


 

Roast U
m

ber, LLC is a specialty (or craft) coffee and cacao
roasting com

pany specializing in coffee, chocolate, and
related products. 

Roast U
m

ber is a culm
ination of over 30 years experience

in craft coffee and cacao.  
 

W
e source our products farm

-direct from
 Central

Am
erican farm

ers in w
hich w

e've had relationships w
ith

for m
any years. 

W
ho w

e
are.
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The opportunity.
The coffee m

arket is an estim
ated 

in the U
S, half of that is considered 

specialty at approx. $24 billion.

$48B
The general coffee m

arket is expected 
to nearly double by 2025 to

and if the trend keeps up, the 

$84B
niche

specialty m
arket is expected to

be half that around $40 billion. 

Sim
ilar 

to 
craft 

beer 
or 

w
ine,

specialty 
coffee 

has 
seen 

an
uptick in consum

ers that prefer
a different (m

any tim
es better)

coffee experience that is roasted
in a w

ay to bring out the natural
nuances of the bean from

 its
country 

and 
region 

of 
origin,

typically from
 a sm

aller m
icro-lot,

and 
farm

-direct 
to 

directly
support 

the 
farm

er. 
Specialty

roasters are continually on the
search for a better bean and
focus 

on 
the 

seed-to-cup
process. 
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M
arket segm

ent
O

ur positioning in the m
arket.

There is no question the coffee m
arket is trem

endous.
Coffee is the second m

ost traded com
m

odity in the
w

orld, second only to oil. W
ithin the industry, the

m
arket has experienced three "w

aves."

O
ur focus is on the coffee consum

er that is on the
verge of crossing over into the specialty "craft," or 3rd
W

ave scene. 

O
ur coffee is priced, w

e feel, at an affordable price for
m

ost consum
ers, averaging $14 to $16 per lb.

depending on quantity. W
e position our products as an

"affordable luxury." 

1st W
ave

2nd W
ave 

3rd W
ave

Post W
orld W

ar II | Instant Coffee Trend

Folgers, M
axw

ell H
ouse

Experience Around D
rinking Coffee | Cafe Culture

Starbucks, Caribou, Biggby 

The Specialty "Craft" Scene | Focus on O
rigin 

Sourcing Farm
-D

irect | W
ider Variety of Roast Profiles 

Intelligentsia, Stum
ptow

n, Blue Bottle
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O
ur target m

arket. 

The coffee drinker that is right on the edge of that
3rd W

ave m
arket spectrum

, that isn't in that
realm

 quite yer, but looking for a different/better
experience 

For exam
ple, the coffee drinker that m

ade the sw
itch

from
 Folgers to Starbucks beans at hom

e, but now
 know

s
that there is an even better bean than Starbucks, w

e
w

ant that consum
er!

W
ith this being said, our coffee can still be enjoyed by

that specialty drinker already in that 3rd W
ave, "craft"

realm
 

O
ur audience is split alm

ost 40/60 m
ale/fem

ale,
betw

een the ages of 24 to 50, w
ith a higher disposable

incom
e w

ith interests in better quality food, travel,
beverage, charitable efforts and sustainability. 

They typically visit farm
ers m

arkets and are m
ore

conscious consum
ers in term

s of health and w
ellness

O
ur coffee can be enjoyed in a variety of w

ays in
various brew

 m
ethods. O

ur coffee can be enjoyed in
standard autom

atic hom
e or com

m
ercial brew

ers, or
via alternative m

ethods such as pour-over, French
Press, espresso, cold brew

, etc. 

O
ur custom

er typically drinks their coffee in these
variety of w

ays, as w
ell as via nitro cold brew

 cans
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O
ur revenue drivers.

W
holesale

eCom
m

erce
O

ur prim
ary focus on the w

holesale side
of our business are people centers; i.e.
restaurants that serve brunch, high traffic
cafes and coffee shops, offices,
conference centers, hospitals, w

ellness
centers, and retail locations such as
grocery stores and m

arkets.

W
ith the addition of our N

itro Cold Brew
 in

a can the product is pasteurized w
hich w

ill 
extend its shelf-life at room

 tem
perature. 

H
oning in on our target audience, w

e
curate and push online digital
content both organically and via paid
social advertising to push prospective
custom

ers through the funnel to bring
aw

areness, drive traffic and ultim
ately

increase conversions.

O
ur digital strategy focuses on

prom
otional cam

paigns such as
giveaw

ays, em
ail capture, and

influencer m
arketing. W

e use digital
tools such as heat m

apping and em
ail

capture softw
are to track online

behavior, data analytics and cam
paign

m
anagem

ent. W
e focus on key m

etrics
such as custom

er acquisiton costs. 

Retail
W

e have begun our initial push into retail
w

ith stores such as W
oodm

an's, W
hole

Foods, and Kroger and w
ill be pursuing

the bigger box stores such as Target, W
al-

M
art, and M

eijer into 2021. This
investm

ent w
ill help us w

ith this push into
retail to effectively m

anage our inventory
and partner w

ith the retailers for
m

arketing initiatives. Leveraging our
partnership w

ith TR D
ata Strategy and

their exclusive relationships w
ith retailers.  



Expanding on our digital m
arketing strategy, w

e leverage online platform
s to drive traffic to our w

ebsite, 
our w

holesale partners, and our A
m

azon.com
 page. O

ur online platform
s include social m

edia platform
s

such as Instagram
, Facebook, Y

ouTube, TikTok, Tw
itter, Pinterest, as w

ell as our ow
n online digital

blog. W
e leverage influencer m

arketing, utilizing the relationships w
e have to produce lifestyle content

and educational content such as recipe guides and brew
 guides. These "C

enters of Influence" have strong
follow

ings that w
e w

ill leverage to drive traffic to our channels.  

A
 prim

ary focus is our custom
er acquisition cost. W

hat this cost to acquire a custom
er entails is a

com
bination of 

em
ail cam

paigns and costs to acquire an em
ail, paid social cam

paigns, influencer and content strategy.  

W
e also leverage online eC

om
m

erce tools for loyalty program
s, referral m

arketing, and a feature that
allow

s online custom
ers to Tip the Farm

er at checkout.
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O
ur digital m

arketing strategy.



O
ur focus around giving back and sustainability is a large piece to our m

arketing strategy and business
philosophy. In addition to w

orking directly w
ith the farm

ers and sourcing directly from
 the farm

, the overall
coffee supply-chain is at focus for us as is also giving back to our com

m
unities and to our planet. W

e provide
an option on our w

ebsite at checkout to tip the farm
er, and w

e take 10%
 from

 each sale and give back to the
follow

ing charities: 

H
eart to H

eart International: H
H

I is a true boots to the ground, get it done organization. They have been
doing trem

endous w
ork globally com

batting the C
O

V
ID

-19 pandem
ic. H

eart to H
eart International has an

am
azing culture, netw

ork, and drive. W
e partnered w

ith H
H

I because they are on the forefront of disasters and
disaster relief, and as a com

pany w
e w

ant to play our part. 

R
on Finley Project:  R

on Finley is an urban gardener that has developed his influence w
ith using unused urban

spaces for gardens such as sidew
alk and neighborhood parkw

ays. This approach has helped underserved
com

m
unities get better access to food, educational opportunities for kids, helps the environm

ent and has a focus
around equality. H

is initiatives also align w
ith our custom

er base as m
any of our custom

ers in addition to their
w

ant to give back, their interest in gardening, soil, com
postable m

aterials,  and urban grow
th in inner cities.
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G
iving back and focused on sustainability.
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O
ur coffee.

SIN
G

LE O
RIG

IN
 

D
IRECT TRA

D
E

W
H

O
LE BEA

N
O

R G
RO

U
N

D
 

CA
FFEIN

A
TED

 O
R

D
ECA

FFEIN
A

TED

O
rigins

CU
RREN

T
H

uehuetenango, G
uatem

ala

N
EX

T

Com
ayagua, H

onduras

EVEN
TU

A
L

*Roast U
m

ber Reserve Coffee

Burundi*

Ethiopia

Kenya

Costa Rica

Colom
bia
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O
ur canned drinks.

CU
RREN

T
FU

TU
RE
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O
ur approach &

 w
hat w

e're doing different 



G
row

th O
pportunities

There is a trem
endous opportunity brew

ing in the tree-to-bar craft cacao and
chocolate space, and there is a great deal of synergy betw

een coffee and cacao. 

W
e have begun sourcing cacao products from

 the sam
e regions as w

e do coffee,
produce them

 on the sam
e equipm

ent w
e roast coffee, and both have a very sim

ilar
custom

er base. 
 

W
e source our raw

 cacao beans from
 our partner farm

 and chocolateria, A
tucun in

C
om

ayagua, H
onduras. 



O
ur story.

H
eritage C

acao
The history of cacao as w

e know
 it begins w

ith C
hristopher

C
olum

bus discovering the beans on his fourth trip to the
A

m
ericas. H

ow
ever, the varieties and uses of the cacao

pods extend far into pre-M
ayan civilization.

A
tucún has cultivated a rare C

riollo, or native variety that
is desired by the w

orld’s top experts in chocolate. W
ith

precise and artful ferm
entation and processing. O

ur beans
m

ust be experienced. 

The craft cacao m
ovem

ent seeks those that w
ant to taste the

original and com
plex flavor of the top tier beans, w

ithout
the factories, by caring for the land, the com

m
unity, and the

experience.

V
erdadero O

riginal
'True O

riginal' and Tree-to-bar 

O
ur chocolate is special, because it com

es from
 trees

that have grow
n in an isolated area from

 the other
cocoa-producing areas of H

onduras, it is in the center
of the country in the hum

id tropical forest reserve
called C

om
ayagua m

ountain, an unknow
n place for this

crop.  The cacao from
 that region is of ancestral C

riollo
varieties.

O
ur grandparents and their parents cultivated it in the

villages of Lom
as de C

ordero and A
guafría from

generation to generation. The fam
ilies of this area

continue to cultivate these varieties to preserve their
species and continue the tradition.  There are som

e
trees over 50 years old from

 w
hich the best quality

pods of fine cocoa are harvested.
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W
hat is cacao.

R
aw

 C
acao

C
hocolate &

 C
hocolate

Products
Tree-to-bar 

C
acao are seeds that com

e from
 a

tree, from
 w

hich cocoa, cocoa
butter, and chocolate are m

ade.
C

acao com
es from

 cacao pods
w

hich are sourced, picked, and
ferm

ented into raw
 cacao beans.

R
aw

 cacao beans are then roasted
to produce a variety of products.

The m
ore popular products that com

e
from

 cacao are cocoa and chocolate.
C

hocolate bars for exam
ple are m

ade
after raw

 cacao is roasted, it's processed
and m

olded dow
n into a bar. A

 sim
ilar

process for other chocolate products
such as pow

ders, syrups, etc.  

The tree-to-bar concept is very
sim

ilar to the seed-to-cup in
coffee. B

eing that our products
are genuinely and authentically
farm

-direct from
 H

onduras, as
w

ell as the ingredients used are
focused around sustainability w

ith
using as m

uch of the cacao pod as
possible. For exam

ple, our
chocolate bars and blocks use
actual cocoa butter that com

es
from

 the original cacao pod the
cacao   
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W
e look at cacao and chocolate being in a sim

ilar space to
coffee. Specialty cacao has seen an uptick in consum

ers that
prefer a different (m

any tim
es better) experience that is farm

-
direct, focused around sustainability and on the origin and the
farm

er. Sim
ilar to w

ine and coffee, the chocolate m
arket is

m
oving tow

ard tasting profiles, enjoying chocolate from
various parts of the w

orld and their unique subletities and
differences.  A

dditionally, because cacao is sourced from
 the

sam
e regions as coffee, m

any tim
es the sam

e farm
s, and can

be roasted on sim
ilar m

achines, as w
ell as having sim

ilar
m

arket dem
ographics that buy both cacao, chocolate and

coffee, m
ore coffee roasters are entering the cacao space.

Sim
ilar to coffee, w

e position these products as an "affordable
luxury." 

T
here is no question the opportunity

from
 a m

arket perspective is huge for
chocolate sim

ilar to coffee. T
here is the

chocolate consum
er that is estim

ated at
$43B

, but also the baking industry that
generates m

ore than $30B
 in revenue

each year. 

F
urther into the presentation w

e w
ill

explain the synergy of the production of
our products and how

 our strategy hits
both m

arkets, the consum
er m

arket for
chocolate, as w

ell as the w
holesale

baking com
m

unities. 

T
he opportunity and w

hy w
e're venturing into cacao.
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Cacao Revenue D
rivers.

W
holesale

eCom
m
erce

There is a great deal of opportunity on the
w

holesale side for cacao and chocolate in
synergy w

ith coffee. In the coffee industry, it is
standard that m

ost w
holesalers such as

restaurants, cafes and coffee shops w
ill have an

exlcusive relationship w
ith a coffee roaster.

H
ow

ever, it is rare to find a w
holesaler that has

an exclusive relationship w
ith a cacao roasting

com
pany. W

e sell bulk chocolate in 25 to 50 lb.
blocks to w

holesalers as m
ost chocolatiers m

elt
dow

n these blocks (large bars) for their ow
n

chocolate m
aking. W

e also sell cocoa pow
der for

m
ochas, hot chocolates, as w

ell as cacao nibs
and other cacao related products for baked
goods, etc. W

e have received outstanding initial
feedback at our initial test m

arket w
holesalers.  

Leveraging the retail relationships w
e

have for Roast U
m

ber, w
e w

ill begin
our push into retail tow

ard the end of
Q

2 2021 w
ith a stronger push into

Q
3 and the second half of 2021,

focusing m
uch of the first half of the

year on w
holesale, eCom

m
erce, and

Am
azon.  

Retail
Focusing on a sim

ilar custom
er base as

coffee, w
e w

ill leverage a lot of the sam
e

prospecting tools and lists w
e use to sell

Roast U
m

ber coffee online for cacao
products. Resources such as em

ail lists,
advertising data, behavioral analytics, etc.
that w

e've collected on the Roast U
m

ber
custom

er. Pricing w
ill also represent a

higher end product and push the
standard for chocolate pricing.  For
exam

ple, our product team
 is currently

producing a chocolate bar that w
ill be

priced at $30.  

W
e w

ill also position ourselves as the
higher end, tree-to-bar direct from

 the
source chocolate com

pany and focus on
its country and region of origin, sim

ilar to
how

 w
e prom

ote and position our coffee.  

As m
entioned previously, w

e cannot stress enough how
 our revenue drivers and custom

er bases for both coffee and cacao are
essentially the sam

e w
ith further detail below

.
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B
eing that w

e are already in the coffee space and
leveraging the synergy betw

een coffee and cacao, our
m

arket segm
ent is no different. W

e are targeting the
sam

e consum
ers that w

e target for our coffee products.
This niche m

arket appreciates specialty, farm
-direct

and sustainable "craft" products from
 origin. 

In addition, m
uch of the chocolate products w

e sell can
also be used by our custom

ers, especially our
w

holesalers, to com
plem

ent the coffee they're
preparing and drinking. For exam

ple, chocolate syrups
and pow

ders to m
ake m

ochas, or for the consum
er that

w
ants an afternoon caffeine fix but doesn't w

ant
another cup of coffee, they can enjoy a chocolate bar,
hot chocolate or cacao nibs. 

M
arket segm

ent.
O

ur positioning in the m
arket.
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G
o-to m

arket strategy.
A

s m
entioned previously, our m

arket segm
ent to both coffee

and cacao are very sim
ilar. W

e plan to levrage our existing
relationships and strategies that w

e do for coffee, for the
chocolate side of the business. A

s the coffee m
arket ventures

m
ore into the cacao side as w

ell, w
e. are positioned w

ell for
this grow

th.  O
ur eC

om
m

erce strategies w
ill be synergistic as

w
ell.

W
e have already started producing and selling cacao and

chocolate products as w
ell as established our initial w

holesale
custom

er base. 
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O
ur initial cacao w

holesale products.

O
rigins

C
H

O
C

O
LA

TE B
A

R
S A

N
D

 B
LO

C
K

S FO
R

 W
H

O
LESA

LER
S

C
H

O
C

O
LA

TE C
O

V
ER

ED
 

C
A

C
A

O
 B

EA
N

S

C
O

C
O

A
  PO

W
D

ER
 

C
A

C
A

O
 N

IB
S 

C
U

R
R

EN
T

C
om

ayagua, H
onduras

EV
EN

TU
A

L

G
hana*

Ecuador*

Tanzania

C
osta R

ica
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O
ur approach &

 w
hat w

e're doing different 

Focusing on tree-to-bar direct from
 the source chocolate, w

e
see cacao and chocolate as being in a sim

ilar space to w
here

coffee w
as w

ith the em
ergence of m

ore "craft" or specialty
brands, and w

here craft beer w
as and other specialty 

products in sim
ilar industries. Sim

ilar to how
 w

e see the coffee
custom

er m
oving aw

ay from
 a Starbucks, Caribou Coffee, etc. 

w
e see sim

ilar to the chocolate m
arket; consum

ers m
oving 

aw
ay from

 just a higher cacao percentage such as a 60-90%
 

G
hiradelli or G

odiva Chocolate product to having m
ore of an 

appreciation for its place of origin and heritage. 
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The Roast U
m

ber team
.

Brad G
akenheim

er | Co-Founder &
 CEO

Brent H
aw

kins | Co-Founder &
 CM

O

Chad M
orton | Co-Founder &

 H
ead of Product

M
arc Colcer | Co-Founder &

 H
ead of Custom

er Experience 

In partnership w
ith Veer Creative &

 TR D
ata Strategy, our

m
arketing, sales, and operations team

 consists of the
follow

ing individuals:

AJ Paschka | Strategic M
arketing &

 Sales

Lydia Berge | Strategic M
arketing &

 Sales

Carly W
estenbroek | Strategic M

arketing O
perations

Roxanne G
erken | Strategic M

arketing O
perations 

O
perations &

 Bookkeeping: L&
L Bookkeeping, Lori H

aw
kins

CPA Firm
: Bredew

eg &
 Zylstra, PLC, Brian VanderH

ost, CPA

Law
 Firm

: Foster Sw
ift Collins &

 Sm
ith PC, John M

ashni

and Patrick Sughroue PC
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O
ur farm

 partners.
Robin G

utierrez | H
uehuetenango, G

uatem
ala

Efren Elvir | Com
ayagua, H

onduras
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Third generation coffee farm
er, Robin

G
utierrez, has four lots in the Agua D

ulce
valley in the H

uehuetenango region of
G

uatem
ala. Robin purchased and inherited

his farm
s from

 his father, w
ho inherited from

his grandfather. Robin's fam
ily has been

farm
ing for over 50 years.

W
e've built our relationship w

ith Robin
through our partnership w

ith O
nyx Coffee. 

Second generation chocolatier as w
ell as a

Process Engineer, Efren started Atucun w
ith his

father based on their years of know
ledge,

expertise and netw
ork in Central Am

erica, w
ith

his prim
ary operations out of Com

ayagua,
H

onduras w
here he also resides. Efren has

relationships w
ith cacao producers throughout

the country, establishing a base pay of 65%
above m

arket rate for producers in the region.
Efren has extensive know

ledge on cacao
sourcing, production and ferm

entation. It w
as a

no brainer for us to tag off of an already
established brand of Atucun w

hen launching a
cacao brand w

ithin Roast U
m

ber.  



O
ur agreem

ent w
ith Schuil Coffee Co. in G

rand Rapids
allow

s us unlim
ited access to tw

o (2) 150 lb. coffee
roasters w

hich allow
s us to roast 300 lbs. of coffee

beans per hour, or 100 lbs. per 15-20 m
inute batch.

Sharing the equipm
ent w

ith Schuil (3-4 hours per day),
w

e have the ability to roast 1,200 lbs. per day, 7,200 lbs.
per w

eek (in a 5-6 day w
ork w

eek), and can be
increased and w

orked out to roast 30,000 lbs. per
m

onth.

W
e also have the option to add hours or day(s) to

scheduled tim
e at Schuil

Additional roasting equipm
ent at Schuil not currently

used that could increase our m
onthly roasting capacity

to a total of 40,000 lbs. per m
onth

O
ur agreem

ent w
ith Am

erican Brew
ers in Kalam

azoo
allow

s us to utilize their space for storage, to can our
nitro cold brew

 and other canned products, as w
ell as

other resources such as their com
m

ercial kitchen.

Total Fixed Costs

U
se of both spaces at Schuil Coffee Co. and Am

erican
Brew

ers is a total fixed cost of $1,100 per m
onth.

Schuil Lease = $500

A
m

erican Brew
ers Lease = $600 

O
ur current capacity for grow

th.

Schuil Coffee Co. | G
rand Rapids, M

I 
A

m
erican Brew

ers | Kalam
azoo, M

I 
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D
istributorship

A
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Starting w
ith our test m

arket in G
rand

Rapids, eventually expanding out to
M

ichigan, the M
idw

est, then throughout the
country, w

e are im
plem

enting a
distributorship m

odel w
hich w

ill be
individuals recruited and brought on as
independent contractors to sell Roast U

m
ber

products. The distributorship w
ill act alm

ost
like a franchise m

odel as w
ell as a brand

am
bassador m

odel (sim
ilar to a Red Bull

brand am
bassador), as distributors w

ill be
resonsible for sellng to and servicing
accounts as w

ell as prom
oting the brand at

various w
holesalers (their accounts) selling

our product.  
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O
thers sim

ilar in our space &
 com

petition. A
T

U
C

U
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H
igh Brew

 

Starbucks 

Blue Bottle

M
onster Energy

Stum
ptow

n Coffee

Rise Cold Brew
 

Red Bull

Equator Coffee

Sight G
lass Coffee

D
eath W

ish Coffee

G
hirardelli Chocolate

G
odiva

Tescher Chocolate

H
ershey's 

Askinosie Chocolate

M
ast Brothers

D
andelion Chocolate

 

Stok Cold Brew

Califia Cold Brew
 &

 Coffee 

Cham
eleon Cold Brew

 

G
evalia Coffee

Intelligentsia Coffee

M
adcap Coffee

Ferris Coffee

G
reen M

ountain Coffee

Cadillac Coffee
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Som
e recent acquisitions, investm

ents &
 exits in our space. 

Shakira Invests in H
igh Brew

 | 2019

N
estle Acquisition of Blue Bottle | 2017

Peet's Acquisition of Stum
ptow

n | 2015

Peet's Acquisition of Intelligentsia | 2015

JAB H
oldings Purchases Peet's | 2012 
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