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CHAPTER 5

Certifications for coffee 
cultivation: Characterizing 
personal values of producers  
and consumers

5.1 Introduction

Certification systems for agribusiness have emerged from a new set of 
 demands related to sustainability and food security, imposed on the agri-
food sector. For Leme (2015), certificates are the link between consumers 
who want sustainable products and producers, and industries that change 
their production patterns to meet this demand. Saes and Spers (2006) argue 
that the growing demand of consumers for certified products represents an 
opportunity for farmers to adopt differentiation strategies such as identify-
ing the origin and production method, and thus meet the demand of this 
market (Saes and Spers, 2006).

Leme (2015) states that the quality of special and certified coffees not 
only relates to the specific characteristics of the beverage, these coffees also 
have symbologies linked to the differentiation through their consumption. 
According to the author, consumers of certified coffees, such as those who 
attest to environmental and social aspects of production, not only seek a 
specific distinction in the quality of the beverage, but they also consume in-
tangible aspects such as preservation of the environment, respect for work-
ers, and incentive to family farming. In this sense, quality refers not only 
to intrinsic aspects of the product, such as nutritional content, health, and 
organoleptic characteristics, but to cultural and ethical qualities as well.

Because of the pressure from consumer markets, large roasters and 
corporations in the coffee sector have shown interest in expanding 
the presence of certified sustainable coffees in their product portfolios. 
However, the expansion of this market depends on the performance of the  

João Otávio Meirelles Rattona, Eduardo Eugênio Spersa,b
aESPM, São Paulo, Brazil
bDepartment of Economy, Administration and Sociology, ESALQ—USP, Piracicaba, Brazil


	Front Cover
	Coffee Consumption and Industry Strategies in Brazil
	Copyright
	Contents
	Contributors
	Section 2   Coffee farmers perception and contribution: Certification and strategies 
	5 Certifications for coffee cultivation: Characterizing personal values of producers and consumers
	 5.1  Introduction



