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Combining flavours!
Working towards a sustainable tea, coffee and cocoa 

supply chain: an interchange of strategies to address 

social, environmental and economic issues.

Co
nt

en
t

E
xe

cu
ti

ve
 s

u
m

m
a

ry
 –

 2

In
tr

o
d

u
ct

io
n

 –
 3

B
u

il
d

in
g

 b
ri

d
g

es
 f

o
r 

tr
o

p
ic

a
l c

o
m

m
o

d
it

ie
s 

– 
5

Se
tt

in
g

 t
h

e 
sc

en
e 

o
n

 

su
st

a
in

a
b

le
 c

o
m

m
o

d
it

ie
s 

– 
10

Ta
ck

li
n

g
 t

h
e 

p
er

ti
n

en
t 

 

is
su

es
 in

 t
h

e 
va

lu
e 

ch
a

in
s 

– 
12

St
ra

te
g

ie
s 

fo
r 

su
st

a
in

a
b

le
  

te
a

, c
o

ff
ee

 a
n

d
 c

o
co

a
 

in
d

u
st

ri
es

 –
 1

3

N
ex

t 
st

ep
s 

to
w

a
rd

s 

su
st

a
in

a
b

le
  

va
lu

e 
ch

a
in

s 
 –

 1
8

C
o

n
fe

re
n

ce
 e

va
lu

a
ti

o
n

 –
 1

8

C
lo

si
n

g
 r

em
a

rk
s 

–1
9

P
re

ss
 a

tt
en

ti
o

n
 –

 2
0

A
 p

er
so

n
a

l n
o

te
 –

 2
2

Th
e 

o
rg

a
n

iz
er

s 
– 

23

Fl
a

vo
u

rs
 f

ro
m

 t
h

e 

co
n

fe
re

n
ce

 –
 2

4

18th April 2008, Amsterdam, the Netherlands
Tropical Commodity Conference Report

more 

tasteful

now

What 
do you intend to do as a follow-up to the conference, please specify?ngo: I want to do an impact  

assessment of different certifi­
cation schemes to find out if  

and what the effects are,  especially at the  producer level. 



2 Executive summary

Growing public concern over 

the social and environmental 

impacts of commodity produc-

tion has prompted responses 

from mainstream traders, pro

cessors and retailers. In recent 

years, a range of similar initia-

tives, programmes and systems 

have been developed to deal 

with specific pieces of the sus-

tainability puzzle, separately for 

each commodity. 

These approaches vary in ambi-

tion, social and environmental 

impact, and political and tech-

nical feasibility. Cooperation 

between producers, NGOs, gov-

ernments, traders, processors 

and manufacturers is necessary 

for these initiatives to realize 

their full potential and improve 

social and environmental condi-

tions at the farming end of the 

commodity value chains.

Low returns and high risks 

experienced by tea, coffee and 

cocoa producers are direct con-

sequences of the combined ef-

fect of declining terms of trade, 

price volatility and corporate 

concentration in the tropical 

commodities sector. The small-

scale producers and workers 

affected by this scenario fall 

into the poorest segment of the 

population. 

The Tropical Commodity Con-

ference - ‘Combining Flavours!’ 

generated much interaction, 

highlighting the complementa-

rities in the different approach-

es and constraints in addressing 

problems in tropical commodity 

chains. The conference organ-

izers succeeded in bringing to-

gether 120 stakeholders from 

16 countries, from different 

backgrounds and commodi-

ties. They shared their views, 

exchanged ideas and identified 

challenges ahead in the near 

future. 

Stakeholders identified areas of 

mutual interest, on both sides 

of the divide: production and 

demand. On the production 

side, it is necessary to share the 

costs of adopting sustainable 

production practices and pro-

vide incentives for sustainable 

production, instead of loading 

the costs of compliance onto 

producers. On the consumer 

side, the market for sustainable 

products should be expanded, 

without confusing consumers 

with an overload of different 

labels and ‘sustainability’ mes-

sages. 

Best practices and strategies 

were shared and this inspired 

the stakeholders to commit 

themselves to work on practi-

cal solutions on the producers’ 

side as well as the consumers’ 

side of the value chain. Sara 

Lee - Douwe Egberts will push 

certification in tea and coffee 

to reach 100% sustainable sour

cing. Tchibo will use a down to 

earth communication strategy 

to better inform coffee consum-

ers and increase sustainable 

consumption. Max Havelaar will 

strive for full transparency and 

clear communication between 

the certification schemes. 

Cargill wants to share the costs 

of training and improvements 

with development aid agencies. 

Solidaridad will improve the 

marginalised farmers’ aware-

ness and understanding of 

sustainability. FFS Foundation 

will link farmer field schools 

to sustainable tea, coffee and 

cocoa programmes. Conserva-

tion International will advocate 

speeding up and expanding the 

process of certification. GBCC 

will invest in creating long-term 

relationships between traders 

and producer groups in Ivory 

Coast. The Ministry of LNV will 

promote sustainable products 

in Dutch government procur-

ment. Oxfam International 

will ensure that NGOs from 

producing countries actively 

participate in the development 

of sustainable strategies. 

‘Combining Flavours’, the 

Tropical Commodity Conference 

succeeded in its effort to build 

shared understanding and ap-

proaches to sustainability in 

the tea, coffee and cocoa sec-

tors. The stakeholders shared 

a sense of urgency to improve 

the commodity chains. They will 

formulate specific action plans 

to develop and effectively im-

plement sustainable practices 

throughout the chains. In order 

to continue the multi-stake-

holder discussion, an agenda 

of activities has been included 

in this conference report. All 

participants are invited and en-

couraged to share their vision, 

and work together for more sus-

tainable tea, coffee and cocoa 

sectors.
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The cash crops coffee, tea and cocoa are facing 

considerable sustainability challenges on the 

social, economic and environmental fronts. 

Coffee, tea and cocoa play a crucial role in the 

livelihoods of millions of rural households 

across the developing world, and have the 

potential to lift many out of poverty. In reality, 

however, the small-scale producers of these 

commodities receive only a fraction of the value 

of global tea, coffee and chocolate retail sales.

The value chains of these commodities are 

different. Nonetheless, in recent years a range 

of similar initiatives, programmes and systems 

have been developed to deal with specific pieces 

of the sustainability puzzle, separately for 

each commodity. Transforming coffee, tea and 

cocoa industries to a high level of sustainability 

presents an extraordinary challenge to all the 

stakeholders. Cooperation between producers, 

NGOs, governments, traders, processors and 

manufacturers is necessary for these initiatives 

to realize their full potential and improve the 

working and living conditions at the farming-end 

of the chains. 

The coffee sector is a front-runner in this field, 

from which tea and cocoa stakeholders can 

learn. Over the last few years, major companies 

supplying the mainstream markets have started 

to take an interest in production standards 

and certified produce. New certification 

Introduction
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initiatives for the tea and cocoa sectors are 

emerging. These initiatives are often joint 

projects of NGOs and companies (eg. Unilever 

with Rainforest Alliance, and Sara Lee with Utz 

Certified for tea; and Cargill with Utz Certified for 

cocoa). Although the overall developments are 

promising, growth in the demand for certified 

products is an essential condition to improve 

working and living conditions of producers, 

worldwide . 

At the same time, it is important to ask, to what 

extent do codes of conduct bring about real 

improvements in the material wealth, social 

well-being and empowerment of workers and 

other local stakeholders. It is also necessary 

to determine whether codes themselves 

have negative or unexpected impacts, for 

example, exclusion of small-scale producers. At 

present, local stakeholders such as producer 

organisations, trade unions and labour related 

NGOs, are presented with codes of conduct 

on social and labour issues, which have been 

developed without their participation. It 

must be recognized that the knowledge these 

organizations possess, their familiarity with 

the local context, and their understanding 

of the technical, social, cultural, political and 

economic characteristics of the area, would be 

an invaluable input when designing measures to 

bring about positive social change. 

This Tropical Commodity Conference report 

clearly shows the commitment of the 

stakeholders to overcome the challenges 

and difficulties and make the tea, coffee and 

cocoa value chains more sustainable. The 

comprehensive presentations of the keynote 

speakers from NGOs and industries in the plenary 

sessions and discussions show their openness 

to discuss the issues at stake. The results of the 

highly animated and dynamic group sessions 

reveal the shared awareness of the challenges 

ahead. 

The executive summary presented above may be 

seen as a plea for further cooperation amongst 

the different stakeholders. While that is so, it 

does present an outline of the main initiatives 

and the extraordinary challenges ahead. 

The report details the plenary speeches and 

discussion sessions, provides the outcomes of 

the group sessions, in models, and outlines the 

ideas for the near future. In line with transparent 

multi-stakeholder processes, the conference 

evaluation and the list of participants are 

included. 

What in your opinion is the 

single most important outcome 

of the conference?

policy/research: All relevant 

parties were willing to work 

together and discuss while 

respecting the views of others.
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Opening statement from Marcel Vernooij, 

Management Team, Department of Trade and 

Industry, Ministry of Agriculture, Nature and 

Food Quality of the Netherlands

Ladies and gentlemen,

Dutch people cannot imagine a day without 

tea, coffee or chocolate. The day gets a head 

start with chocolate sprinkled on bread, 

the labour spirit is kept high by many cups 

of coffee, and a regular tea provides the 

necessary comfort. Chocolate is also strongly 

favoured in Belgium, Switzerland and Germany. 

The Italians have embraced coffee and the 

Fins are world champions in drinking it. 

And what would Britishness be without tea! 

Tropical commodities are strongly rooted 

in the European cultural heritage. They link 

farmers in the south with consumers in the 

north, several times a day, throughout the year. 

We are taking all this completely for granted. 

Many people are rather ignorant of the origins 

of their food and for tropical commodities, 

by default, we need to build a longer bridge 

to get an understanding between farmer and 

consumer.

The Dutch government favours international 

initiatives to enhance sustainable 

commodities. We provide support for 

programmes and activities and feel particularly 

responsible for commodities in which The 

Netherlands holds a pivotal position in the 

world economy: timber, palm oil and soy.

And of course cocoa, where this country is a 

world leader in imports and processing.

There are many encouraging initiatives in 

promoting sustainable cocoa. My minister has 

committed 12 million Euro to 22 projects 
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in several countries, focusing on capacity 

building, innovations, living standards and 

ecologically sound practices. 

Despite all initiatives, a clear framework for 

sustainable cocoa is not yet in place. There is 

little information for consumers. This is why 

we are also supporting the Roundtable for a 

Sustainable Cocoa Economy. It is promising, 

given the participation of the majority of the 

stakeholders in the world cocoa economy. 

The first meeting in Accra, Ghana resulted 

in a coherent package of actions. We have 

again committed financial resources for the 

next meeting and hope that it will result in 

a set of overarching principles and further 

understanding on standards, criteria and 

certification.

There are many challenges ahead in putting 

sustainable development into practice for 

agricultural products. Food safety regulations 

demand a chain of custody approach. Consumers 

have a right to know how a product has been 

produced and where it comes from. Transparency 

will vice versa allow farmers to produce products, 

which comply with consumer demands. It will 

also help them to negotiate a fair price.

Transparency, furthermore, shows that a product 

has been developed in compliance with laws 

and regulations on labour conditions, food 

safety and phytosanitary measures, biodiversity 

conservation, and trade facilitation. But proper 

mechanisms of compliance will have to be set 

in place. For legal requirements, governments 

will be in charge. In addition, self-regulatory 

mechanisms of the private sector, critically 

monitored by NGOs, have proven to be effective.

Sustainability has to be elaborated in a non-

competitive atmosphere. Efforts should be 

directed towards the mainstream, and at 

the same time promote innovations and the 

development of niche markets. There is a strong 

tendency to focus on farming and without 

a sound product to start with, sustainability 

has little meaning at all. But all partners in the 

chain should take up their responsibility: those 

supplying resources (including finance); farmers; 

companies active in logistics, storage and 

handling; traders; processors; retailers; and the 

consumer.

Smallholder farmers in countries of origin are 

confronted with tremendous challenges and 

ever-increasing quality demands in the market. 

They get extremely competitive prices for their 

products, but have to pay ever-higher bills for 

farm inputs, such as energy, agrochemicals 

and fertilizers. We cannot simply have sky high 

demands on the side of the consumer, and pass 

on the burden, with the bill, over the bridge to 

the farmer. The solution is not for governments 

to increase control of the market through price 

stabilisation mechanisms. The global community 

has abolished many of such mechanisms. 
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What in your opinion is the 

single most important outcome 

of the conference?

ngo: The 5 key sustainability 

issues which emerged from 

the producing country 

stakeholder discussion 

highlighted the homogenous 

issues around tea, coffee and 

cocoa. 

Building bridges for tropical commodities

industry: Positive energy 

and ‘we-feeling’ towards 

the further developments 

of sustainable commodity 

chains.
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because of their ineffectiveness, and is heading 

towards further trade liberalisation. We need less 

checkpoints on the bridge, not more.

There is a need to assist smallholders in better 

organising themselves. Agri-ProFocus is working 

together with partners in the South in chain 

development and capacity building of producer 

organisations. The ministry for Development 

Cooperation and my ministry will continue to 

support farmer organisations and producer 

alliances in developing countries.

Furthermore, the Dutch government is preparing 

the so-called Initiative for Sustainable Trade. We 

will support sector programmes that improve 

sustainability in the first part of value chains 

in developing countries, and to share lessons 

learned in promoting sustainability. Clearly, 

promising initiatives are underway in commodity 

chains like cocoa and soy. A programme for the 

tea sector will also be prepared.

Sustainable products have to be easily 

recognized by consumers. We will continue the 

dialogue with the retail and catering industry 

and envisage an understanding that they 

will promote the availability of high quality, 

sustainable and healthy products, including 

coffee, cocoa and tea.

The consumer is holding a key position. She/he 

should be willing to pay a decent price for a high 

quality product, and cannot demand more and 

expect the price to go down. 

There is also a tremendous opportunity to 

enhance the performance in sustainability of 

companies and organisations. This includes 

consumption. Sustainable food and drink 

products are being served in the offices of my 

ministry. The target for national government 

institutions is to have a fully sustainable food 

and drink package by 2010. We encourage others 

to do the same!

Well: tea, coffee and cocoa are wonderful 

products: produced with dedication by farmers, 

handled with great care in the supply chain, and 

highly valued by consumers. These commodities 

are important components of the cultural 

heritage in producer and consumer countries. 

This is why I have referred to a bridge. A bridge 

that we will continue to improve, jointly. A bridge 

that connects us all.
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Three specialists from commodity producing 

countries share their views on building 

sustainability in the tea, coffee and cocoa value 

chains, from the perspective of producers. 

Mr. Albert Tucker, 

development advisor, Sierra Leone/UK 

Dr. Shatadru Chattopadhayay, 

director Solidaridad South East Asia, India

Mr. Edmond Konan, director of Global business 

consulting, Ivory Coast

Central question: What should be done by 

the different stakeholders to deal with the 

main sustainability issues in the tropical 

commodities chains? 

Introduction: Albert Tucker Sierra Leone/UK on 

Coffee: I would like to point out two key areas, 

which we should keep in mind during today’s 

interaction in this conference:

 

-	 The issue of monitoring product and process 

quality along the value chain; from production to 

the processing industry and on to the final end 

consumer. 

-	 Looking at the reality of PPP (people, planet and 

profit) is most important, because there is a differ-

ence between beautiful ideas on paper, and what 

is really happening in the field; so let us not talk 

about theory but focus on the daily reality.

With these key issues in mind, I see five 

challenges ahead, which should be addressed 

during today’s’ discussions:

1. Create and expand markets for sustainable 

products.

2. Equitable sharing of costs of improvement 

towards sustainable production. In reality the 

majority of the costs are pushed down to the 

weakest part of the chain.

3. Promote sustainable production and provide 

incentives. For example, prices, international and 

local market access, decent labour standards, 

human rights and environmental standards.

4. Stimulate the role of governments to set up 

enabling frameworks across the chain for 

real sustainability. For example, southern 

governments should be stimulated in creating 

the environment for sustainability.

5. Highlight the need to adopt a common 

framework for reporting and monitoring. There 

are many competing schemes in coffee; we need 

a harmonisation of standards and monitoring 

protocols.

Coffee experiences

There is already so much work done in coffee that 

some of you might expect that coffee can be an 

excellent example of sustainability, while we (the 

coffee sector) sometimes feel that we are just 

starting to understand what needs to be done.

We challenge producers in coffee producing 

countries to do 20 different impact assessments 
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for each of us so we can all claim victory. 

We challenge them to certify ten different 

certification systems. This is not wise, it’s not 

sustainable in the long run and completely 

inefficient.

In coffee it is really important that in a country 

where certification programs are in use, we 

coordinate our work, show leadership and 

exchange experiences. In coffee there are many 

of these channels; it is unnecessary to create 

new ones. A good example is a recent one from 

Nicaragua and Mexico; here coffee producing 

groups were brought together to learn from 

each other and to find out how they could 

cooperate in making their marketing more 

efficient.

Dr. Shatadru Chattopadhayay (India) on Tea

The tea sector has, like in other sectors, seen 

sudden changes in the light of a globalising 

world economy. There are many critical 

issues: certification, low wages, low returns 

for producers, environmental issues, gender 

discrimination. Corporate Social Responsibility 

should address these problems. As we know, 

the market is not perfect. This is our common 

challenge: civil society can set the bar for 

credible products, higher. On the other hand, 

we should be aware that too many different 

certification schemes make life difficult for 

producers. Consumers have the right to choose 
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from different labels, producers should also 

have the right to choose. Not every standard 

and scheme suits every producer group. I do 

see an urgent need for more cooperation at 

the producer level. The least we can do is work 

together on the non-competitive issues in the 

certification programmes.

The CSR environment is really important before 

starting certification. You can’t just walk into a 

country and start certifying. Countries differ and 

the same goes for their level of CSR. Important 

factors for measuring the CSR-climate are:  

Role of civil society, level of governance, kind of 

governance and other enabling factors.

Other critical issues are:

- 	 Local ownership of codes; access to markets; 

producers have no understanding of market 

requirements

- 	 Costs of improvement and costs of aggregation 

of smallholders particularly, role of industry to 

invest in the producers

- 	 Issue of competitive advantage: standards are 

seen as a trick to block or protect foreign markets

 “We say that securing responsible and successful 

business practices can be only achieved through 

the combined effects of those engaged in 

business, smart public policy and a viable civil 

society. And for that we need to join hands.”

Mr. Edmond Konan (Ivory Coast) on Cocoa

My colleagues already mentioned most of the 

problems. For me the most important issue for 

cocoa farmers in Ivory Coast is their need to be 

organised and get access to finance and market. 

My company, GBCC, currently works for 20 

cooperatives representing 15.000 farmers. 

For example, GBCC facilitates a financing deal 

between a pool of four social lenders: Etimos, 

Rabobank Foundation, Root Capital and Shared 

Interest and the cooperative union. These lenders 

provide trade finance to enable the cooperatives 

to export directly. In return, GBCC offers their 

members capacity building services at the 

cooperative level.  Based on commonly designed 

action plans, GBCC helps them to strengthen 

their organizational and management capacities, 

to become certified, and links them to cocoa 

buyers and facilitates their access to trade 

finance. Without adequate markets, sharing of 

benefits for smallholders is impossible.
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1. The key is organising produc-

ers, and you say that is a role 

for the industry. But doesn’t 

that need a local indepen-

dence? So, how do you create 

something locally independent 

from what is still created by 

industry? David Rosenberg 

(Ecom)

Shatadru Chattopadhayay: 

What I meant was not that the 

industry should organise the 

small farmers, but it is about 

partnerships with the local 

NGOs. This is a business activity 

of aggregating, which can be 

done in a collaborative mecha-

nism of NGOs and businesses, 

with funding from businesses.

Arnoud Braun (Farmer Field 

School Foundation): We can 

expect some investments from 

the industry in organizing 

farmers. It could be advanta-

geous for industries to orga-

nize farmers, since it makes 

access to these farmers much 

easier for the industry.

2. Should the monitoring of 

certification schemes only be 

done by NGOs or is there also 

a role to play by the govern-

ment? For example, in funding. 

How do these NGOs get the 

funding for all those monitor-

ing of business initiatives? 

Frank Mechielsen (Oxfam-

Novib)

Shatadru Chattopadhayay: 

This is again about cost-shar-

ing. What we need is transpar-

ency on where the money is 

spent. Processors should see 

what the costs are at the begin-

ning of the production chain 

and what the investment in a 

producers’ organization is. It 

is also about credibility of the 

certification schemes. Funding 

by government and industry of 

independently operating NGOs, 

is possible. I acknowledge the 

fact that it is a very delicate 

issue. 

3. There is a problem with 

working together in the pro-

ducing countries on non-com-

petitive issues. All the niche 

markets have a higher price 

because they deliver unique 

goods, but as soon as those 

niche products become main-

stream, how do you prevent 

the prices declining? You have 

a competitive advantage to 

be in the niche market at the 

moment, but how do you see 

that for the future? Maja Sling-

erland (WUR)

Albert Tucker: We shouldn’t 

be scared of the word ‘niche’. 

Question is, how do we market 

it? We have the challenge to 

make sustainability a market 

that people want to be in. We 

make it important to politi-

cians. After all those years in 

promoting coffee, there is 

still progress. We shouldn’t be 

afraid that the market will take 

us over. But how do we make 

the market work for these 

ideas? That is the challenge for 

the North. 

Session summary by Albert 

Tucker: There is a big concern 

about maintaining the market 

of added value products, how 

do we expand existing markets 

and create new ones?

1. We have to make sure we are 

working with the market and 

making the market work for us. 

2. We have heard that there are 

systems there, but we actually 

have to make those systems 

efficient and really mean some-

thing in reality. 

3. We have heard that we are 

progressing towards sustain-

able production and there is a 

key role for governments in the 

North and South.

4. We have to be accountable, 

open and transparent across 

the chain.

The equitable distribution of 

costs is an important issue. 

5. We have to have clear an-

swers regarding investment 

costs, cost-sharing, added 

value and capacity building 

programmes. 

Questions from the audience
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Tackling the pertinent issues in the value chains

CSOs

research

research

indusrty

consumers

producers

Three stakeholder groups (Government, 

Industry, CSOs) discussed how to tackle 

the major challenges in tea, coffee and 

cocoa value chains. This model presents 

the results.

Create markets of sustainable products

Equitable distribution of cost of improvements for (marginalised) 

farmers & to create incentives for sustainable production

govern-
ment

1	 Raise and create consumer awareness in 

consuming & producing countries

2	 Make sustainability an essential aim of 

positioning and marketing

3	 Raise the bar for sustainability: labels & 

branding

4	 Stimulate industry to buy a higher percentage 

of sustainable products

5	 Convince governments to stimulate 

sustainable products/purchasing

6	 Match supply and demand better

1	 Organise smallholders and invest in holistic 

training for farmers to secure long-term quality 

supply

2	 Commitment to share costs by all stakeholders

3	 Link farmers with markets (bargaining power/

value addition) and financial support on mid 

term basis

4	 Provide quality management, assurance + 

certification support

5	 Mobilise local organisations for chain 

development

6	 Create transparency for all actors in the chain 

and efficient impact monitoring

7	 Support casual labourers
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Three key players from coffee, tea and cocoa 

companies will explain their strategies to 

achieve sustainability in the production 

process, along the entire value chain.

Mr. Achim Lohrie, 

head CSR Tchibo, Germany

Mr. Piet Hein Merckens, 

president Douwe Egberts, the Netherlands

Mr. Harold Poelma, 

managing director Cargill cocoa, the Netherlands

Central question: What is your company doing to 

assure the sustainable production of coffee, tea 

and cocoa in the producing countries?

Mr. Achim Lohrie, head CSR Tchibo, Germany:

I have 17 years of experience in CSR, especially in 

cotton and the textile industry. Two years ago I 

started at Tchibo to set up the CSR department. 

Tchibo is a German company for the trade and 

retail of coffee, textiles and hardwoods. It is a 

family owned business, divided into two parts. 

The management is committed to change 

towards sustainable coffee production. The 

company’s biggest motivation for sustainable 

coffee is to safeguard its future business.

Sustainable may have many different meanings. 

For Tchibo, it means certified coffee. The Tchibo 

strategy towards 100% certified coffee is using 

the 4C (Common Code for the Coffee Community) 

as a stepping stone to jump to more demanding 

standards like Rainforest Alliance, Fairtrade and 

Organic. Tchibo has no Utz Certified coffee, for 

different reasons; the most important is that this 

standard is not very well known in Germany.

Mr. Piet Hein Merckens, president Douwe 

Egberts, the Netherlands: 

A few years ago, we started the journey 

towards 100% sustainable sourcing of our 

coffee. The sustainability issue is addressed in 

a mainstream business approach, avoiding a 

niche market solution but matching with quality 

improvements. The DE approach has 3 pillars: 

-	 the partnership with Utz Certified on coffee 

standards 

-	 the DE Foundation has projects on sourcing 

-	 the membership and dialogue in the 4C

The company is committed to work on 

sustainability, not only to address consumer 

expectations, but also to express the company 

culture. 

In terms of tea, there is no other strategy than 

for coffee. Ultimately, the objectives for tea and 

coffee are the same. We want to grow to a total 

sustainable world for tea, 100% certified tea. Tea 

is still in the starting phase, but with the help of 

Utz and with earlier experiences the certifying 

process is expected to go faster than for coffee. 

But still the speed will be determined by the 

progress made upstream in the chain. 

Strategies for sustainable tea, coffee and cocoa industries
o
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What do you intend to do as 

a follow-up to the conference, 

please specify?

union: Stimulate members, 

negotiators and managers to 

work on the theme of tropical 

commodities.

Biggest motivation for sustainable tea is to 

better distribute the money along the value 

chain.

Mr. Harold Poelma, managing director Cargill 

cocoa, the Netherlands: Some of you might not 

know Cargill since we are a relatively low profile 

company. Cargill is active in the processing, 

sourcing and trading of commodities. Cargill is 

also a family company (founded in 1865) that 

processes cocoa, around 500.000 ton/year. So, 

not really a niche player, we can’t take the niche 

approach towards a more sustainable sector. The 

world production on cocoa is at the moment 3.6 

million tonnes with a growing demand of around 

100.000 tonnes every year. Cargill was already 

active in Europe, Brazil and the USA, but started 

10 years ago also in Western Africa. 

It is important for the producing side that the 

farmers feel part of this cocoa value chain 

and see the benefits. It is an illusion to think 

that you can grow a business without having 

the first person in the chain benefiting and 

understanding the value he is adding. Cargill 

sees the need to take its responsibility seriously 

and has become more active also for reasons like 

supply chain transparency, reliability, quality and 

so on. 

The first step to improve quality has been 

bringing the cocoa processing infrastructure 

(finance, knowledge) closer to the farmer 

(shortening the chain). This is the best way to 

give the farmer insights of the market and price, 

and meanwhile get a quality message across. 

Although we have done a lot, we don’t claim 

success while there are still many farmers who 

live on a subsistence basis. The cocoa producers 

in Western Africa need to build capacity on chain 

governance to improve farm productivity (in a 

sustainable way and with a high quality) and to 

improve cocoa quality.

Recently, Cargill started working with several 

partners, like Utz, Heinz, Ahold, Oxfam, 

Solidaridad. The biggest motivation for 

sustainable cocoa is to have mainstream impact 

on cocoa farmers.
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1. Is the main bottleneck to 

be found in the supply side of 

certified commodities?

Piet Hein Merckens explains 

that for the tea sector, supply 

is still a hampering factor, for 

the coffee more and more sup-

ply is available (doubling of 

certified coffee last year), but 

here the problem lies in ab-

sorbing the higher costs.

2. How do you speed up creat-

ing and expanding markets for 

sustainable products?

Achim Lohrie says that Tchibo 

is on one hand a retailer and 

on the other hand a producer. 

There is a big demand on the 

consumer side, but there is a 

communication problem with 

the end consumers. Tchibo 

shops have a down-to-earth 

way of communication to the 

end-consumers. 

Piet Hein Merckens: DE com-

municates through booklets 

in their retail shops and also 

refrains from big promises on 

progress in sustainability. 

Harold Poelma, Cargill is not 

in retail.

3. What about the idea of 

sharing costs of improvement 

along the chain?

According to Piet Hein Mer­

ckens DE consumers don’t 

want to share in the costs of 

improvement, they expect the 

business to have solved the 

sustainability issues already. 

The costs for the farmers to get 

a fair price need to be paid by 

the coffee processors and the 

costs for certification need to 

be shared by all the parties in-

volved. Here, DE sees a leading 

role for government subsidies 

to start up/speed up the certifi-

cation of tea, while later on the 

companies can take over.

Achim Lohrie explains that 

Tchibo has found room in the 

margins on premium coffees 

to afford the learning costs 

of these improvements, later 

extending them to low priced 

coffees.

Harold Poelma from Cargill 

has shared these costs in the 

Utz partnership with other 

companies and development 

agencies.

Questions from the audience:
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Questions from the audience:

4. In Ivory Coast, the cocoa mid-

dle man is impeding the price 

for quality incentives. How do 

you make sure that farmers 

get a better/fair price? Edmond 

Konan (GBCC) 

Harold Poelma explains that 

Cargill is aware of this issue. 

Cargill buys about half of its 

supplies from cooperatives, but 

some of these organisations 

are weak and not well man-

aged. Cargill has the intention 

to shorten the supply chain, to 

make the link between the com-

pany and the farmers, as short 

as possible.

5. How will Tchibo communi-

cate the 4C standard to con-

sumers, as it is a business to 

business model, and how will 

you certify the bulk of your cof-

fee under 4C as these volumes 

are not available now? David 

Rosenberg (ECOM)

Achim Lohrie acknowledges 

these shortages but thinks, of 

all the standards, 4C is most fea-

sible. Although 4C is just used 

as a jumping base for the other, 

more demanding systems, the 

4C certification standards are 

therefore not communicated to 

consumers as such.

Tchibo sees the certification of 

the mainstream bulk as a long-

term process that will start with 

pilots programmes and smaller 

roaster companies.

6. Have you as industries ever 

considered to pay a minimal 

price to coffee, tea and cocoa 

producers that covers at least 

production costs in order to 

make sure / to prevent that 

when prices fall on the stock-

exchange smallholders disap-

pear and that your supply also 

disappears? Esperanza Dionisio 

(Pangoa, Peru)

Piet Hein Merckens responds 

that price guarantees will even-

tually lead to overproduction as 

price fluctuation regulates sup-

ply and demand.

7. I am very happy to see that 

the industry is working on 

sustainability and I will tell my 

380.000 coffee producing small-

holders in Brazil the world is 

really changing. Nevertheless, I 

would really like to know what 

means sustainability to you? 

Secondly, a specific question 

for Sara Lee and Tchibo, how 

much coffee do you buy from 

smallholders and what is the 

total percentage sourced from 

smallholders? Luis Facco (Con-

tag, Brazil)

Achim Lohrie, Tchibo defines 

sustainable coffee as “certified 

or verified according to stan-

dards defined in multi-stake-

holder processes.” Tchibo buys 

around 70% of its coffee from 

smallholders.

Piet Hein Merckens defines 

sustainability as a healthy (in 

social, environmental and eco-

nomic terms) model in which all 

the stakeholders are involved, 

the precise content of sustain-

ability is defined by them. DE 

cannot give a percentage, it 

is more interested in certified 

production as such, be it from 

smallholders or large-scale pro-

ducers.

What do you intend to do as 

a follow-up to the conference, 

please specify?

policy/research: Conference on 

sector-crossing issues in cocoa, 

tea and coffee in cooperation 

with the IDH cross-sector 

learning program

?
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Liesbeth Unger, Oxfam Novib, 

Netherlands: I will convince the tea 

sector to work together in achieving 

sustainability. At this moment, there are 

lots of individual initiatives and therefore 

it’s time for a sector initiative and a tea 

multi stakeholder initiative.

Hans Perk, Solidaridad,

Netherlands: I am proposing to change 

the name from CSR to CS Opportunities. 

We are still not getting the full value 

of what we are doing. For example, we 

still communicate ineffectively with the 

consumers. Somebody has to pay the bill 

for CSR and it has to be done partly by 

marketing communication and also by 

challenging companies to create opportu-

nities in the value chain.

Dr. Shatadru Chattopadhayay, Soli-

daridad, India: We have to take the 

understanding of sustainability from the 

NGOs and from the businesses to the mar-

ginalized communities, particularly the 

farmers, so they can participate in a more 

informed manner.

Luis Facco, Contag, Brazil: 

We, as producers, want the industry to 

buy more sustainable coffee from small-

holders for a fair price. For us this means 

social justice, economic justice and also 

respect for the environment.  

Piet Hein Merckens, Sara Lee, 

Netherlands: We will try to get all the 

stakeholders around the table. We, at the 

demand side, will push NGOs, ourselves 

and governments to push the certifica-

tion in tea and to make sure that the 

discussion is not about the differences 

in certification but far more on what 

unifies us.

Jos Harmsen, Max Havelaar, Netherlands: 

Nowadays, there is the danger of competi-

tion between certification schemes. To 

reach a higher level we should start with 

respect for every certification scheme. We 

can have a real competition only when con-

sumers are well informed. That means full 

transparency and fair communication.

Gine Zwart, Oxfam Novib, 

Netherlands: I take my seat in the 

second ICCO Round Table on a sustainable 

cocoa sector and ensure that there is rep-

resentation of the Southern participants.

	 Edmond Konan, GBCC, Ivory 

Coast: Building long-term relationships 

between the few big players and producer 

groups is necessary as well as sharing the 

benefits of sustainable cocoa production.

Harold Poelma, Cargill, 

Netherlands: Cargill will mobilise a lot of 

people to participate in in the open, in-

clusive Utz certified code. Cargill wants to 

make a meaningful code with a lot of com-

panies. Its not a project for one company 

on a small scale, it’s meant for the main-

stream cocoa market to make an impact in 

the producing countries.

Marcel Vernooij, 

Ministry of Agriculture, Netherlands: 

By bringing stakeholders together for dia-

logue. And giving support on the ground. 

1. LNV facilitates bringing stakeholders 

together for dialogue in 2008 and 2009 in 

the Netherlands and worldwide. 2. LNV 

supports producing countries to produce 

sustainable cocoa. 3. I will promote sus-

tainable drinks in the LNV.  

coffee

coffee

tea

cocoa

cocoa

cocoa

govern-
ment

ngo

Moving forward 
towards sustainable 
value chains
Will your commodity be sustainable 

in the future? What will be 

your contribution to ensure its 

sustainability? These questions were 

addressed to ten major stakeholders 

from the tea, coffee and cocoa value 

chains. Their responses are presented 

in this table.
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G

o
ve

rn
m

e
n

t
N

g
o

U
n

io
n

In
d

u
st

ry
C

e
rt

ifi
ca

ti
o

n

tea

cocoa

ngo

indusrty

indusrty

ngo

certifi-
cation

tea
coffee

union

17

ngo

ngo



18

07
/2

00
8

07
/2

00
9

01
/2

00
9

01
/2

01
0

Next steps towards sustainable value chains

coffee

tea

cocoa

Development of a multi-stakeholder proposal towards continuous improvement of sustainability 

performance in tea producing countries, financed by the Initiative Sustainable Trade, 07/08

Tea Rough Guide 2008, TCC publication

Utz Certified Tea code will be further developed and tested in practice in 2009

Unilever Lipton Yellow Label and PG Tips tea bags sold in Western Europe are Rainforest Alliance  

certified by 2010

Coffee barometer 2008, TCC-publication

Progress of 4C: monitoring by Oxfam-Novib, traded volumes of 4C coffee will be publicly available, 09/08

Quality management workshop (Agri-Profocus) 2009

World Cocoa Foundation Conference, 10/08

Cocoa improvement programme, financed by the Initiative Sustainable Trade Netherlands, 10/08

Cocoa Barometer 2008, TCC-publication 

International Cocoa Organisation (ICCO) - 

Second Round Table for Sustainable Cocoa Economy in Trinidad, 04/09

UTZ Certified finalises the cocoa code in 2009. 10.000 farmers to be group certified in 

Ivory Coast by end 2009.

Evaluation by participants

Appreciation of the various elements of the conference

 	 good	 satisfactory	 neutral	 poor

Opening speech	 35.5%	 45.2% 	 16.1% 	 3.2%

Session southern stakeholders	 22.6%	 48.4% 	 29.0% 	 0.0%

Interaction on challenges	 19.4%	 45.2% 	 29.0% 	 6.5% 

Intervention of special guest Gerry	 71.0%	 12.9%	 12.9% 	 3.2%

Session industry	 25.8% 	 48.4% 	 22.6%	 3.2%

Interaction on partnerships	 20.7% 	 41.4% 	 34.5% 	 3.4% 

Session on ways forward on each commodity	 14.3% 	 21.4% 	 50.0% 	 14.3% 

Closing statement	 7.1%	 32.1% 	 42.9% 	 17.9%  
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Mrs. Farah Karimi, the director 

general of Oxfam Novib 

highlighted a number of issues 

in closing the conference.

First of all, I would like to con-

gratulate the organizers, for 

organizing an inspiring day, 

where many more people had 

wanted to be present; a day 

that truly combined flavours 

in terms of the commodities, 

and in terms of people, and a 

day that welcomed a special 

guest: Gerry the sustainability 

Guru. I think it has been a very 

inspiring day and I will try to 

make some comments and 

some remarks, since so many 

interesting subjects have been 

discussed. 

This conference managed to 

get a variety of actors together, 

even though it is not their natu-

ral inclination to sit together 

in one meeting: companies, 

government, civil society and 

union representatives. Many 

concepts like sustainability, 

traceability, certification, trans-

parency, quality standards, 

compliance, burden sharing, 

chain responsibility, purchas-

ing practices, and chain of 

custody were discussed and 

spoken about during the day. 

All are extremely important, 

to achieve this one thing we 

are all aiming for: better work-

ing and living conditions for 

people that produce those 

great luxury goods that we like 

so much, and they have hardly 

ever tasted: coffee, tea and 

cocoa and that we could never 

consume anymore, if these pro-

ducers and workers would all 

go on strike one day.

What I found really interest-

ing was the debate here with 

the representatives of the 

private sector. The debate 

showed what we have already 

achieved. The gentlemen of 

the private sector talked about 

sustainability and this is a big 

change compared to a few 

years ago. The second point is 

that the private sector is not 

only talking in terms of costs 

but also in terms of opportuni-

ties - another change.

What concerns me is that the 

private sector has adopted cer-

tification, as the solution of all 

problems we face in these trop-

ical commodity value chains. 

We need to remain critical also 

of our solutions like certifica-

tion. Certification surely is an 

important instrument when it 

comes to sustainability. How-

ever, all is not solved just by a 

label on the packet. We need 

to be sure that we do not avoid 

the whole burden of sustain-

ability by ending up resting 

on the weakest shoulders.  

Besides, certification alone is 

not enough to solve problems 

in any value chain. Issues 

around unfair trade; trade rules 

and tariffs need also to be 

addressed for any producing 

country.

Very important in my opinion is 

having the farmers organised, 

and really involving them in 

this whole discussion, as part 

of our process. We are looking 

for an economic model, which 

is profitable for the private sec-

tor, producers and consumers. 

Our challenge, the challenge 

for civil society, is to push you 

not just to talk but also to make 

changes. And, if you take the 

first step we will challenge you 

to do the next step, again and 

again. The civil society organi-

zations should not fear to show 

their teeth when needed, and 

will continue to closely moni-

tor the real impact of compa-

nies on poverty. For example, 

Unilever was not represented 

today - if you are serious about 

your corporate social responsi-

bility take the step and become 

part of the discussion.

The important thing is that 

today we started a new initia-

tive, the Tropical Commodity 

Coalition. Therefore, I would 

like to present the members 

and ask them to stand up and 

introduce themselves - Hivos, 

Solidaridad, Oikos, Somo, Fair-

food, India Committee of the 

Netherlands, BothEnds, FNV 

Bondgenoten, CNV Bedrijven-

bond and Oxfam Novib. I am 

really happy that the Coffee 

Coalition managed to make 

this re-start and will use all its 

valuable experience, gained 

over the past five years in the 

coffee sector, for the other 

commodities. I would like to 

congratulate the TCC staff 

Sjoerd Panhuysen and Bärbel 

Weiligmann on the work they 

have done and wish them all 

the best in the new challenges 

lying ahead.

Finally I would like to thank the 

organisers: LNV, Agri-ProFocus 

and the TCC for organising this 

challenging day, and give a spe-

cial thank you to our visitors 

from abroad who travelled far 

to be able to attend and take 

part in the panels and discus-

sions.

And last but not least, I would 

like to thank the facilitators: 

Bärbel and Kwame; despite 

the physical distance between 

Ghana and the Netherlands 

you two managed to be an ex-

cellent team.

It is now my pleasure, to invite 

you all for a drink and encour-

age you to mix flavours!

Closing remarks 19
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	 In the newspapers:

-	 Volkskrant: 18-04-2008: Cacao vaker duurzaam 

geproduceerd.

-	 Volkskrant: 17-05-2008: ‘Goede’ chocolade 

onder handbereik

-	 Het Nederlandse Dagblad: 18-04-2008:  

Cruciaal moment voor duurzame cacao

-	 Barneveldse Krant: 18-04-2008:  

Cruciaal moment voor duurzame cacao

-	 Friesch Dagblad: 18-04-2008: Chocolaatje – 

Nederland schakelt als wereld grootste cacao 

importeur over op duurzame cacao

-	 Het Goede Leven: 18-04-2008: Nederland 

schakelt als wereld grootste cacao importeur 

over op duurzaam geproduceerde cacao

	 On the Internet:

-	 Kassa.nl: 18-04-2008:  

Cruciaal moment voor duurzame cacao

-	 AgriHolland.nl: 17-04-2008:  

Nederland stimuleert duurzame cacao-  

en koffieproductie wereldwijd



22 A personal note

Dear friends!

What an incredible pleasure 

it was for me to meet you all 

in the conference ‘Combining 

Flavours’! I poured every little 

flavour out of my female es-

sence to top all your interest-

ing sustainability flavours up. 

And, together we made a great 

blend. Didn’t we? 

Despite all our differences, the 

atmosphere was so open and 

willing to meet and exchange. 

And, on a deep level, Gerry 

knows that this was only the 

beginning! As ‘a natural born 

ambassador’, my temperature 

is rising and rising to take my 

responsibility in this chain 

process. 

It is time we unify our agen-

das, and we agree on at least 

one goal: to make our certified 

tea, coffee and cocoa finally 

really hot! In the conference, 

I told you that I am hot for 

this international campaign. 

And also, a lot of my celebrity-

network will be. And we all 

know what will happen to the 

consumers, restaurants, cafés 

and companies who are not 

drinking our certified hot bev-

erages: they will be definitely 

not hot, anymore! 

This is my little revolution for 

you all. We are all hot for it 

now, so let’s not wait too long. 

We have to speed up. In the 

meantime you can already 

start your own little revolution 

by proudly wearing the ‘I am 

hot’ button. So, if you want 

to join in with this campaign, 

please let me know: info@tea-

coffeecocoa.org

With love, Gerry

22
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Ministry of 
Agriculture, Nature 
and Food Quality

‘Food production and rural ar-

eas of international standing’. 

Under this banner the Ministry 

of Agriculture, Nature and Food 

Quality of The Netherlands 

strives for safe, responsibly 

produced food and a living 

countryside. Rural areas must 

remain economically viable 

while preserving landscape 

and heritage. The ministry also 

seeks to strengthen the inter-

national competitive position 

of the agriculture sector based 

on socially responsible enter-

prise. We cannot achieve this 

alone. All stakeholders need 

to take up their responsibility. 

Transparent decision-making 

is a precondition. The ministry 

of Agriculture, Nature and Food 

Quality directs, creates the nec-

essary frameworks, stimulates 

and provides funding.

www.minlnv.nl 

Agri-ProFocus

Agri-ProFocus is a partnership 

of donor agencies, credit in-

stitutions, fair trade organisa-

tions, training institutes and 

knowledge institutions. The 

partnership believes that 

strong rural producer organi-

sations play a crucial role in 

economic development, the 

strengthening of democracy 

and poverty alleviation in rural 

areas. However, such organisa-

tions often lack the capacity 

and means to realise their po-

tential. Promoting ties between 

Agri-ProFocus member organi-

sations and the business sector 

is an effective way to help pro-

ducer organisations fulfil this 

important role. 

Agri-ProFocus concentrates on 

three focal areas:  chain devel-

opment, (financial) services to 

producer organisations and 

capacity building. The network 

is supported by a bureau, 

which focuses on: facilitation 

of cooperation between Agri-

ProFocus´members and other 

stakeholders in so called “tra-

jectories”, organisation of ex-

pert meetings on issues related 

to producer organisations and 

enabling the exchange of infor-

mation through a service desk.

www.agri-profocus.nl

Tropical 
Commodity 
Coalition

Tropical Commodity Coalition 

comprises eight non-govern-

mental organisations: Hivos, 

Oxfam-Novib, Solidaridad, 

Oikos, Somo, Fairfood, India 

Committee of the Nether-

lands, BothEnds and two trade 

unions, FNV Bondgenoten, CNV 

Bedrijvenbond. It cooperates 

with NGOs and trade unions in 

coffee, tea and cocoa producing 

countries to improve the social, 

environmental and economic 

conditions at the beginning of 

the coffee, tea and cocoa value 

chains.

Tropical Commodity Coali-

tion addresses the social, 

environmental and economic 

conditions in the coffee, tea 

and cocoa chains through or-

ganising informed debates, in 

both the South and the North. 

The TCC ensures coordination 

of the members’ activities 

where needed and compiles 

lessons learnt and promotes 

the interchange of strategies 

to build shared understanding 

and approaches to sustain-

ability in these commodities. 

TCC shares its knowledge and 

influences policies and plans 

of companies, standard bodies, 

CSR initiatives, governments, 

NGOs and unions to develop 

and implement sustainable 

practices efficiently through-

out the coffee, tea and cocoa 

chains. TCC creates an enabling 

environment for civil society 

stakeholders from producing 

countries to join and take an 

active part in the sustainable 

commodity debate. 

www.teacoffeecocoa.org

The organizers
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Tropical Commodity Coalition 

Design  Tegenwind, 

Roelant Meijer, Utrecht

Printing  Drukkerij Mostert 

& van Onderen!, Leiden	
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Abbreviations

CSO: Civil Society Organisations 

(NGOs + unions) CSR: Corporate 

Social Responsibility  

GBCC: Global Business 

Consulting Company  

DE: Douwe Egberts

NGO:	 Non Governmental 

Organisations SL: Sara Lee

TCC:	 Tropical Commodity 

Coalition 4C: Common Code for 

Coffee Community

LNV:	Ministry for Agriculture, 

Nature and Food Quality

Ministry of 
Agriculture, 
Nature and 
Food Quality
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“Combing flavours!” recon-

firmed that sustainable de-

velopment is the overarching 

objective for governments, 

business, farmers, and NGOs in 

tropical commodities. 

There are still many challenges. 

Consumers have to be more 

aware of the impact of their 

food choices on producing 

countries. Retailers and res-

taurants should promote the 

consumption of sustainable 

products. Processors and trad-

ers are to improve their social 

and environmental business 

performance. Farmers need 

to work on top quality cocoa, 

coffee and tea, and have to get 

better-organized. 

As the Dutch Government, we 

will continue to participate in 

the (inter)national dialogue 

and promote sustainability 

initiatives in tropical commodi-

ties. We are encouraged by the 

constructive and pragmatic 

atmosphere of the conference 

“Combing flavours!”.

Marcel Vernooij, Ministry of 

Agriculture, Nature and Food 

Quality, The Netherlands
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“Combining flavours!” was for 

me a huge success because of 

the personalities the organiz-

ers were able to pool together 

and the frankness with which 

the issues were discussed. I 

am grateful for the platform 

created for us to interact with 

other key players, particularly 

from industry.

The industry players realized 

the need to consider sharing 

the cost of improvement and 

to provide incentives for con-

tinued supply of sustainable 

commodities. This was made 

clear through our collabora-

tive efforts. I guess 

industry also 

acknowl-

edges the 

power and 
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Flavours from the conference

importance of civil society in 

the supply chain. Unless we 

continue to engage industry to 

commit itself to the ideals we 

advocated, they are likely to 

renege on their promise to work 

together for the benefit of all, 

particularly the producers. If we 

ever thought there is the need 

to be hot, I tell you, this is the 

time. Being HOT means to con-

tinue to work with PRODUCERS, 

INDUSTRY and CONSUMERS to 

achieve total SUSTAINABILITY. 

Yaw Osei-Owusu, 

Conservation International, 

Ghana

What in your opinion is the single most important 
outcome of the conference?

union: It has put tea and cocoa  
on the agenda, and there is  
now a sense of urgency to improve these chains.

What do you intend to do as a follow-up to the conference, please specify?industy: Speeding up our  
efforts to convince customers  

to increase the use of  certified products.


