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And what a year it’s been.  

Coaltown coffee’s navigation through the last 12 months has 

been an ever evolving journey. Like the majority of companies 

working through a global pandemic we banded together to make 

the best out of the cards we had been dealt. 

The theme of 2020 has most definitely been “Big changes = Big 

impacts” It is very rare in the business world, especially hospitality 

that a company has the opportunity to pause, and have the luxury 

of time to review all aspects of the business. 

This year has taught us that Coaltown Coffee is about the fine 

details. 

No one ever expects to wake up one morning and the world to 

be a completely different place but on the 16th of March that’s 

exactly what happened. We gathered together and watched the 

news with bated breath, and realised that the next year was going 

to involve masses of change for small and large businesses alike. 

As a company we enjoy the challenge of adapting to new things 

and this year allowed us to really put those skills into practice. 

Quick and timely decisions made our transition into B2C relatively 

easy and over the last year we have achieved some amazing 

milestones that we can’t wait to share with you all.

“DOING ORDINARY THINGS
EXTRAORDINARILY WELL”



2019 ~ 2020
IN NUMBERS

COFFEE BAGS
SAVED FROM

LANDFILL

120,000
COFFEE CUPS

RECYCLED

32,500
MONEY RAISED
FOR CHARITY

£1,240
SPENT IN DIRECT

TRADE DEALS

£130,000



2019

82.1%

2020

93.4%

COALTOWN
B-CORP SCORE



TASTE GOOD, DO GOOD



Towards the end of 2019 Coaltown set off on its first 

expedition to visit one of the world’s most renowned 

and upcoming specialty coffee origins, Uganda.

Our ambition was to bridge the gap between farmer 

and roaster by buying direct with full traceability 

and fair pay. In turn Offering support and the much-

needed funds to these skilled farmers and families. 

The purpose of this trip was to source a number of key 

coffees to introduce in 2020, with a level of detail 

and knowledge that can’t be achieved without visiting 

the farms first hand.

the first destination was the Kisinga washing station 

operated by Jonny Rowland of Argi-Evolve. Originally 

a farmer from the UK, Jonny’s vision of improving the 

farming in Africa evolved during a break from his 

studies in Uganda. Agri-evolve’s aim is to develop an 

organisation run by Ugandan people - but with input 

from students and experts from the UK, who can advise 

and assist farmers in creating sustainable operations. 

They are committed to returning 60% of all profit to 

community and agricultural projects within the area 

such as the Community Action Initiative.

DIRECT TRADE:
UGANDA TRIP 2019



The coffee crop allows for a steady, dependable 

income for the farmers, with the work generally 

done by hand over 2 acres.

Using ‘Share’ Farming means that farmers are able 

to work together to process and market their 

coffee, helping to improve processing, marketing 

effectiveness, and quality.

The farmers pick the cherries up in the mountains, 

but as they are manually carried, their weight is 

often too much, leaving the farmers to leave them 

on the ground to dry and lessen in weight over 

several days. Valuable quality is lost here, but this 

is not understood by the farmers.

Jonny is attempting to change that through his 

quality training but understands that this lack 

of passion stems from recent history. The idea of 

coffee was introduced to Rwenzori 50-60 years 

ago, during colonial times, and was not as much 

introduced as forced upon the region. Farmers 

were told by the government to plant, and while the 

farmers may not have thought it was a good idea, 

its enforcement by the army meant that planting 

slowly grew.

Now, if you were to look up at a coffee plant in the 

mountains from below, it would likely look as if 

coffee was falling from the sky! 



The guys then Headed north along the base 

of the Rwenzori’s to Bugoye Coffee Station, 

one of Jonny’s more recent station setups. 

This station was set up due to a large number 

of high altitude farms in the surrounding 

mountains that in the past, had struggled 

with transporting their cherries down the 

treacherous tracks, having to cover large 

distances without the use of a vehicle in many 

cases. 

Bugoye station sits at the foot of a steep 

section of the Rwenzori Mountain range which 

made for spectacular views, but also displayed 

how difficult navigating this terrain would 

be for the farm along the summit. 

Even with the new washing station location, 

these smaller yield farmers were still unable 

to travel the distance required. In response to 

this Jonny set up a network of buying stations 

to help bridge the gap between these smaller 

yield farmers and his washing stations.

From there nick and Rhys traveled up the 

mountain to visit one of these buying stations 

where it was obvious to see the benefit 

this provided the local farmers, with many 

manually walking sacks of cherries with no 

alternative forms of transport available.



During the trip the guys were privileged to meet some 

of the farmers and their families in the surrounding 

villages who had become experts in coffee farming. 

They were invited into their homes to see the 

opportunities and benefits this industry had 

provided through Kyagalanyi Coffee, including an 

education and financial support program called 

the Togetherness Initiative. 

This initiative had been introduced by Kyagalani 

Coffee and their partners as part of an educational 

program covering farming practices, financial 

responsibility and support, and a gender program 

to improve gender equality. 

This support included a savings and loan association 

that would support farmers through periods of 

poor crop or low cherry yield due to stumping 

trees to improve cherry growth for future seasons. 

We played a monopoly style game with the farmers, 

designed to easily illustrate the impact key decisions 

made on their future harvest and income, which 

quickly showed how support like the Togetherness 

Initiative can have a hugely beneficial impact on the 

lives of the communities that joined.

This Origin trip as a whole was a huge success for 

Coaltown’s first visit to origin. the relationships 

made and coffees sourced will become our 

benchmark to bridge the gap between farmer and 

roaster for future coffee introductions.



In 2019 we pledged to work with more minority growers 

and in 2020 saw the introduction of Kirindera Womens 

Peace, DRC into the coaltown coffee shop.

In July 2016, Coopade created the Kirindera Women’s 

Peace Coffee Section with the objective of allowing 

women coffee farmers to control and develop their 

own coffee production through the whole chain from 

production through to export. 

As the women in the DR Congo already do the largest 

proportion of the work the coffee farms, including 

harvest, this has meant focusing on the delivery 

of the coffee cherries to the washing station, and 

then managing the actual washing and drying of the 

parchment coffee.

The Women’s Section have built a total of seven of the 

fifteen Coopade washing stations to date, of which 

Kirindera was one of the first. 

These washing stations are entirely managed by the 

Women’s Section. The Kirindera women are employing 

young people and providing them with an alternative 

to joining the armed groups that are destabilising the 

region.

WOMENS PEACE
CO-OPERATIVE



Captain (Now Colonel) Tom Moore... there  isn’t much 

we can say that hasn’t already been said, a true 

example of how one persons actions can bring about 

unmeasurable good in the world. His unwavering 

dedication and kindness to raise a phenomenal 

amount of money for our NHS and support our front-

line workers captivated our hearts. 

The war veteran has raised more than £32m for the NHS 

by completing 100 laps of his Bedfordshire garden by 

the time he reached his 100th birthday in April.

We did what we do best and created the ‘Ground 

control to Captain Tom’ charity addition coffee as 

a homage to our Hero. The response to the launch 

was amazing and overwhelmed us with the sheer 

generosity displayed by the public. 

We are immensely proud to announce that profits 

made have amounted to the tune of £1238.20 which has 

now made its way to Colonel Tom’s Just Giving page.

Tom’s phenomenal record-breaking efforts continue 

to make a difference to NHS staff, volunteers and 

patients, and you can still play your part in supporting 

them in the fight against Covid.

GROUND CONTROL
TO CAPTAIN TOM



MORE THAN COFFEE



IN 2019 WE PLEDGED THAT 2020 WOULD SEE MORE relationships build with SUPPLIERS THAT SHARED OUR ETHICAL COMMITMENT AND WOULD IN TURN 

HELP US TO BECOME MORE SUSTAINABLE. WE ANALYSED OUR BIGGEST WASTE PRODUCERS AND WENT ABOUT OVER HAULING ALL MAJOR SUPPLIERS TO CREATE A 

ENVIRONMENTALLY SOUND PRODUCTION LINE.

From the bags our coffees are packaged in, the cups the coffee is drunk from and to the shipping companies who deliver our products to 

consumers, Each step has been carefully reviewed and improved to make coaltown the best version of itself.

WORKING WITH LIKE 
MINDED COMPANIES



Swapping over to Biotré bags has been one of the most 

effective and ethical business decisions the past year 

has seen. The bags consist of biodegradable and heat-

sealable barrier material that effectively preserves 

and protects sensitive products such as high-quality 

specialty coffee. 

Although the cost of the bags are substantially more 

than the original bags we were using, the environmental 

impact we can make in the long term is too significant 

to ignore. the price increase for each bag is between 120 

- 190% more than what the previous non biodegradable 

bags were.

Our suppliers weber packaging and Pacific Bag (PBi) 

has invested over two years in the development of 

Biotré Film, a biodegradable and heat-sealable barrier 

material.  

PBi conducted extensive compostability testing with 

industry leaders in the past to demonstrate that 

Biotré film will not only biodegrade under industrial 

conditions, but will actually biodegrade in regular 

household compost over a much longer period of time. 

Additional thermoforming tests of the film material 

BOITRE
COFFEE BAGS



Ordinary plastic/film laminate consists 

of 100 percent non-renewable resources 

and is not considered biodegradable.  

Biotré Film consists purely in terms of 

its weight proportion of regenerative 

cellulose to 60 percent and is - 

especially under industrial conditions 

- very well biodegradable. However, 

the tests already mentioned in the 

previous section of the text have shown 

that biological decomposition in an 

ordinary garden composter is basically 

possible. After all, it lasts many times 

longer.  The remaining 40 percent by 

weight of the Biotré film is plastic with 

an additive that causes it to decompose 

within five to ten years. With a little 

effort, however, this material can be 

easily removed from a garden composter 

and disposed of.

Pbi are currently working on the biotre 

bag 3.0 which is 100% renewable.

HOW DOES 
IT WORK?



“Plastic recycling is broken”

For a long time, our economy has been ‘linear’. This means that raw 

materials are used to make a product, and after its use -  any waste 

(e.g. packaging) is disposed of in landfill or incinerated. Since 1964 

plastic production has increased twenty-fold, yet just 5% of plastics 

are recycled effectively. 

The plastics that are recycled can only be recycled once or twice before 

ending up in a landfill which can take centuries to breakdown, or ending 

up in incineration which emits 33 percent more fossil CO2 than gas fired 

power stations.  

Decent packagings mission is simple, where disposable food packaging is 

used they will supply a sustainable, compostable option that is made from 

plants, yes plants! They want to ‘unmake’ everything they’ve make, and 

have a very aggressive target to get all of their packaging composted 

and make the business completely circular.

As of July this year Decent packaging are a Carbon Zero Certified 

Organisation which means they track the CO2 emissions generated by 

their operation, have aggressive yearly rolling targets to reduce these 

emissions, and offset all those they cannot avoid by buying carbon 

credits which support worldwide projects that are certified to absorb 

CO2.

DECENT
PACKAGING



SBN MEMBER 

Sustainable Business Network links like-minded, 

environmentally committed businesses to share ideas 

and build working relationships.

DELOITTE FAST 50 

In 2018 decent packaging were named in the top 50 

fastest growing businesses in New Zealand. Along 

with this, we were also named as the regional winners 

for the Fastest Growing Manufacturing Business in 

Auckland and upper North Island. 

LONDON COFFEE FESTIVAL

Earlier in 2019 decent packaging opened their UK 

office in East London. Launching and partnering 

with The London Coffee festival helping them solve 

their 300,000 cup waste problem.

With 300,000 coffee cups going to landfill year on 

year we worked closely with LCF and Veolia (waste 

management) to implement 80 bin stations with clear 

instructions for the consumers. We were able to 

divert the vast majority of cups from LCF 2019 to a 

commercial compost site in Essex, diverting the most 

waste from any event held at the Truman Brewery 

one of London’s busiest event spaces.



ETHICALLY SOURCED 

Decent packaging use the latest in innovative 

material such as FSC grown or Recycled Paper.

Paper is fantastic, but not all trees are grown equal! 

The Forest Stewardship Council ensures forests are 

responsibly grown, leaving positive environmental 

and social impacts. Innocent only uses FSC or 

recycled paper, this paper can then be recycled again 

and again or composted too.

PLA 

PLA can break down fully, back into organic 

molecules. Similar to CPLA (Crystallised form of PLA) 

Its heat tolerant cousin which maintains the same 

ability to compost fully but is opaque instead of 

clear, and a bit more hardy. 

INKS, DYES & GLUES

Decent use plant based and non toxic inks, dyes and 

glues at Innocent Packaging. Plant products know 

no bounds, all their inks are soy based and the 

adhesives they use are made from plants too. they 

also whiten paper products without bleach - using 

non toxic oxidation.



Lockdown 2020 gave us the opportunity 

to spend time redesigning each aspect 

of the business even down to our new 

uniforms. Staff voiced that they would 

like comfy material that washes well but 

isn’t detrimental to the environment. 

Their lifelong mission is to make clothing 

sustainable.

100 billion items of clothing are bought 

each year, and with 3 out of 5 tees bought 

today thrown away within 12 months, that’s 

a dump truck of clothing going to landfill 

every second. When Mart the founder was 

5, he was worried about waste. Together 

with his brother Rob, they started  a brand 

in the garden shed with a mission to solve 

it. Today the team continues that work.

rapanui products are made from natural 

materials, using renewable energy, and 

everything they make is designed from 

the start to be sent back when it is worn 

out. Rapanui make new products from the 

materials recovered. Creating a circular 

supply chain.

RAPANUI
CLOTHING



In their factory on the Isle of Wight, the 

t-shirts are produced in real time, in the 

seconds after they are ordered. They only 

make what people actually need, when 

they need it. The conscientious application 

of technology has enabled them to 

demonstrate that there is a different way 

of operating, and it works.

Recently they’ve  been building a platform 

so that anyone in the world has access 

to their supply chain and tech. It’s called 

Teemill, and it’s free.

Using Rapanui means that we are investing 

in the practice of ethical business. They key 

factors that drew us to them were:

• They use plastic free packaging.

• The materials are all natural. 

• Their production site is powered by 

wind energy.

• It is a circular supply chain so no waste 

contribution.



Dpd are by far the most eco conscious 

shipping company available to coaltown 

coffee in the uk currently. 

Dubbed as “The reference player in 

sustainable delivery” Dpd state that By 2025 

they want to reduce their CO2 emissions per 

parcel by 30%. They strive to make the most 

meaningful impact, and will therefore 

concentrate on cities where the pollution 

and the population density is the highest.

The target is to deliver the 200 largest 

cities in Europe by 2025 with zero- and 

low-emission vehicles. They are committed 

to becoming a key partner for cities and 

customers to jointly make our planet a 

better place, because we all share the same 

address.”

• 225 cities green delivered by 2025

• 7,000 low emissions vehicles by 2025

• -30% of CO2 emissions per parcel by 2025

DPD 
DELIVERY



Reducing the amount of waste that goes into landfill sites is a key 

part of Royal Mails approach to managing waste. In 2017–18, their 

target was to divert 93 per cent of waste from landfill. In total, 

Royal Mail diverted 99 per cent of waste – that’s six per cent more 

than our target for the year.

OPERATING WITH INTEGRITY

Royal Mail continue to bring in new measures to tackle the problem of 

scam mail. Last year they launched a new scheme to stop scam mail at 

distribution centres before it reaches the customer’s letterbox. They 

work closely with the relevant authorities to block and impound 

scam mail. Since November 2016, they’ve stopped three million items of 

scam mail from reaching customers.

HELPING THE ECONOMY

As a major employer and buyer of goods and services, royal mail 

have a significant impact on the economy. In 2017–18, the Centre for 

Economics and Business Research Ltd (Cebr) carried out a complete 

UK economic impact assessment of Royal Mail. They found Royal Mail 

added £10.1 billion to the UK economy. That’s the seventh largest 

contribution of any UK company.

ROYAL MAIL 
DELIVERY



MENTAL HEALTH

Royal Mail are working with Action for Children, Mind, Mental Health 

UK and The Prince’s Trust on a campaign covering work placements, 

training and other awareness raising activities. Their mental health 

film, Everyday People, launched in January 2018. It’s been viewed 

more than 86,000 times on Facebook and YouTube. They received 

the ‘Breaking Barriers: Mental Health Award’ at the Prince’s Trust 

Corporate Employee Awards this year, recognising the campaign on 

mental health.

ACTION FOR CHILDREN

Royal mails partnership with Action for Children aims to raise £2 

million - £1 million raised by staff and £1 million in matched giving 

from Royal Mail. The money will help the charity employ specialist 

youth workers to deliver face-to-face support sessions for 8,000 

young people, helping prevent them from developing mental health 

problems. Action for Children helps young people aged 15–18 years 

who are at risk of the onset of major depression or other mental 

health issues.

SOCIAL AND ECONOMIC IMPACT

Royal Mail provide a Universal Service. It’s the ‘one price goes 

anywhere’ service on a range of letters and parcels to over 30 

million UK addresses, six days a week. It’s a key part of the digital 

economy and vital to the UK’s economic future. They make the seventh 

largest contribution of any UK company to the UK economy. One in 

every 194 jobs in the UK is provided by Royal Mail.



One of 2020’s big changes was reassessing our energy 

provider and finding a company that reflected our ethos 

in their offerings. Opus energy stood out as specialists in 

business energy.

They have supplied businesses and other organisations since 

2002 and currently energise over 368,000 UK premises. By 

providing 100% renewable electricity as standard, plus 

energy services, they are making a conscious effort to help 

customers achieve their sustainability goals.

Our partnership with Opus will allow us to work towards a 

brighter future. As part of Drax Group, Opus are innovating 

to achieve negative carbon emissions and supporting 

organisations that also want to build a more sustainable 

future.

Drax runs the UK’s biggest single-site renewable power 

generation plant and was the world’s first business to 

announce its aim to be carbon negative by 2030.

Using bioenergy with carbon capture and storage (BECCS) 

Drax will remove more carbon dioxide from the atmosphere 

than it produces, creating a negative carbon footprint for 

the company.

OPUS 
ENERGY



Drax’s ambition is only achievable with an 

effective negative emissions policy and investment 

framework. The UK Government is developing those 

as part of its global leadership in addressing the 

climate crisis.

In recent years Drax has undergone a world-

leading transformation, becoming Europe’s 

largest decarbonisation project by converting 

two-thirds of its coal-fired power station to use 

sustainable biomass.

 

In the first half of 2019, 94% of the power produced 

by Drax Power Station in North Yorkshire, England, 

was renewable – delivering carbon savings of more 

than 80% compared to when it only used coal.

The engineering skill and expertise at Drax which 

enabled this unique transformation is now 

pioneering ground-breaking negative emissions 

technologies. 

Earlier this year Drax became the only power 

generator in the world to have captured carbon 

dioxide from a 100% biomass feedstock using BECCS 

technology, through its successful pilot project.

After closing its remaining two coal generating 

units at Drax Power Station by 2025 and using 

carbon capture technology on its biomass power 

generating units, its operations would become 

carbon negative by 2030.



BUILDING COMMUNITY



Coaltown’s driving force was to bring a new industry back to the 

local community, using this a firm foundation we used 2020 as an 

opportunity to move forward with our community engagement plans. 

Working alongside hafal Cymru’s Ammanford branch we set about 

building a community link with those who have faced isolation during 

the pandemic. 

Hafal (meaning ‘equal’) is the principal organisation in Wales working 

with individuals recovering from mental health problems – with a 

special emphasis on those with a serious mental illness – and their 

carers and families.

HAFAL’S KEY AIMS 

To improve people’s lives through the fulfilment of holistic, recovery‐

focused, individual Care and Treatment Plans for everyone receiving 

secondary mental health services and equivalent high quality Care 

Plans for their care teams. 

• To reduce inequalities in health and social care outcomes for all 

their clients and carers

• To ensure that support and friendship is available to all their 

client groups – and not just those in direct receipt of their 

services – as part of their on-going recovery and support.

WALK & TALK
WITH HAFAL

~w
a

lk  & Tal
k

~

a
m

m a n f o r
d



As part of our partnership with hafal we wanted to offer 

the community and their clients a socially distanced 

opportunity to connect with others in a safe environment. 

For close to 6months high risk members of the local 

community were forced to self isolate, many of whom did 

not have the means of an external support system and some 

not having had contact with anyone bar delivery drivers 

dropping off supplies. 

Human interaction plays a massive role in  individuals 

mental health and increased cases of isolation have seen a 

detrimental effect on peoples wellbeing. 

To help relieve a little of the loneliness we decided to 

create an event which ties together coffee & community, 

seeing the idea of ‘walk & talk’ take shape. 

It was decided that Once a month we would hold a socially 

distanced event which allows isolated individuals the 

chance to get outside into the fresh air & enjoy a free cup 

of coffee while being able to chat to others. 

The event and coffee is free of charge and requires no 

commitment in terms of joining or pre-booking. A member 

of the hafal team accompanies the group for the walk and 

uses the Time to talk through some issues that people may be 

facing and give advice to those who ask. 

The program is currently on pause during the welsh 

lockdown but will hopefully be back running when cases 

drop back down to safer numbers.



Chwarae Teg is the charity inspiring, leading and delivering gender 

equality in Wales. Creating a fairer Wales where women achieve and 

prosper.

Chwarae teg have a vision of a Wales where every woman and girl 

is treated equally, is able to fully participate in the economy, and 

public and political life and live safe from violence and fear. Women’s 

Equality Network (WEN) Wales, Chwarae Teg, Women Connect First and 

Welsh Women’s Aid launched a Manifesto for Equality for Women and 

Girls in Wales.

SUPPORT 

Women in the Economy ~ A fairer Wales where women achieve and 

prosper across all sectors and at all levels in the economy

Women Represented ~ A fairer Wales where women are visible and 

influential across all sectors of the economy, society and in public 

life

Women at Risk  ~  A fairer Wales where women are empowered to achieve 

their potential, regardless of their background, social status, or 

geographic location

Since working with Chware teg we have implemented new best practices 

which incorporates our ethos into all people focused avenues.

CHWARAE 
TEG



December 2020 has seen us partnering with Ammanford Food bank 

to do something a little different for Christmas. Our roastery has 

become a donation drop off site. We are using our social media and 

voices to  encourage our customers to give a little something extra 

this season.

We launched the project live on social media on December 1st across 

instagram and Facebook. Explaining that Each day we will be donating 

items that are needed into the donation box and the week before 

Christmas donating it all to the Food Bank. 

Compared to the same period in 2019, throughout the pandemic (i.e. 

from March 2020) Ammanford food bank have seen a 70% upsurge 

in foodbank usage. Unlike the trend among other foodbanks to 

have a strong clientele of single persons, they have see a large 

representation of families with children having to make use of our 

services and sadly this 70% increase strongly shows that continuing 

to be the case.

Sadly it is often thought that foodbanks are used by individuals in 

receipt of benefit who want to free up money for other reasons. 

However, this is very much NOT the case. Of the 13,500 people fed since 

May 2013 almost half of those are as a result of low income; meaning 

that even though there is a wage coming into the household, what is 

earned is not enough to cover all the monthly costs as well as food 

costs and grow savings of any kind.

COALTOWN 
ADVENT PROJECT

pr oj ec t

c
o

a
lt

own adv
e
n
t



Ammanford Food bank are firm believers that food is not the answer, 

but a practical way of helping people as they seek to resolve the 

matters that brought them to our door. A large part of what they 

do is signposting people onto organisations and resources that can 

help them get out of their financial crisis, be it debt advice, budgeting 

help, mental health services, housing support or any other support 

they think might be needed. Food banks are not the destination but 

rather an oasis that can direct people onto permanent help. 

As such, they do not operate a self-referral scheme whereby anyone 

can walk in and have food. Instead they have partnered with voucher 

distributors that refer men and women to them - doctors, teachers, 

housing officers, mental health support teams, citizens advice services 

to name but a few. This means that they are able to see more clearly 

the causes that bring clients to food banks, as well as ensuring they 

are helping those that really need them. 

Having this referral setup means they are able to connect clients to 

services they might not have heard of or which they previously have 

been to embarrassed to approach; gentle conversation as they collect 

a parcel means that staff can help eliminate any embarrassment and 

show that it’s ok to not be okay, that to admit the need for help is a 

brave thing to do. 

At the moment Ammanford food bank  go through about half a tonne 

of food every week, although this is set to rise to at least 3/4 tonne 

per week in December based on previous years.

We want to see an end to hunger poverty in Ammanford and beyond, 

but until then we’ll keep working to support organisations that need 

our help.



COALTOWN VS COVID-19



in December 31st the World health organisation 

registered that an unknown virus was detected 

in eastern China. This soon spread globally 

welcoming a Pandemic that modern day Britain 

had never experienced before. 

The UK government decided to lock the country 

down and within a single day the entirety of 

our wholesale customers disappeared. With that 

came the closure of our Cafe and espresso bar. 

The majority of our team were furloughed and 

for the first 3 months of the pandemic we ran 

on a skeleton rota. Fortunately for us our B2C 

sky rocketed and in April 2020 compared to April 

2019 our online sales grew by 582%. This allowed 

us to navigate the ever changing climate with a 

little more ease.

Ultimately with the production increase and the 

risk mitigated by having an open plan Roastery 

and cafe, the decision was made to close the sit 

in facility for the foreseeable future. In turn 

the directors were faced with the inevitable 

task of making the serving and waiting staff 

redundant while reviewing the existing staff’s 

role profiles.

COALTOWN 
VS COVID-19



This cut back, although heart breaking 

meant that the costs were able to be put 

towards sustaining out production facility 

and increase our E-commerce presence. 

Though the last 9 months have seen us 

stretched to our limits, we have persevered 

with determination and teamwork.  Our 

online sales have increased significantly and 

in terms of our  future business plan we have 

achieved our E- commerce annual target in a 

mere 5 months. 

Having laid new foundations, we have 

ensured a stable and profitable future in the 

new world we live in. This year has taught 

us not to sit on our laurels, to put dividend 

into trusting our ideas and utilising every 

staff members skills to our advantage. 

We look forward to welcoming in 2021 and 

watching Coaltown Coffee continue to 

evolve, create and be a voice for good for 

the planet and people.

All our love, 

The Coaltown Coffee Team.




