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CONTEXT IN SOCIAL BUSINESS




TRIPLE BOTTOM LINE
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ECONOMIC DEVELOPMENT

Traditional Coffee Tre




VALUE CHAIN DEVELOPMENT
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1.PLANTING TREES Genius
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Two Growing seasons to bear fruit

6. DRYING
Rest to

guarantee consistent
aroma and taste

(

7. PEEL AND POLISH

Parchment :
a hardshell covering
coffee beans

Sun dry coffee cherries
with parchment intact.

8. SEPARATION AND "‘

SORTING 9. ROASTING
PEELER
POLISHER
| GRAVITY
SEPARATOR

Remove all skins and
highly polish beans to
process for

Genius Specialty Coffee.

Separate low density beans from
Genius Premium Quality dense beans

Specialty Coffee Value Chain

3. TRAINING

— §. PROCESSING

4. HANDPICKING

el

Genius trains farmers in
coffee tree care and
maintenance for

high grade beans

Collecting ripe
coffee cherries.

Processing begins.
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Semi-Washed

Washed

COFFEE Ll B

DEPULPER Washed : Dry after removing the outer skin,
the second layer (mucilage), and
the final layer (parchment.)

Semi-Washed: Dry after
Peeling skins.

Separating pulp from
the premium coffee cherry
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10. GRINDING
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GENIUS
SHARE ECONOMY

* Farmers

* Producers
* Roasters

* Coffee Shop
* Training

* Consumers

" Retail Market We Export
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Product of Myanmar

We contribute 10% of our revenues to Development Projects in Southern Shan State.



" Forest resources continue to be on the decline
II\P\, From 1975 to 2040, forest cover declined to 29,388 million ha in

\ | A{/‘ \ . ! 2015, 44% of the land cover. This represents a loss af 11.8 million ha
@E} W@@ ]J\Q‘jﬂ@\z]&?{gp A in this pericd (between 1975 and 2015).

d largest absolute for forest loss globally.
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Primary drivers of deforestation

« Lond use conversion
(primarily for
agriculture and
mining). development
of roads and other
infrastructure

« Inconsistencies remain
between policies and

Forest resources continue to be on the decline laws across different
sectn:_uml rr_unlstnes !
Primary drivers of deforestation a1 b L

Fallow and Virgin Land
O Land use conversion

Primary drivers of forest degradation
« Unsustainable extraction of timber

= lllegal logging
+ Production of fuelwood

O Inconsistencies remain between policies and law

Primary drivers of Forest degradation

Forest Products and value chain issues Forest products and value chain issues

hall ; | e £ it Until 2014, Myanmar had ne restrictions on log exports, which made
Cha enges 10 scaie Up community Torest INmatives F o 1 roundwood exports, especiolly teak, the dominant commercial forest

product. At present, most of wood processing is undertaken by
gmall and medium scale enterprises

Challenges to scale up community forestry initiatives
Community Forestruy has been hampered by limited capacity and

financial resources of local Forestry Department as well as local civil
society staff related to awareness on CF rights and regulations




ROAD TO THE COMMUNITY FOREST
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O Land Preparation
O Building the Road
O Digging the Hole
O Natural Compost

O Transplanting

500-1000 Ks per seedling

O Cost



ENVIRONMENTAL FRIENDLY IN PACKAGING

Myanmar Peaberry

o Genis coffee s
producer —
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SOCIAL PROBLEM

Low quality Raw Material = low income
Technology, Market, Finance is BIG Issues



IDEA TO ACTIONS




ORGANIZE COFFEE FARMERS
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COFFEE ROASTER

20 kg batch locally build coffee roaster




PRODUCT OF MYANMAR

Proudly merchandise locally grown product in super market.




Widely available in local channels

« City Mart
Supermarket
J « Marketplace
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S robynjankel
Cafe Genius

robynjankel Who says you can't get good
coffee in Myanmar? If you say it then . ..
you should . . . stop saying it. (To be fair if
there is a cafe within a 20 mile radius
selling beans and providing syphon coffee,
@lesheafre and | will track it down)

FFee Accessories

robynjankel #flashpacking #flashpacker
#theflashpacker #thebigtrip #instatravel
#travel #travelling #travelogue #travelgram
#traveling #travelblogger #travelpic
#travelphotography #myanmar #burma
#yangon #rangoon #cafegenius
#hipstercoffee #coffee

© Q

30 likes

Login

Cafeée Genius

Coffee Signature Stores in the downtown of




Genius Lab

Coffee Brewing Training for the knowledge transfer by Coffee

Experts




ssissona S

Roaster, Packaging House, Administration
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Genius Coffee Expansion in Cambodia

Plan B for the International Market Distribution in Cambodia




Branding Activities

International Exhibitions




International Markets

Genius Certified Organic Coffee available in Myanmar and selected outlets overseas.

NOW AVAILABLE AT
Rich, organic and sustainable

GO GREEN MYANMAR
Nat Mauk Street, Myaybadaythar Garden, Yangon

NATURAL GARDEN CAMBODIA
#213 street 63, BKK1, Phnom Penh

SUSTAINA ORGANIC SHOP THAILAND
1/40 Soi Sukhumvit 39 Sukhumvit Road, Bangkok

LLAGE BEA

COFFEE & TEA

Myanmar Moonlight

Rich, organic and sustainahle
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5. 168-1, Myin Thar 10th Street, 14-1 Quarter,
South Okkalgpa Township, Yangon, Myanlnarl
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Display Genius Coffee in Supermarket
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Display Genius Coffee in Supermarket




Display Genius Coffee in Stores
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Genius Shan Highlands Coffee

Country: Myanmar
Product(s): Arabica coffee

website: http://www.geniuscoffee.info

About Genius Coffee

Genius Shan Highlands Coffee started processing
and roasting coffee in late 2012. Their coffee
plantation is based in Ywar Ngan Township in
Southern Shan State in Myanmar and they have
proudly hired members of the Danu Tribe as
coffee growers. The Danu Tribe members are
locals of the Ywar Ngan Township and have
intimate knowledge of the land where the
plantation is located.

GREATER MEKONG
SUBREGION

CORE AGRICULTURE
SUPPORT PROGRAM

WWW.gms-wga.org

To date, Genius currently employs 70 full
employees and over 1200 farmers across the
country. It has a coffee nursery for testing
some of the finest varieties of Arabica from
around the world and planted acres of
hillside plantations. They also opened
processing and roasting facilities, a dry mill
and a café in Yangon. Genius sells their coffee
products in their café, supermarkets, hotels,
special local and international trade events
and Yangon International Airport, Myanmar.

Since the coffee growers have a long history
with the land, they are great partners in taking
care of it and making sure that the best
product is produced all the time. Central to
Genius' business operations is an ethos of
social responsibility, hence, they take care of
their coffee growers by supporting their
families in terms of providing access to
education and healthcare.

GREATER MEKONG
SUBREGION

CORE AGRICULTURE
SUPPORT PROGRAM

WWW.gms-wga.org
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CERTIFIED

ORGANIC COFFEE
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PEABERRY . WHOLE BEAN . FINE GROUND

Certified Organic by. Control Union Certified Organic PGS by MOGPA
CU 847155

MM-BIO-149
MYANMAR AGRICULTURE
Lot Number : LKC-1609018

NOW AVAILABLE AT

GO GREEN MYANMAR
Nat Mauk Sireet, Myaybadaythar Garden, Yangon

NATURAL GARDEN CAMBODIA
#213 street 63, BKK1, Phnom Penh

SUSTAINA ORGANIC SHOP THAILAND
1/40 Soi Sukhumvit 39 Sukhumvit Road, Bangkok

‘ ORBANIC COFFEE.
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ENTREPRENEUR
YEAR AWARD
WINNERS

Entrepreneur Award
'L Winner (2014)
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ENTREPRENEUR
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WINNERS

ASEAN BUSINESS AWARD 2{
Sustainable Social Enter
ASEAN Winner / Mid-Tier
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- 23 Nay Lin Htun Co.,Lt |
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| -

AUNG NAY LIN HTUN CO., LTD
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A social enterprise which make better coffee from seed to table




B ACTIVITIES

Donating Cash/Goods for development projects Donating Cash/Goods for Individual



.1 00 Lwin.

Donation

() 10% of our revenue will be donated
as in kind of goods not in Cash.

e School

Hospital

Farmers

Our Partners , Staffs

Monastery

Public Events



SPECIALTY ABOUT GENIUS

 Direct trade on a transparent, ethical and
professional approach.

« 9 different coffees regions and custom-
made blends — microlots, natural, pulped
natural (honey process) and fully washed

* World class coffee varietals
Bourbon, Typica, Geisha, Catuai, Catura,
Catimor, etc.

e Altitude — 1,200 and 2,200 meters

 sun drying area, parabolic drying patio and
African beds;

» Milling infrastructure fully equipped for the
preparation of specialty coffee;
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NURSERY PLANTING PICKING "~ SORTING DRYING PULPING STORAGE POLISHING ROASTING PACKAGING GRINDING BREWING

FARMING 'WET MILL |  DRY MILL _RETAIL |




PARTNERSHIP
WITH SAKA NO
TOCHU

= Exclusive distributor in Japan

= Introduction of genius coffee
thoroughly through out Japan

= Quality control advice
processing/farming




Social Business Model Canvas

Social
ln-nvat>on
Lab

Key Resources

Processing Mill
Coffee Roaster
Barista/Roaster

Research Center
Training/Books

What resources will you need to run your
activities ? Peaple, finance, access?

Partners + Key
Stakeholders

Coffee Researcher
\[e]e)

Farmers
Staff
SCAA/SCAE

Who are the essential groups you will need
ta involve to deliver your progamme? Do
vou need special access or permissions ?

Key Activities

Model Plantation
Coffee Processing
Commitment Farm

Reg: Coffee Export
Local Coffee Sales
Machine Dist:

LAB Equip Dist:

Café

Barista Training
Franchising
Consultation

Coffee Origin Tour
Eco-Lodge

Private Label Pack:
Gifts Merchandising

What programme and non-programme
octivities will your organisation be carrying
out?

Type of Intervention

Serving Coffee in
crowded events

Flexible products
Talented services
Friendly Package

What is the format of your intervention? [s
it g workshop ? A service 7 A product?

Segments

Ethical Consumers
Social Enterprises
Farmers

Co-Workers
Tribes Community

Beneficiary

Value Proposition

Direct Trade
Improving Quality

Extension Service
Environmental

Social Value Proposition

Channels

Café in downtown
Retail Markets
Distributors in local
Reseller in Oversea
In-sourcing Coffee
Travel Destinations

How are you reaching your beneficiaries
and customers?

Customer

Niche Consumers
Tourists

Pure Coffee Fans
Regulars
Franchisee
Enterprises

Wha are the people or arganisations who
will pay to address this issue?

Impact Measures

Train for Post-Harvest
Incentives in proc:

10% Rev: to Dev:

How will you show that you are cregting
social impact?

Customer YValue Proposition

Local Coffee

More Freshness
Innovative Products
Affordable Price

What do your customers want to get out
of this initiative?

Cost Structure

Inventory, Machinery, Quality Control,

Compliance Cost, Trainings and social Impact

What are your biggest expenditure areas?
How do they change as you scale up?

Surplus

Training, Machinery,

Farm Extensions
Certifications

Where do you plan to invest your profits?

Revenue
Export Earning : 20%

Retail Sales : 60%
Services : 20%

Break down your revenue sources by %

Inspired by The Business Model Canvas



MICRO-MILL
PROJECT

We are planning to make
several micro-mills in each
community

now we have one in Chaw
Zin community

Would you like to own your
processing center?

Why not?
USD500/including
management + construction
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au SHARING ECONOMY

Collaborative Consumption, Relationship Economy,
Access Economy, Peer-to-Peer Economy

One of TIME Magazine's 10 ideas that will change the world (2011)

‘What?

LB B A B B B B B B B B B B B L B L B O B B

A people’s Economy based on ‘Access to’
rather than ‘Ownership of’ physical and
human assets like time, space and skills.




GENIUS CURRENT SITUATION

POSITIVES:

= Good Reputation

= One of the big players in the coffee production market
= Large Distribution Networks

= Good Relationship with local clients & suppliers

= Experience in dealing with foreign distribution partners

o~~~
9
SAR  Dea
Instant coffee manufacturing
HEEY 2N\ ' Expansion of coffee plantation networks

Expansion of distribution networks

THREATS:
= fuoelp
1) n
Government policies — Increasing
100% Foreign owned retailer Competition
market
° ":Da ° <
s 0
Changing Market Trends Currency Risk

and Consumer Sentiment

.. Raw Material Supply

Lack of Local Raw Material

External Supply

How will you raise your funds?



Sources of Finance

Internal External

Debt Equit

inance inance




Three Models of ; HUW EﬂUITY

Crowdfunding
Crowdfunding is the process of raising very small .
investments from a large number of investors. The processhas ~ \ ‘
been facilitated by the development of crowdfunding websites. ~ %
i

OPPORTUNITY: W bonarion MoDEL

The opportunity for growth, new Campaigns gather hundreds of
start-ups and entrepreneurs whose small donations to achievea
id ke it t the di financing goal (growth/expansion
ideas never make It past the dinner or start up). Donors choose their

table due to lack of funding is vast. benefactors and feel good about
The impact on local business is contributing to an economic or Due to the

artistic endeavor. i
undoubtedly also going Ecorllomlc qgwmurrlll,
to produce more robust anks consider sma

communities and cities StatftUP.VEntUreS

where investors can A /b as too risky. %

now keep their < ,\ . 3 ‘ (' - :

money local. o 9 7 / | T‘G“ ——— — — — —

3 | ' 1 3 EQUITY MODEL
o g § ] Inv;stor?rﬁceti)ve_anintehrest:‘nthe 1 A COM PANY CR EATES AN E 2 CROWDFUNDER PLATFORM
=) hefping fund. Actomd fnding * ONLINE PROFILE AND - " REVIEWS & APPROVES

exemption to SEC regulatior!s has :
il nave on i Sreetr SUBMITS ITS FUNDING : CAMPAIGN

REWARD MODEL

Supporters make a monetary contri- . - X % CA M PA I G N

bution in return for a reward of some
sort. The rewards can be wholly
intangible, such as being identified
publicly as a supporter, or a T-shirt.

Tangible
or intangible
reward

CAMPAIGN LAUNCH: COMPANIES APPROVE AND
' INVESTORS REVIEW THE : * CLOSE INVESTOR
Americans have $30 trllion dollars COMPANY, PARTICIPATE : COMMITMENTS, DOCUMENTS

invested in securities — imagine if

half of that went from Wall Street to 7 4 |N THE CONVERSAT'ON‘ SlGNED, FUNDS

Main Street. What could $15 trillion

470/‘“@ jObS, bexue( QQ{S\ dollars do in our communities? .. COM M |T TO lNVE ST TRAN SF E RR ED

Business Alliance for Local Living Economies




MAIN NEEDS

BUSINESS SOCIALLY
- OTIENTDD ORIENTED

Understanding of a O o Understanding of a

Business Solution social Problem

NEEDS Personalized Help RS
Developmentof a Understand the Need Development of a
sustainabilty Model _ Busine ss Model|
Lean Strategies
MOTINATION o MOTIVATION
Business/ Ideas People/ Problems

Make Money and Do Good
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