


and artist Madilynn hand-painted all of
the gold leaf on the windows.

Also featured in the back room are
images of Starbucks partners (employees)
who volunteered in NOLA during the
Leadership Conference in 2008. “They
completed service projects in the
Broadmoor, Gentilly and Hollygrove
neighborhoods and helped build a 
playground at a local school and volun-
teered at City Park,” said Bello. Together,
that was more than 50,000 hours of 
community service.

The Canal Street and St. Charles
Avenue store offers special-limited edition
Starbucks Reserve coffees (though these
are not limited to this store only). New
Orleans is known for its “café au laits,”
and although there are no current plans to
offer location-inspired beverages or food
(such as beignets), Bello said Starbucks
partners in New Orleans “can absolutely
prepare a café au lait for a guest.”

He said “NOLA” has been a special
place for Starbucks since it opened its first
store on Maple Street in 1998. The
Leadership Conference in 2008 (for
10,000 store managers and field leaders)
was the first time Starbucks held the 
conference outside Seattle. Following
Hurricane Katrina, the Starbucks
Foundation gave $5 million (USD) over
five years for relief and recovery efforts.
“The store on Canal Street reflects this his-
tory and ongoing commitment to New
Orleans, with personalized touches such as
black-and-white photographs that capture
moments from when Starbucks partners
volunteered in the city following Katrina,”
Bello said. “Many partners continue to vol-
unteer with local organizations.”—VLF

Dispatch from the Field: Integration
and Investigation in Panama
Panama’s gross annual coffee exports bare-
ly register as a blip on the global produc-
tion volume radar, but what the Central
American nation lacks in coffee volume it
brings in uniqueness. The coffees coming
from Panama’s highlands cannot be sub-
stituted with coffees from anywhere else,
and specialty roasters looking to serve the
finest single-origin estate coffees are find-
ing interesting ways to become more

involved in the production of one-of-a-
kind coffees that fetch as much as $7 USD
a cup in retail cafes.

Toby’s Estate, an Australian company
with roasting facilities in Australia and
Brooklyn, serves Panamanian coffee
grown on Finca Santa Teresa in the moun-
tains of the Santa Clara region. This farm
is not a traditional supplier; Toby’s Estate
owner, Toby Smith, is also a partner in
Finca Santa Teresa. One roaster’s passion

for understanding the precise process
behind the production of one of the most
exclusive products his company sells led
him to become involved in the on-the-
ground-production, pursuing an atypical
sort of vertical integration in the name of
diversifying the client base rather than
pursuing cost efficiency. Co-owner of
Finca Santa Teresa, Andre Wierzbicki,
said, “We have also spent a great deal of
time improving the awareness of the
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brand globally and sought to diversify the
customer base away from the US which is
the traditional market for Panama. In our
last harvest we had a genuinely global pool
of customers from Asia, the US, Europe
and Australia.”

According to Ricardo Koyer of
Kotowa Coffee in Boquete, Panama,
Panama’s singular climates create highly
unique coffees. “All coffee farms in the
country are never more than 50 miles
from either ocean and combined with
its young volcanic soil yield coffees
with profiles that are markedly different
from anything else in the world.” The
most famous example of this phenome-
non is the popularity of Geisha coffee, a
varietal that thrives in Panama’s condi-
tions and produces a floral, fruity, tea-
like coffee.

Ninety Plus, a Denver-based
importer, is planting over 100 acres of
Geisha trees in the Santa Clara region.
Geisha is grown in small lots on family
farms that also produce other varietals

of coffee. This will be the largest tract
of strictly Geisha in the country and

represents the beginning of a trend
towards roaster/importer involvement
in amplifying and amending produc-
tion at origin to match demonstrated
consumer willingness to pay significant
premiums for distinct products.

Panama does not have a national cof-
fee office, but the Panamanian Institute of
Agricultural Research and Development
(IDIAP) is responsible for researching best
practices for coffee production as well as
that of other crops. Contrary to private
interests, IDIAP is less responsive to
trends and more focused on securing a
future of coffee production that can sur-
vive in any market.

IDIAP is continuing the work started
last year on in vitro micropropagation of
Bourbon, Catuai, and Caturra varietals.
Panama’s coffee production has been hurt
by coffee berry borer (broca) and coffee
leaf rust (roya) in the past decade, and the
generation of sterile seeds is seen as a tool
to avoid future susceptibility to pests and
plagues.—RN
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