Forests and surrounding forest arei
are part of a coffee farming system that benefits livelihoods and nature conservatio
Working with the communities at Yayo improve the quality of their coffee, which via
Union Direct Trade means that better prices are paid to the farmer. If the coffee is
worth more, the value of the forest also increases, providing an incentive for its

preservation.

Volcdé I Climate change needs very localized suppBxireme weather events are more 1 To address the immediate concerns of
frequent, more erratic weather patterns, droughts, etdis isobserved by, and farmersc costs of productionfarm
addressed byteams on the ground. profitability ¢ while also continuing to build

1 Focus is on building resilience in the face of climate change (e.g. through better so resilience to climate change

management moisture retention, additional organic matter, mulching to protect soil,
planting shade treeg soil stability and micralimate aspects on the farm)

I There is a global curriculum developed by senior agronomists with a focus on time
tested solutions; any recommeation made is very mindful of farmer resources and
assurance that they are effective.

1 Interventions need to be practical, not capital intensive,4@sk and proven to make a
difference.

Table I Overviewof companie§experience and plans
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The majorityof the interviewed companies indicatint theyhave climate change interventions

in place; only two have sustainability initiatives and programs, but no specific climate change
activities. Mostof these interventions amd the farm and / or cooperative level regardless of the
type or size of companypporting the investment

16
7
I R
1 I
Farm level Coop level Processor Exporter / Roaster Retailer Consumer
importer

Figure4: Intervention focus in the chain (by # of compamjenultiple choices allowgd

At the farm and enterprise (coop) levels, the focus is clearly on adaptationand good
agricultural practices through extension and researctrurthermore, specific topics addressed

are social resilience, business skills and access to agricultural inputs. Regarding climate change
mitigation, the traders are more active and involved than the rod&tadgrs engage in carbon

foot printing, carbon projects (offsetting / insetting) and in aspects around renewable energy

Due to their position in the chain theye better able tdacilitate data collection up and
downstream. At the same tinmany of the roasters mentioned interest in the topic of climate
change mitigation, however either found the existing mechanisms too complex and lengthy and /
or developed their own mechanisiios some data collection on greenhouse gas emisdiotie

latter case data collection was still considered a learning activity without defined implications on
sourcing strategies and / or internal changes.
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Figure5: Intervention areagMultiple choices allowed)
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Besides agricultural extension and social resilience, which are targeted by roasters and traders
alike, roasters are rather focusing on business skills and research. This can be explained by their
interest in sustaining supply time one hand and bigger margins to invest in research than available

to the traders on the other hand. Traders focus more on the immediate needs of the farmers such
as access to inputs and farmer to farmer, or peer to peer, learning as a means toprontiveees

and encourage uptake of proposed agricultural practices.
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Figure 6: Type of Intervention by Roaster/Tradléultiple choices allowed)

Those companies with local presence (matrdglers) are offering their own extension services.
Companies with limited local presence and / or resources may use certification/verification across
their portfolio but still implement own projects in particular pla¢eeluding certification /
verification processes)Roasters as well as bigger traders tendaeea broader strategybased

on more resources, to identify and cope with potential climatic risks to their businesses.

All interviewed companies had the understanding that climate changeeeds to be taken on
by the sector and thus by all the different supply chain actors

GhdzNJ O2YYAGYSY(d (2 DNRgAYy3I wSalLkRyprdg@aisanclRS YI Yy Ra
agricultural measures not only to protect the environment but alsprawvide farmers the tools and

1y26f SRAS (2 06S SO02y2YAOlftfte FyR az20Alffe& @GAlIof S
participation of multiple stakeholders. (Our Roaster customers, NGOs, the International community

and the Local Governments GethcDkam

It is not a topic where (sectaride) impact can be achieved by a single company albhis. also

explains why climate change is a topaedy worked on by a single company alone, but rather in
collaboration with others. The main collaboratipgrtners besides the supply chain actors
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(roasters, traders and farmers / cooperatives) are NGOs and research agencies. For the roasters, the
traders are the first collaborating partner to turn to as they can offer local knowledge and insight,
connectionto the farmers and (some) implementation capaciaderstend to team up
specifically with local / regional / national institutions in origin to cover topics where they are not

the experts, e.g. with national forestry agencies or research centres. Alhtlostmediursized

to large companies (traders as well as roasters) have participated kstakdtiolder initiatives.

The small companies tend to stick to their known partners, mainly farmers and producers, and look
for further support or alliancgsnainly regarding researclon specific topics they cannot cover
internally.

"To achieve the security of our coffee supply and a viable future for coffee producers, we have a lot of
work to do to at the industry level to prepare our supply chains, the kamdi the coffee trees for
OKl y3aSa AKeuliGkedhMobidia

The most well-known climate initiative in the coffee sector, theitiative for coffee&climate

(c&c), wasmentionedn the interviewsdy memtlers of the initiative only, which in theadmework

of this study, are all roasters. The other interviewed companies were either not aware of such
climate change initiatives as c&c or other platforms or did segtthese initiatives delivering
towards their own climate change strategied envisiord impacts A factorcontributingto this

might begeography, with the US based compabiesgless aware and involved in the European
based initiatives. Initiatives such as the Coffee Farmer Resilience Initiative and the Coalition for
CoffeeCommunities were wiely noted by the US companies.
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Figure7: Collaborating partners on climate change iss(mEstners per actor)

Fifty percentof the interviewed companies indicatbé@yfeel most of the responsibility to sump

farmers in climate change adaptation to be in their hands, wh2gdadelt they sharethe
responsibility and another 22% salieby have little responsibility. Clustering actors according to
company type (roaster / trader) or size (small, medium, large) on this matter did not show any
trends. Whether supporting farmers to take on climate change challenges and thus the level of
consideed responsibility is perceived high, medium or low rather seems to be linked to corporate
priorities and business modelhose companies whose operations are closest to the faamd

/ or depend on specific origins and potentially producer groups for theisupply expressed a

higher degree of(and taken onmore) responsibility for helping farmers adapt.
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This is similar regarding the perceived effectiveness ofir tkbmate change strategy /
interventions: 39% of the interviewed companies consider theipaph as very effective, another

39% consider their approach m®deratelyeffective and the remaining 22% did not know / did

not indicate a level of effectiveness$ their climate change approaches. A trend according to
company type or size on this questwas not found, however, the closer to the farmers and / or
the more dependent on specific origins and potentially producer groups the more convinced the
companiesvereof having an effective climate change strategy in plademately this indicates:

the better (more direct and more intense) the communication between the producer level and the
company the more responsibility seems to be taken on by downstream.a@twmgnunication

and proximity to origin also indicates programs mta#ored b produ@r needs and realities
leading to more (perceived) effectiveness.

These findings give a first indication on the aboventionedoles(seei Des cr i pti on of ¢
and cat e gadireczsarvide provslars) collaborators and cataljétst of the traders,

regardless of their size, are providing holistic direct farmer services. The roasters are more

likely to be collaborating with other actors to deliver climate change support to farmers.
Depending on their perceived share of responsibility #reyrather having a higlavel strategy

on the topic and looking into the provision of funding based on their supply chain risk than
engaging more deeply in the topic. In this last category there are someatahae thinking

ahead and exploring the topfrom their supply chain position, getting engaged in some
implementation activity but also working through partners.

This categorization can also be explained by the closeness and dependency on specific origins and
producer groups on the one hand (traders being close to the farmers, knowing about farmer needs,
having local structures in place and smaller roasters vatioe supply chain being in the same /

a similar position; roasters relying on upstream supply chain actors and others to support the farmer
level) and corporate priorities on the other hahde further away the company is from the
production level and the less integrated sustainability aspects are in the business model, the

smaller results the company6s engagement in c
6
3 3
2
11 1 1
[ [
Most Some Little No answer

m Direct Service Providers = Collaborators = Catalysts

Figure8: Indicated Responsibility to support farmers on climate change (by company role)

The majority of thedirect service povidersand thecollaboratorsfeel they have (and take on)
most of the responsibility to support farmers in facing climate change challenges, whereas the
catalysts see themselves with little to some responsibility in this task.
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Al so regarding the respadtadon ttsd tchoen sa dteored@s erf

indicated trendThedirect service pvidersmainly consider their approaches to be very effective,
whereas the Catalysts see their interventiorengsdind oféeffective. Among th&ollaborators
there is no clear trehon this question.

Roadblocks Summary and Insight intm@clusions

5

2 2 2

: S
Very effective Kind of effective Unknown effectiveness No answer

H Direct Service Providers i Collaborators Catalysts

Figure9: Indicated effectiveness of climate change Interventions / strafegyompanyole)

All interviewed companies have engaged in climate changeiteagiin some way or another.
Even though they may not have specific climate change interventions, their sustainability
engagements touch upon relevant climate change asphiggoints to an ongoing challenge
in language that a numberofcor&d sust ainability6 investments

fo

practices, credit,etc,cc an al so be consi6dédroeve veaec!| iamat enog mad

6cl i mat e The follgwing hisd offers an overview on roadblocksentioned by the
companiesn their initiatives and, where available, lessons learnt or solutions on how to overcome
these(see Table 2 below
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Level
Farmer
Level

Roadblock

aw?2 | Roirf utbdriing farmers are nobnly specific to climate change
Projects will always come with gapecific challenges that need to be addres
or projects to be adapted to the local reality. There is seldom esizedits-all
A0NI GIDHS ©¢

A

A

49 3Sy
Tl NXYSNI G2

A

Low education levels and little knowledgeongst farmers around A

climate change and potential counter measures (adaptation and
mitigation)

Time: farmers usually follow benefits seen, but then adoption on | A

scale takes a lot of time

AYLI SYSyid GKS NBSaafiny Sy R
Certification / verification takes a long time and binds resources ti
could otherwise be invested in projects to help address more spe
issues focusing on loAgrm impact

Mitigation work is very complex, cumbersome and takes time,
whereas it offersttle benefits in most of the cases

Lack of profitability in coffee farming and thus of funds at farmer
level to invest into their plots

Cultural aspects and local customs sometimes pose a challenge,
especially when implementers are not aware of tleegar,many
women work in the coffee pl ot
which could be due to religion, custom or culture; in each occasio
should be key to figure out how best to reach the persons mainly
active in the farms

The coffee sector tks knowledge and expertise on soil and this is
(among) the most important factor(s) in farming

Getting practical information in a systematic way circling around
farmer group$ each group is a closed entity and if no umbrella

6KSY R2y2NJ LINE 2SO athe laiy ofithel 4

Lesson learnt / solution

Other means and benefits needed to
motivate adoption of proven CSA
practices

Family-run businesses potentially ha
a more longterm strategy and
closer/stronger relationships to farme
Initiatives need to go beyond pure
certification / verification

Know local customs and circumstanc
before starting any intervention; e.g.
tailor trainings for women only and
have a female trainer or find a neutrz
location for anyone to participate (e.c
a school)

Learning from knwledgeable lead
farmers, and promoting opportunities
for them to visit and train other
farmers is often most successful
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Company
level

A

organizations exist it is ha to pass on knowledge / expertise from A

group to the next

Human elements can block scaling up

Communication with the farmers: it is mainly easy to communicat
with the leaders, but getting that information to all farmers is anot
aspect and usually natorking that well, particularly where farmers
are widely dispersed even though they may belong to the same
cooperative

If information has to be collected from farmers, cooperatives usue

do not have the means to hire someone to do so, thus the datéon( A

come from the individual farmers; having them all come to meetin
for this purpose is time and resource intensive

There is an urgent need to bridge the divide been agriculture and
forestry to develop more effective agroforestry systems. Rare to
foresters who know ag, and there is a lack of knowledge on how 1
combine timber/other tree species with coffee, cocoa. Little attent
i's given to producing high qu
management and commercialization of the timberathdr shade
trees.

High-level buyin for sustainability (climate change) issues in
corporate structures is usually low as the focus of the shareholde
on Return on Investment

Climate change mitigation depends on huge investments, some
initiatives on this have been supported, but this is nowhere close 1
moving the sector (this is the case for carbon projects but also for
collection for footprinting)

Limited knowledge / expertise on climate change aspects specific
at higher levels andihen it comes down to operational level, thus
there are limits in integrating climate change atp&to own
sustainability work

Agronomists or whoever trains the
farmers need to be charismatic and
passionate about their work

Looking into other means for data
collection, e.g. via SMS or radio; sho
case studies on how to disseminate
collect information might be helpful
A new, more interdisciplinary
paradigm in required, involving tree
experts in the design and
Implementation of largescale
agroforestry inittives.

The right information needs to be in
the right hads, lengthy searches for
information and / or experts wastes
resources; so finding / having the rigl
people at hand is a key success factt

Joining a global platform has helped
streamline and focus the work on the
most important adaptation processe
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"When it comes to making programs operational, if you work in su A Pooling resources might be more

chai ns wh e rséfficienhkaawledye availabler your partners
have a different philosophy how to address the topic, and if you are ol
a scientific framework in dajo-day business it is not easy to integrate r
elemerd in an efficient way that works in the fieldi Tchibo

A A lack of consolidated information on implementation aspects: wr
working where on which topics; therefore everyone starts from ze
when looking into the issue

A Lack of funds to reach all farmers: where farmers are widely dispt
many agronomists wddibe necessary to reach them, but especialll
smaller companies cannot afford to hire many agronomists; also 1
for scaling up are limited so a small successful initiative may stay
local level, although the approach might be beneficial for many m
coffee farmers

A Limited funding to tackle the scope oktproblems in the coffee
sector

Aln countries with ineffective
For example, irsome countries the governments aot doing enough an
there isa place to improveyhereas Brazil is in a much better state due
we | | el abor at ed 71&tnauss Coffee e nt a | I

A Sharing data/information with others is a challenge so that many
actors seem to be investing in similar / the same things

Ifwecan pool the resources that

we can try to remove some of the competition barriers and share a
that information into those landscape assessments we can have a
broader | mpacftFamerB@asn i ndustry. (

effective and efficient regarding topic
that concern the sector as a whole, €

research on varieties / WCR
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A Complexity and stakeholder management is extremely time
consuming and binding resources that could rather be spent on ir
and scaling up proven approaches

A Undekrfinancing of research e.g. on breeding and propagation due
lack of fundsA tree crops aranderfinanced because of the
perennial nature of the crops and companies are not in the positic
spend 1520% of their revenues on R&D like is the case in other
sectors such as in fertilizer production

General

Table2: Roadblocks and lessons learnt on climate change interventions

Peer to peer learning and exchange
visits seem to motivate farmers best
It is not necessary to alwaimok for
the big solutions, but to focus on
simple applicable measures with
immediate impacts
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The experiences and roadblocks gathered throughout the interviews shownth# clhange is
an important topic, though it is not considered a stode issue but rather as one piece of the
sustainability aspects relevant in the coffee se&bthe same timealmost all actors consider
sustainability in general, and climate chann particular, to be a toptbat can only be taken on
by the sector as a whole and not by a single actor:

"No single actor can make a differera®the task is much too big and requires collective ppbhate
action. Qnly a combination of actors,@mbination of supply chain activities and a systemic approach
can make any differenceg Tchibo

In this understanding it is not (only) important to have a story to communicate in order to boost
reputation and visibility, but coffee actors more and ntoo& into the impact their investments
achieve. Climate change interventions are hardly used for communication purposes to the (final)
consumer.

QVisibilityis notour priority. Our aim is to create a positive impact within the green coffee supply chain
and take our responsibility accordingly. A lgéegn approach is needed to make the transition
G261 NRa | adzadl Aqfficdot S O2FFSS Fdzi dzNB v¢

However t his approach (Il ooking into the i mpac!H
investments), may aldead to some actors considering themselves too small to make a difference

and not prioritizing climate change as an area for interveniging systemic and comprehensive

plans for environmental protech, butnot with an expliciclimate frame

"We hae several initiatives to reduce our carbon footprint. Yet, in countries of origin, we are mostly
focused where we can make a change and see infpa8trauss Coffee BV

Overall, mosbf the interviewed companies agm@ethe urgency to take on climate change jojntly
though, which is also reflected in the platforms and joint interventiaddressinghe topic.
Furthermore, the analysis of climate change experiences and lessons learnt showed, that (most of)
the intervewed companies are lacking a leader on the topic; an institution that gathers existing
climate change information, facilitates it to the sector and has an overview on relevant
developments and initiatives.
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Demand and Use of Climatddrmation

In geneal, all types of companies identified are inteeesh origin level informatiorregarding
which practices are most suitalfter climate adaptatianSimilarly, all types of companies are
interested in evaluating origin level exposure to climate chaskevia landscape level tools such
as climate maps

Direct
Catalysts Collaborators Service

| | |
Backbone Organizations (such as GCP) deliver high level information about the sector
Web Search for specific desired information

Information from direct service providers/traders on conditions and risk of Local info from farmers, field

supply at origin (short-term) reports: staff, consultants or

World Coffee Research multi-location variety trial NGOs to be used at origin,

Weather information specific to origin mostly in the short-term

CIAT Climate maps for landscape level Standardized indicators for

Research Organizations (medium to long-term) baselines (COSA)
Site-specific GAPs

Trade Groups as an entry point for NGO implementation partners Local weather information

information related to specific risks and

Coffee & climate resources allows opportunities

for more meaningful engagement at

origin

Expert consultants flown to source

Beyond that, companies interviewed had differentiated demands for clietatied information
based on the level at which they interact with farmiiare direct service povidershave use
for ground level information such as sitspecific GAPs, local knowledge (hydrogeology,
shade tree species), local weathastbenefit analysigind productiordevel emissions data.

G2 SQNBE SRdzOF G SR 2y NFBLR NI &, wekre dbse@ighintate 2hdmige ih y R | (1
the field every day and taking an applied approach to addressing it eves/\dalgafé

The Ugndan case study reflects the use oftt@grourd, productiorlevel information In
contrast,collaboratorswho work primarily via consortiums and partnerships with traders,
and catalystshave lessuse for producerlevel information and instead rely onor would like
to seebroad information such as climate maps, sitespecific GAPs and case studies on
successful solutions and approaches

LY 3ISYSNIt woS ¢6lyiae (1y2¢ftSRIAS | 02dzi K2g O2FFSS
the locations we source from and to understand how we can best support coffee farmers through
partnerships to tackle the challenges to their future inalgdihe threats climate change poses for

coffee growingBut, we also need to think much wider than that. We need to, as a sector, think about
ecosystems where coffee is produced as a whole, look at the key resmdloesistraints against the

knowledge wéhave onclimate and water risks. We need to understand how #ihtiestogether to

support the agricultural production, livelihoods and allow for ecosystems to remain intact or restore
themselves if already degraded/e also need to find a way to collaiate more effectively across
aSO02NE YR G2 fAYy]l] (0KS&S STF2NIa (G2 R&AIlgyl GA2Yy I t
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Simply based on their position in the value chdingct service providersequire information at

the local (sulmational) level, and are particularly likely to seek out weather and information
related to specific risks and opportunities at the ngoaularlevel. are not limited to traders,
however, and some brands and roasters that are more involved at a locaéneaetl dhe same
producer level information related to climate change.

Sources of climate change information are also similarly variegated across the types of companies
interviewed. The more local the information needs to be, the more diverse the s@adtds u
acquire the information.

Direct service providerare the least limited by their ability to find the right types of information.
Given their presence at origin, they are already aware of major risks affecting the farmers in the
short term. Farmers are their most frequently mentioned source of climate change
information. NGOs are also a source of local information, particularly as a complement to

the agronomic information from the farmers. None of thelirect service providergiterviewed
mentioned gppliers as an information source as they are already locally embedded through a
physical presence at origin or heavy involvement in the supply chain.

While the nature of most of the information which they accessed is short term, information about
mid- to longterm risks are interesting if they have their own assets to protect at origin (e.g.
plantations, nurseriegtc). In other cases, they might seek outmalongterm information for

the purpose of strategies related to building and maintaining relations with the farmers beyond one
season. This midto longterm information might come from other sources such agdmme
organizations, trade groups, web search, email listserv, research publications, internal surveys,
consultants or the coffee & climate steering committee. This indicates the variety of sources that
those most involved in origin level activities haweeaccess in order to make informed decisions
around sustainability programs.

Collaboratorspredominantly named partners such as 8@@Ad suppliers as key sources. These

are their primary sources of information about farmers, as they do not have ground level personnel
interacting directly at the producer level. Many of the same secondary sources for information
mentioned bylirect serice providerscompanies were also mentioneddoflaborators
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H Direct Service Providers = Collaborators Catalysts

FigurelO: Source of climate change information by role of company (multiple choices allowed)
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Catalysts receive all their information from other actors in the value chain (backbone
organizations, trade groups, the coffee & climate steering compsitieeliers and/or consultanys
or from nonspecific secondary sources such as web search and research publications.

For both collaboratorsand catalysts traders are amain channel of information to help those
further from origin to make sense of the complexity and competing priorities coming from

6
4

3 3
2 2 2
.
Info Dissemination Risk Mitigation Decision-making

H Direct Service Providers = Collaborators Catalysts
Figurell: Use of climate change information by type of company (multiple choices allowed)

origin. Companies prefer to rely on the grounded, specific knowledge of traders rather than the
research community for inforimg their activities. However, the information that traders channel
down the supply chain is often of shtetm nature given their focus. Information from the
research community is thus valuable for mid longterm strategy determination and risk
managenent.

Backbone organizations and web search were the only sources referenced by all three types of
companies. This indicatean important role for backbone organizations to serve asa
dissemination channel for climate change informationas well as theiability to appeal to a

wide variety of companiesd information needs.

NResources need tWe ndiecthatsspveral tnitiagvesfaadcptatfothavé vy .
beensetup within the coffee sectotuckily a unification is taking place, allowing globa
awarenesgreationandsustainabilityaction within the sectoifhe challenges & increasingly

formulatedin a moreconsistent andholisticwa vy . Within this framework
consists of goinfpr concreteaction.For us, the impet achievedd mo st | 4o rt ant . O
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Demand for Climatenformation

There does not appear to be significant difference between roasters and traders with regard to use
of climate change information. However, there is more of a difference between the groups based
on their activities in the sector. Companies closer to prodsteh aglirect service providerand
collaboratorswant toknowwhat the current and actual impacts to the supply chain and especially

to the producers might be. They are generally more interested in the extrapolation and
interpretation of climate infonation to know how to apply it to their pra@gns and also help with
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m Direct Service Providers = Collaborators Catalysts

Figurel2: Demand for climate change information by role (multiple choices allowed)

decisionmaking and prioritization of interventions. Roasters and larger traders use climate change
information to help make the case for action to their custoaret®r senior executive explain

the relevance of climate to their products. Lighter tazathlystcompanies are primarily interested

in risk mitigation and information that can inform theiglobal programs and disseminate
information more effectively to their peers and oaseérs.

In addition to the source and use of climate change information, demand for missing information
was collected from interview respondents. We would have expected to find that roasters are
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