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Where does your coffee come from? The obvious answer is “Those nice people at
Matthew Algie"”. The less obvious one is the trek your beans make from saplings to
cherries to mill. And the thing is, every stage has a bearing on flavour. And every
stage has different implications for the environment and the farm workers.

The proof's at the farm - so it's time to get agricultural, and uncover the secrets
of green coffee. Just remember to bring your wellies.

Ponder, for a moment, the coffee plant. Done pondering? Good.

Inside the ripe red cherries of this bush lie the beginnings of great coffee:
the green coffee bean. The weather, the soil, the irrigation - everything

affects the flavour.

In fact, from soil to roaster, there's a complex list of factors which
affect the quality of beans. And that's before we even think about
grinding and extracting.

Getting it right takes care, attention and expertise - and those cost.
In other words, good green beans don't come cheap.

Take shade, for example.

Healthy coffee bushes need to be shielded from fierce sunlight.
This doesn't involve embarrassing hats and mirrored sunglasses.
It does involve nestling the coffee bushes beneath natural shade,
like banana plants. They not only protect the valuable bushes,
but provide the farmer with another crop and source of income.

Even the wildlife wins - as the trees are a perfect home for migratory
birds. Growing this way rules out mechanical harvesting - so costs
are high. But we reckon it's a price worth paying.

The age and condition of the coffee bushes is vital too. Most plants
don't start producing a usable crop for at least 3-4 years, and many
farmers believe that after 10 years the crop just doesn't taste as good.

During that short period of time when the bushes are at their best,
they need to be harvested the right way. The cherries need to be
picked when they're perfectly ripe, and that means revisiting the same
bushes again and again. If the cherries are too ripe, the coffee will
have a nasty, fermented taste - if they're not ripe enough they'll

taste sour and bitter.

As only the perfectly ripe beans will do, mechanical “strip picking”
just doesn’'t make sense when you need to revisit the bushes.

No trouble at mill

When farmers take their crop to the mill, it's weighed and checked
for ripeness - the best beans command a premium. Then the cherries
need to give up those valuable beans. There are different ways of
doing this, and each lends the beans a different character.

Dry

Imagine the biggest patio you've ever seen (minus cheerful gnomes
and ornamental fountain). Then imagine a thin layer of coffee cherries
being raked over it, drying under the searing sun for 2-3 weeks.

The beans are then put through a hulling machine to remove the
remaining fruit as well as the parchment which surrounds the bean
(it's like a thin shell). This part of the process is tricky - if the machine
is too harsh, the beans will get damaged. But if it's too gentle, there
will be lots of parchment left on the beans - bad news when it comes
to roasting.

Dry coffees are usually smooth, with lots of body and a distinctively
earthy taste.

Wet

The cherries are pulped in a machine, then washed in tanks of water -
which is where they gently ferment. This bit is vital - too long in the
tanks and the beans will be distinctly stinky. Not long enough and
they'll be salty and sour.

Then the beans are washed again. Many forward-thinking mills recycle
this water, by using reeds to soak up the impurities.

The beans are then dried - sometimes using driers fuelled by burning
old coffee bushes or the parchment from cherries. Again, this process
has to be closely monitored. If the beans are dried too much,

the flavour gets dulled.

Finally, the beans are held in large containers to help equalise the
moisture content - vital for precise roasting.

In the main, wet coffees command a higher price - they have
a cleaner flavour, with a pronounced fruity taste.



[we get great
green beans,
you get great
coffee and
farmers get the
reassurance
that we're
happy with
their shipment]

[the Fairtrade
message will be
unmissable, but

it's the taste
which will make
people come
back for morel]

MAKING THE GRADE

Most of the world’s beans are graded by size - too small and they'll burn in the
roaster, too large and they won't develop much flavour. They're sorted by using
a large vibrating table. This helps ensure the selected beans are all very

similar in size.

Pale, broken, crushed or simply sub-standard beans need to be
whittled out - usually by hand, but increasingly by using optical
sorters, which are expensive but very effective.

All this effort culminates in a roasting and cupping at the mill - which
checks for obvious problems like secondary fermentation - and finally,
the green coffee beans are ready for the market.

Try before you buy

Before we buy beans, we get a sample from the mill - which we brew
and taste to pick out flavour characteristics. It's a case of making sure
the coffee we're going to roast will taste great - before committing to
buying the whole batch.

In fact, we taste the coffee at least four times before we put it into
our main roasters. It's this constant testing which almost completely
guarantees we don't have to turn away coffee because it's not

good enough.

So everyone wins - we get great green beans, you get great
coffee and farmers get the reassurance that we're happy with
their shipment.

Raising the standard

There are several ways of controlling how green coffee is produced:
the Ethical Trading Initiative, Fairtrade and organic certification.

For us, taste is everything. So it's good to know that ethically traded
coffee and organic farming don't compromise the uncompromisable.

Ethical Trading Initiative

The Ethical Trading Initiative (ETI) does things like make sure the work
environment is safe, with clean drinking water and proper sanitation.
They also ensure that children aren't exploited, and that workers can
join a trade union - and that's just a small selection of the rules.

ETl is also about traceability - which means tracking the beans
through every stage, right back to the farm they were grown on.
The result is that we now work even more closely with farmers,
which creates trust and a culture of constant improvement.

Fairtrade

Fairtrade is about making sure farmers get a fair and sustainable
price for their crop - a price that's fixed in advance above the costs
of production. This helps people plan for the future, and avoid being
hit by price fluctuations in the world coffee market.

Organic

Organic coffee also helps farmers - they get a higher price for their
coffee, which they can use to invest in even better facilities.
However, it's a big decision for them to make - organic certification
takes at least two years.

It also means we need to purge our roasters by putting through two
lots of organic beans which we have to throw away, before roasting
up a full batch. But we think it's worth it - organic farming promotes
sustainable farming methods which are better for the environment.

COFFEE CO-OPS HIT THE HIGH-STREET

Sales of Fairtrade coffee are up 67 per cent from 2002 until 2004 - and that's
just to the hospitality and catering industry. Sales are also up in supermarkets
and shops - 42 per cent for the same period. In other words, it's not a blip in

the statistics.*

And Progreso is going to take things one stage further.

It's a company which Oxfam and Matthew Algie are helping to get
started. We're putting up some cash, and we'll supply the Fairtrade
organic coffee, but we won't own any part of the company.

The revolutionary part is that coffee growing co-operatives in
Honduras, Ethiopia and Indonesia will get a share in the profits.

That's a huge leap forward. At the moment, 25 million growers depend
on coffee as their only cash crop. As world prices have fallen by 70
per cent since 1997, they've seen real hardship. That means taking their
children out of school, no basic healthcare and no money for clothes.

With Progreso, that isn't going to happen - and because the beans are
Fairtrade and organic, the farmers get a higher price. Not to mention
a cut of the profits from the cafés, coupled with the chance to
showcase their products in the UK.

Progreso is an independent company, and is already looking for sites
throughout the UK. The outlets will concentrate on pushing quality
above all else - the Fairtrade message will be unmissable, but it's the
taste which will make people come back for more.

And you can't say fairer than that.

*Source MORI March 2004
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[Espresso
Warehouse's

summer

drinks are
easy to make]

[Think of it as air
conditioning for
your mouth]

LONG HOT SUMMER
LONG COOL DRINKS

The logic of summer sales is pretty simple - the temperature goes up,
the profits go down. Your customers switch from the espresso
machine to the chiller cabinet - buying low margin pre-prepared

fizzy drinks, smoothies and fruit juices.

Now you can fight back. Espresso Warehouse's summer drinks
are easy to make - you don't need the hassle, and your parched
customers don't need the wait.

Best of all, you probably have all the ingredients and kit at hand -
so there's no need to splash out. (Just ask for an Espresso Warehouse
summer menu to see what we mean.)

Breeze

Open the carton, pour over ice, blend and serve.

Torani Italian Sodas

Just add Torani syrup to chilled sparkling water and you're there.
Chocolate Abyss

Mix a splash of hot milk with some Chocolate Abyss, then serve over
ice, adding fresh cold milk. The result? Cool chocolate.

Cold Oregon Chai

Spiced iced tea latte refreshes you in ways you can't begin to imagine.
It's just one of those products you have to try.

15 Minutes Organic Iced Teas
(...and infusions)

Our favourite is 15 Minutes peppermint and liquorice, made with a
tiny amount of hot water. Top up with cold water and serve over ice.
Think of it as air conditioning for your mouth.

‘ organic teas

berry

THE PLAN
FROM ATLANTA

The Speciality Coffee Association of America annual
conference is big. Very big. And what America’'s developing
now, we'll probably be selling later. So we were slightly
perturbed to see the amount of low-carb, Atkins-friendly
products on offer.

Look out for sugar-free syrups and snacks to feed the fad
which has even seen Heinz produce a low-carb tomato ketchup.
Although we did see some defiantly high-carb products on
offer too - including honey pearls as substitute for sugar.

Tea was also big. Well, actually it was very small - with loose
leaves beautifully presented in hand-tied balls, in sleek tubes
which could pass for cigar tubes or peculiar little pyramids.
Talking of tea, 15 Minutes was at the show, and proved to be
a big hit.

Frozen smoothies, Italian sodas and gadgets were also popular.
Our favourite was the hand tamper which clicks when you've
given out 40 PSI.

Back to coffee, the Matthew Algie team presented to the
conference on the subject, “Fresh coffee tastes better and we
can prove it". And prove it we did - in front of a packed hall.

STEADY AS
SHE STEAMS

According to MARCI (the Matthew Algie Retail Coffee Index -
not some new first-name-only pop star), latte prices are holding
on at an average of £1.79.

That's a tiny increase over three months - but Costa have
bucked the bill by raising prices across most of their range.

In an interesting development we have also spotted Caffé Nero
introducing different pricing for To Stay and To Go. A latte at
£1.60 to go and £1.80 to stay.

£1.80

Sep 00 Aug 01 May 02 Oct 02 Jan 03 Aug 03 Jan 04 Apr 04

Remember our news on the death of 8oz lattes? It seems
they've been resurrected - with Eat now joining Caffe Nero to
offer the dinkier alternative. However the trend is still towards
serious volume. Latte by the litre, anyone?

And Marks & Spencer's Café Revive are also worth a mention
as they've boosted their product range with blended ice drinks
- just in time for summer. In fact, most of the majors are
offering an iced coffee drink.

PROGRESO

We are actively seeking sites for
new Progreso coffee bars, ranging
from 800 - 1800 square feet.
Typical locations will be where
workers, shoppers, students and
residents hang out.

progreso

Contact us at
property@progreso.org.uk

KEEP UP TO DATE

UK > 0800 COFFEE (263333)
Ireland > 1 800 626220
enquiries@matthewalgie.com
www.matthewalgie.com

MATTHEW ALGIE




