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 Jammin Java Corp.  (JAMN-OTCQB)        

Current Recommendation Outperform

 

Prior Recommendation N/A

 

Date of Last Change 10/12/2013

   

Current Price (10/11/13) $0.42

 

Six- Month Target Price $0.56

     

OUTLOOK 

SUMMARY DATA  

Risk Level Above Average

 

Type of Stock Small-Growth

 

Industry Beverages-Soft

 

Zacks Rank in Industry 5 of 15

                      

Jammin Java is a growth company in the premium 
coffee industry. Management is implementing a 
growth strategy based on a multi-channel geographic 
penetration business model. The company is 
expanding through traditional retail and distribution 
channels and by pursuing innovative relationships, 
such as Kiosk vending.  Also, management has 
successfully introduced new products (particularly 
RealCups) and implemented unique marketing 
programs. With Jammin Java having generated six 
consecutive quarters of triple-digit sales growth, we 
initiate coverage with an Outperform rating. 

52-Week High $0.65

 

52-Week Low $0.08

 

One-Year Return (%) 162.5

 

Beta 4.33

 

Average Daily Volume (shrs.) 424,543

   

Shares Outstanding (million) 95.7

 

Market Capitalization ($ mil.) 40.2

 

Short Interest Ratio (days) N/A

 

Institutional Ownership (%) 13.8

 

Insider Ownership (%) 17.8

   

Annual Cash Dividend  $0.00

 

Dividend Yield (%)  0.00

   

5-Yr. Historical Growth Rates 

 

    Sales (%) N/A

 

    Earnings Per Share (%) N/A

 

    Dividend (%)   N/A

   

P/E using TTM EPS N/M

 

P/E using 2014 Estimate N/M

 

P/E using 2015 Estimate 42.0

   

Zacks Rank 3

   

ZACKS ESTIMATES  

Revenue  
(in thousands of $)  

Q1 Q2 Q3 Q4 Year  
(Apr) (Jul) (Oct) (Jan) (Jan) 

2012 27 A

 

44 A

 

127 A

 

204 A

 

403 A

 

2013 309 A

 

559 A

 

536 A

 

411 A

 

1,816 A

 

2014 817 A   1,605 A   2,600 E   3,800 E   8,822 E

 

2015             19600 E   

  

Earnings per Share 
 (EPS is operating earnings before non recurring items)  

Q1 Q2 Q3 Q4 Year  
(Apr) (Jul) (Oct) (Jan) (Jan) 

2012

 

-$0.00 A

 

-$0.01 A

 

-$0.01 A

 

-$0.01 A

 

-$0.03 A

 

2013

 

-$0.01 A

 

-$0.01 A

 

-$0.01 A

 

-$0.02 A

 

-$0.05 A

 

2014

 

-$0.00 A

 

-$0.01 A

 

-$0.01 E   -$0.01 E   -$0.03 E

 

2015

 

            $0.01 E   

  

Zacks Projected EPS Growth Rate - Next 5 Years % N/A

 

Quarterly EPS may not equal annual EPS total due to rounding. 
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     sralston@zacks.com   
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JAMN:  Initiate coverage with an Outperform 
rating and price target of $0.56. 
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      KEY POINTS  

 
Jammin Java Corp. is a producer, marketer and distributor of premium roasted gourmet coffees sold 
under the brand name of Marley Coffee.  

 
Management is executing a growth strategy of geographic expansion through multiple distribution 
channels, which is driving dramatic, triple-digit, year-over-year revenue growth.  

 
Expanding distribution network through 
o National and regional grocery chains (Ahold, BI-LO, Winn Dixie, Kroger, Safeway, etc.)  

 
The domestic availability of Jammin Java s coffees and teas through the retail grocery 
channel has expanded geographically from southern California in 2010 to a national 
footprint in 2013 

o Independent domestic distributors, like United Natural Foods and  Gourmet Merchants Int l 
o E-tailers, such as amazon.com, cooking.com, coffeewiz.com, shoffee.com, etc. 
o Office Coffee Service (OCS) in partnership with National Coffee Service & Vending 
o Alternative distribution through vending (in partnership with AVT) 
o Internationally in Canada, Chile, Japan, the UK, Continental Europe, South America, South Korea 

and Japan.  

 

In November 2011, Jammin Java entered the ground coffee segment with 8 oz. bags of ground

 

coffee.  

 

In November 2012, Jammin Java entered the fast growing single-serve market with RealCups , 
a K-Cup compatible product.  

 

Jammin Java benefitted from more than $4.8 million in capital through the settlement of trade 
payables with Ironridge Global IV, Ltd. The funds are allowing for an accelerated pace of distribution 
expansion.  

 

In August 2013, with a line extension of Marley Coffee flavored Raw Protein and Raw Meal through 
partner Garden of Life, Marley Coffee entered the nutritional supplement market.  

 

Management continues to aggressively pursue strategies to increase distribution, marketing and 
product innovation 

 

We initiate coverage of Jammin Java Corp. with an Outperform rating and price target of $0.56.   

   
     OVERVIEW  

Headquartered in Denver, Jammin Java Corp. (JAMN: OTCQB) is a producer, marketer and distributor of 
sustainably-grown, ethically-farmed, artisan-roasted premium coffees sold under the brand name of 
Marley Coffee. All the company s coffees are positioned as USDA Organic, Fair Trade Certified 
and/or Rainforest Alliance Certified. The company also distributes tea and has the rights to sell coffee-
related products (cups, mugs, milk steamers, grinders, brewing machines, etc.) with the Marley 
trademark, along with chocolates. Management is developing deeper distribution in the retail channels 
of grocery, online sales, service & hospitality, office coffee service and club stores. Currently, Marley 
Coffee is available at approximately 7,500 locations, well above FY 2014 distribution goal of having 
Marley products available at 6,000 venues.  

Jammin Java was founded in February 2008 by Rohan Marley, son of reggae entertainer Bob Marley, as 
Marley Coffee Inc. Through a series of business development initiatives, Marley Coffee Inc. has been 
transformed into Jammin Java Corp. Rohan s vision is to produce and acquire sustainably-grown coffee 
and market the artesian-roasted beans under the Marley Coffee brand, which reflects the personality of 
Bob Marley. Rohan Marley acts as a brand ambassador for the many Marley licensed brands, including 
Marley Coffee. Awareness of Marley Coffee has been greatly enhanced through events celebrating new 
distribution opportunities where Rohan has been present. Other marketing efforts include social media 
(Twitter and Facebook), tradeshows, general advertising and public relations.  

http://www.zacks.com
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The company is targeting a specific market niche within the specialty gourmet coffee industry that wishes 
to support sustainable farming practices while enjoying premium and super-premium specialty coffees. 
Management s core business model involves the implementation of a multi-channel geographic 
penetration strategy, which entails expanding distribution both through multiple channels and through 
geographic expansion. The use of multiple distribution channels increases the awareness and presence 
of the company s coffees. Through distributors and direct relationships, Jammin Java provides organic, 
sustainable coffees through the channels of supermarkets, E-tailers, Office Coffee Service (OCS), 
independent distributors, foodservice, vending and automated retailing. Geographically, the company s 
operations were concentrated in the western US and western Canada until 2012, when the company 
entered into a multitude of relationships across the US, Canada and overseas. Sales cycles for national 
grocery and retail chains are very long and the efforts made to broaden distribution last year came to 
fruition during fiscal 2014. Over 12 new distribution agreements have been announced this year, 
including with the major grocery retailers of Kroger and Safeway.   

Marley Coffee s strategy is to establish strong retail grocery distribution in major metropolitan areas 
across North America and drive consumer purchasing decisions through brand awareness, customer 
satisfaction by trial and consumption of Marley coffees in the office and at Kiosks. Jammin Java coffee 
products are currently available in approximately 7,500 stores, which represents approximately a 19% 
retail grocery market share. During the second half of fiscal 2014, the company will continue to expand 
into new geographies and markets through increased distribution and product innovation.   

Sales growth over the last two fiscal years, and especially the latest fiscal quarters, has been very 
robust. The company has transitioned from a development stage to an operating company. In the 
process, Jammin Java has reported six consecutive quarters of triple-digit sales growth. The challenge of 
maintaining positive working capital during this period of rapid growth has been met by equity capital 
financing of trade payables by Ironridge Global IV, Ltd., a firm specializing in consumer nondurable 
investments and which now owns a substantial equity position in Jammin Java.   

   
     CORPORATE EVOLUTION OF JAMMIN JAVA  

Jammin Java entered into an eight-year lease for 52 acres of coffee farmland in Portland, Jamaica, which 
is situated in the proper geographic location and altitude to be classified as Blue Mountain Coffee. The 
farm is owned by Rohan Marley, Chairman of Marley Coffee, Ltd, Chairman of Jammin Java and co-
manager of Marley Coffee, LLC. The farm lease agreement was assigned to Marley Coffee LLC in March 
2010 for a sub-license for the non-exclusive worldwide rights to use the Marley Coffee trademark, which 
has since been upgraded to an exclusive license.   

Through the most recent licensing agreement with Fifty-Six Hope Road Music Limited (the entity that 
owns and controls the intellectual property rights to the Bob Marley name), Jammin Java has the 
exclusive, worldwide license to utilize the Marley Coffee trademarks. Though the company may not 
open retail coffee houses, the company has the right to use the trademarks not only on coffees and teas, 
but also for advertising and promotional materials that pertain to the sale of coffee cups, coffee mugs, 
coffee glasses, saucers, milk steamers, machines for brewing coffee, espresso and/or cappuccino, 
grinders, water treatment products, tea products, chocolate products and instant coffee products.  

Marley Coffee became a publically-traded company, which was initially OTCBB listed with the symbol 
MYCF, through a reverse merger with publically-traded Global Electronic Recovery Corp. in March 2008. 
In July 2009, the company s name was changed to Jammin Java Corp. and the stock symbol became 
JAMN on September 17, 2009.     

http://www.zacks.com
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Corporate Timeline   

 
1999   Rohan Marley purchases 52-acre Jamaican Blue Mountain farm 

 
February 5, 2008 Marley Coffee Inc. founded by Rohan Marley 

 
February 25, 2008 Reverse merger with Global Electronic Recovery Corp. 

 
February 25, 2008 Name changed to Marley Coffee Inc. (MYCF) 

 
June 11, 2009  Marley Coffee LLC introduces 12 oz. bags of whole bean coffees 

 
July 13, 2009  Name changed to Jammin Java Corp. (JAMN) 

 
March 2010  Jammin Java introduces 2.2 lb. bags of whole bean Marley coffees 

 
March 31, 2010 Initial non-exclusive License Agreement with Marley Coffee LLC 

 
December 8, 2010 Launch corporate website at jamminjavacoffee.com 

 

August 5, 2011 License Agreement amended to exclusive and expanded in scope 

 

Nov. 2, 2011  Introduce 8 oz. ground bags of Marley coffees 

 

May 1, 2012  Introduce Marley Coffee RealCups - compatible with Keurig's K-Cup 

 

September 13, 2012 more expansive Licensed Products Agreement supersedes prior License 

 

July 31, 2013  Marley Coffee available at 7,500 retail locations 

 

August 1, 2013 LOI to acquire Black Rock Beverage Services (coffee svc. co. in Denver)   

   
     U.S. DISTRIBUTION  

Graphic Depicting Timing of Initiation of Distribution Relationships 
(OCS omitted)  

     

http://www.zacks.com
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In June 2009, Marley Coffee began to offer bags of whole bean coffee, primarily online. Today, Jammin 
Java provides multiple formats of coffee (whole bean, ground, RealCups , pods, fractional packages) 
and tea through numerous channels of distribution (grocery, online retail, office coffee services, 
independent distributors, foodservice, vending and automated retailing). Significant events in the 
development and evolution of the distribution of Marley coffees and teas include 1) the amended license 
agreement that consolidated all Marley Coffee and Jammin Java products under one cohesive 
development program (in August 2011), 2) the acceleration of the OCS effort through the distributor 
agreement with National Coffee Service & Vending (April 2011) and the subsequent product introductions 
of coffee and tea pods (April 2011), 3) the decision to market 8 oz. bags of ground coffee (November 
2011) and the development of RealCups , which began shipping in November 2011. There continues to 
be ample opportunities for geographic expansion, along with increased penetration into the channels of 
distribution in terms of both depth and breadth. The next stage of growth also includes extending the 
product lines through innovation.  

Grocery  

Large and regional supermarket chains have attained the economies of scale to create, maintain and 
operate internal food distribution networks to efficiently and cost-effectively supply their store systems. 
Since many food and beverage companies, large and small, vie for shelf space in this important retail 
distribution channel, entry is challenging.   

In January 2010, Marley Coffee LLC secured distribution of its first five coffee products in Whole Foods 
Market stores located in the Los Angeles and Las Vegas metropolitan areas (approximately 25 stores). 
The same month, Marley coffees became available at Dean & DeLuca, an upscale retailer of gourmet 
and specialty foods with 11 retail stores and cafes in select U.S. markets. Over the next 20 months, 
management focused on developing the OCS and E-tailer channels and on building brand awareness 
that ultimately would create demand pull through the grocery channel. Then, in late 2011, the company s 
grocery footprint expanded beyond southern California (and western Canada) as Marley coffees became 
available at grocery stores in northern California and Colorado, specifically at Rainbow Grocery (San 
Francisco), Andronico's (Berkeley) and Whole Foods Market in the Denver area. Geographical 
expansion coupled with broadened product lines (ground coffee and RealCups ) contributed to the 
grocery retail channel overtaking online retail and becoming the company s largest distribution channel 
contributor of revenues by April 2012. In mid-2012, direct grocery distribution expanded to Fresh & Easy 
Neighborhood Market (California, Arizona and Nevada) and Gelson's Markets (southern California).  

During the first half of 2013, the company s bag products became available at Kowalski's Markets 
(Minnesota), Bristol Farms (California) and Fresh & Easy (Arizona, California and Nevada). RealCups 
stimulated acceptance resulting in shelf space at Office Depot throughout North America, P.C. Richard 
& Son (New York, New Jersey, Connecticut and Pennsylvania), Market Basket Stores (New Hampshire 
and Massachusetts), BI-LO (South Carolina, North Carolina, Georgia and Tennessee), Winn-Dixie 
(Florida, Georgia, Alabama, Louisiana and Mississippi), Shaw s (New England) and Star Market 
(Massachusetts).  

In June 2013, Kroger, the nation s largest supermarket chain with 3,574 stores in 31 states, began 
selling Marley coffees. Initially, over 1,000 stores, including some Kroger subsidiary stores (Ralphs, Food 
4 Less and Fred Meyer) will offer RealCups of Get Up Stand Up and One Love. In August, Marley coffee 
bags and RealCups became available in Safeway (including Vons, Pavilions, Tom Thumb, Randall's 
Market, Dominick's and Genuardi's). Also in August, Marley RealCups appeared in Ahold s key 
supermarket chains (including Stop & Shop, Giant Carlisle and Giant Landover). Within four years, 
Jammin Java has achieved nationwide penetration in supermarkets, most notably through the Kroger and 
Safeway, the two largest U.S. grocery retail companies, together with a network of regional grocery 
chains.    

http://www.zacks.com
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E-tailers  

The company strives to win consumer finger traffic through a variety of forms of direct-to-consumer e-
commerce. Initially, during the second half of 2009, Marley Coffee LLC offered five varieties of premium 
fair trade and organic coffee (Mystic Morning, Simmer Down, One Love, Lively Up! and Jammin Java) on 
its website (MarleyCoffee.com) and amazon.com for retail consumption.   

In December 2010, Cooking.com was contracted to rebuild and manage Marley Coffee s online store on 
MarleyCoffee.com, and Marley Coffee began offering recurring monthly coffee programs allowing 
consumers to select from six coffee bean offerings on a frequency interval of one, two, three or six 
months. The relationship expanded the following month with Jammin Java beginning to sell coffee for 
wholesale distribution through Cooking.com. Jammin Java s online distribution was further enhanced in 
February 2011 when Beekeeper Marketing was contracted to expand the presence of the company s 
product line on amazon. By the end of March, Lion's Blend, Kingston City espresso and Mountain Roast 
decaf in 2.2 lb. whole bean bags were being offered on amazon, along with 2.5 oz. ground fractional 
packs of Lion's Blend and Mount Roast decaf. By March 2011, three other online E-tailers 
(coffeewiz.com, shoffee.com and coffeecow.com) began offering Marley coffees, and around mid-
year, 1stincoffee.com, bettercoffee.com and tikihutcoffee.com started carrying Marley coffees and 
teas. Throughout 2010 until mid-2011, the majority of the company s sales were generated by E-tailers. 
Despite the introduction of the new pods and newly redesigned fractional packs on Cooking.com and 
amazon in October 2011, geographical expansion coupled the new product introductions significantly 
increased the revenues generated by the grocery channel. In 2012, the monthly coffee programs on 
MarleyCoffee.com were transferred to the Cooking.com platform. Nevertheless, Marley coffee and tea 
products are available on an increasing number of highly-trafficked web sites, such as cscoffee.com, 
coffee.org (Miss Ellie s), coffeeicon.com, alternativecoffeesolutions.com, cw-usa.com (Coffee 
Wholesalers) and officedepot.com.    

During the 2012 holiday season (October  December), bags of Marley Coffee and RealCups were 
profiled in the in-flight catalog SkyMall.  An expanded variety is still available online at SkyMall.com, 
including Top Rankin', Talkin' Blues, One Love,  Buffalo Soldier, Lively Up!, Mystic Morning, Simmer 
Down and Get Up Stand Up.  

Office Coffee Service (OCS)  

The development of the OCS distribution channel gained impetus with the signing of an exclusive office 
coffee distributor agreement with National Coffee Service & Vending (NCSV) on April 25, 2011. Not 
only was the effort jump started, but also NCSV s co-founder was later appointed CEO of Jammin Java. 
Within months, Office Coffee Service distribution deals with stuck with Blue Tiger Coffee in Seattle, 
Distillata in Ohio, Good as Gold Coffee in Massachusetts, Spectrum Coffee and Water in Maryland 
and Springtime Coffee Company, which serves New Jersey, Delaware and Pennsylvania. The next 
quarter, OCS relationships began with Evans Coffee, which serves the boroughs of New York City, New 
Jersey, Massachusetts and Pennsylvania and Javasmart in Delaware. Also, in June 2011, Jammin Java 
entered a significant Office Coffee Service re-distribution deal with BC Coffee & Supplies, which serves 
Florida and currently carries 29 SKU s of Marley coffee and tea products. OCS distribution relationships 
continue to be entered into but not announced, such as First Choice Services which operates in 15 
states. Office coffee service suppliers usually offer an extensive selection of coffee lines and related 
products, including brands competing with Jammin Java. However, Marley Coffee fills a unique niche for 
organic and sustainably-grown coffees. Also, there are considerable opportunities to broaden the 
company s offerings at OCS providers.   

Independent Specialized Distributors  

Small regional food distributors provide products to smaller and specialized retail formats, such as 
independent grocery stores, small supermarket chains, natural food stores, convenience stores, 
foodservice suppliers and institutions. In the United States, Jammin Java s first major independent 
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distributor was Gourmet Merchants International, a regional distributor serving gourmet, natural and 
independent grocery markets in southern California. The relationship was established in March 2011. 
Eleven months later, in February 2012, two additional independent distributors began offering Marley 
coffees: NGB Distributing located in Pennsylvania, New Jersey, Delaware and Maryland and Mulvadi 
Corporation in Hawaii. In April, a distribution agreement with Renaissance Specialty Foods augmented 
the company s presence to northern California, and in July, a distribution agreement with LaRue Coffee 
and Roasterie expanded the company s footprint to the Mid-West (Nebraska, Kansas and Colorado). 
Distribution to independent specialty food retailers became national when United Natural Foods began 
offering Marley coffees and teas across the United States in June 2013.   

Domestic Distribution Timeline  

 

June 11, 2009  Marley Coffee introduces 12 oz. bags of 5 varieties of whole bean coffee 

 

January 2, 2010 Initial distribution by Whole Foods in Los Angeles, Las Vegas & Canada 

 

January 2, 2010 Introduce 2.2 lb. and 12 oz. bags of another 3 varieties whole bean coffee 

 

January 10, 2010 Marley Coffee available at Dean & DeLuca (NY, DC, CA, NC & KS) 

 

January 13, 2011 Begin selling coffee through Cooking.com 

 

March 31, 2011 Three Marley coffees available on amazon.com  

 

March 16, 2011 Gourmet Merchants International becomes distributor in southern CA 

 

March 2011  Add Internet venues of Coffeewiz.com, Shoffee.com & Coffeecow.com 

 

April 25, 2011  Nat l Coffee Svc. & Vending to supervise office & break-room initiative 

 

June 16, 2011  Office Coffee Service distribution deals with Blue Tiger Coffee (Seattle),  
Distillata (OH) and Good as Gold Coffee (MA) 

 

June 27, 2011  Office Coffee Service distribution deal with BC Coffee & Supplies (FL)  

 

Nov. 2, 2011  Introduce 8 oz. ground bags of Marley coffees 

 

Nov. 30, 2011  Available in Rainbow Grocery (San Francisco) & Andronico's (Berkeley) 

 

Dec. 6, 2011  Marley coffees available at Whole Foods Market Colfax (CO) 

 

Feb. 16, 2012  Add distributors of NGB Distributing (PA, NJ, DE & MD) and Mulvadi (HI) 

 

April 2, 2012  Distribution agreement with Renaissance Specialty Foods (northern CA) 

 

April 19, 2012  License partnership agreement with AVT for 360 Automated Kiosks

  

April 25, 2012  Agreement with Seaga Manufacturing for OCS Vending Machines

  

April 25, 2012  Partnership agreement with BikeCaffe for coffee service by bike 

 

May 1, 2012  Introduce Marley Coffee RealCups - compatible with Keurig's K-Cup 

 

May 31, 2012  Available in Fresh & Easy Neighborhood Market (CA, AZ & NV) 

 

July 2012  Distribution agreement with LaRue Coffee and Roasterie (NB, CO, KS) 

 

July 31, 2012  Available in Gelson's Markets (southern CA) 

 

Feb. 14, 2013  Available at Kowalski's Markets (MN) & Bristol Farms (CA) 

 

March 4, 2013  Marley RealCups available at Office Depot throughout North America 

 

April 1, 2013  Marley RealCups available in P.C. Richard & Son (NY, NJ, CT & PA) 

 

April 26, 2013  Marley RealCups available at all 69 Market Basket Stores (NH & MA) 

 

June 2, 2013  Marley RealCups available in Kroger nationwide (includes Ralphs,  
Food 4 Less and Fred Meyer)  

 

June 3, 2013  Marley 8 oz. bags available in Fresh & Easy (AZ, CA & NV) 

 

June 5, 2013  Distribution by United Natural Foods across United States  

 

June 11, 2013  Marley RealCups available in BI-LO and Winn-Dixie 

 

June 19, 2013  Marley RealCups available in Shaw s (New England) and Star Market 

 

August 16, 2013 Marley RealCups available in Ahold s key supermarket chains (including 
Stop & Shop, Giant Carlisle and Giant Landover) 

 

August 21, 2013 Marley coffee bags and RealCups available in Safeway (includes Vons, 
Pavilions, Tom Thumb, Randall's Market, Dominick's and Genuardi's)  

 

Sept. 6, 2013  Introduce Marley Coffee Espresso Capsules for Martello Cafe Machines;     
Concurrently, Hofer grocery chain offer Marley espresso capsules  
in 700 stores within Europe.   
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Vending and Automated Stores   

In April 2012, AVT became the exclusive U.S. distributor of Marley Coffee branded Kiosks and 
Automated Stores. AVT s management expects to install 2,000 AVT-owned units within the next two 
years and has stated that already hundreds of Marley Coffee Automated Stores have been placed 
throughout the U.S. and hundreds of machines are on order. AVT has announced that Marley Coffee 
Automated Stores have been already installed at locations at General Growth Properties, Simon 
Properties and Rouse Properties. Also, on September 5, 2013, AVT announced that a 360 Marley Coffee 
Automated Kiosk was installed in Los Angeles at the Westwood Pavilion between Nordstrom and the 
Landmark Theater. The installed units in operation already are performing above expectations. AVT 
plans to deploy over 1,000 Marley Coffee Kiosks and Automated Stores during 2013. Marley Coffee 
vending Kiosks and Stores not only generate sales through the consumption of Marley coffees, but also 
increase brand awareness and subsequent purchase of Marley coffees in other retail settings.  

AVT creates proprietary, turnkey automated vending systems, from developing the concept, through 
design and manufacturing, to installing the completed system. To-date, AVT has created systems to vend 
a range of products, including cupcakes, caviar, prescription medicine, cosmetics, coffee, swimsuits, 
clothing, sunglasses, propane tanks, etc. AVT intends to change the perception of vending, through the 
introduction of Automated Retailing, which can operate in unmanned retail environments.  

AVT has designed, developed and manufactured several models of Marley Coffee Kiosks and Automated 
Stores. Two of the AVT-developed Marley Coffee vending machines were unveiled at the NAMA 
(National Automatic Merchandising Association) OneShow in Las Vegas during April 2012. Equipped 
with touchscreen displays, the interactive Marley Coffee Automated Cafe delivers a freshly ground and 
brewed cup of Marley brand coffee in less than a minute. The unit also brews a wide range of specialty 
drinks, such as latte, cappuccino and mocha beverages.   

  

The automated Marley Coffee Micro Store has the capability to dispense assorted merchandise from 
the House of Marley (such as headphones and t-shirts), along with a variety of gourmet coffee drinks, 
bags of ground/whole bean coffee and coffee mugs.   

In early 2013, AVT introduced the second-generation Marley Coffee Automated Store, which features 
large screen interactivity that also provides for on-screen advertising opportunities that can deliver 
additional revenue streams to owner/operators. Moreover, Gen2 systems have an online portal that 
allows operators to monitor sales and inventory. In mid-2013, the 360 Marley Coffee Automated Kiosk 
was launched. It features 15 varieties of freshly ground and brewed gourmet coffee, espresso, mocha 
and cappuccino, along with a touch screen.   

Hot beverage vending has not yet participated in the rapid growth in premium coffee consumption, 
probably due to the negative perceptions for vending machine coffee. However, a change in consumer 
perceptions of coffee purchased through vending machines ought to change. The quality of coffee has 
dramatically improved, along with the method of preparation, giving customers a gourmet, premium 

http://www.zacks.com


   

Zacks Investment Research                                          Page 9                                                            www.zacks.com 

coffee experience without the wait or high cost. Upscale coffee brands are expanding into this channel. 
Along with AVT effort with Marley Coffee, Outerwall is deploying coffee vending machines with Seattle's 
Best in high-traffic public locations, primarily in the retail channels of supermarkets, drug stores and mass 
merchants. Overtime, consumers should become accustomed to purchase gourmet coffee through the 
upscale vending channel, and early movers will have an advantage, especially in terms of location. 
The addressable market for Marley Coffee Kiosks and Automated Stores is large. According to Vending 
Times magazine, an estimated 1.4 million vending sites are located nationwide in manufacturing plants, 
factories, offices, government buildings, schools, colleges, hospitals and other public locations, which are 
served by approximately 9,000 vending operators. In addition, according to the American Hotel & 
Lodging Association, there are approximately 52,000 hotels nationwide, including roughly 6,000 
business-oriented hotels (each with more than 150 rooms), and approximately 14,000 hotels with 75 to 
150 rooms. Automated vending is a solution for many of these smaller hotels which cannot afford to 
operate gift shops and/or provide room service 24 hours a day, 7-days a week.   

AVT helps owner/operators find advantageous locations, set up Marley Coffee Automated Stores and sell 
advertising space. Potential venues include college campuses, malls, apartment buildings, big box 
retailers, clothing retailers, home improvement stores, hotel lobbies, theme parks, airports, public 
transportation terminals, healthcare centers, pharmacies, book stores, ice cream retailers, bakery 
retailers and car washes.   

The economics of Marley Coffee Kiosks and Automated Stores implies a payback on the initial 
investment within the first year of operations. Entry level machines cost approximately $8,900 to 
purchase, which AVT estimates can generate monthly net income of $1,500 to $2,400 based on selling 
between 47 and 75 cups daily. High-end systems cost up to $25,000. To aid in the sales effort, the AVT 
Marley Coffee sales office was opened in February 2013. It features a large showroom to assist 
entrepreneurs and business owners to obtain and operate Marley Coffee Automated Cafes.   

AVT has established several distributorships in the U.S.; thus far, three have been announced. In May 
2013, AVT granted exclusive rights to Marley Coffee Micro Stores in the Las Vegas market to Cupful, 
Inc. Under the terms of the deal, Cupful will purchase 300 Marley Coffee systems. Also in May, AVT 
awarded an exclusive distributorship of Marley Coffee Automated Stores in the San Diego area to Jon 
Gerber, a southern California businessman. The contract calls for the installation of 300 machines, which 
Marley Coffee estimates will generate approximately $1 million in sales for Jammin Java. In August 2013, 
AVT awarded an exclusive distributorship of Marley Coffee Automated Stores in Palm Beach, Miami-
Dade and Broward counties of South Florida to Mad Chiller Coffee, LLC. This territory is projected to 
purchase over 400 Marley Coffee vending systems.   

Also, in June 2013, AVT reached a deal with Neebo, operator of more than 200 campus bookstores, 
which touch approximately 80% of the 15 million college students in the United States. At least 40 Marley 
Coffee Stores were placed through August, and an additional 60 Neebo college bookstores will be 
outfitted by year-end.   

   
PRODUCTS   

Jammin Java offers a portfolio of coffee and tea products that overtime has expanded both by new 
product introductions and by format. Initially offered only in bags of whole beans, the form of coffee 
products has been augmented by developing single-serve pods, fractional packages and RealCups , 
along with the introduction of ground coffee in bags. In addition, package sizing has been improved to 
better target specific distribution channels and to enhance merchandising effectiveness. All Marley 
coffees are composed of quality Arabica coffee beans that are organically grown and ethically farmed.   

In June 2009, Marley Coffee launched its initial line of coffee products. The original five offerings were 
12-ounce bags of Mystic Morning Wake Up Coffee Medium Roast, Simmer Down Organic Swiss Water 
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Decaf, One Love Organic Ethiopian Yirgacheffe, Lively Up! Organic 5 Bean Espresso Blend and Jammin 
Java Organic Bold Full City Roast. These initial products contained blends of whole beans, organically 
and sustainably grown, which were roasted to taste profiles described on the packages1. The color of 
each coffee s label is coordinated with nature of the brew. 

  
 

Mystic Morning This rich but snappy coffee is medium to full bodied with wonderful acidity. Aromas 
and tastes of cocoa, spice, cedar, cinnamon and cooked pumpkin gives you the perfect morning kick.

 

 
Simmer Down Aromas of cocoa, nutmeg, star anise and spices of the West Indies fill this cup. Simmer 

Down reveals chocolate and smoky tastes with great body and mild acidity leaving a peppery finish.

 

 
One Love 100% Ethiopia Yirgacheffe. From the birthplace of coffee, One Love s floral aromas unfold 

with hints of blueberry, cocoa and spice with a medium body and bright acidity. It tantalizes the palate 
leaving a profound cherry finish.

 

 
Lively up! Our exquisite 5-bean espresso is dynamically balanced and rich in body. Its dense, 

abundant taste leaves a long, savory finish with flavors of cocoa, candied fruit and buttery caramel notes. 
Enjoy as espresso, drip or press.

 

 
Jammin Java Sultry, smoky, suite, yet unexpectedly smooth brew will leave you wanting more. Full 

bodied with traces of earthy overtones, dark chocolate and berries that produced a zingy acidity and rich 
lingering finish.

  

During 2009, the coffees were marketed and sold by Marley Coffee LLC into the retail channel, primarily 
through distributors and also on the company s web site (www.marleycoffee.com). Sample 5 packs were 
available on amazon. Beginning in January 2010, Whole Foods Market, a natural and organic food 
retailer, began selling Marley coffees in its stores located in Canada and in the Los Angeles and Las 
Vegas metropolitan areas. Marley Coffee products were then available in approximately 300 stores in 
North America. Later in 2010, Marley Coffee received a license from Coffee Industry Board (CIB) of 
Jamaica certifying the coffee grown on Rohan Marley s farm as authentic Jamaican Blue Mountain 
coffee. In addition, a dealer s license was awarded enabling the purchase of coffee beans from other 
Jamaican Blue Mountain farms.  Soon thereafter, Marley LLC began selling Talkin' Blues 100% Jamaica 
Blue Mountain coffee.   

Talkin' Blues A bouquet of floral aroma with balanced acidity and full body. Talkin' Blues leaves a 
sweet, mellow lingering finish 

 

simply the quintessential cup!

  

Simultaneously, Jammin Java was pursuing a strategy to increase distribution on a wholesale level to the 
foodservice, hospitality, OCS and warehouse (big box) store markets. Bag design, trademark filings in 
North America, brand development and the creation of the jamminjavacoffee.com website consumed 
most of 2010, and in early 2011 Jammin Java began selling 2.2 pound (1 kg.) bags of Lion's Blend, 
Kingston City Roast and Mountain Roast into the wholesale channel and also online via amazon.com, 
Cooking.com, Coffeewiz.com, Shoffee.com and Coffeecow.com . Lion's Blend was the signature roast 
for the wholesale market, Kingston City Roast the espresso offering and Mountain Roast a Swiss 
Water decaf product. All three were composed of 100% organic Arabica beans sourced from Central 

                                                

 

1 The descriptions are verbatim from the packages. 
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America, South America and Africa and roasted in Canada by Canterbury Coffee. Lion's Blend and 
Kingston City Roast were also available in 18-count 2.5 oz. (71 g.) ground fractional packs.  

  

Product Timeline 

 

June 11, 2009  Marley Coffee LLC introduces 12 oz. bags of Mystic Morning Wake Up, 
Simmer Down, One Love, Lively Up! and Jammin Java (all whole bean) 

 

December 2010 Marley Coffee LLC introduces Talkin' Blues (100% Jamaica Blue Mountain) 

 

March 2011  Jammin Java introduces 2.2 lb. (1 kg.) bags and 2.5 oz. (71 g.) fractional 
packages of ground coffee of Lion's Blend, Kingston City Roast and 
Mountain Roast for OSC and foodservice channels 

 

April 2011  Introduce Buffalo Soldier and discontinue Jammin Java Bold Full City Roast 

 

April 27, 2011  Introduce single-serve pods at NAMA OneShow 

 

June 2011  Introduce Top Rankin (100% Jamaica Grade 1 beans) 

 

August 8, 2011 All Marley Coffee brands consolidated under Jammin Java 

 

October 2011  Introduce Get Up Stand Up 

 

October 2011  Single-serve pods available on Cooking.com and amazon.com 

 

Nov. 2, 2011  Introduce 8 oz. bags of ground coffee 

 

Late 2011  Introduce 2 lb. bags and discontinue 2.2 lb. bags 

 

May 1, 2012  Introduce RealCups at NAMA OneShow  

 

Sept. 16, 2012  Two patents expire on Green Mountain Coffee s K-Cups 

 

November 2012 Marley Coffee RealCups begin shipping 

 

August 16, 2013 Garden of Life launches Marley Coffee flavored Raw Protein Raw Meal  

 

Sept. 6, 2013  Introduce Marley Coffee Espresso Capsules for Martello Cafe Machines 

 

October 2, 2013 Introduce Smile Jamaica (Jamaican Blue Mountain coffee blend)  

Single-serve pods of Lion's Blend, One Love, Kingston City Roast, Mountain Roast, Jamaica Blue 
Mountain, White Citrus tea, Masala Chai tea and Rooibus Citron decaf tea were announced at the 
National Automatic Merchandising Association (NAMA) OneShow in late April 2011 and by May they 
were being sold on web sites like shoffee.com. The pods were and are sold in 18-count and 15-count 
boxes for use in single-serve coffee pod brewers. 
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About the same time, Marley Coffee introduced Buffalo Soldier, composed of a blend of primarily Central 
American, African and Asian beans that are dark roasted and considered a light French roast. Later, in 
June, the company announced the release of Top Rankin, a 100% Jamaican Blue Mountain coffee which 
contains all handpicked Grade 1 Jamaica Blue Mountain beans.   

Buffalo Soldier This Earthy blend is sultry, smoky, and deliciously smooth. The dark chocolate and 
berry undertones leave a rich, lingering finish that will help get you through those fighting for survival 
days.

 
 

Top Rankin Top Rankin is our 100% Grade 1 beans. The highest quality hand-sorted Jamaican Blue 
Mountain® coffee, it has commanded respect from coffee aficionados worldwide since 1800. It carries an 
exceptional harmony of intense aroma with balanced acidity and full body. Top Rankin leaves a sweet, 
mellow, lingering finish - superbly exotic when you are looking for the best!

  

During the summer of 2011, a significant catalyst would jump start the growth of Marley Coffee through 
the introduction of variety of new products and development of traditional and innovative distribution 
channels. On August 8, 2011, it was announced that the licensing agreement between Jammin Java and 
Marley LLC had been amended. Prior to this date, Marley Coffee LLC was responsible for retail, grocery 
and online distribution while Jammin Java concentrated on the OCS and wholesale markets. The 
amended license consolidated all distribution channels under Jammin Java and expanded the product 
breadth to include ready-to-drink coffee drinks, teas, chocolates and coffee-related equipment (e.g. 
machines and grinders). Also, under the terms of the amended license, Jammin Java Corp. could now 
conduct business as Marley Coffee in order to reduce confusion in the marketplace.  

Within a couple of months, the OCS and foodservice product lines were revamped. By October, internet 
web sites like Cooking.com and amazon.com were selling the new pods in 15-count and 18-count 
boxes, along with newly designed 2.5 oz. fractional portion packages of ground coffee and tea. The 
products are available through many OSC providers on their websites too. 

  

The company also introduced Get Up, Stand Up, a lightly roasted breakfast blend of Central and South 
American beans that helped fill out the range of roasts offered by Marley Coffee.    

Get Up, Stand Up This mild yet sweetly balanced blend is bright, floral and smooth with a hint of 
lemon grass on the finish. Get Up, Stand Up can start your day and keep you Irie all day long!

  

By November, Jammin Java launched a product line of ground coffee for the retail grocery market. 
The certified organic coffees of Mystic Morning, Lively Up!, One Love, Simmer Down, Buffalo Soldier and 
Get Up Stand Up became available in 8 oz. bags of pre-ground coffee. Not only did the addressable 
market dramatically increase since the ground market is approximately three times larger than the whole 
bean market in the U.S., but also the package sizes were realigned to 8 oz. and 2 lb. bags. Prior to this 
announcement, Marley coffees had been only in the formats of whole bean, pods and individual fractional 
packs of pre-ground coffee.  
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In a milestone event, on May 1, 2012, Jammin Java expanded into the single-serve arena with the 
announcement of Marley Coffee single-serve RealCups , a new line of coffee and tea products 
compatible with Keurig K-Cup brewer systems. Again, the addressable market radically increased to 
tremendous opportunities, especially in the retail and office coffee service (OCS) distribution channels. 
The proliferation of Keurig K-cup machines and other Keurig compatible brewers that brew single-serve 
beverages was an important driver of the growth in premium coffee consumption over the last five years. 
Two months after Green Mountain Coffee s K-Cup patents expired in September, Marley Coffee 
RealCups began shipping in four varieties (Get Up Stand Up, One Love, Lively Up! and Talkin' Blues) in 
an assortment of counts (12-count & 24-count boxes, and 36-count variety packs). The response to the 
introduction of Real Cups was overwhelming with over 500,000 RealCups being shipping during the first 
month of distributing the single-serve product. Many subsequent retail and OSC relationships were 
subsequently announced.  

  

Today, Jammin Java / Marley Coffee offers 8.0 oz. (retail) and 2 lb. (food service) whole bean and 
ground coffee bags of Get Up Stand Up, Mystic Morning, Lion s Blend, Buffalo Soldier, Kingston City 
Roast, Lively Up! and Simmer Down. Recently, Marley Coffee announced the product launch of Smile 
Jamaica, a blend of 20% Jamaican Blue Mountain and 80% of Rainforest Alliance Certified coffee. The 
blend will be available in RealCups and 8 oz. bags. The company s custom blends add depth of flavor 
and complexity to the coffees as does a variety of roasts that cover the range continuum, providing each 
coffee with a unique flavor, aroma and color when brewed. Also, three single-source coffees are offered: 
One Love (Ethiopian Yirgacheffe), Talkin Blues (100% Jamaica Blue Mountain) and Top Rankin (100% 
Grade 1 Jamaica Blue Mountain).  
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     ROAST      PRODUCT      COMMENTS

Blends
Light Roast Get Up, Stand Up USDA Organic
Medium Roast Mystic Morning USDA Organic
Medium Roast Smile Jamaica Jamaica Blue Mountain blend
Medium Dark Roast Lion's Blend Rainforest Alliance Certified
Dark Roast Buffalo Soldier USDA Organic
Medium Dark Espresso Kingston City Roast Rainforest Alliance Certified
Medium Dark Espresso Lively Up! USDA Organic
Decaf Dark Roast Simmer Down USDA Organic

Single-Source
Medium Roast One Love Ethiopian Yirgacheffe, USDA Organic
Medium Roast Talkin Blues 100% Jamaica Blue Mountain
Medium Roast Top Rankin' 100% Grade 1 Jamaica Blue Mountain

   

   
     INTERNATIONAL DISTRIBUTION  

International Distribution Timeline  

 

May 3, 2010  Distribution agreement with Cyba Stevens Management Group (Canada) 

 

Feb. 23, 2011  United National Foods confirmed as distribution partner in Canada 

 

March 10, 2011 Marley Coffee available at Urban Fare (British Columbia) 

 

June 16, 2011  Office service distribution deal with Markcol (Canada), 

 

Sept. 8, 2011  OCS distribution agreement with Coffee Works (Bermuda) 

 

Feb. 28, 2012  Distribution agreement with IMT Imedia Cafe (Japan) 

 

March 28, 2012 Distribution agreement Blue Mountain Coffee (Europe) Limited for the UK 

 

July 5, 2012  Available at Selfridges (London) through Blue Mountain Coffee (Europe) 

 

June 7, 2012  Distribution agreement with Com.Dicalla S.A in Chile 

 

Aug. 8, 2012  Exclusive distribution partnership with MaxiCoffee.com (France) 

 

May 15, 2013  Distribution agreement with Kakubo (Japan) 

 

May 20, 2013  Distribution agreement with Sky Consulting for South Korea 

 

July 11, 2013  Available at Future Shops (Best Buy in Canada) 

 

Sept. 1, 2013  Marley Coffee espresso capsules available at 700 Hofer stores in Europe   

    
     BRANDING  

Consumer products companies with strong brand name franchises enjoy the competitive strengths of 
brand awareness and consumer loyalty. Through new products, line extensions and marketing programs, 
revenue growth is enhanced and usually additional shelf space at supermarkets and other retail channels 
is attained.  Financially, this in turn leads to substantial internal cash flow generation, higher levels of 
profitability and above-average earnings growth, allowing for reinvestment in additional marketing 
programs and product innovation. Large capitalization companies usually also utilize cash flow for share 
repurchase programs, acquisitions, debt reduction and dividend increases.  

Strong brand names are important assets to consumer products companies. When brands consistently 
deliver quality, consumers usually reciprocate through brand loyalty and consistent repurchase. 
Though consumers may have difficulty articulating their relationship with a brand, simplistically, there are 
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several types of brand positioning concepts, including Functional (how the product differentiates itself by 
better benefiting consumers and solving their problems), Experiential (how the product experience 
provides sensory and/or cognitive stimulation), Emotional (how the product delivers positive feelings 
related to owning and using the brand), Social (the product fulfills feelings of both belonging and social 
meaningfulness) and Self-expressive (how consumers identify with the product in a way that expresses 
and enhances self-image). Marley Coffee addresses and satisfies consumer needs on all five of these 
dimensions of conceptual brand positioning.  

Functional benefits relate to the tangible capabilities or attributes of a product, which are perceived to be 
better (tastier, faster, lighter, safer, more advanced, etc.) than competing products. Though some 
attributes are subjective, such as flavor, each can be rationally assessed. The product s functional and 
usability advantages are appealing. With brand name products, consumers rely that the product s quality 
will remain consistent. When each subsequent purchase delivers a gratifying consumer experience, any 
uncertainty about the product s quality is resolved. The customer is assured and brand equity is built. 
High-quality products are rewarded with brand loyalty exemplified by faithful purchase behavior; however, 
brand loyalty becomes transient if the product fails to deliver consistent quality. Consumers perceive 
functional superiority as differentiation, which competitors may attempt to diffuse by offering conflicting 
claims. In the case of Jammin Java, Marley Coffee sources high quality Arabica beans, which are then 
artesian-roasted. Each coffee product is blended specifically to adhere with a particular taste profile. The 
sourcing, roasting and distribution processes promise the consumer that a high quality, gourmet/premium 
coffee is being purchased under the Marley brand.  

Experiential benefits accrue through sensory and/or cognitive stimulation). User experiences 
documented on Twitter and Facebook are replete with sensory remembrances like It s a Bob Marley 
kinda day. One of management s goals is to deliver the same intoxicating aroma and rich smooth flavor 
in every cup.   

The vitality of a brand can be further realized through emotional relationships. Emotional benefits add 
strength and richness to the perception of the brand, usually created and enhanced by experiences of 
owning and using the product. Brand loyalty is reinforced in consumers that hold a heartfelt commitment 
to a product that is linked to happy memories and experiences. The Marley brand connects with 
consumers in harmonious, meaningful and emotional ways. Bob Marley s vital entity animates the brand, 
enlivening the relationship and invoking the important attribute of trust with the brand. The Marley name 
provides a credible differentiation from other sustainable and/or organic products, primarily through an 
emotional connection with consumers who have an awareness and affinity towards Bob Marley s iconic 
status and mellow mood.  

Self-expressive benefits focus on self-concept and aspirations, along with providing a way to 
communicate self-image. Truly meaningful brand relationships deliver on one s life theme and support 
the quest for identity. Often, a feeling of well-being (warm glow) accompanies an altruistic act. 
Environmentally conscious and fair-minded consumers experience personal satisfaction by contributing 
to the improvement of the common good. These meaningful issues improve one s core concept of self. 
By deliberately choosing and sincerely supporting an organic and sustainable brand reinforces self-worth 
and self-esteem.   

Marley Coffee has developed and is executing an effective branding strategy for marketing socially-
responsible, organic coffee and coffee-related products.  Through a co-branding license relationship with 
the privately-owned Marley Coffee Company, Jammin Java benefits from the brand name recognition of 
Bob Marley, Jamaican singer, songwriter and musician. Bob Marley s son, Rohan Marley, is a co-founder 
and the Chairman of Marley Coffee. As spokesman, Rohan delivers the spirit of the Marley brand. The 
Marley brand is not only personalized but also humanized through its association with Bob and Rohan 
Marley. By building deep relationships with consumers on multiple dimensions, Jammin Java has created 
strong brand equity. Furthermore, Marley Coffee has a strong brand personality, having delivered on 
multiple concepts beyond functional benefits.  
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The brand name, brand-mark, slogans, product names and packaging are critical elements in positioning 
the brand along all dimensions. The name of a brand is generally the most important element affecting 
consumer perceptions. The Marley brand is a memorable name that invokes an image to help position 
the company s organic, sustainable premium coffee product line. One could even state that the brand is 
so closely associated with Bob Marley that his spirit dwells in the brand and is evoked with every sip.   

Brand identity can be further constructed through packaging, brand-marks, symbols and slogans. The 
imagery of the packaging both in terms of color and logos are important elements in constituting the 
brand. Marley Coffee bags feature the iconic Marley Lion as a symbolic brand-mark of Bob Marley. In 
addition, the slogans The taste of Marley and The taste of a brighter tomorrow appeal to 
environmentally conscious consumers of premium organic beverages. Lastly, the titles of Bob Marley s 
songs are ubiquitous, from the slogan Stir It Up (1973) to the names of the coffees: One Love (1965), 
Simmer Down (1965), Get Up, Stand Up (1973), Lively Up Yourself (1974), Talkin' Blues (1974), Jammin

 

(1975), Top Rankin' (1979), Buffalo Soldier (1983) and a combination of Natural Mystic (1977) and Misty 
Morning (1978).  

Marley Coffee also strives to win consumer foot traffic at grocery retailers through finger traffic as 82% of 
the world's online population uses social media. The Marley Coffee Facebook page with over 75,000 
likes is actively updated with at least daily posts as is the @MarleyCoffee twitter page with over 38,000 
followers. Social media is not only an avenue for creating consumer loyalty, but also a tool to leverage 
marketing efforts, especially in generating buzz for new product introductions and promotional events.   

However, effective brands transcend logos, marketing campaigns and social media presence. Though 
important, truly powerful brand create dynamic, meaningful relationships with consumers by delivering a 
compelling brand experience on all dimensions of brand positioning, which the Marley brand does.  

Historically, brand name consumer products have been positioned in the market at premium price points, 
which are usually still modest and affordable. The durability of the brand relationship leads to strong 
pricing power as prices can be raised at the rate of inflation or above with consumer response being 
more inelastic to price increases (reduced price sensitivity). Also, modestly reducing the quantity the 
product in a package can be an effective method of raising prices.    

Also, strong brand products translate into distribution strengths, especially in attaining shelf space, 
which is directly related to volume growth. Also, the trade is often more cooperative with and supportive 
of strong brands.  

Product innovation is a key to growth, particularly in case of consumer staples companies. The 
segment is highly competitive with companies continuously developing new products to gratify or alter 
consumer tastes and preferences. Other firms must follow suit in order to retain or build market share, 
necessitating continued innovations and accompanying marketing support.   

   
     The Sustainable Philosophy Conveyed by the Marley Brand  

Though almost all consumer packaged goods companies pay lip service to sustainability with initiatives 
designed to invoke demand for products based on green credentials, consumers are both overwhelmed 
by the multitude of  sustainability stamps of approval and also wary of the genuineness of intent 
espoused by these companies. Jammin Java was founded on the principle of sustainability, which is 
specifically related to the company s natal event when Rohan Marley acquired a property in the Blue 
Mountain region of Jamaica.  His father s dream of farming and Rohan s passionate interviews convey 
that Marley Coffee is built upon the philosophy of providing socially and environmentally responsible 
products. Consumers should have no doubt that sustainability is integrated into every aspect of Marley 
Coffee's business.   
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Marley Coffee is committed to supporting sustainable and organic farming practices, along with the 
ethical responsibility to support coffee-growing communities worldwide. The company s products are 
labeled with at least one of the following: USDA Organic, Fair Trade Certified and/or ITAL. Each has 
different connotations.  

  

Organic coffee conveys that the methods and materials used when coffee is grown and processed have 
had a low impact on the environment. In other words, coffee growers employ a system of farming that 
replenishes and maintains soil fertility; promotes and enhances biodiversity and ecological harmony; and 
foregoes the use of toxic and persistent pesticides and fertilizers. In addition, the harvested coffee beans 
are processed without artificial ingredients, irradiation or preservatives that are often used under 
conventional commercial operations in order to preserve the integrity of agricultural products.  

Organic coffee fields can be easily distinguished from conventional coffee fields. The lanes between 
coffee plants are covered by lush undergrowth, which creates a robust ecological environment for the 
chain of life and promotes the growth of healthy plants that are better able to resist disease and insects. 
Everywhere throughout the coffee organic field, the ground is fertile supporting plants and trees. The 
abundant plant life helps reduce soil erosion and supports a robust ecosystem not only for other plants, 
but also for animals and birds. In addition, the decomposition of natural organic debris serves as an 
efficient source of fertilizing nutrients and improves the drainage and aeration of the soil.   

To be certified USDA Organic, the coffee must be produced in accordance with the U.S. strict uniform 
standards for organic production set under the Organic Food Production Act of 1990, namely grown on 
land 1) without the use of synthetic pesticides or other prohibited substances for at least three years, 2) 
situated with a sufficient buffer to the nearest conventional crop and 3) with a sustainable crop rotation 
plan designed to prevent erosion, to avert the depletion of soil nutrients and to control pests. In addition, 
the certifying agency must be accredited by the U.S. Department of Agriculture, which includes the duties 
of performing inspections of farm fields and processing facilities and completing periodic testing of soil 
and water to ensure that growers and handlers continually meet organic standards. In order to earn the 
USDA Organic seal, the coffee package must contain at least 95% organic ingredients.   

Fair trade coffee indicates that the process of producing the coffee has met a certain set of standards 
designed to promote ethical and sustainable production practices that fairly compensate producers and 
workers via a certification system. Coffee is predominantly produced by small-scale farmers in Africa, 
Asia and Latin America with approximately 70% of the world s coffee being grown on farms with less than 
25 acres. Since small farmers typically lack both storage facilities and mechanized transportation 
vehicles, they sell their crops immediately after harvest when prices are low and often to local buyers 
(known as coyotes) who pay especially low prices. These economically disadvantaged farmers are also 
vulnerable to pressing cash needs, including the need to repay high interest rate loans taken out during 
the growing season.    

There are several Fairtrade certification organizations (e.g. The International Fair Trade Association, Fair 
Trade Federation, World Fair Trade Association, Fair for Life, etc.), each having different standards, 
marketing strategies and labels; however, it appears that Fairtrade Labelling Organization (or FLO-
CERT), as an ISO 652 compliant organization, is the leading international social certification body for an 
ethical label. Based in Bonn, Germany, FLO-CERT conducts audits of producers and traders at each 

                                                

 

2 The International Organization for Standardization Guide 65:1996 provides certain requirements for bodies operating third-party 
product certification systems to be recognized as competent and reliable. 
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step of the commercial supply chain to ensure the adherence to for Fairtrade International s ethical 
standards, which entitles an agricultural product to use the FAIRTRADE label. All operators from the 
farmers through the packers to the traders are inspected and monitored by a network of over 100 
auditors to ensure that fair trade standards are being met and that the certified products are properly 
documented with physical traceability (e.g. invoices, delivery notes, purchase orders, etc.). Globally, the 
FAIRTRADE certification covers over 532,000 coffee farmers.3   

During 2012, Fair Trade USA4 certified a record 163.0 million pounds of Fair Trade coffee in the U.S., of 
which 50% was also certified organic. Total pounds increased 17.6% versus 138.6 million in 2011. Over 
the last 10 years, the volume of Fair Trade USA certified coffee has grown at a 32.5% compound 
growth rate (CAGR) reflecting strong consumer demand for ethically and sustainably sourced coffee.  

  

Under Fairtrade International s Fairtrade process, producers apply to FLO-CERT, Fairtrade 
International s certifying company. After an inspection to verify that Fairtrade Standards are being met, a 
Fairtrade certificate is issued, and the producer is eligible to trade under Fairtrade terms with licensed 
FAIRTRADE buyers. Certified producers receive at least the Fairtrade minimum price (plus an extra 
differential for certified organic products) and the Fairtrade Premium.5 The Fairtrade minimum price 
ensures that small farmers receive fair prices for their harvest while the Premium will be received by the 
local cooperative for community social and economic developmental projects, such as schools, health 
clinics, sanitation facilities, coffee processing plants, solar-powered drying plants, clean water projects, 
community vehicles, roads, etc.  

                                                

 

3 Elliott, Kimberly Ann, Is My Fair Trade Coffee Really Fair? Trends and Challenges in Fair Trade Certification, Policy Paper 017, 
Center for Global Development, Washington DC, December 2012, Table 1. 
4 Fair Trade USA was Fairtrade International s certification company in the US until late 2011. While Fairtrade International is 
committed to the sustainability of small farmers and cooperatives, Fair Trade USA is expanding to encompass workers at plantations 
and large estates in an effort to increase its impact on farming communities. Therefore, Fairtrade America became Fairtrade 
International s certifying company in the U.S. after Fair Trade USA withdrew from the Fairtrade International s system. 
5 According to Fairtrade International s website (www.fairtrade.net/coffee.html), the current Fairtrade minimum price is $1.40 per 
pound for Fairtrade certified washed Arabica and $1.35 for unwashed Arabica, or the market price, if higher. Fairtrade certified organic 
coffee receives an extra minimum differential of $0.30 per pound. The Fairtrade Premium is $0.20. 
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The higher price paid for Fairtrade coffee is the most direct benefit to small-scale farmers, especially 
when the market price of coffee falls below the average costs for sustainable production, which results in 
propelling them into a vicious cycle of poverty and debt. Also, the extra price differential paid for organic 
coffee provides an incentive for producers to implement better environmental and sustainable farming 
practices.  

A substantial number of consumers are willing to pay a premium price for Fairtrade coffee with a 
certification logo (like FAIRTRADE) or an ethical brand (such as Marley Coffee) in the belief that farmers 
in developing countries will be afforded an improved way of life by being better protected from low-wage 
labor exploitation. The FAIRTRADE product certification system allows consumers to identify agricultural 
products that adhere to fair labor standards, which also include initiatives to ensure that hired labor 
receives minimum wages and that there is not any forced or child labor used when the crop is being 
grown and harvested. According to a 2013 GlobeScan survey conducted  17 countries, almost 6 in 10 
consumers have seen the FAIRTRADE label, and of those, 9 in 10 trust it.6  

Marley Coffee strongly supports the consumption of both Fairtrade and organic products, which 
provide fair prices for small producers, promote reasonable living standards, retard opportunities for 
exploitation and protect farmers and consumers from ingesting harmful chemicals and pesticide residues. 
Jammin Java is also well positioned to take advantage of the strong increase in consumer demand for 
ethically and sustainably sourced coffee.  

Jammin Java created its own seal to denote the commitment to the principles of sustainability. 
Known as the ITAL seal, it is a Rastafarian reference to the company s and management s determination 
to provide products that promote and support life-sustaining vital (ITAL) practices. As printed on the 
packaging, ITAL stands for all things Pure, True and Vital, which management defines as the highest 
ethical standard. Members of the Marley family believe that ethical farming includes the responsibilities to 
promote not only ecological sustainability (via organic processes) but also human economic development 
by means of providing steady work at a fair and reasonable living wage. The company s commitment to 
both environmental and social duties through organic, sustainable and ethical practices is reflected by the 
ITAL seal.  

Through the Marley family s charitable organization of 1Love.org, Jammin Java supports Kicks for 
Cause, a foundation established to build soccer fields and start soccer camps for children in coffee-
producing communities around the world, starting in Jamaica. Marley Coffee founded the Kicks For 
Cause Foundation (formerly the Marley Coffee Foundation) in 2008. Since the founders of Marley Coffee 
strongly believe in improving the welfare of coffee-growing communities and Rohan Marley, like his 
father, is an avid soccer player, Kicks for Cause was created to provide the children of coffee farmers the 
facilities and equipment to play this sport. Organized sport is vital to the development of children, who 
through this sport are strengthened by exercise, nourished through encouragement, nurtured with the 
development of social skills, inspired by teamwork, imbued with the positive traits of sportsmanship, 
enriched through positive experiences, invigorated by perseverance and blessed with boundless fun. In 
addition, this activity directly benefits the community, uplifting the lives of coffee farmers and their 
families. Since a portion of sales from the sales of Marley Coffee products is donated to the Kicks for 
Cause Foundation, every purchase of Marley Coffee (whole beans, ground, RealCups, etc.) helps 
support youth soccer in coffee-growing regions. In particular, on May 19, 2012, Marley Coffee donated 
50% of the proceeds from the online sales from marleycoffee.com to the Kicks for Cause Foundation in 
celebration of Rohan Marley's 40th birthday.        

                                                

 

6 Fairtrade International Annual Report 2012-2013, page 12. 
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COFFEE INDUSTRY   

Coffee is the world s second largest traded commodity and its price is subject to high volatility. Though 
coffee trades in the commodity market, premium quality coffee trades on a negotiated basis at a 
substantial premium to commodity-priced coffee. Coffee prices can be affected by weather and pest 
damage, in addition to the politics in the coffee-producing countries. Cyclical price swings in the coffee 
market are common. Coffee prices have increased significantly since 2005 and with the growth of the 
specialty coffee industry.    

The premium coffee industry is highly competitive and fragmented with only a few companies in 
possession of uniquely positioned brands. Competition in the United States is fierce and primarily based 
on brand awareness, price, shelf space and consumer loyalty. However, the premium coffee industry is 
also a growth industry having experienced strong growth over the 15 years. The industry should continue 
to see growth as niche coffee companies focus on more specialized markets. Jammin Java is targeting 
the growing consumer demand for the premium coffee experience.   

Jammin Java competes against all sellers of specialty coffee, including Starbucks, Green Mountain 
Coffee Roasters, Peet s Coffee & Tea, Seattle s Best, Caribou Coffee, New England Coffee and others. 
Also, a few large consumer staples companies, which have greater resources than Jammin Java, sell 
ground coffees for the at-home market where three brands (Folgers, Maxwell House and Eight O Clock) 
control about 75% of total retail market share. J.M. Smucker sells Folgers, along with Millstone and 
packaged Dunkin Donuts coffee, while Maxwell House and Yuban are marketed by Kraft Foods. Eight 
O Clock Coffee has been owned by Tata Global Beverages since 2006. Also, Procter & Gamble 
distributes Millstone and Brothers coffees. However, there is evidence that consumers prefer specialty 
premium coffee brands over premium-oriented line extensions offered by manufacturers of these national 
brands. Therefore, companies like J.M. Smucker,  Kraft Foods, Tata and Procter & Gamble may need to 
create entirely new premium brands or acquire smaller boutique premium gourmet coffee manufacturers.  

As the consumers interest in gourmet and specialty coffees gained prominence, a series of single-cup 
serving brewing systems were introduced, namely Keurig (in 1998 and acquired by Green Mountain 
Coffee starting in 2002), Tassimo (by Kraft Foods in 2004), Senseo (by Sara Lee in 2001) and Flavia (by 
Mars and Bunn). The delivery innovation over traditional instant and pour-over options provided a system 
to prepare a cup of freshly brewed coffee or tea quickly and with little cleanup. In addition to 
convenience, the consumer benefited from a consistent quality brew at a reasonable cost and with the 
ability to select a different coffee/ tea according to the time of day or the consumer s mood. The delivery 
formats varied: cups/capsules (Keurig, Nespresso, illy, Lavazza), cartridges (Nescafe: Alegria & Barista), 
T-Disc (Tassimo), fresh pack (Flavia, Esio) and pod (Senseo, Bunn, Melitta). Later, Starbucks introduced 
Via in 2009 and Verismo in 2012. Also, Nescafé began selling Barista in 2009 and Bunn introduced 
Trifecta in 2010. In early 2012, Keurig introduced the V700 which utilizes V-Cups and is not compatible 
with the prior K-Cup generation.    

   
     RECENT NEWS  

On October 2, 2013, Marley Coffee announced the product launch of Smile Jamaica, a blend of 20% 
Jamaican Blue Mountain and 80% of Rainforest Alliance Certified coffee. The Coffee Industry Board of 
Jamaica awarded the certification due to the company's success in distributing approximately 30.5 tons 
(61,000 pounds) of Jamaican Blue Mountain coffee in North American over the last year.   

On September 26, 2013, Marley Coffee announced that its coffees will be the primary refreshment at 
Spotify's New York City headquarters. Marley s coffees will be supplied to Spotify's bean-to-cup 
machines by Judson Kleinman of Corporate Essentials, an independent OCS company serving the New 
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York metropolitan area. Spotify is an online music streaming service, currently available in 28 countries 
with over 24 million active users and over 6 million paying subscribers.  

Between September 26th and 28th 2013, Marley Coffee exhibit at the Natural Products Expo East trade 
show in Baltimore, Maryland. With over 1,600 exhibits, Natural Products Expo East is the largest trade 
show featuring natural, organic, and healthy products on the east coast of the U.S.   

On September 12, 2013, Marley Coffee reported financial results for the second fiscal quarter ending 
July 31, 2013. Revenues increased 187% to $1.61 million versus $559 thousand in the comparable 
fiscal quarter last year, primarily due to expanded distribution into the retail grocery market. Gross 
income increased 607% to $472 thousand compared with $66.8 thousand resulting in the gross profit 
margin expanding 1,747 basis points (bps) from 11.9% to 29.4%.  

Operating expenses declined 16.1% year-over-year as compensation and selling & marketing expenses 
decreased 52% and G&A expanded 109%. The absence of a large marketing campaign contributed to 
lower market expenses while G&A increased in support of the sales growth, especially for incremental 
professional fees, payrolls, insurance and corporate reporting expenses. Interest expense decreased 
92% due to conversion of debt into equity as a result of the Ironridge Global transactions. Consequently, 
working capital improved dramatically to $4.37 million. The company s net loss contracted from $986,232 
($0.01 per diluted share) to $715,079 ($0.01 per diluted share).   

During the quarter, the availability of Marley coffee increased to approximately 7,500 retail locations, 
primarily through national distribution agreements initiated with Kroger, Safeway, Shaw's, Star Market, 
Winn-Dixie and BI-LO, along with international arrangements with Best Buy/Future Shop in Canada and 
Sky Consulting in South Korea. In addition, Marley Coffee acquired Black Rock Beverage Services and 
subsequently moved corporate headquarters to Denver.   

Importantly, management stated that anticipated working capital for the next 24 months should be 
met through operations and funds being raised through an ongoing offering to accredited 
investors. The private offering of units, each of consists of one share of common stock and ½ of one 
warrant to purchase one share of common stock. Units are priced at 20% discount to the closing price of 
the stock on the date of subscription (the exercise price of the warrants is equal to 150% of the closing 
price on the date of subscription). During July and August 2013, the company raised $246,000 through 
the sale of these 647,137 units priced between $0.350 and $0.392.  

On September 6, 2013, Marley Coffee introduced three varieties of Marley Coffee espresso capsules for 
the Coscolina and Verona espresso machines, which are manufactured by Martello Cafe. 
Concurrently, Hofer grocery chain will offer Buffalo Soldier, Lively Up! and One Love espresso capsules 
in 700 of its stores within Europe. Hofer is part of the Aldi Süd group of the Aldi global discount 
supermarket chain.  

On September 5, 2013, Marley Coffee announced the creation of a strategic partnership with the 
Denver Broncos for the 2013 and 2014 NFL seasons. During every Broncos pre and regular season 
home game, Marley Coffee will receive advertising time on the Denver Broncos' Stadium Vision 
electronic signage system at Sports Authority Field at Mile High Stadium, including two 15-second 
commercial spots during network timeouts. Also, Marley Coffee RealCups will be available in the suites 
at Sports Authority Field.  

Also, on September 5, 2013, AVT announced that a new 360 Marley Coffee Automated Kiosk has 
been installed in Los Angeles at the Westwood Pavilion between Nordstrom and the Landmark 
Theater.  

On August 16, 2013, Garden of Life launched Marley Coffee flavored Raw Protein Raw Meal.  
Consequently, thousands of protein and meal replacement devotees will be exposed to the Marley 
Coffee brand. In 2011, Whole Foods Market recognized Garden of Life with its Vendor of the Year Award 
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for Best Non-Perishables Supplier. The national launch of Marley Coffee flavors of Garden of Life s best-
selling Raw Protein and Raw Meal by may enable Jammin Java to attain increased geographical 
distribution by Whole Foods. Currently, Marley coffees are distributed by Whole Foods only in the 
southern Pacific Region of the U.S.   

On August 1, 2013, Marley Coffee announced the signing of a Letter Of Intent (LOI) to acquire the 
assets of Black Rock Beverage Services, a boutique coffee and food service provider servicing the 
greater metropolitan Denver area. The owner of Black Rock Beverage Services, Jeff Krumtum, has been 
successfully expanding the distribution of Marley Coffee through the food service channel, especially in 
offices and break-rooms, in the Denver market and is expected to contribute to the implementation of the 
Marley Coffee's national strategy in other major metropolitan areas in North America. The national 
strategy involves establishing strong traditional grocery retail distribution in major metropolitan areas and 
then driving sales growth by increasing product awareness through food service initiatives which 
especially target office and break-room venues.  

On July 30, 2013, Marley Coffee announced that Ironridge Global Partners has made a third 
investment in funding the company's growth. Through Ironridge Consumer Company, Marley Coffee 
received $2.5 million in exchange for approximately 7 million shares.7 The proceeds will be used 
primarily to reduce trade payables (cost of goods sold) that the company has incurred during the recent 
rapid expansion of distribution through retail grocery chains, especially the recently-added Safeway 
account, which required additional inventory. As a strategic investor in Marley Coffee, Ironridge Global 
Partners continues to support and be pleased with management's execution of the company s business 
plan to achieve national penetration in the retail grocery channel.  

On July 25, 2013, Marley Coffee announced that Denver, Colorado is now the company s corporate 
headquarters. The sales, marketing, design, business development and HR teams will be consolidated 
in Denver to improve efficiencies as the company executes on the national and international rollout of the 
Marley Coffee brands.   

On July 2, 2013, Marley Coffee announced that SA Studios Global was appointed as the company's 
strategic marketing partner. SA Studios has a deep understanding of the Marley brand, along with an 
approach attentive to the marketing concepts of cultural branding, collaborations, influencer-marketing, 
digital promotion, social media and e-commerce. The primary objective of SA Studios is to generate 
marketing concepts that enhance the awareness (and take-away) of Marley Coffee brands. A marketing 
initiative in process is the creation of a series of Limited Edition Marley Coffee bags inspired by coffee-
growing nations and 2014 World Cup participants as interpreted by globally-recognized visual artists. A 
portion of the proceeds will be contributed to Kicks for Cause Foundation (1love.org), a non-profit 
organization created by the Marley family and dedicated to providing playable soccer fields and soccer 
camps to children of coffee- producing communities in Jamaica and around the world.     

INSIDER TRADING AND OWNERSHIP   

Corporate insiders own 17.8% of the outstanding common stock and have not engaged in any open-
market activity over the last three months. Rohan Marley (Chairman of the Board) beneficially controls 
15,102,757 shares, Brent Toevs (CEO) 400,416 shares and Anh Tran (President) 1,511,222 shares.  

Institutional investors own 13.8% of the shares outstanding of Jammin Java Corporation as of the end of 
the latest reporting period, with Ironridge Global IV, Ltd. due 7,000,000 shares and Straight Path Capital 
owning 6,250,000 shares.   

                                                

 

7 The actual number of shares is dependent on the price of the stock when the shares will be actually issued.  
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     VALUATION   

Generally, the appropriate valuation methodology for consumer non-durable companies is based on P/E 
(Price/Earnings) reflecting the sector s characteristics of profitability and cash flow generation. However, 
Jammin Java is in the emerging growth phase of its corporate history and is still in the early stage of 
establishing its grocery store distribution footprint. With the majority of locations of availability in the 
grocery channel having been announced in the last nine months, the full potential and financial impact of 
management s distribution strategy has yet to be observed financially.   

  

The appropriate valuation methodology for Jammin Java is based on price-to-sales (P/S) due the 
character of the company s enterprise, namely a small-capitalization company, currently with negative 
profitability, but with an expected sales profile that should continue to grow rapidly as the company s 
coffee products begin to appear on grocery shelves and the OCS channel increases brand awareness. 
Price-to-sales valuation incorporates the company s ability to generate revenues with the expectation that 
ultimately the growing revenue stream will manifest itself into positive earnings when the break-even 
point is surpassed.   

Jammin Java s revenue profile is expected to continue experiencing rapid growth since the significant 
distribution agreements with the major grocery chains of Safeway and Kroger are relatively recent.  
In the valuation process, it is important to incorporate a mechanism which takes into account that Jammin 
Java is experiencing triple-digit revenue growth. Comparable companies should share this same 
fundamental attribute of revenue growth. Regretfully, smaller, rapidly-growing coffee companies cannot 
be valued currently since they have been acquired, namely Diedrich Coffee, Timothy's Coffees, Tully s 
Coffee, D.E Master Blenders (Douwe Egberts), Caribou Coffee, etc. It is typical for the price-to-sales 
multiples of young firms that appear to have vast potential to be well above those of moderately growing 
companies, sometimes expanding well above 30 times trailing twelve-month (TTM) sales. Therefore, 
Jammin Java s current P/S ratio of 11.9 based on TTM revenues is not disconcerting.   

The P/S valuation range for comparable coffee-related companies with moderately growing sales profiles 
(relative to Jammin Java) is between 2.9 and 7.3 times TTM revenues. Currently, Starbucks, Green 
Mountain Coffee Roasters and Tim Hortons are trading between 3.6 and 4.0, with a mean P/S valuation 
of 3.8 times.   

Since Jammin Java has the potential and is expected to generate meaningful increased revenues over 
the upcoming quarters, our price target is based on a price-to-sales ratio valuation using estimated 
forward revenues. Given the company s exposure to the attractive premium coffee industry, extremely 
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strong revenue growth exhibited by reported financial results and rapidly growing grocery-store presence, 
we are projecting TTM revenues of $13.5 million through April 2014. Based on evaluating current price-
to-sales multiples of comparable companies within the industry and an expectation that Jammin Java will 
be valued at 4.0 times projected TTM sales, our target for Jammin Java is $0.56.  

P/E EPS TTM TTM TTM
% Chg Current Growth Price/ Price/ Gross

YTD FY 5Yr Est Book Sales Margin

JAMMIN JAVA CORP. 162.5 N/M 20.0 7.7 11.9 35.9%
S&P 500 18.7 15.6 10.8 4.5 2.7 N/A

Industry Mean 26.8 22.6 10.5 4.5 4.1 45.0%
Industry Median 18.8 19.3 10.0 2.8 1.1 37.1%

GREEN MTN. COFFEE 62.5 17.7 18.6 3.9 2.4 36.6%
STARBUCKS CORP. 43.8 28.9 18.7 10.0 4.0 57.1%
DUNKIN BRANDS 36.3 29.5 15.5 13.5 7.1 78.1%
TIM HORTONS INC. 17.5 20.1 12.0 7.2 2.8 24.6%
FARMER BROS. CO. 9.1 18.5 20.0 3.2 0.5 37.5%

Industry Comparables

  

The valuation process for small and mid-cap companies is also dependent upon profiling the potential 
level of a specific company s profitability through gross margin analysis, and then applying that input to 
help verify the price-to-sales valuation methodology. Analyzing a company's level of profitability is often 
the most important aspect of equity valuation analysis. Utilizing the gross margin, which takes into 
account the company s structural costs, it should be noted that JAMN s gross margin is almost at the 
industry comparable median and is still expanding. Fundamentally, the company s new distribution 
opportunities are skewed towards RealCups, which have higher gross margins than whole bean or 
ground coffee products.  

Industry comparables should be carefully chosen such that the character of revenues and the related 
profitability are similar. Accordingly, coffee-related companies with low gross margins ought to be 
avoided, along with firms whose coffee operations do not generate at least half the company s revenues.                    
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       BALANCE SHEET &PROJECTED INCOME STATEMENT  

JAMMIN JAVA CORP.
Year ending January 31 1/ 31/ 2010 1/ 31/ 2011 1/ 31/ 2012 1/ 31/ 2013 7/ 31/ 2013
ASSETS

Cash 27,513 2,467 835,878 0 410,061
Restricted cash 65,382 0
Account s receivable 0 0 34,782 415,721 1,629,165
Notes receivable -related party 0 0 0 0 2,724
Inventory 0 0 0 0 2,982,303
Prepaid expenses 0 218,163 144,726 173,264 364,501
Other current assets 0 0 41,560 24,387 0
Total Current Assets 27,513 220,630 1,056,946 678,754 5,388,754

Property and equipment, net 1,294 555 9,903 19,705 69,808
License agreement 0 640,000 766,000 705,667 681,334
Deferred financing costs 0 0 0 43,490 0
Ot her asset s 0 0 0 0 15,716
TOTAL ASSETS 28,807 861,185 1,832,849 1,447,616 6,155,612

Liabilities and Stockholders' Equity

Accounts payable 6,973 24,061 22,485 762,663 876,197
Accounts payable- related party 2,258 0
Accrued expenses 0 0 14,723 92,586 53,253
Accrued expenses - related party 30,073 84,503
Bank Overdraft 8,931 0
Notes payable - related par t y 37,911 47,936 51,275 9,454 0
Secured promissory note, net 0 0 0 320,075 0
Notes payable - current 0 0 0 0 6,207
Derivative liability 0 0 0 120,006 0
Total Current Liabilities 44,884 71,997 88,483 1,346,046 1,020,160

TOTAL LIABILITIES 44,884 71,997 88,483 1,346,046 1,020,160

Common stock 98,910 69,297 76,744 79,377 97,959
Shares due from Ironridge 0 0 0 0 (674,450)
Additional paid-in-capital 358,604 1,294,717 4,708,487 7,081,011 13,904,488
Subscription receivable (50,000)
Accumulated deficit (423,591) (574,826) (3,040,865) (7,058,818) (8,192,545)
Total Stockholders' Equity (16,077) 789,188 1,744,366 101,570 5,135,452

TOTAL LIABILITIES & STOCKHOLDERS" EQUITY 28,807 861,185 1,832,849 1,447,616 6,155,612

Shares outstanding 98,910,594 69,297,650 76,744,150 79,373,546 95,722,901
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JAMMIN JAVA CORP.
Income Statement FY 1Q 2Q 3Q 4Q FY

FY 2011 FY2012 FY2012 FY2012 FY2012 FY 2012
Period ending 1/ 31/ 2011 4/ 30/ 2011 7/ 31/ 2011 10/ 31/ 2011 1/ 31/ 2012 1/ 31/ 2012

Revenue 1,037 27,955 43,742 126,786 204,215 402,698

Cost of sales:
Cost of sales products 1,691 23,184 46,291 96,231 174,689 340,395
Total cost of sales 1,691 23,184 46,291 96,231 174,689 340,395

Gross Income (654) 4,771 (2,549) 30,555 29,526 62,303

Operating Expenses:
Compensation and benefits 0 0 478,999 460,318 939,317
Selling and marketing 19,870 50,353 60,572 91,093 221,888
General and administrative 150,581 165,918 432,159 386,492 384,803 1,369,372
Farming cost               -                -                -                -                -                -  
Impairment of property and equipment               -                -                -                -                -                -  
Impairment of license 0 0 0 0 0 0
Total operating expenses 150,581 185,788 482,512 926,063 936,214 2,530,577

Other income (expense):
Interest income 0 (34) 970 940 598 2,474
Interest (expense) 0 0 (69) (68) (102) (239)
Other expense 0 0 0 0 0 0
Total other income (expense) 0 (34) 901 872 496 2,235

Net Income (Loss) (151,235) (181,051) (484,160) (894,636) (906,192) (2,466,039)

Net loss per share:
Basic and diluted loss per share (0.00) (0.00) (0.01) (0.01) (0.01) (0.03)

Wgted avg. shares - basic & diluted 95,508,310 69,654,925 74,275,802 76,744,150 76,744,150 74,393,386

Gross Margin N/M  17.1% -5.8% 24.1% 14.5% 15.5%

Income Statement FY 1Q 2Q 3Q 4Q FY
FY 2012 FY2013 FY2013 FY2013 FY2013 FY 2013

Period ending 1/ 31/ 2012 4/ 30/ 2012 7/ 31/ 2012 10/ 31/ 2012 1/ 31/ 2013 1/ 31/ 2013

Revenue 402,698 309,614 559,485 536,055 411,278 1,816,432

Cost of sales:
Cost of sales products 340,395 234,533 492,728 382,741 324,216 1,434,218
Total cost of sales 340,395 234,533 492,728 382,741 324,216 1,434,218

Gross Income 62,303 75,081 66,757 153,314 87,062 382,214

Operating Expenses:
Compensation and benefits 939,317 575,663 635,066 567,668 659,389 2,437,786
Selling and marketing 221,888 177,778 124,994 191,566 (232,108) 262,230
General and administrative 1,369,372 216,060 277,712 237,774 731,965 1,463,511
Farming cost               -                -                -                -                -                -  
Impairment of property and equipment               -                -                -                -                -                -  
Impairment of license 0 0 0 36,000 0 36,000
Total operating expenses 2,530,577 969,501 1,037,772 1,033,008 1,159,246 4,199,527

Other income (expense):
Interest income 2,474 310 103 48 (461) 0
Interest (expense) (239) (69) (15,320) (53,896) (80,895) (150,180)
Other expense 0 0 0 (11,200) (39,260) (50,460)
Total other income (expense) 2,235 241 (15,217) (65,048) (120,616) (200,640)

Net Income (Loss) (2,466,039) (894,179) (986,232) (944,742) (1,192,800) (4,017,953)

Net loss per share:
Basic and diluted loss per share (0.03) (0.01) (0.01) (0.01) (0.02) (0.05)

Wgted avg. shares - basic & diluted 74,393,386 76,744,150 76,744,150 77,618,723 78,500,000 77,338,169

Gross Margin 15.5% 24.2% 11.9% 28.6% 21.2% 21.0%
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JAMMIN JAVA CORP.
Income Statement FY 1Q 2Q 3Q 4Q FY

FY 2013 FY2014 FY2014 FY2014 FY2014 FY 2014 E
Period ending 1/ 31/ 2013 4/ 30/ 2013 7/ 31/ 2013 10/ 31/ 2013 1/ 31/ 2014 1/ 31/ 2014

Revenue 1,816,432 817,049 1,605,438 2,600,000 3,800,000 8,822,487

Cost of sales:
Cost of sales products 1,434,218 318,161 1,133,359 1,781,000 2,546,000 5,778,520
Total cost of sales 1,434,218 318,161 1,133,359 1,781,000 2,546,000 5,778,520

Gross Income 382,214 498,888 472,079 819,000 1,254,000 3,043,967

Operating Expenses:
Compensation and benefits 2,437,786 275,157 411,996 450,000 1,500,000 2,637,153
Selling and marketing 262,230 86,213 37,719 65,558 70,000 259,490
General and administrative 1,463,511 451,802 416,946 579,356 600,000 2,048,104
Farming cost               -                -                -                -                -                -  
Impairment of property and equipment               -                -                -                -                -                -  
Impairment of license 36,000 0 0 0 0 0
Total operating expenses 4,199,527 813,172 866,661 1,094,914 2,170,000 4,944,747

Other income (expense):
Interest income 0 0 0 0 0 0
Interest (expense) (150,180) (107,498) (1,176) (10,000) (20,000) (138,674)
Other income (expense) (50,460) 3,135 (319,321) (200,000) (200,000) (716,186)
Total other income (expense) (200,640) (104,363) (320,497) (210,000) (220,000) (854,860)

Net Income (Loss) (4,017,953) (418,647) (715,079) (485,914) (1,136,000) (2,755,640)

Net loss per share:
Basic and diluted loss per share (0.05) (0.00) (0.01) (0.01) (0.01) (0.03)

Wgted avg. shares - basic & diluted 77,338,169 83,903,387 90,108,517 91,308,517 99,308,517 91,157,235

Gross Margin 21.0% 61.1% 29.4% 31.5% 33.0% 34.5%
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     HISTORICAL ZACKS RECOMMENDATIONS   
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