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R E S P O N S I B L Y 
CRAFTED COFFEE
Did you know that in the UK we drink almost 100 mill ion cups of coffee every single day? 

For generations, coffee drinking has been a fundamental part of British culture, and it should surely be mentioned in 
the same breath as other staples such as bread (11 mill ion loaves daily), milk (40 mill ion litres), and eggs (32 mill ion). 

As such, we must be even more mindful about where our coffee comes from, how it is produced, and the waste 
we generate from consumption, given the incredible numbers involved. Operating an environmentally sustainable 
business has always been our priority, and I’m proud of the fact that we begin any development process by asking 
the same two questions: “Is this necessary for an everyday product?” and, “How is this an improvement of what we 
already do?”

Gaining B Corp™ certif ication means we meet high standards of social and environmental performance, 
transparency, and accountability, and provides some well-earned recognition for all  the hard work our team has put 
in. This f irst impact report highlights our impact objectives, our progress so far, and how we will  look to improve 
before our next B Impact Assessment in two years time. 

While it  came with challenges driven by the current climate, we have reached a number of milestones in the last 12 
months - B Corp™ certif ication, moving to an energy efficient space and investing in equipment that reduces our 
emissions by 20%, continuing to work directly with the same growers and producers (several for over three years 
now), new and existing partners and collaborations, team additions, more than five years in business… we have 
much to be proud of as a company. We are enormously thankful to our customers, suppliers, and partners, without 
whom none of this would be possible.

Dan Webber 
Founder
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W H Y  B  C O R P ™ ?
In  A ugust  2022 we be c ame a  Cert i f ie d B  Corporat ion™,  an  in ternat iona l 
commendat ion  of  soc ia l  and env i ronmenta l  per formance.  The B  Corp™ 
Communi ty  i s  a  non-prof i t  network  t rans forming the  g lobal  e conomy 
to  benef i t  a l l  pe ople,  communi t ies ,  and the  p lanet ,  us ing bus iness  as  a 
force  fo r  good.

O ur  impact  obje ct ives  are  base d around the  f ive  pr inc ipa l  topics  wi th in 
the  B  Impact  A ssessment  (B IA) ,  and form par t  o f  our  commitment  to  me et 
g lobal  s tandards  o f  soc ia l  and env i ronmenta l  per formance,  t ransparency, 
and acco untabi l i ty.  The BIA cons is ts  o f  over  200 assessments  and 
in terv iews,  cover ing Governanc e,  Workers ,  Communi ty,  Env i ronment, 
and Custo mers  -  the  la t ter  being our  h ighest  scor ing are a. 

Th is  i s  o n ly  the  be ginning.  Cer t i f ic at ion  prov ides  a  f ramework  for  us  to 
bui ld  on,  and most  important ly,  to  make cont inue d improvements  ac ross 
a l l  a re as  o f  the  bus iness.  We are  involve d in  S urrey  B  Loc a l ,  a  work ing 
group to  he lp  promote  susta ina ble  bus iness  ac ross  S urrey  and fur ther 
the  movement  loc a l ly.  Most  important ly,  we get  the  opportuni ty  to  share 
ide as  and le arn  f rom the  B  Corp™ network. 

T h e  C h i m n e y  F i r e  t e a m  h o s t i n g  a  B  L o c a l  s h o w c a s e 
e v e n t  a t  o u r  r o a s t e r y  e a r l i e r  t h i s  y e a r
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“ O u r  m i s s i o n  i s  t o  c r e a t e  a  s o c i a l l y  a n d 
e n v i r o n m e n t a l l y  r e s p o n s i b l e  b u s i n e s s , 
a l l  t h e  w a y  f r o m  f a r m  t o  c u p .” 
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O U R  I M P A C T 
O B J E C T I V E S

P r o v i d e  g r o w e r s  a n d  p r o d u c e r s 
w i t h  a  s u s t a i n a b l e  s o u r c e  o f  i n c o m e 
t h r o u g h  d i r e c t ,  t r a n s p a r e n t  b u y i n g 
p r a c t i c e s   
 

D e c r e a s e  o u r  e c o l o g i c a l  f o o t p r i n t 
t h r o u g h  r e d u c i n g  u s e  o f  s i n g l e - u s e 
p l a s t i c s ,  w a s t e ,  a n d  e m i s s i o n s 
 

D e l i v e r  s o c i a l  i m p a c t  f o r  n o n - p r o f i t 
p a r t n e r s

 
 
C r e a t e  t h e  b e s t  p o s s i b l e  e x p e r i e n c e 
f o r  o u r  c u s t o m e r s ,  o t h e r  p a r t n e r s , 
a n d  o u r  l o c a l  c o m m u n i t y 
 

C r e a t e  a  h a p p y,  h e a l t h y  w o r k p l a c e 
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R E S P O N S I B L E  S O U R C I N G
A N D  A 
 T R A N S PA R E N T  S U P P LY  C H A I N
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R E S P O N S I B L E  S O U R C I N G  A N D  A  T R A N S P A R E N T  S U P P LY  C H A I N

Coffee is  built  on long-term relationships, for mutual 
benefit  with open and transparent communic ation. Our 
goal is  shared: to create a thriving market for exportable 
special i ty coffee, adding value for growers, producers, 
and consumers al ike. 

Farmers, growers, producers, suppliers,  direct sourcing 
partners,  relat ionship partners… there’s lots of  dif ferent 
terminology when it  comes to buying coffee. At Chimney 
Fire Coffee, we separate these into three c ategories.

D I R E C T ,  T R A N S P A R E N T  B U Y I N G  P R A C T I C E S

G R OW E R S
The pe ople  who farm and grow the  cof fe e, 

o f ten  managing a  smal l  p lot .  These are  usua l ly 

fami ly  bus inesses  where  we wi l l  de a l  d i re ct ly 

wi th  the  owner  or  manager,  much l ike  the 

independent  cof fe e  shops  we supply.

P R O D U C E R S
A large farm or cooperative, typically with a 

milling station and the ability to export the coffee 

themselves. We work with producers if we’re 

looking to source from larger farms or cooperatives 

- particularly for our house espresso coffees, or if a 

grower requires milling or exporting support.   

SHIPPERS & IMPORTERS
Organisat ions that  move the cof fee f rom i ts 

country  of  or igin to the UK.  In  some c ases,  we 

also work with an importer  i f  we need support 

with f inancing our  cof fee,  or  for  some of  our 

smal ler  volume one-of f  cof fees i f  consol idat ion 

is  required.

 10



‘D irect,  transparent 
buying practices’ for us 

simply me ans: building a 
relationship, agreeing a 

F arm G ate or FOB price* for 
the coffee, and contracting 
it  directly with a grower or 
producer prior to harvest. 

 
 

* t h e  p r i c e  f o r  t h e  c o f f e e  r e a d y  t o  e x p o r t , 
i n c l u d i n g  a n y  m i l l i n g  c o s t s  ( w i t h o u t  a n y 

f r e i g h t ,  i n s u r a n c e ,  o r  i m p o r t  c o s t s )

R E S P O N S I B L E  S O U R C I N G  A N D  A  T R A N S P A R E N T  S U P P LY  C H A I N

D I R E C T ,  T R A N S P A R E N T  B U Y I N G  P R A C T I C E S

A t  t h e  s t a r t  o f  2 0 2 2  w e  s e t  o u t  t o  f o r m a l i s e  o u r  s o u r c i n g  p o l i c y,  p r o v i d i n g  t ra n s p a r e n c y  a n d  b e n c h m a r k i n g  o u r  b u y i n g 
p ra c t i c e s .  T h i s  h o l d s  u s  a c c o u n t a b l e  f o r  h o w  w e  p r o c u r e  o u r  c o f f e e ,  a n d  h o w  w e  p l a n  t o  i m p r o v e  a s  t h e  b u s i n e s s  g r o w s .
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R E S P O N S I B L E  S O U R C I N G  A N D  A  T R A N S P A R E N T  S U P P LY  C H A I N

R E S P O N S I B L E  S O U R C I N G  O B J E C T I V E  1

H OW  W E  D I D
We now buy  82% of  our  cof fe e  d i re ct ly  f rom growers  and 

producers.  Most  o f  these  re la t ionships  have be en bui l t 

up over  the  past  few ye ars ,  and we’re  now able  to  handle 

much of  the  logis t ics  in -house -  me aning gre ater  contro l 

and t ransparency.

NEXT YEAR
We are  a iming to  purchase  over  90% of  our  cof fe e  d i re ct ly 

f rom a  grower  or  producer.  For  smal ler  lots  we may ne e d 

to  work  wi th  an  importer  who c an consol idate  the  cof fe e, 

a l though in  th is  c ase  we a lw ays  work  wi th  t rus te d par tners 

who prov ide the  s ame leve l  o f  t ransparency.

O B J E C T I V E
To  b u y  t h e  m a j o r i t y  o f  o u r  c o f f e e  d i r e c t l y  f r o m  a  g r o w e r 

o r  p r o d u c e r.  T h i s  m e a n s  b u i l d i n g  a  r e l a t i o n s h i p  a n d 

a g r e e i n g ,  p u r c h a s i n g ,  a n d  c o n t r a c t i n g  c o f f e e  d i r e c t l y 

w i t h  t h e m  p r i o r  t o  h a r v e s t .
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R E S P O N S I B L E  S O U R C I N G  A N D  A  T R A N S P A R E N T  S U P P LY  C H A I N

R E S P O N S I B L E  S O U R C I N G  O B J E C T I V E  2

H OW  W E  D I D
The average pr ice  of  cof fe e  we paid  to  growers  and 

producers  w as  $3.08 USD /  lb,  2.2x  the  F a i r t rade min imum 

pr ice  of  $1.40 /  lb.  We wi l l  look  to  inc re ase  th is  for  the 

fo l lowing ye ar  to  account  for  the  upcoming ra ise  in  the 

F a i r t rade Min imum Pr ice.  We a lso  donate  $0.10 for  every 

kg  of  cof fe e  purchase d f rom B raz i l  to  Cr iaC armo,  a  soc ia l 

impact  pro je ct  in  the  cof fe e  growing are a.

NEXT YEAR
We wi l l  cont inue to  pay  our  producers  and growers  a t  le ast 

double  F a i r t rade pr ices  on  average ($3.60 USD /  lb) .  Th is 

takes  in to  account  the  F a i r t rade Min imum Pr ice  inc re ase 

f rom $1.40 per  pound to  $1.80 per  pound f rom 1s t  A ugust 

2023.  We wi l l  a l so  look  to  invest  $0.10 for  every  kg  of 

cof fe e  purchase d f rom at  le ast  two other  countr ies  in to 

loc a l  soc ia l  impact  pro je cts .

O B J E C T I V E 
 

To  a lw ays  pay  our  producers  and growers  a t  le ast  double 

F a i r t rade pr ice  on average.  Th is  takes  in to  account  any 

changes  to  t he  F a i r t rade min imum pr ice*.  We wi l l  a l so  look 

to  pay  premiums on cof fe e  purc hase d,  in  order  to  g ive  back 

to  loc a l  communi ty  pro je cts . 

 

* F r o m  1 st  Au g ust  2 0 2 3  th e  Fa i r t r a de  M i n i m u m  Pr i c e  w i l l  i n c r eas e  by  2 9 % , 

f r o m  $ 1 . 4 0  p e r  p o u n d  to  $ 1 . 8 0  p e r  p o u n d . 
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R E S P O N S I B L E  S O U R C I N G  A N D  A  T R A N S P A R E N T  S U P P LY  C H A I N

R E S P O N S I B L E  S O U R C I N G  O B J E C T I V E  3

H OW  W E  D I D
76% of  a l l  of  our  cof fee now comes f rom growers and 

producers  with whom we have worked for  at  le ast  three 

ye ars.  F arm vis i ts  have helped bui ld these relat ionships, 

a l though c areful  considerat ion is  a lways given i f  t ravel 

is  required taking into account  the associated costs  and 

environmental  factors.  Relat ionships c an also be bui l t 

through v ideo c al ls,  WhatsApp… and quest ionable Spanish!

NEXT YEAR
We  w i l l  l o o k  t o  i m p r o v e  t h i s  n ex t  y e a r,  w i t h  o v e r  8 0 %  o f 

o u r  c o f f e e  c o m i n g  f r o m  g r ow e rs  a n d  p r o d u c e rs  w i t h  w h o m 

w e  h av e  p a r t n e r e d  f o r  a t  l e a s t  t h r e e  y e a rs . 

O B J E C T I V E 
 

Form long- term re la t ionships  to  prov ide upf ront 

commitments,  s tabi l i ty,  and a  susta inable  source  of  income 

for  growers  and producers  -  buy ing cof fe e  ye ar  on  ye ar  for 

a t  le ast  thre e  ye ars .
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I n  t h e  l a s t  1 2  m o n t h s ,  o v e r  5 0  M T  o f  s p e c i a l i t y  g ra d e  c o f f e e  w a s  p u r c h a s e d  f r o m  t h e  f o l l o w i n g  c o u n t r i e s .

R E S P O N S I B L E  S O U R C I N G  A N D  A  T R A N S P A R E N T  S U P P LY  C H A I NR E S P O N S I B L E  S O U R C I N G  A N D  A  T R A N S P A R E N T  S U P P LY  C H A I N

W H E R E  W E  B O U G H T  O U R  C O F F E E  F R O M

* These coffees were in our roster this year, but were purchased towards the end of the previous year. We are working to improve our forecasts to ensure 

100% of our coffees are roasted within the same season. 

** Discovery Coffees from India, Peru, Brazil,  Malawi, Burundi, Papua New Guinea, Mexico, Uganda, Tanzania, Colombia, East Timor, and Guatemala
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R E S P O N S I B L E  S O U R C I N G  A N D  A  T R A N S P A R E N T  S U P P LY  C H A I N

S P O T L I G H T  O N  E L  S A L V A D O R  E L  C I P R E S

The El Cipres farm is located on the slopes of the Ilamatepec Volcano, at a height of 1,600 to 1,700 meters above sea level. Producer 
Don Tomas first planted the bourbon variety 10 years ago, and has ensured an increase in quality year-on-year thanks to careful farm 
management and good agricultural practices. 

The coffee is protected by natural shade cover (including the surrounding mountains) and Pepeto trees. These trees also provide 
quality nutrients and organic matter for the soil, through leaves fall ing and decomposing during pruning. This is a natural processed 
coffee, which means that during harvest season the coffee cherries (the fruit that contains the coffee bean) are picked from the trees at 
the optimal time for ripeness, and taken to the drying patio where they are separated into groups depending on the level of ripeness. 
From here the coffee is then dried inside the cherry with careful temperature monitoring to ensure the correct moisture level is 
maintained. 

Having visited his farm in 2019, we are extremely pleased to work directly with Don Tomas and look forward to supporting the 
continued expansion of his farm.

“I have enjoyed a working friendship with Dan and Chimney 
Fire Coffee over the past four years. Thanks for liking our 

coffee proudly produced in El Salvador!”

Tomas Trigueros, 

Finca El Cipres, El Salvador
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R E S P O N S I B L E  S O U R C I N G  A N D  A  T R A N S P A R E N T  S U P P LY  C H A I N

We have be en work ing wi th  F azenda Ser tão for 
seve ra l  ye ars ,  and v is i te d the  fa rm in  A ugust 
2022 to  me et  the  te am and cement  our  long- term 
re la t ionship  wi th  th is  forw ard- th ink ing producer  in 
the  town of  C armo de Minas.  F rom 2023,  we are 
contr ibut ing an  addi t iona l  $0.10 per  lb  o f  cof fe e 
purchase d to  support  loc a l  phi lanthropic  pro je ct 
Cr iaC armo.

Cr iaC armo focuses  on the  school  moni tor ing, 
le arn ing,  and sports  pract ices  for  ch i ldren  and 
adolescents  betwe en 7  and 17 ye ars  o ld,  a l l  f rom 
the  C armo de M inas  re gion where  our  B raz i l ian 
cof fe e  comes f rom.

At  Cr iaC armo,  young pe ople  develop sk i l l s 
in  swimming,  footbal l ,  chess,  and Engl ish, 
combin ing dynamic  e lements  that  encompass 
cogni t ive  sk i l l s ,  logic a l  th ink ing,  re asoning, 
c re at i v i ty  and concentrat ion.  A s  a  resu l t ,  what 
emerges  i n  the  proje ct  a lso  re f le cts  wi th in  the 
c lassroom.  Cr iaC armo encourages  a  sp i r i t  o f 
he a l thy  compet i t iveness  and respe ct  for  others 
by  par t ic ipat ing wi th  i t s  loc a l  and re gional 
compet i t ion  te ams.

S P O T L I G H T  O N  F A Z E N D A  S E R T Ã O
A N D  T H E  C R I A C A R M O  P R O J E C T

We v is i te d the  Cr iaC armo Pro je ct  dur ing our  las t  t r ip,  and 
de cide d to  contr ibute  to  the  proje ct  a f ter  se eing the  pos i t ive 
impact  o f  the  proje ct  for  the  communi ty.  We now donate  $0.10 
for  every  kg  of  cof fe e  purchase d f rom F azenda Ser tão,  tota l l ing 
$3000 las t  ye ar. 
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E N V I R O N M E N T
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E N V I R O N M E N T

Cof fe e  i s  an  everyday  product ,  consume d by  b i l l ions 

o f  pe ople.  We bel ieve  that  spe cia l  cons iderat ion 

ne e ds  to  be g iven to  every  aspe ct  o f  how the  product 

i s  source d,  manufacture d,  and pack age d,  in  order 

to  re duce use  of  s ingle-use  p las t ics ,  w aste,  and 

emiss ions. 

O ur  pack aging i s  a  gre at  example  of  th is ,  and both 

the  d i re ct  and indi re ct  impacts  o f  product ion  have 

be en c are fu l ly  cons idere d by  our  te am.  We have 

s tuck  wi th  our  pare d-back  approach -  removing 

labels  a t tache d to  s t icky  back  p las t ic  in  favour  o f 

re cyc lable  c ards  to  ident i fy  our  cof fe es,  and new  

BS EN 13432 s tandard compostable  bags  which 

re qui re  min imal  ink.

The processes  sur rounding how and where  we roast 

a lso  has  a  huge env i ronmenta l  impact ,  so  we move d 

our  roastery  to  a  more  energy  e f f ic ient  space and 

investe d in  e quipment  that  he lps  re duce our  c arbon 

emiss ions  by  20%.

R E D U C I N G  U S E  O F
S I N G L E - U S E  P L A S T I C S ,  WA S T E ,  A N D  E M I S S I O N S

 19



E N V I R O N M E N T

E N V I R O N M E N T  O B J E C T I V E  1

H OW  W E  D I D
A l l  o u r  b a g  v a r i a n t s  a n d  c o f f e e  p o d s  a r e  m a d e  f r o m  t h e 

s a m e  c e r t i f i e d  1 0 0 %  c o m p o s t a b l e  m a t e r i a l s ,  i n c l u d i n g 

t h e  v a l v e  a n d  z i p p e r  ( B S  E N  1 3 4 3 2 ) .  We  u s e  f u l l y  p l a s t i c -

f r e e ,  1 0 0 %  F S C  r e c y c l a b l e  d e l i v e r y  b ox e s  o f  a l l  s i z e s  a n d 

c o f f e e  c a r d s  t o  l a b e l  e a c h  c o f f e e ,  a l l  m a d e  i n  t h e  U K . 

A l l  o u r  p a c k a g i n g  d i s p l a y s  i n f o r m a t i o n  o n  d i s p o s a l  - 

h o m e  r e c y c l i n g  b i n s  f o r  d e l i v e r y  b ox e s  a n d  c o f f e e  c a r d s , 

a n d  f o o d  w a s t e  b i n s  f o r  c o f f e e  b a g s .  We  h a v e  k e p t 

w i t h  w h a t  w e  b e l i e v e  t o  b e  t h e  m o s t  m i n i m a l  p a c k a g i n g 

d e s i g n ,  m e a n i n g  l e s s  i n k  a n d  f e w e r  m a t e r i a l s  r e q u i r e d  t o 

p a c k a g e  o u r  c o f f e e . 

NEXT YEAR
T h e r e  i s  s t i l l  a  l o n g  w a y  t o  g o  f o r  f u l l y  s u s t a i n a b l e 

c o f f e e  p a c k a g i n g  t h a t  i s  c o m p a t i b l e  w i t h  t h e  c u r r e n t 

U K  w a s t e  i n f ra s t r u c t u r e .  O u r  t a r g e t  by  2 0 2 5  w i l l  b e  t o 

f i n d  a  m a t e r i a l  t h a t  i s  s u i t a b l e ,  w h i c h  c a n  b e  r e c y c l e d  o r 

c o m p o s t e d  r e a d i l y  a n d  e a s i l y  i n  e v e r y  s i n g l e  h o u s e h o l d 

i n  t h e  U K .  We  h a v e  a l r e a d y  m o v e d  t o  h o m e  c o m p o s t a b l e 

p o d s ,  a n d  a r e  w o r k i n g  c l o s e l y  w i t h  m a n u f a c t u r e r s  t o 

e x p l o r e  a l t e r n a t i v e  b a g  m a t e r i a l s ,  i n c l u d i n g  h o m e 

c o m p o s t a b l e  a n d  p a p e r.

O B J E C T I V E 
 

To use what we consider to be the most sustainable 

packaging option on the market that can be handled within 

current UK recycling infrastructure, while taking into account 

al l  suitabil i ty requirements. Our coffee bags must: 

a)  be strong enough to hold at  least a ki logram of coffee 

-  using a dif ferent material  for wholesale packaging is 

unacceptable 

b) be suitable for both home delivery and shelves 

c)  not compromise the coffee quality -  clear communication 

on disposal  is  also a mandatory requirement on al l  packaging
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E N V I R O N M E N T

E N V I R O N M E N T  O B J E C T I V E  2

H OW  W E  D I D
We moved to a  paperless  fu l f i lment  system for  onl ine orders, 

saving around 20,000 sheets  of  paper  per  year  and approximately 

100 kg of  CO2e. 

We implemented a waste management system for  a l l  roasted 

cof fee,  which ensures absolutely  none of  our  cof fee ever  has to be 

disc arded to landf i l l .  See the process on page 22,  which so far  has 

resul ted in  461kg of  roasted cof fee becoming ‘Odds & Ends’  or 

‘Fert i l iser ’  for  the v ines,  rather  than in  landf i l l .  This  is  in  addit ion 

to our  ‘cof fee chaf f ’  ( the only  physic al  by-product  f rom roast ing) 

which is  now also used as  fert i l iser  on the v ineyard. 

We improved the way we label  our  cof fees,  by moving f rom 

plast ic-backed labels  to recyclable c ards that  s i t  in  the f ront 

pocket  of  every bag.  E ach cof fee c ard contains  a  QR code that 

points  to a  page on our  website.  This  c an also be handed to 

anyone who wants  to f ind out  more detai ls  about  the qual i ty, 

f lavour,  or  provenance of  the cof fee.  Being able to change 

this  informat ion digi ta l ly  avoids any unnecessary  repr int ing of 

mater ia ls.  

The only  business vehicle is  e lectr ic,  used predominant ly 

for  business t ravel,  commuting,  and cl ient  v is i ts.  This  saves 

approximately  10,000 mi les  of  foss i l  fuels  per  year,  equivalent  to 5 

tonnes CO2e. Team members commuting by bicycle instead of  by 

c ar  a lso saved approximately  250 kg CO2e in  12 months.  

NEXT YEAR
We are  a iming to  del iver  a l l  loc a l  wholes a le  del iver ies  in  an 

e le ct r ic  vehic le.  Th is  wi l l  not  on ly  he lp  re duce our  c arbon 

emiss ions,  but  wi l l  a l so  a l low us  to  go fu l l  c i rc le  wi th  our 

cof fe e  w aste.  We wi l l  be  able  to  col le ct  use d grounds  f rom 

our  wholes a le  par tners ,  and br ing i t  back  to  the  v iney ard 

for  use  as  fer t i l i ser.

O B J E C T I V E 
 

Reduce our environmental impact from roasting, and minimise 

roastery by-product and fulfi lment waste.
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N u m b e r s  d e n o t e  w e e k s  f r o m  r o a s t  d a t e

E N V I R O N M E N T

WHAT HAPPENS TO OUR COFFEE AFTER ROASTING?
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E N V I R O N M E N T

E N V I R O N M E N T  O B J E C T I V E  3

H OW  W E  D I D
We  i nv e s t e d  i n  a  l a r g e r,  m o r e  e f f i c i e n t  c o f f e e  r o a s t e r  w i t h 

a n  a f t e r b u r n e r  ( a  p i e c e  o f  p o l l u t i o n  c o n t r o l  e q u i p m e n t 
t h a t  i s  u s e d  t o  r e d u c e  e m i ss i o n s  f r o m  a  k i l n  o r  f u r n a c e,  by 

b u r n i n g  o f f  t h e s e  p o l l u t a n t s  i n  a  s e c o n d a r y  c o m b u s t i o n 
c h a m b e r ) .  T h i s  r e d u c e d  o u r  CO 2 e  e m i ss i o n s  by  2 0 % , 

f r o m  1 . 6 8  t o n n e s  CO 2 e  t o  1 . 3 5  t o n n e s  CO 2 e,  s av i n g  0. 3 3 
t o n n e s  CO 2 e  ( a b o u t  o n e  e c o n o my  f l i g h t  f r o m  A m s t e r d a m 

t o  Ro m e,  o r  8 5 0  m i l e s  i n  a  p e t r o l  c a r  p e r  y e a r ) .

We  a l s o  m o v e d  t o  a  m o r e  e n e r g y  e f f i c i e n t  s i t e,  f r o m  a n 
u n i n s u l a t e d  b a r n  t o  a  m o r e  e n e r g y  e f f i c i e n t  b u i l d i n g  w i t h 

a n  E P C  B  ra t i n g .

NEXT YEAR
N e x t  y e a r  w e  w i l l  b e g i n  o u r  i n - h o u s e  c a r b o n  a c c o u n t i n g , 

f o c u s s i n g  o n  d e t a i l e d  a n a l y s i s  o f  s c o p e  1 ,  2 ,  a n d  3 

e m i s s i o n s .  T h e  o u t p u t  o f  t h i s  w i l l  b e  a  p l a n  t o  g o  n e t 

z e r o*  w h i c h  w i l l  b e  d e t a i l e d  i n  o u r  n e x t  i m p a c t  r e p o r t .

*“Net zero means cutt ing greenhouse gas emissions to as close to zero as 

possible,  with any remaining emissions re-absorbed from the atmosphere, by 

oceans and forests for  instance.” (un.org)

O B J E C T I V E 
 

Reduce our carbon emissions by making improvements to our 

manufacturing processes.
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S O C I A L  I M P A C T
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S O C I A L  I M P A C T

D O N A T I O N S  A N D  C H A R I T Y  P A R T N E R S
We’re incredibly grateful to have connections with charitable organisations who are having a positive impact on communities all  around the world. Our partners have an indirect impact on the work we do, 
whether that be giving back to countries where our coffee is grown, or projects within our local area.

We are always looking to support more charities as we grow. Here are some with whom we have partnered in the last year.

RE-CYCLE
Re-Cycle is a charity that ships used bicycles from the UK and works with partners in Africa, who unload the bikes and employ people to 
refurbish them locally. These bikes are then sent to Re-Cycle lead projects, or distributed to rural communities. So far, Re-Cycle has donated 
over 112,000 bikes to Africa, helping increase school attendance by 30% in areas who have benefited from the scheme - with 98% stil l 
operational after 3 years. 

We have been working in partnership with Re-Cycle since June 2020, donating 25p from every 250g bag and £1 from every kilogram bag of all 
sales from our Discovery Coffee range to the charity. For every 28 kilos of coffee roasted, a single bike plus spare parts will  be sent to Africa. 
In the last year, 116 bikes have been shipped to the Village Bicycle Project in Ghana (261 bikes to date). We also donate surplus coffee to the 
charity, and aim to continue this partnership with increased donations year-on-year. 

ROYAL ENTOMOLOGICAL SOCIETY (RES)
A forward-thinking charity that is devoted to the understanding and development of insect science. RES supports international collaboration, 
research and publication, and aims to show every person how remarkable and valuable insects are and enrich the world with insect science. 
We have supported the charity with coffee collaboration packs and auction prizes at the Chelsea Flower Show, and aim to formalise a long-term 
partnership plan later this year. 

Other charities we have supported include:

CriaCarmo, Crawley College, Circus Starr, Maggie’s at the Royal Marsden, SANE.

Royal
Entomological
Society
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S O C I A L  I M P A C T

Ce ci l ia  B adaar  a t tends 
K a ls agr i  Jun ior  High School 

in  rura l  Kondopie,  nor thwest 
Ghana.  In  2019 there  w as  a 
programme in  ne arby  L awra 

of fer ing b icyc les  to  ch i ldren, 
but  un l ike  some of  her 

c lassmates  she d id  not  re ceive 
one.  Two ye ars  la ter,  she  had 

to  drop out  o f  school  be c ause 
of  the  long journey  e ach w ay.

S P O T L I G H T  O N  R E - C Y C L E

T H E  V I L L A G E  B I C Y C L E  P R O J E C T

Since then,  she  has  kept  in  touch 
wi th  the  loc a l  Women Empowerment 
Programme Of f ice  in  the  hope there 
might  be another  del ivery  o f  b icyc les, 
and the  manager  assure d her  she 
would  re ceive  one next  t ime around. 
O n 23rd September  2022 she f ina l ly 
re ceive d a  b ike  f rom the  V i l lage 
B icyc le  Pro je ct  a f ter  a  one-day  b icyc le 
workshop,  and th is  has  enable d her  to 
return  to  her  s tudies  in  K a ls agr i . 
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C U S T O M E R S ,
O T H E R  P A R T N E R S ,
A N D  T H E

L O C A L  C O M M U N I T Y
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C U S T O M E R S ,  O T H E R  P A R T N E R S ,  A N D  T H E  L O C A L  C O M M U N I T Y

C R E A T I N G  A  P O S I T I V E  E X P E R I E N C E
F O R  O U R  C U S T O M E R S
In August 2022, we celebrated five years since Chimney Fire Coffee became more than a side-hustle from a garden shed. It  was also the year we surpassed 50,000 online orders and 150 wholesale partners. Our 
goal has always been to do our best by our customers through regular feedback mechanisms, customer service processes, and listening to how we can improve.   

CUSTOMER FEEDBACK
18 months ago, we sent out our f irst consumer survey and hosted our first focus groups. As a result of these, we released our brand new Americas House Espresso (a blend of coffees from Brazil  and Peru), 
enabling us to buy more coffee from our Brazil ian partner Carmo Coffees this year. The word cloud below shows our customers’ favourite tasting notes based on the results from our consumer survey… which, 
happily for us, well describes our Brazil  Signature Espresso.

Our customers also requested the option to purchase coffee in 500g bags, and a range of decaf options. In August, we released our 500g bags. This not only provides a slightly more affordable option for our 
customers, but it  also reduces our packaging requirement overall. We are looking to release a second decaf option in 2024.

2022 was also one of the most challenging of the last f ive years due to rising costs. We’ve always tried to offer speciality coffee at an affordable price point, and although we had to make changes to our pricing 
towards the end of the year, we were able to keep prices low relative to quality. We continue to offer free UK delivery.
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C U S T O M E R S ,  O T H E R  P A R T N E R S ,  A N D  T H E  L O C A L  C O M M U N I T Y

C R E A T I N G  A  P O S I T I V E  E X P E R I E N C E
F O R  O U R  C U S T O M E R S
BARISTA TRAINING PROGRAMMES

O ur go al  i s  to  he lp  our  par tners  encourage the i r  s ta f f  to  be come more pass ionate 

and fe e l  conf ident  serv ing our  cof fe e,  therefore  o f fer ing better  customer  serv ice  and 

adding v a lue  to  the  bus inesses  wi th  whom we work. 

O f ten,  bar is ta  t ra in ing c an be too focusse d on the  how rather  than  the  why.  We 

addresse d th is  by  o f fer ing two types  o f  bar is ta  t ra in ing to  the  104 we t ra ine d over 

the  las t  12  months.

1 )  Te chnic a l  B ar is ta  Tra in ing for  a l l  cof fe e  managers  and he ad bar is tas ,  for  whom i t 

i s  wi th in  the i r  remi t  to  cons is tent ly  produce a  qual i ty  product .  We prov ide engaging 

bar is ta  t ra in ing guides  to  he lp  del iver  t ra in ing and ensure  best  pract ices  are 

fo l lowe d.

2 )  O ur  Co f fe e  Exper ience sess ion  i s  for  the  wider  te am who might  be involve d in 

making cof fe e,  but  i t  i s  not  par t  o f  the i r  core  remit .  Th is  covers  a l l  aspe cts  o f  the 

indust ry  f rom cof fe e  buy ing and susta inabi l i ty  to  roast ing,  product ion,  and f lavour 

assessments/qual i ty  contro l  ( ‘cof fe e  cupping’ )  -  essent ia l ly  what  we do day- to-day 

a t  the  roastery.  I t  inc ludes  some aspe cts  o f  the  te chnic a l  t ra in ing,  but  i t ’s  la rgely 

de s igne d to  inc re ase  enthus iasm for  the  product  as  a  whole,  which  t rans la tes  to  a 

be tter  cup of  cof fe e  and gre ater  unders tanding of  the  indust ry  -  therefore  prov id ing 

a  better  overa l l  exper ience for  the  end customer.

 29



C U S T O M E R S ,  O T H E R  P A R T N E R S ,  A N D  T H E  L O C A L  C O M M U N I T Y

C A S E  S T U D Y  U N I V E R S I T Y  O F  S U R R E Y

In Autumn 2022 University of Surrey took their café ownership in-house, 
switching their coffee supply to us. This accelerated the development of 

our Americas House Espresso - a coffee that would suit the equipment left 
behind by their previous partner. 

Since then, we have run a number of events designed to engage the 
university’s students with both the environmental implications of the coffee 

trade, and the wide range of different tastes that coffee can have. 

In the coming year, we will  work more closely with the university to 
continue providing exceptional coffee to its students. We hope to also 

partner with their sustainability department, to further understand how we 
can operate in the least impactful way to the wider world.
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C U S T O M E R S ,  O T H E R  P A R T N E R S ,  A N D  T H E  L O C A L  C O M M U N I T Y

C A S E  S T U D Y  U N I V E R S I T Y  O F  S U R R E Y

“We have been working with Chimney Fire since September 2022 and I honestly 
cannot praise them enough. It  goes without saying that the quality of their product 

is exceptional, but what has really blown me away is their customer service and 
client support. Both Sam and Dan have been outstanding in supporting the launch 

of Chimney Fire within our 6 coffee shop outlets on campus.

I have never worked with more professional, friendly suppliers. Chimney Fire are an 
absolute delight to work with!”
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C U S T O M E R S ,  O T H E R  P A R T N E R S ,  A N D  T H E  L O C A L  C O M M U N I T Y

L O C A L  E V E N T S ,  S P O N S O R S H I P ,
A N D  C O L L A B O R A T I O N S
Chimney Fire Coffee is heavily supportive of the outdoors community, hosting regular cycling, running, and hiking events from the roastery. We’ve been a part of numerous local collaborations, including a pre-
bottled Espresso Martini with Silent Pool Distil lers and a Coffee Porter with The Park Brewery.  We also run regular coffee tours and experiences, generating tourism in the Surrey Hills.

We are members of local business group Surrey Hills Enterprises, and in July 2023 received their Gold Trade Mark for sustainability and services to the local community. Below are some of our favourite collaborations.

DORKING RUGBY CLUB
Dorking Rugby Club has a thriving junior section with over 250 

juniors and several girls teams. We are proud to sponsor all 
under 12 through to under 16 teams at Dorking Rugby Club, 

which includes a club donation and a coffee supply.

JENNY GRAHAM  
COFFEE FIRST, THEN THE WORLD

To celebrate the launch of her latest book, chronicling her record-
breaking solo round the world cycle, in spring 2023 we partnered with 

Jenny to provide coffee at the community rides that punctuated her 
nationwide book tour.

WORKING WITH B CORP™ 
SUPPLIERS

Our first port of call  for a new supplier is now the B Corp™ 
directory, and we have already introduced a few into our 

operation - from our supply of loo rolls (Naked Spout) to the 
choice of printers for our Barista Training Guides (Anglia Print).
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P E O P L E
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D A N  W E B B E R
F O U N D E R

R O W  B A K E R
O P E R A T I O N S  M A N A G E R

S A M  P E A R C E
C O M M U N I T Y  M A N A G E R

E L I Z A B E T H 
F U R T H

H E A D  R O A S T E R

N E R O L I 
S N O W D E N

O P E R A T I O N S  A S S I S T A N T

N A T H A N 
S K I N G L E Y

M A R K E T I N G  A S S I S T A N T

B A R K L E Y
B A R K E T I N G  M A N A G E R
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P E O P L E

C R E A T I N G  A  H E A L T H Y,  H A P P Y  W O R K P L A C E
People are the most important part of any business, and at Chimney Fire Coffee we’re extremely fortunate to have a 
diverse team of coffee, marketing, supply chain, manufacturing, and sustainability professionals, all  with similar values.

DIVERSITY AND INCLUSION
Chimney Fire Coffee is proud to be an equal opportunities employer. We actively encourage everybody to bring their 
full  selves to work, and recognise, respect and value differences.

We are a team of six (soon to be nine) permanent, salaried staff with a 50/50 female / male split. Both of our coffee 
roasters are female, which is significantly above the industry average of 24%.
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P E O P L E

C R E A T I N G  A  H E A L T H Y,  H A P P Y  W O R K P L A C E

LIVING WAGE EMPLOYER
In early 2022, Chimney Fire Coffee became an accredited Living Wage Employer. The Living 
Wage commitment will  see everyone working at Chimney Fire Coffee receive a minimum full 

t ime equivalent salary of £21,255.

The real Living Wage is the only rate calculated according to the costs of l iving. It  provides 
a voluntary benchmark for employers that wish to ensure their staff earn a wage they can live 
on, not just the government minimum. Since 2011 the Living Wage movement has delivered 

a pay rise to over 300,000 people and put over £1.6 bill ion extra into the pockets of low 
paid workers.

Everybody at Chimney Fire provides a key role in helping to grow the business. We have 
chosen to be a Living Wage Employer to recognise this.
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P E O P L E

C R E A T I N G  A  H E A L T H Y,  H A P P Y  W O R K P L A C E

Some addit ional  team perks include:

• Coffee development and training

• Free on-site electr ic vehicle charging

• Employee support programme

• Working on a vineyard with lots of  good coffee!

The company takes  in to  account  every body’s  ne e ds  when 
rev iewing benef i t s .  E ar l ier  th is  ye ar  we ro l le d out  our  f i rs t 
anonymous  survey,  which  covere d everyth ing f rom he al th 
insurance to  cyc le  to  work  schemes.  I t  resu l te d in  the 
fo l lowing changes  to  our  benef i t s :

•  Two ext ra  pa id  days  hol iday  days  per  ye ar  (now 30 
days  per  ye ar,  FT )

•  O ne workday  per  ye ar  spent  vo lunte er ing

• Implemente d a  pa id  company s ick  pay  pol icy  ra ther 
than  s ta tutory.

B ase d on the  fe e dback,  we are  a lso  explor ing the 
fo l lowing:

•  A budget  for  personal  /  profess ional  development

•  Employe e share  schemes

• M atern i ty  pay  pack age rev iew

We also conduct  regular  feedback through one-to-ones 
and ad hoc surveys.  In  an employee feedback survey f rom 
Esc ape the City,  “Miss ion and Purpose” was the main reason 
why people enjoyed working at  Chimney Fi re Coffee.

BENEFITS AND WELLBEING
Apart  f rom a safe and rewarding work environment,  Chimney Fi re Coffee of fers  a  range of  benef i ts  to a l l  employees.  There are regular  team out ings -  f rom spoon c arving to sports  t ickets,  and last  year 
everyone in  the team was given a  weekend away at  one of  our  cof fee partners  log c abins.  There is  a lso ping-pong in  the of f ice,  a l though the current  feedback is  that  the table is  more ornamental  than 
funct ional.  That ’s  something we’re working on!
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P E O P L E

C R E A T I N G  A  H E A L T H Y,  H A P P Y  W O R K P L A C E

ROW BAKER, OPERATIONS MANAGER
MARCH 2022

“CFC is made up of very passionate and lovely individuals, which 
results in a really nice place to work. The company has a very clear 
focus on sustainable sourcing and responsible practices in coffee, 

and ultimately produces a really delicious product -  which we all  get 
to enjoy and share as a team.”
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P E O P L E

C R E A T I N G  A  H E A L T H Y,  H A P P Y  W O R K P L A C E

ELIZABETH FURTH, HEAD ROASTER
MARCH 2022

“We are a great team. Every team member has a specific role which 
enhances the smooth running of the company. Although each team 

member has a designated set of skil ls, we have a common goal, very 
similar values and mission for the company.”

 39



L E A R N I N G 
AND NEXT STEPS
G a in ing B  Corp™ cer t i f ic at ion  me ans  we me et  h igh s tandards 
o f  soc ia l  and env i ronmenta l  per formance,  t ransparency  and 
accountabi l i ty,  and prov ides  some wel l -deserve d re cogni t ion  for 
a l l  the  hard work  the  te am has  put  in .  Th is  i s  on ly  the  be ginning as 
cer t i f ic at i on  a lso  prov ides  a  f ramework  for  us  to  bui ld  on,  and most 
important l y  to  make cont inue d improvements  ac ross  a l l  a re as  o f 
the  bus i ness.  We are  involve d in  S urrey  B  Loc a l ,  a  work ing group 
to  he lp  br ing susta inabi l i ty  improvements  ac ross  S urrey  bus inesses 
an d promote  the  movement  loc a l ly. 

We have deta i le d severa l  ta rgets  wi th in  th is  report  that  l ink  back 
to  our  impact  obje ct ives.  Undoubte dly,  our  b iggest  improvement 
here  i s  to  b e gin  our  in -house c arbon account ing,  focuss ing on 
deta i le d ana lys is  o f  scope 1 ,  2,  and 3  emiss ions  -  fo l lowe d by  a 
p lan  to  go net  zero.  We look  forw ard to  gett ing s tuck  in to  th is  over 
the  next  few months. 

A s  we  look  to  re cer t i fy  in  two ye ars  t ime,  our  goal  i s  to  inc re ase 
our  B  Impact  Score  to  over  100 points .
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