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Abstract 

 

In recent years the number of certifications on commodities that in various ways address 

social and/or environmental conditions has increased. Using coffee as an example, this thesis 

explores the five certifications found on coffee retailed in Sweden; Rainforest Alliance, 

Fairtrade, UTZ Certified, European Union certification for organic farming and KRAV. A 

consumer perception survey carried out outside different grocery stores examines how these 

certifications are perceived by the general public. The thesis seeks to establish if consumer 

perception matches with the actual achievements of the certifications.  

 

The comparative analysis, based on a thorough review of existing literature, displays the 

existence of large variations between the certifications. A certification can either work to hold 

the bar, simply upholding existing conditions or work to raise the bar, aiming to improve 

existing conditions. The comparative analysis concludes that Rainforest Alliance and UTZ 

Certifies largely holds the bar concerning coffee production while Fairtrade, the European 

Union certification for organic farming and KRAV in different ways tries to raise it.  

 

The consumer perception survey establishes that KRAV is by far the most recognised 

certification, followed by Fairtrade. 85 percent of all respondent associate KRAV with 

organic production and 80 percent of those recognising the Fairtrade certification symbol 

associate it to taking strong social responsibility.  

 

Overall, the consumer survey can be regarded to match the actual standards of the 

certifications relatively well. However some results, mainly concerning Rainforest Alliance 

suggest that the certification is holding a higher degree of appreciation than it actually 

deserves. Roughly one quarter of those recognising the Rainforest Alliance logotype 

associates it with organic production and about one third associate it to taking strong social 

responsibility. In a broader perspective this can be assumed to have to do with the phenomena 

of Greenwashing, corporative attempts to make a product seem more environmentally 

beneficent than it actually is. This is something that should be taken seriously since it does not 

contribute to a sustainable development, it might fuel the hollowing out of certificatory 

initiatives and further complicate for those consumers aiming to shop responsibly.  
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1 Introduction 

1.1 Introductory view and objective 

In recent years there has been an increase in the number of certifications addressing 

environmental and social standards amongst commodities coming from the agricultural sector 

(Kjörling & Halkjaer 2008). Coffee is one of the commodities that have been influenced by 

the increase and according to Raynolds et al. (2007 p. 147) the rise can be seen as a result of 

“the globalization of production and the declining state regulation of environmental and social 

conditions”. As a result of the decline, corporations and non governmental organisations, 

NGOs, are promoting new governance mechanisms. Ethical and organic labelling of products 

has increased in order for corporations to be recognised as socially and environmentally 

sound. Consumers have come to regard these certifications as “symbols of quality and ethical 

practices in global business” (Raynolds et al. 2007 p. 147) and supporters are often heralding 

these private regulated certifications as being the most promising way to fill the regulatory 

vacuum that has emerged (Raynolds et al. 2007). However, media reports of the confusion 

different certifications bring and how it gets harder to make enlightened choices. In a 

newspaper article, an investigator at the Swedish Consumer Agency claims that “it is difficult 

to be a consumer today with so much to take position to. Consumers would benefit from a 

more uniform environmental certification” (Gometz 2008 p. 17). In 2007, even the Swedish 

Minister for the Environment, Andreas Carlgren and the Minister for Agriculture, Eskil 

Erlandsson published their worries in an opinion article that “too many different certifications 

risk tiring consumers” (Carlgren & Erlandsson 2007 p. 5). 

 

Although certification and labelling initiatives are highly voluntary they are becoming 

increasingly important vehicles for regulating sustainability in the coffee sector. Protecting 

their carefully built brands from negative publicity, corporations are jumping on the 

bandwagon (Conroy 2007). Today, only a small share of the coffee produced is certified but 

the market is booming (Raynolds et al. 2007). On the other hand, the increase of ethical and 

environmental certifications have been questioned and criticised. Critics claim that some 

certifications are to business friendly and regard them as a cheap way for corporations to sell 

coffee to the growing ethical market, generating higher profits each year (Conroy 2007, 

Raynolds et al. 2007, Kjörling & Halkjaer 2008). Some certifications are also criticised for 

advertising themselves as ethical, sustainable or even organic although their actual impact is 

highly negligible compared to conventional coffee production. Certifications should benefit 

poor farmers and the global environment instead of being used by corporations to illustrate a 

nice façade or for consumers to silence a nagging conscience (Kjörling & Halkjaer 2008).  

 

The ethical market is growing and the view of coffee has shifted from having been evaluated 

only by its taste towards an array of process standards related to the conditions under which it 

has been produced (Dankers & Liu 2003). Since production conditions cannot be recognised 

while drinking the coffee, certifications are important in order to reassure consumers that their 

cup of coffee was produced in a socially and/or environmentally sustainable way (Raynolds et 

al. 2007). This thesis aims to establish in what ways the certifications differ from one another, 

how they are perceived by Swedish consumers and if the consumer perceptions match with 

the actual achievements of the certifications. 
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1.2 The global coffee market – a short background 

Coffee truly is a global commodity and Sweden is the second most coffee consuming nation 

in the world. The average Swede consumes about 3.4 cups of coffee everyday which, in a year 

is 153 litres of coffee per person (Swedish National Coffee Association 2007). Over the years, 

the coffee market has changed. From having been restricted by the International Coffee 

Agreement, it in 1989 was let free with rising supplies and plummeting prices as a result 

(Raynolds et al. 2007). According to the United Nations Food and Agriculture Organisation, 

FAO, coffee prices fell with 70 percent between the years 1997-2002. This led to large 

structural changes and reduced incomes for coffee producers, especially small-scale farmers 

(Kjörling & Halkjaer 2008).  

 

The coffee market today is largely private regulated. This is believed to be a consequence of 

two root causes: Beginning in the 1980’s, many coffee producing nations had to initiate 

Structural Adjustment Programs in order to receive much needed loans from the International 

Monetary Fund. In most cases, the loans came together with a list of demands the countries 

had to meet. One central demand was to drastically decrease state regulation. This led to a 

situation where many producing countries now lack national legislation governing social and 

environmental conditions (Stiglitz 2006). The second cause is globalisation itself. It brought 

expanding trade networks, booming middle classes and the large scale entry of Asian 

producers on the international arena, especially Vietnam, increasing the coffee supplies. 

Facilitated by the declining state regulations, multinational corporations could step in and take 

control of the market (Kjörling & Halkjaer 2008, Stiglitz 2006). 

 

Since the abandonment of the International Coffee Agreement, a few large corporations have 

come to dominate the market. Half of the worlds coffee production is purchased by what 

Fridell et al. (2008 p. 9) call the “big four”. These are Nestlé, Sara Lee, Kraft foods and 

Procter & Gamble. 39 percent of the coffee sold on the Swedish retail market comes from 

Gevalia, owned by Kraft foods and 20 percent comes from Zoégas, owned by Nestlé 

(Swedish National Coffee Association 2008). 

 

This development, with corporations calling the shots, has fuelled the rise of a number of 

labelling initiatives. The regulatory wake that emerged has increased the role of NGOs in 

promoting a variety of new governance mechanisms to identify commodities produced under 

laudable environmental and social conditions. Through production guidelines, codes of 

conduct and product seals, corporations are now branding their coffee and consumers in the 

global North are aiding in solidifying these private regulatory systems (Raynolds et al. 2007). 

This is by some only seen as yet another shape of neo-colonialism in the way the system with 

corporate originated certifications lets multinational corporations continue to dictate world 

trade conditions (Pettersson 2005). 

1.2.1 Common Code for the Coffee Community, 4C 

In 2004, the Common Code for the Coffee Community was launched by a large number of 

stakeholders within the coffee sector together with a number of international development- 

and environmental organisations (Eklöf et al. 2006). It is designed to be a code of conduct, or 

a minimum standard covering both production and distribution chains and to be implemented 

by all those corporations operating in the coffee sector. The code was tried out in 2005-2006 

after which it was revised. Currently, it is being implemented by corporations and not much 

has been written about it. This is a very market friendly initiative with low threshold 

standards. Recently, it became benchmarked with the Rainforest Alliance certification, 
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meaning that all those coffee farms certified by Rainforest Alliance also automatically earn a 

4C certification (Common Code for the Coffee Community 2009).  

1.3 Aim of the study 

This thesis has two main objectives. First, the five ethical and/or environmental certifications 

found on coffee sold in Sweden; KRAV, Fair Trade, Rainforest Alliance, UTZ Certified and 

the European Union certification for organic farming will be presented and evaluated through 

a comparative analysis. Second, a consumer perception survey carried out outside Swedish 

grocery stores seeks to assess how Swedish consumers interpret the certifications they come 

in contact with when purchasing coffee. The result from this survey is then analysed and 

discussed with an aim to establish how well consumer perceptions of the certifications 

conform to the reality; what the certifications actually advocate.  

1.4 Question formulation  

The main questions this thesis seeks to explore are:  

 

- What ethical and environmental aspects do the certifications include? 

- How robust are their standards? 

- How renowned are the certifications among Swedish consumers? 

- To what extent are the certifications perceived as being organic or taking strong social 

responsibility? 

- How well do consumer perceptions of the certifications match with reality; what the 

certifications actually achieve?  

1.5 Theoretical background 

1.5.1 Consumer ethics 

Ethics refer to standards of proper conduct. Unfortunately no complete agreement as to what 

constitutes ethical behaviour exists. The boundaries are always moving and there is no longer 

a direct connection to the law. What is legal is not automatically ethical (Welford 2000). 

Corporations and the society perpetually influence each other. A corporation is shaped in 

accordance to the values of society, which, in turn, is affected by the actions and marketing of 

the corporation (McAlister et al. 2005). Through codes of conduct, Corporate Social 

Responsibility and cooperation with outside certificatory bodies, corporations have now 

engaged in the environmental and social agenda, formerly held mainly by NGOs and 

concerned citizens (Füssel 2005). The phrase, we are all environmentalists now, is ringing 

ever so true (Latour 1993).  

 

It is with this background, independent systems for certification of social and environmental 

standards have been developed, a corporation can no longer defend its actions by referring to 

the law and the law is not always sufficient for insuring social and environmental conditions. 

Instead information about the environmental and social responsibility of a corporation is 

communicated through a label on a commodity package. Unfortunately, many corporations 

and certifications fall into a grey area of what is ethically and environmentally acceptable and 

not (Welford 2000). Consumers can through exaggerated advertising or a confidence-

inspiring certification logotype be misled into thinking that they are getting a product that has 

been produced in a more environmentally or socially beneficent way than it actually has 

(Welford 2000). 
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According to Leire & Thidell (2005) Nordic consumers, and in that sense Swedish consumers, 

are generally aware of environmental issues that arise from commodity production. The 

awareness is, according to the authors, a result of exposure to “eco-lables and lists of 

environmentally benign products long before the concept of sustainable development became 

common knowledge” (Leire & Thidell 2005 p. 1062). The increase of the main ethical and 

eco-lables on products occur “in parallel with an increase in consumer recognition” (Leire & 

Thidell 2005 p.1062). However they also state that when considering studies that focus on 

environmental awareness and literacy issues, consumers in general do not make a large 

distinction between commodities produced by organic or conventional measures.  

 

The certifications’ main mean of communication with the consumers are through their 

logotypes. Since the logotypes function as a one way communication they are important tools 

to gain consumer attention and to deliver the certification purpose. Leire & Thidell (2005 

p1062) state that despite a high recognition of certification logotypes and consumers 

intention, studies still “report the limited ability, interest and willingness of consumers to 

absorb and act upon the information”. The significance of the certification logotypes therefore 

increases further. 

 

Leire & Thidell (2005) state that consumers often have a high recognition of the main 

certification logotypes, however they still have weak knowledge of the certification standards. 

Consumers who find environmental information on products important seem to have a holistic 

view on the information and weigh both health and safety matters and production methods 

equally (Leire & Thidell 2005). If the terms organic and ethical production is used as 

universal terms, but the meaning of them differ between different certifications, the 

importance of what the certifications achieve and promote increases and in that sense also the 

communication process. 

1.5.2 Comparative analysis 

There is an inconsistency in how studies assess certification initiatives, in the food sector in 

general and the coffee sector in particular. Some suggest that certifications do not represent 

more than new packaging models, allowing corporations to tap in on the ethical market 

(Freidberg, 2003) while others believe certifications to have significant positive impacts on 

environmental and social conditions (Taylor and Scharlin 2004). Raynolds et al. (2007 p. 148) 

position themselves somewhere in between, arguing that certification and labelling systems 

represent an  

important institutional avenue for promoting social and environmental 

sustainability, but that key variations in the ideas and practices employed  in these 

efforts influence their positive potential.  

The variations distinguishing certifications from one another has led to what Palmer (2008) 

and others (Karliner 2001) refer to as Greenwashing. The term represents how consumers are 

being deceived into believing that the products they purchase support producers in the South 

to a better life and supports a sustainable utilisation of natural resources although the reality 

might be very different. 

1.5.2.1 Classification 

Following Gereffi et al. (2001), the certifications investigated can be identified and classified 

into the following four categories:  
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- First-party certifications represent various forms of internal corporate self regulation. 

These efforts have limited credibility since they are very self interested in their nature 

(Gereffi et al. 2001). Usually, this category represents Corporate Social 

Responsibility, CSR, and internal policy documentation. All monitoring (if any) is 

made by the corporation itself.  

 

- Second-party certifications are mainly made out by industry associations, enhancing 

the rigor and transparency of first-party efforts. However, legitimacy is an issue in 

these initiatives as well (Gereffi et al. 2001). UTZ Certified resembles a second-party 

certification. Research has shown that the structure of the NGO base largely functions 

to legitimate a system that strengthens the power of dominant distributors (Raynolds et 

al. 2007).  

 

- Third-party certifications usually have coordinating elements outside the corporation, 

typically NGOs. They generally have clear standards and credible verification 

systems. These initiatives have the greatest legitimacy and are also the ones growing 

most rapidly (Gereffi et al. 2001). Rainforest Alliance could be said to resemble a 

third-party certification but although their NGO-base is strong it excludes small-scale 

farmers, workers and consumers. As a result, the potential for corporate influence is 

high (Raynolds et al. 2007). Fairtrade also resembles a third-party certification and is 

the certification initiative with the strongest democratic influence from the whole 

chain of participators, from producers to consumers.  

 

- Fourth-party certifications are coordinated by governments or multilateral agency 

bodies. Although they are voluntary, their popularity is somewhat limited due to their 

contradictory state/voluntary nature (Gereffi et al. 2001). Of the certifications 

presented in this study, KRAV and the European Union certification for organic 

farming resembles fourth-party certifications. While KRAV is a solid NGO, its 

connection to the Swedish state and the European Union delimits its independency.  

1.5.2.2 Evaluation 

Raynolds et al. (2007) have outlined three dimensions out of which a certifications’ 

endorsement of the aspiration for social and environmental sustainability can be evaluated: 

 

- Democratic potential 

The democratic potential of a certification is shaped by its governance agreements and 

how they are monitored. It involves how the standards are created and enforced, how they 

are regulated and what strategies are pursued, both in production and in marketing. 

 

- Scale of production 

The scale of production of the certified product and the potential for growth determines 

how large portion of the market is covered and thereby also the impact of the certification 

on social and ecological concerns. 

 

- Raising the bar or holding the bar 

Improving social and environmental standards is dependent on how the standards of the 

regulatory frameworks are defined. It includes the depth of social and ecological concern, 

how rigorous the standards are and whether they include trade and price specifications. 
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2 Method 

2.1 Comparative analysis 

The method for the comparative analysis is based on a thorough review of literature treating 

certifications. The scope was continuously widened; the core material consists of scientific 

literature concerning coffee and certificatory processes. Further along, other scientific 

sources, more general in nature were taken in, as well as material stemming from non-

scientific sources such as newspapers and NGO publications. In order to validate conclusions 

from other literature; official documents from the certifications were consulted. When a 

reference to a certification is made, it represents an official document.  

  

The literature review makes out the foundation of the evaluation of the certifications. First, 

the certifications are classified according to Gerreffi et al. (2001) in order to establish how the 

production guidelines/certification standards are developed and how the monitoring is 

conducted. Second, the certifications’ endorsements of the aspiration for social and 

environmental sustainability are evaluated in accordance to the three dimensions developed in 

Raynolds et al. (2007). The categories are Democratic potential, Scale of Production and 

Raising, or Holding the bar.  

2.1.1 Evaluation of the comparative analysis as a method 

The literature reviewed aims to provide a broad perspective and as stated in the comparative 

analysis, different studies draw different conclusions. Investigations carried out by NGOs 

make out an important dimension of the thesis since those reports often are written with a 

genuine interest for, and understanding of the livelihoods of the poor. NGO investigations 

often take a stand against larger corporations for the benefit of the producer. If nothing else is 

stated, the conclusions presented are our own. 

 

The use of the classification scheme, developed by Gereffi et al. (2001) and the evaluation 

scheme, developed by Raynolds et al. (2007) provides the comparative analysis with an 

established theoretical base. The schemes have been developed to match certificatory 

initiatives and proved to be a suitable way to compare and evaluate the certifications 

investigated. 

 

The results and conclusions in this thesis are, unless otherwise stated, made solely by the 

authors alone. However, they would be highly questionable if official documents from the 

certification bodies had not been consulted. By exploring these documents, conclusions from 

other literature have been either validated or rejected, resulting in a comprehensive and 

legitimate understanding of the impacts of the certifications studied.  

2.2 Consumer perception survey  

The purpose of the surveys was to investigate Swedish consumers’ understanding of 

certifications found on coffee, which include environmental aspects and/or ethical aspects. 

Five certifications were chosen: KRAV, Fairtrade, Rainforest Alliance, UTZ Certified and 

The European Union certification for organic farming. 

 

The main method of collecting primary data for the thesis was the use of consumer perception 

surveys conducted at grocery stores in two different cities in Sweden: Norrköping and 

Stockholm. In total, 200 persons were interviewed. The data was collected through structured 

interviews, meaning that the questions asked were pre-determined and structured in a specific 
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order (Bryman 2007). This method enables the results to be reliably compiled and compared. 

The respondents were shown a sheet with the logotypes of the five certifications and asked the 

following questions (authors’ translation): 

 

1. Do you recognise any of these certification logotypes?  

2. Do you associate any of these certifications with organic production?  

3. Do you associate any of these certifications with strong social responsibility?  

4. Do you have anything you would like to add? 

2.2.1 Statistical overview  

To gain a statistical overview of the results from the interview survey, they were compiled 

and structured in an excel document with the outcome shown in three different diagrams. 

Diagrams were used in order to obtain a perspicuous picture of the results for the analysis and 

to gain different angels of how to interpret the results.  

2.2.2 Evaluation of the consumer perception survey as a method 

According to Black (1999) there is a value in investigating people’s assumptions, beliefs and 

opinions since attitudes influence behaviour. If a person believes that a certification is 

ethically or environmentally sound it probably has an impact on her shopping patterns. Also, 

if a person seeks to purchase an environmentally sustainable or ethically produced 

commodity, it is the consumer perception of a certain certification that determines whether it 

is favoured or not.  

 

Since the research was relying on voluntary participation outside different grocery stores the 

survey was constructed to be easy to understand and not require much time to answer. If the 

questionnaire would have included several questions or questions that would require more 

input from the participants, it might have been hard to encourage people to contribute. While 

constructing the survey, the importance of showing the logotypes to the respondents was 

acknowledged since that is what they see when purchasing coffee.  

 

The data collected is not intended to be representative for all customers in Sweden, but it 

serves to give some understanding of customers’ perception of the certifications in question. 

The respondents’ age is estimated to be fairly evenly distributed between the ages of 15-75 

years with roughly 50 percent from each sex. While performing the consumer perception 

survey, no effort was put into obtaining a representative demographic pattern. Instead, 

participation depended on whether the respondent passed us, if we were able to invite the 

person to participate and if he or she agreed to contribute. However, the choice of collecting 

data in two different cities provided some geographic diversity and the way the survey was 

carried out outside different grocery stores (ICA Kvantum, ICA Maxi, Willys and Coop 

Forum) possibly made the selection more heterogenic. 

  

The consumer perception survey was carefully planned in order to avoid any complications 

during the interviews or in the analysis (Black 1999). The questions were constructed as semi-

closed questions. Closed questions have pre-selected answers that can be ticked of, while 

open questions allow the respondent to answers in own words (Fink 1995, Bryman 2007). 

Since the data collection aimed to include 200 people it was decided that the questions would 

have simple answers, however if respondents would like to include personal views or 

comments an open question was included at the end of the survey. Bryman (2007) also states 

that it is important that the interviewers formulate the questions similarly and in the same 
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order to avoid a biased outcome. This method provided both quantitative and qualitative data 

for the analysis.  

 

Six common error sources with structured interviews are discussed in Bryman (2007): 

 

1. Unclear formulation of questions asked.  

2. The tone used by the interviewers. 

3. The respondent misunderstands the question.  

4. The respondent does not remember correctly. 

5. Inaccurate registered information.  

6. How the information is analysed.  

 

All of the errors above were taken into consideration in all stages of the data collection. To 

avoid the survey to differ between the two researchers the first ten interviews were carried out 

together. In this way the question formulations, tone and registration of information was 

carried out similarly. If a respondent found answering the questions difficult and as a result 

did not answer the question, the question was registered as not answered. If a respondent did 

not remember correctly, changed her mind or was unsure of something, time to think was 

given after which the answer, if necessary, was edited. The analysis was carried out 

simultaneously by the researchers to avoid any information to be analysed differently.  

 

Black (1999) states that researchers must be careful not to draw unwarranted conclusions or 

make extreme generalisations since that might bias the outcome of the study. This was also 

taken into consideration when the analysis of the interviews was carried out.  

2.3 Delimitations  

The certifications chosen are the ones that are used to label coffee sold on the Swedish retail 

market. There are several reasons to why focus lies on the coffee sector alone. 

 

After oil, coffee is the second most traded product in the world and it is of great importance 

for many producer economies. It has a wide range of implications for social, economical and 

environmental sustainability across three continents. Estimations are that 100 million people 

in the global South earn their living from working with coffee in one way or another. Since 

the vast majority of the coffee is exported and consumed in the global North, a strong 

North/South bond is established (Kjörling & Halkjaer 2008).  

 

The breakdown of the International Coffee Agreement in 1989, regulating the world’s coffee 

production, led to a situation where the market came to be very independent from 

governments and regulations of other institutions. Therefore, NGOs are playing an important 

role in monitoring, evaluating and communicating production conditions.  

 

Given that coffee as a commodity is well known and consumed by a large part of the Swedish 

population, it was likely that the respondents at some point had purchased coffee and 

therefore also might have been in contact with the certifications included in the consumer 

perception survey. 

 

Furthermore, coffee is one commodity that has been labelled by a large range of 

environmental and social certifications with varying standards. Some certifications found on 

coffee have been criticised for being to low-demanding while others have been praised for 

their aim for sustainability.  
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The grocery stores chosen for the study range from Willys, who promote themselves as a low 

budget store, to the more organically focused Coop Forum. The survey was also conducted 

outside different ICA stores (ICA Kvantum and ICA Maxi) which have a broad selection 

including both low budget alternatives and ethical and organic commodities. Since the 

different grocery stores focus on different types of customers, for example the ones with a low 

budget, seeking cheap products or the ones seeking ethically produced products; it was 

regarded as important to include a variety of stores in order to reach different costumers. 

 

For the survey to be substantial the number of respondents could not be to low, however in 

order to evaluate and analyse the results the number had to be manageable, therefore the 

thesis aimed to include 200.   

2.4 Empirics 

The empiric material to the thesis was collected by the following measures: 

2.4.1 Consumer perception survey 

Empirical information was obtained through a consumer perception survey with costumers 

outside grocery stores in the cities of Norrköping and Stockholm. The survey sheet can be 

found in the appendix.  

2.4.2 Articles, reports and studies 

Scientific and non-scientific reports and studies concerning environmental and ethical 

certifications were used in the thesis in order to obtain material for the comparative analysis 

and to demonstrate the diversity within the field. 
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3 Results and analysis 

3.1 The Certifications 

The focus lies on five certifications. They have two things in common; they all have 

environmental and/or ethical criteria and they can all be found on coffee sold in Sweden. 

Apart from that, differences in their structure and modes of governance, monitoring 

procedures and criteria discern them from one another.  

3.1.1 The Rainforest Alliance 

The Rainforest Alliance is a non-profit organisation founded in 1987 and headquartered in 

New York City. The original purpose was to illuminate the increasing destruction of 

rainforests and today, Rainforest Alliance has certifications for agriculture, forestry and 

tourism. They describe themselves as working to conserve biodiversity and ensure sustainable 

livelihoods through transformation of consumer patterns, corporation practices and land-use 

practices (Rainforest Alliance 2009a). The sustainable agriculture certification is described as 

a method to manage natural resources for a long term usage and as a sustainable guide for 

land users and businesses. The association also states that the certification enables consumers 

to “vote with their dollars” to impact the industry to a sustainable commitment (Rainforest 

Alliance 2009b). 

 

The Rainforest Alliance has a coordinating NGO, the Sustainable Agriculture Network, SAN. 

It is made up by the Rainforest Alliance secretariat together with eight Latin American 

conservation groups (Raynolds et al.  2007). They are responsible for annual monitoring using 

local auditors. However, neither coffee farmer cooperatives nor coffee labour organisations 

are represented in the network. Therefore, SAN includes a watchdog member, not carrying 

out certification but serving as an independent reviewer and critic (Vallejo & Hauselmann 

2004). Rainforest Alliance certified coffee mainly comes from large plantations but revisions 

in the certification standards have opened up for smaller farms to become certified as well 

(Kjörling & Halkjaer 2008). 

 

In its criteria, the Rainforest Alliance certification address issues such as work hours, 

discrimination and responsible use of agrochemicals. The Rainforest Alliance seal can be 

found on commodities from large corporations such as bananas from Chiquita and coffee 

from Gevalia (owned by Kraft foods). Also, several retailers are taking an official stand 

promoting Rainforest Alliance certified coffee, for example McDonalds and Pressbyrån 

(Helsingborgs Dagblad 2009). 

3.1.2 KRAV  

KRAV is a Swedish organisation established in 1985. The organisation provides the organic 

certification, the KRAV label. KRAV is the most well known organic certification in Sweden 

and their mission is to work towards an increase of organic production and consumption 

within agriculture, water usage and fishery. Being organic, the certification has a wide set of 

criteria minimising the environmental impact of production. For example, organic produce 

never contain any pesticide residues, and chemical fertilisers are completely restricted. 

KRAV, in contrast to several other organic certifications, include not only environmental, but 

also social demands (KRAV 2008).  
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KRAV is organised as an incorporated association, currently with 28 members representing 

farmers, processors, consumers and environmental and animal welfare interests. KRAV is 

also an active member of the International Federation of Organic Agriculture, IFOAM, which 

is an umbrella organisation gathering the global organic movement (IFOAM 2009). KRAV is 

active in developing the IFOAM standards and also works to influence the European Union 

organic farming legislation (KRAV 2008). 

Throughout this thesis the term Organic is, unless stated, used interchangeably with KRAV. 

The main reason for this is because not much research has been done evaluating KRAV 

demands in relation to impacts of coffee production while on the other hand much state of the 

art research examines the Organic standards. Organic, as defined by the American USDA, 

KRAV and the European Union certification for organic farming basically set the same 

environmental standards concerning coffee production. However, coffee certified with 

KRAV, in contrast to the Organic and European Union certification for organic farming 

standards, must also meet the terms of the social aspects of the KRAV certification (KRAV 

2009a). The social standards comply with some key ILO conventions and represent the 

biggest difference between KRAV, Organic and the European Union certification for organic 

farming concerning coffee production (KRAV 2008, KRAV 2007b, Falkerby 2005/2008). 

3.1.3 Fairtrade 

Fairtrade is a trading partnership that works for a greater equity within the international trade. 

It focuses on small farmers, particularly in the South, to secure their rights and achieve better 

trading conditions (FLO 2009c). The product certification stands for ethical labour and is 

licensed by the Fairtrade Labelling Organizations International, FLO. The Swedish 

representative in FLO, Rättvisemärkt, was established in 1996. In 2004, they changed to the 

current logotype. FLO International is an umbrella organisation uniting 20 labelling initiatives 

and producer networks found in three continents: Africa, Asia and Latin America. FLO, a non 

profit association, is based on its members and the membership is open both to labelling 

initiatives and producer networks (FLO 2009a). The main tasks of the FLO are to ensure an 

independent, transparent and competent certification of social and economic development 

(FLO 2009b). 

 

Fairtrade is the only initiative that specifies standards for importers apart from the importer 

and chain of custody documentation. These standards have the importers commit to a long-

term contract, “adherence to established prices” and create a more secure business for the 

farmers through pre-financing (Raynolds et al. 2007 p. 154). The certification holds a system 

where both minimum and progress rules are set in order to create a continuous improvement 

within the production. It focuses on small farmers and requires that they are organised in 

democratic associations. Fairtrade is also the only initiative on the market that guarantees 

minimum prices (Kjörling & Halkjaer 2008). They benefit the farmers with social premiums 

that have to be invested in local community building projects and encourage farmers to also 

become organically certified. Roughly half of the Fair Trade coffee produced is also organic 

certified (Kjörling & Halkjaer 2008). 

 

Over the years, economic security for Fairtrade producers has improved through increased 

incomes, price stability and reduced dependence on single cash crops (Fridell et al. 2008). The 

Fairtrade movement is also a strong force in developing recognition among Northern 

consumers that the mode of production is part of a products value (Fridell et al. 2008). 
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3.1.4 UTZ Certified   

UTZ Certified is a non governmental organisation that works to create recognition for 

responsible coffee producers. They also work to generate “tools for roasters and brands to 

respond to a growing demand for assurance of responsibly produced coffee” (UTZ Certified 

2009a). UTZ Certified was founded and launched in 2002 by the Ahold Corporation (owners 

of the Swedish retailer ICA). The certification focuses on meeting the general agricultural 

practice guidelines developed by GLOBALGAP, a private sector body that sets voluntary 

standards for certification of agricultural products. It is one of the most implemented farm 

certification schemes in the world with the purpose to eliminate various supplier standards. 

GLOBALGAP used to have social demands in their certification but in 2004 most of them 

were dismissed (Nordbrand & Valentin 2005).   

 

The UTZ Certified standards are laid out in a Code of Conduct that defines the minimum 

requirements for responsible coffee production. Their social standards are similar to those of 

Rainforest Alliance and mainly focus on complying with national legislation and nationally 

ratified ILO conventions. The environmental criteria focus on responsible use of 

agrochemicals, minimising erosion, energy use and pollution. However, they are less stringent 

than both Rainforest Alliance and Fairtrade (Raynolds et al. 2007, Conroy 2007).  

 

UTZ Certified has rigorous tracing protocols and advertises the certification as being 

transparent. The initiative enables costumers to trace the certified coffee packages back to the 

production site (UTZ Certified 2009b). The coffee growers are the ones monitoring their own 

production and keeps records of all the pesticides and chemicals used. These figures are then 

checked by “professional independent auditors” once a year (UTZ Certified 2009b, UTZ 

Certified 2009c). The coffee is in Sweden mainly sold by ICA and IKEA (UTZ Certified 

2009d). 

3.1.5 The European Union certification for organic farming 

The European Union certification for organic farming is a unified organic certification 

amongst the European Union’s member countries. According to the initial constitution the 

only products that are allowed to be branded as ”organic products” and sold in a member 

country are products produced and controlled according to the rules of the constitution. The 

product must only include substances that are approved of, not be treated with ionized 

radiation and should not be produced with or include genetically modified organisms 

(European Commission 2009a). The constitution advocates a facilitated development of the 

organic production that encourage usage of new technology and substances that are better 

suited for organic production (Gabriel 2007).  

 

The monitoring of the production is carried out by national control organs (Jordbruksverket 

2009). The Official Journal of the European Union states that the European organic 

production is to be regarded as an overall system for agricultural and food production that 

combines environmental goods, great biodiversity, conservation of natural resources, high 

animal welfare and a production that correspond to the expectation of consumers that seek 

products produced with natural substances and processes (Gabriel 2007). They state that the 

organic production has two important roles within society, it supports a specific market with 

consumers that desire organic products and it improves environmental and animal protection 

as well as rural development (Gabriel 2007). 
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In December 2005 a revision of the constitution was completed and a number of 

improvements and simplifications concerning the rules for import of organic products and 

organic production and labelling were proposed (European Commission 2009b).  

3.2 Comparative analysis 

Rainforest Alliance and UTZ Certified have been criticised for being to market friendly, 

providing corporations with a cheap way to sell certified coffee and been referred to as a 

“fairtrade lite” (Crow 2005 p. 4) or as an easy option for companies to promote themselves as 

environmentally and socially beneficent for a low cost (Crow 2005, Saha 2005). Fridell et al. 

(2005) describe the upspring of certifications originating from corporations as being a form of 

corporate counter mobilisation. Low-demand certifications have been discrediting the means 

by which Fairtrade tries to improve the conditions under which coffee is produced (McAllister 

2004, Saha 2005, Fridell et al. 2005). They have undertaken a variety of measures trying to 

convince consumers that their own certifications are a better, more realistic way towards 

sustainability all the while the rise of low-demand certifications has been made possible due 

to a good-will attitude among consumers in the global North, at large created by the Fairtrade 

movement (Fridell et al. 2005). Ian Bretman, deputy director of the Fairtrade Foundation in 

the UK, put it this way (Purvis 2006 p. 37): 

I’d assumed the multinationals would either say, “We need to do Fairtrade because 

it’s a growing market”, or “We need to make the whole of our business secure, in 
terms of human rights and the environment – and then we won’t have to do 

Fairtrade”. What I didn’t expect was something in-between, saying: “We’re going 

to tick certain products and offer these to customers with an ethical guarantee”. To 

me, that doesn’t make sense. 

Several articles in Swedish media reporting about the battle carried out between the different 

certifications seem to share this view. Swedish newspaper Dagens Nyheter writes that the 

reason corporations have started to engage in ethically certified coffee is because of the 

heightened consciousness among consumers about the conditions at the production sites. 

Corporations have understood that they have much to gain of being illustrated as socially 

responsible. However, the premium prices paid by Fairtrade to its producers would cut 

corporation profits and that is, according to Pettersson (2005), why Rainforest Alliance and 

UTZ Certified have been so successful; they place a range of demands on their producers but 

without the corporations and consumers having to pay a higher price.   

3.2.2.1 Democratic potential 

Legitimacy is a concern for any certification initiative, private as well as state governed. It is 

crucial to establish and maintain a status of being honest and sincere in the aspiration for 

sustainability. NGOs play an important role in this since they are representing a moral 

authority. However, in some cases corporate influence can be a problem, diminishing NGO 

independency from the certification body. Fairtrade and KRAV are the only certifications that 

systematically integrate both consumer and producer representatives in their coordinating 

bodies (FLO 2009a, KRAV 2008).  

 

The monitoring procedures, assuring that the certification standards are upheld are also crucial 

in shaping the legitimacy of the certification. The European Union certification for organic 

farming and KRAV use private (accredited) companies to carry out the monitoring. Although 

these companies are independent, they might also be motivated by profit since they are hired 

by the labelling organisations. The same goes for UTZ Certified, using private companies to 
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perform inspections on certified farmers. However, they let the producers perform the 

monitoring themselves (Conroy 2007). SAN members, organising Rainforest Alliance 

monitoring might have conflicts of interest since they are so closely tied to the organisation 

itself. Fairtrade has introduced one of the most credible monitoring procedures (Raynolds et 

al. 2007). 

 

KRAV and Fairtrade certifications are fairly transparent since a large number of producers 

and retailers participate in the networks (Fairtrade 2009, IFOAM 2009). Rainforest Alliance 

and UTZ Certified are less transparent and therefore more susceptible to corporate 

manipulation (Raynolds et al. 2007). Up to date, not much state of the art research is available 

on the European Union certification for organic farming. However, the certification is (once 

again) undergoing structural changes and a new revised version with a new logotype is 

expected in 2010 (European Commission 2009b). 

 

Some problems concerning the social premium that Fairtrade pays have been reported. When 

world market coffee prices close in on the gap to the Fairtrade price, some cooperatives have 

chosen to use the social premium that is to be invested in social projects to pay the workers 

salaries. Fairtrade has acknowledged this problem and is discussing solutions with the farming 

cooperatives (Kjörling & Halkjaer 2008).  

3.2.2.2 Scale of production and potential for growth 

Raynolds et al. (2007 p. 159) conclude that “voluntary certification and labelling initiatives 

are becoming increasingly important vehicles for regulating sustainability in coffee, like other 

commodity areas”, however with the increase in both size and impact on sustainability the 

authors state that the organisations could and should do more. For private certification 

initiatives to have a large impact on sustainability they must aim to raise the bar on social and 

environmental conditions.  

 

Since statistics are difficult to obtain, it is hard to estimate how large share of the coffee sold 

on the Swedish market is certified. In a study from 2008, Kjörling and Halkjaer (2008) asked 

Nestlé, Kraft foods and Löfbergs lila, together representing 75 percent of the Swedish retail 

market for roasted coffee (Swedish National Coffee Association 2008), what certifications 

were used and how large share of the coffee they sold was certified. 4 percent of the coffee 

sold by Nestlé is KRAV certified out of which 1,2 percent also is certified by Fairtrade. Kraft 

Foods delivers a somewhat unclear picture but the corporation reports that 6 percent of the 

coffee is certified in some way. Their organic brand “Gevalia Ekologiskt” is double certified 

with Rainforest Alliance and KRAV. 14 percent of the coffee sold by Löfbergs lila is KRAV 

certified, out of which 2/3 also is certified by Fairtrade and 2 percent by UTZ Certified 

(Kjörling & Halkjaer 2008). It should be noted that the European Union certification for 

organic farming was not investigated. Also, the study did not reflect that a large share of the 

Rainforest Alliance certified coffee is sold as take-away coffee at, for example, McDonalds 

and Pressbyrån (Helsingborgs Dagblad 2009) and that coffee certified by UTZ Certified 

mainly is sold by ICA and IKEA under their own brands (UTZ Certified 2009d). 

3.2.2.3 Raise the bar or hold the bar 

Certifications that hold the bar, meaning that they in their demands more or less duplicate 

existing legislation concerning environment, labour, health and safety, do not have an impact 

on sustainability. Certifications that aim higher, trying to raise the bar through improving 

social and environmental standards are the ones that are making a difference. There is a 

notable distinction in the perspective of certifications where business friendly, labour 
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protection approaches often are holding the bar while worker friendly, labour rights 

approaches are trying to raise it (Raynolds et al. 2007, Conroy 2007). 

Rainforest Alliance – holding the bar 

Rainforest Alliance is by Conroy (2007) described as not having any substantial impact on 

labour conditions nor the wages paid. Their social standards generally reproduce national 

legislation and ratified ILO conventions and they do not have set minimum prices. This 

reinforces state protection, which in many cases is poor, and the Rainforest Alliance is 

therefore perceived as holding the bar.  

 

In the environmental arena Rainforest Alliance have fairly broad conservation strategies but 

they are weaker than those of KRAV and the European Union certification for organic 

farming (FAO 2003). This, together with their business friendly approach, promoting a 

“realistic” strategy that may raise environmental standards puts them in a position where they 

hold the bar. Another weak link in the Rainforest Alliance certification is the fact that they 

allow coffee products to carry its logotype as long as it includes at least 30 percent of 

Rainforest Alliance certified beans (Conroy 2007).  

 

Rainforest Alliance does not deny that they have taken a more business friendly approach 

than some other certification initiatives. In Raynolds et al. (2007 p. 156) a Rainforest Alliance 

representative put it this way:  

“At times companies turn to us because they don’t want to pay the Fair Trade price. 

We don’t force it. Our philosophy (of engagement) puts us in a different light”.  

Their focus on farm management and reliance on market forces to drive the shift towards 

sustainability encourages corporate engagement in the certification demands themselves.  

UTZ certified – holding the bar 

The social standards of UTZ certified are similar to those of Rainforest Alliance in the way 

their main focus lies on complying with national legislation and nationally ratified ILO 

conventions (Raynolds et al. 2007). Their environmental criteria allow the use of future 

genetically modified coffee plats as long as local regulations are obeyed and any kind of 

chemical fertiliser as long as an external technically qualified advisor has determined the 

quantity (UTZ Certified 2009d). 

 

UTZ Certified does not regulate prices or provide coffee producers with social premiums. 

Instead, they describe how they work for sustainable coffee production without having 

consumers to pay a premium price. They actually put the responsibility on the buyers, 

declaring it is they who should pay the producers a premium for producing sustainable coffee 

(UTZ Certified 2009c).  

 

With all taken into consideration, UTZ Certified clearly works to hold the bar. One positive 

aspect though, discerning UTZ Certified from other certifications is its rigorous traceability 

system, allowing consumers to trace their coffee back to the farm where it was produced. 

Fairtrade – raising the bar 

Fairtrade is addressing both production standards and trade standards and is the only 

certification that guarantees minimum prices (Raynolds et al. 2007). The minimum price 

stands outside the fluctuations of the coffee market and thereby aids in providing certified 
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farmers a secure income and long-term stability. For all but a couple of times during the past 

20 years, the Fairtrade minimum price has been consistently well above the “Commodity C” 

prices, the mid-grade commercial prices offered by brokers at the New York coffee exchange 

(Conroy 2007).  

 

Fairtrade is also the only certification that, in addition to the minimum price guarantee, offers 

a social premium (Kjörling & Halkjaer 2008). The social standards of Fairtrade undoubtedly 

are raising the bar. 

 

The organic standards of Fairtrade are regarded as holding the bar. However, they demand a 

variety of crops on the coffee farms according to the Integrated Pest Management standards, 

providing a strong base for subsistence farming (Fridell et al. 2008). They also encourage 

their producers to become Organic certified in addition to the Fair Trade certification 

(Kjörling & Halkjaer 2008).  

KRAV and the European Union certification for organic farming – raising the bar 

KRAV have the strongest environmental criteria, and among other things completely restricts 

the use of agro-chemicals. This is the same criteria as the European Union certification for 

organic farming uses (Falkerby 2005/2008) and therefore both certifications are perceived as 

aiming to raise the bar. It should be noted that this comparison only applies to coffee 

production. In other areas, the similarity between the two certifications varies significantly. 

 

Concerning coffee there are a few aspects differentiating KRAV from the European Union 

certification for organic farming. KRAV have clear specifications for the coffee roasters, not 

just the producers and KRAV also place social demands that producers have to meet. This 

gives KRAV, as an organic certification, an important social dimension. However, their social 

demands mainly focus on compliance with ILO conventions and national legislation and 

therefore only can be seen as holding the bar. 
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3.2.3 Concluding results 

The comparative analysis demonstrates how certifications vary in structure, aim and scope. 

The conclusions from the evaluation of a certifications democratic potential are: 

 

 

 

 

Due to lack of reliable data, a conclusion concerning the scale of production and potential for 

growth of a certification is hard to draw and is therefore left aside. However it is an important 

field of research and ought to be given attention to.  

 

Returning to the final evaluation of whether a certification works to hold the bar or raise the 

bar, the results are as follows:  

 

 

Hold the bar Raise the bar 

Rainforest Alliance KRAV 

UTZ Certified Fairtrade 

 EU organic farming 

 

 

Although this evaluation is somewhat general and to a large extent based on other research, it 

is notable how the origin of the certifications investigated seems to be decisive of how high 

their aims go. Only relying on what is published in this thesis, it is impossible to draw any 

conclusions about certifications in general. However, concerning these five certifications in 

relation to coffee production, Rainforest Alliance and UTZ Certified, having been developed 

in a very tight collaboration with corporations, are the only ones perceived as not trying to 

improve social and/or environmental conditions. This could be regarded as a major set back 

for corporate originated certificatory initiatives and could (perhaps rightfully so) harm their 

reputation and respectability.  

Rainforest Alliance - Monitoring performed by SAN 

- Not very transparent structure 

 

Fair Trade - Systematic integration of consumer and producer 

representation in coordinating bodies 

- Credible monitoring system 

- Transparent structure 

 

UTZ Certified - Private companies and producers perform monitoring 

- Not very transparent structure 

 

KRAV - Systematic integration of consumer and producer 

representation in coordinating bodies 

- Private companies perform monitoring 

- Transparent structure 

 

EU organic farming - Private companies perform monitoring 

- Not very transparent structure 

 



19 

3.3 Consumer perception survey results 

The results are presented in three different bar charts. 200 respondents were included in the 

survey. Figure 1 displays all answers within the survey. Figure 2 is adjusted to only include 

answers from participants who recognised the particular certification and displays what 

aspects they believed the certification includes. Figure 3 is adjusted to only include answers 

from participants who did not recognise a particular certification and their perception of the 

certification. 

 

 

 
Figure 1 The responses to all three questions demonstrated in bar charts. 

 

 

The most well-known certification symbol was KRAV with 98 percent of the respondents 

recognising its logotype, 85 percent associated KRAV with organic production methods.  

 

The second most well-known certification symbol was Fair Trade with 41 percent of the 

respondents recognising the symbol. 47 percent associated the certification with strong social 

responsibility.  

 

The Rainforest Alliance and European Union certification for organic farming had some 

recognition while UTZ Certified was the least recognised of the certifications.  
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Figure 2 The responses to the last two questions demonstrated in bar charts, adjusted to the ones who recognised 

the certification symbol (question one) and their perception of the certification’s organic production methods 

and/or social responsibility (question two and three). 

 

 

Above, the survey results have been adjusted to only display attitudes towards a certification 

if it is recognised by the respondent. As the table shows Fairtrade holds the highest percentage 

for the social responsibility and KRAV have the highest percentage for organic farming.  

Also, the European Union certification for organic farming reaches over 50 percent as an 

organic production certification. 
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Figure 3 The responses to the last two questions demonstrated in bar charts, adjusted to the ones who did not 

recognise the certification symbol (question one) and their perception of the certification’s organic production 

methods and/or social responsibility (question two and three).  

 

 

The third figure displays the opinion of those who did not recognise a certification. Roughly 

one fifth of the respondents that did not recognise the Fairtrade and the European Union 

certification for organic farming logotypes associated them to strong social responsibility 

(Fairtrade) and organic production (European Union certification for organic farming). 

3.4 Consumer perception survey analysis 

The survey questions were constructed to cover both what certifications the participants 

recognised, whether they associated them with social responsibility and organic production 

but also to investigate if the appearance of the logotypes had an effect on the respondents’ 

perception of the certification. Communicating environmental and social values through a 

label on a product is in itself a very simplified way of communication. However, many 

consumers do not have any other information than what the label provides them with and it is 

important that the label presents the certification in a proper way.  

 

Although no certain consideration was taken to demographic selection when approaching 

persons for participation in the consumer perception survey, it became evident that young 

mothers was a group that stood out, both in the percentage that chose to participate but also in 

relation to how well informed they were about the different certifications. This might be a 

result of women being extra careful with their diets when pregnant and also not wanting their 

young children to consume pesticide soaked foodstuffs.  

3.4.1 Recognition 

KRAV and Fairtrade had the highest percentage of recognition, apart from them there was 

little recognition amongst the respondents. The recognition of the KRAV label matches 

similar investigations carried out by KRAV (KRAV 2009b). In the latest consumer survey 
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carried out by the Swedish Fairtrade organisation, Rättvisemärkt, they reach 78 percent 

recognition (Rättvisemärkt 2008). A 37 percent higher rate of recognition compared to this 

study. One explanation to the different results might be that in their survey, they only asked 

the respondents if they had heard of the organisation Rättvisemärkt instead of, as in this case, 

showing the respondents their logotype. Few recognised Rainforest Alliance and the 

European Union certification for organic farming although both certifications have increased 

their presence on the Swedish market in recent years. Several respondents solely recognised 

KRAV. Comment like “I only recognise KRAV, I have never seen the other ones” (authors’ 

translation) or “Do all of those [certifications] exist?” (authors’ translation) were common. 

 

There are probably several reasons for the high recognition of KRAV. The certification is 

well reputed and has been an actor on the Swedish market since 1985. Also, it can be found 

on a large range of commodities, not just coffee. It was a bit surprising that not more people 

recognised the Fairtrade certification symbol. One possible explanation might be that the 

Swedish Fairtrade organisation Rättvisemärkt replaced their former logotype with the current 

one in 2004. On the other hand, four out of five persons recognising the label believed that 

Fairtrade is taking strong social responsibility. In recent years, Fairtrade has actively 

increased the marketing of its role as a genuine social certification and increased their 

presence in retail stores (Fridell et al. 2008).  

 

UTZ Certified, who had the least recognition amongst the respondents, has only been 

operating in Sweden since 2004 (Pettersson 2005) and can only be found on coffee. If one 

does not change coffee brand or purchase coffee very often the chance of encountering the 

certification logotype is fairly small. However, this might change in the years to come since 

UTZ Certified is growing on the international market and at the same time is advertised on the 

Swedish market by IKEA and ICA.  

 

The Rainforest Alliance certification is not very well recognised but Figure 2 shows that from 

the 20 percent that did recognise the certification the perception of its social responsibility 

was quite high, not as high as Fairtrade but greater than the rest of the certifications. The 

social standards of the Rainforest Alliance are similar to those of KRAV in the way they 

reproduce ILO conventions and national legislation. That, however, makes KRAV a more 

thorough alternative since it, apart from its (basic) social criteria also represents the furthest 

going environmental certification. Concerning environmental criteria, Rainforest Alliance and 

Fairtrade get about the same percentage. All in all, they might be seen as having similar 

strength in their environmental standards but one important difference is that Fairtrade 

encourages its farmers to become organically certified while Rainforest Alliance relies on its 

own environmental standards. The Fairtrade certification also requires a large diversity of 

crops on the farms, something that Rainforest Alliance does not.  

3.4.2 Knowledge  

Leire & Thidell (2005 p. 1064) state that the “dissemination of eco-labels in the Nordic 

countries is considered to be a success”. The authors claim that there is a high recognition of 

eco-labels among Nordic consumers and a positive common attitude towards organically 

produced commodities. Generally, labelling on commodities is portrayed as eco-labelling, in 

opposition to quality labels and social labels. This might also constitute one of the reasons 

that KRAV received such a high recognition compared to the other certifications.  

 

The majority of the respondents seem to have better knowledge concerning organic 

production methods compared to social responsible production. One reason might be that a 
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commodity produced organically do not contain pesticides or chemicals and is regarded as 

having a direct impact on the consumers’ health compared to a commodity produced with 

conventional production methods. A commodity produced with higher social responsibility, 

on the other hand, have a higher impact on the lives of the producers and little impact on the 

life of the consumer other than a clean conscience. Leire and Thidell (2005) state that health is 

the main reason to why consumers choose organically certified commodities. The proximity 

of the commodity is greater to the consumer’s body compared to that of ethically certified 

commodities.  

 

Some respondents had a general sceptic view towards certifications and believed that their 

purpose is to deceive people into paying a higher price for certain commodities rather than 

actually trying to improve environmental and social conditions:  

I don’t recognise Rainforest Alliance, but I don’t know, I think it is a bit of a scam. 

I recognise all of them, I am very attentive but it is all just a scam, I have seen it on 

TV. 

Social responsibility? No, there’s no such thing. (Participants comments, authors’ 

translation).  

3.4.3 The importance of the logotype 

The certification logotypes are relatively small and found on packages that include 

information irrelevant to the certification, the layout of the certification is important. The 

three environmentally related certifications represented in the study: European Union 

certification for organic farming, KRAV and Rainforest Alliance, all include the colour green 

in their logotypes, often associated with nature and organic production.  UTZ Certified, which 

is more of a socially oriented certification, has a red logotype, an emotionally charged colour 

that can be associated both with solidarity and love. Fairtrade have merged a yin and yang 

symbol with a human being and chosen the colours green and blue which can be associated to 

the sky and grass fields.  

 

While conducting the survey there were many comments on how the European Union 

certification for organic farming must be organic since “organic farming” is printed on the 

logotype.   

This one [the European Union certification for organic farming] is organic, it says 

so on the symbol (participant’s comment, authors’ translation). 

Figure 3 shows how the two certifications Fairtrade and European Union certification for 

organic farming, who both include their aim in their logotype, were the ones most commonly 

associated with social responsibility and organic production by respondents who did not 

recognise the certification logotypes. 19 percent of the respondents associated the European 

Union certification for organic farming logotype with organic production and 18 percent 

associated the Fairtrade certification with social responsibility. This clearly shows how 

important the layout of the logotypes is.  

The EU certification and Fairtrade are easier to understand because they have 
written in their logotype what they represent (participant’s comment, author’s 

translation). 
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Roughly one quarter of those that recognised the green frog of the Rainforest Alliance 

associated the certification to organic production. They are however mistaken and perhaps 

misled by the mentioned corporate exploitation of the good will wave created by certifications 

more genuine in their strife for sustainability. Others believed that the certification solely 

aimed to protect the rainforests due to its name.  

This one [the Rainforest Alliance] is for the rainforest; I like that (participant 
comment, author’s translation). 

It is difficult for consumers who want to shop responsibly since there are many certifications 

with slightly different objectives. Logotypes with clear and understandable messages might 

have a positive impact on the advertisement of a certification. 

 

It is still notable that not more respondents recognised the different certification logotypes. 

However, many people have their favourite brand and if one continues to buy the same coffee 

as always one might not take notice of a new certification. Also, for many people it is the 

price that determines what brand to choose and the organic and social responsible products 

are often a bit more expensive compared to conventional coffee.  
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4 Discussion 

 

The organic and ethical market continues to expand and the number of environmental and 

social certifications has increased in recent years. A large range of commodities, not just 

coffee, have received certification alternatives covering various aspects of production 

(Naturskyddsföreningen 2008). This thesis presents and evaluates the five ethical and/or 

environmental certifications that can be found on coffee sold in Sweden. It also investigates 

how Swedish consumers recognise and perceive these certifications and how well consumer 

perceptions conform to the actual standards of the certifications.  

4.1 Greenwashing 

Greenwashing, as described in the theory section, is a term that has emerged in many of the 

references used in this thesis. It illuminates the problem of having corporations exploiting the 

growing ethical market without placing hard enough demands on the production standards. 

Sceptics might call marketing strategies like these both deceptive and hypocrite and referred 

to the phenomenon as a way for corporations to tap in on the ethical market for a cheap cost 

(Crow 2005, Saha 2005). In the longer run, certifications with stronger demands on 

production conditions stand at risk of getting out rivalled by low-demanding certifications. If 

a consumer finds herself choosing between two products with no more information than what 

the certification label tells her, chances are that she would go for the cheaper one. Our opinion 

is that this is a negative and rather dangerous possible future that would further the hollowing 

out of certifications and fuel corporate influence on environmental and social conditions in 

production. Therefore, certifications must continue to be evaluated and assessed in order to 

gain the most possible benefits for the environment and the producers. NGOs and the public 

community play an important role in this since higher demanding certificatory organisations 

like Fairtrade and KRAV consider themselves having their hands tied behind their backs since 

criticism from them easily would end up in irrational debates (Rättvisemärkt representative, 

personal communication).  

 

The problem of Greenwashing and the NGO response illuminated by the events around 

Chiquita in 2005. The corporation had recently announced to the Swedish public its 

collaboration with the Rainforest Alliance, only selling bananas certified according to its 

standards. A commercial gave the story of environmentally sound banana plantations with the 

headline “what can a banana do to protect rivers?” (Bengtson 2007) This led the Swedish 

Society for Nature Conservation to file a report to the Consumer Ombudsman. In the report, 

they claimed that Chiquita displayed a picture that wrongfully made it look like their banana 

plantations had become environmentally beneficent and that problems with pesticides was 

something in the past (Froster 2006). The matter was later dismissed after Chiquita had 

withdrawn the campaign (National Board for Consumer Policies 2006).  

 

Our opinion is that Greenwashing is present in the certification of coffee. Rainforest Alliance 

and to a great extent UTZ Certified represents certification initiatives that Greenwash their 

certificatory achievements rather than improving environmental and social standards. In that 

sense they do not only deceive consumers, but also fail to contribute to a sustainable 

development.  

 

An alternative perspective on the purpose of certifications would be to regard Fairtrade and 

KRAV as ethical and environmental precursors, who make way for the food industry to 
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become somewhat more ethical and ecological concerned, providing more people the 

opportunity to purchase ethical and organic products. However as discussed above 

Greenwashing still risks to decrease the reliability of all certifications. If low-demand 

certifications start to mainstream their eco-products at a higher rate than today there is a risk 

that the demands on production will decrease for all certifications; or that certifications such 

as KRAV and Fairtrade, that raise the bar, could be outrivaled by low price certifications.  

 

However, certifications could also be regarded as a “bridge” that will aid all future production 

to be managed under socially acceptable conditions and with an increase in organic methods. 

In this scenario the need for ethical and environmental certifications would decrease.  

4.2 The comparative analysis 

Legitimacy is important for certification initiatives. Fairtrade is the organisation that goes the 

furthest in incorporating representatives from all links in the commodity chain in its decision 

making. They are also the only certification that goes the furthest from conventional market 

practices in the way they have a set minimum price, social premium and solely addresses 

farming cooperatives (FLO 2009a). KRAV also has a fairly broad group of representatives 

and are renowned for their firm organic standards (KRAV 2008). On the other hand, the 

European Union certification for organic farming have been criticised for not setting its 

standards as high as KRAV do and is regarded as being a step-in certification for organic 

farming (Borgström 2007). UTZ Certified has little credibility in their certification scheme. 

They have the least stringent standards of all certifications studied, both environmental and 

social, and perhaps should not be considered to be a certification at all. What UTZ Certified 

on the other hand does well is its traceability system, allowing the consumer to trace the 

coffee back to the production site. It is our opinion that UTZ Certified should either focus 

solely on that or further sharpen its environmental and social standards. The way the 

Rainforest Alliance certifies sustainable agricultural production (with coffee as the example) 

is somewhat confusing. The certification can be seen as an important step towards 

sustainability but not at all as good as Fairtrade and organic production. One of the main 

reasons is the fact that they only require 30 percent of a Rainforest Alliance certified bag of 

coffee to come from a Rainforest Alliance certified farm (Conroy 2007). What should one 

think of the other 70 percent, that it is pesticide-laced and irresponsible in its water use? This 

is surprising since it in neither of its other certification systems; the FSC forest certification 

and the Sustainable Tourism certification does Rainforest Alliance allow the use of its logo 

with such a low bar (Conroy 2007).  

 

Fridell et al. (2008) discuss the countermobilisation of corporations. The authors illuminate 

the upspring of certifications either stemming directly from corporations or involving close 

cooperation with corporations. They are seen as market friendly initiatives, being able to sell 

certified coffee (and other commodities) without having to go great lengths to adjust the 

production towards more environmental or socially beneficent ways. The authors point out 

UTZ Certified and also, to a lesser extent, Rainforest Alliance to be examples of certifications 

fuelling corporate countermobilisation. The results of this thesis point in the same direction. 

The two certification initiatives are the only ones that are perceived as holding the bar – not 

actually improving the conditions under which the coffee is produced but rather to uphold the 

existing situation. This is a shame since the certifications have well built foundations and 

networks to actually promote sustainable practices. 
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4.3 The consumer perception survey 

The results from the survey were both expected and surprising. That KRAV was the most 

well-known certification was not surprising, but reaching 98 percent recognition is 

remarkable. Fairtrade, that has been present on the Swedish market for 13 years and can be 

found on several products, only reached 41 percent recognition. However, the Fairtrade 

certification was still the second most recognised logotype. Many of the respondent’s did not 

recognise any other certification logotype except KRAV. Consumer awarness, as shown in 

the theory section, can partly be regarded as a result of external factors such as advertising 

and logotypes.   

 

According to Leire & Thidell (2005) most consumers trust the main eco-labels and in those 

cases where the opposite have been reported it has been regarded as insufficient information 

on who stands behind the certification, how the certifications labelling processes are 

organised, the products impact on the environment and what makes the certified products 

better than conventional products. As seen in our analysis some respondents did not trust the 

certified coffee to be any better than conventional produced coffee. However, both KRAV 

who gain a high percentage of association to organic production, and Fairtrade, who gain a 

high percentage of strong social responsibility, have clear certification standards and the 

information given by the certification bodies are sufficient. The results thereby indicate that 

the information provided by KRAV and Fairtrade make them trustworthy in the eyes of many 

consumers. 

 

When looking at the certifications from a time perspective the recognition can be assessed 

according to how long each certification has been operating on the Swedish market. The most 

recognised certification, KRAV, has been on the Swedish market since 1985 and the second 

most recognised, Fairtrade, is also the second oldest certification on the Swedish market. It 

entered in 1996 (its present logotype has been used since 2004). This could be one 

explanation as to why so few respondents recognised the other certifications. KRAV and 

Fairtrade are also the only ones perceived as trying to raise the bar on social and 

environmental conditions. It should also be noted that the two certifications that are seen as 

most business friendly, Rainforest Alliance and UTZ Certified are the ones that most recently 

entered the Swedish market (in 2004) (Pettersson 2005). 

4.4 The results from the consumer perception survey versus the 
comparative analysis 

Previously, questionable practices have been regarded with apathy or ignorance whereas 

today, society expects and demands better ethical conduct. A corporate adoption of a vivid 

ethical stance might in turn create a healthier business climate for an entire sector (Welford 

2000). A corporation’s reputation for honest dealings and environmental action can also 

become powerful competitive advantages and it is important to benefit certifications and 

corporations with a sincere strife for sustainability all the while distinguishing those who fall 

into the grey zone of what is acceptable.  

 

Although we have serious concerns about the development in this area, some results from the 

consumer perception survey matches relatively well with the evaluation of the certifications. 

85 percent of all respondents associate KRAV with organic products and 80 percent of those 

recognising the Fairtrade logotype associated it to taking strong social responsibility.  
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It is hard to make enlightened decisions on the basis of a small label on a product. The green 

frog of the Rainforest Alliance can look far more environmentally beneficent than the KRAV 

label. In the consumer perception survey, more than a quarter of those who recognised the 

Rainforest Alliance label believed it was an organic certification and more than one third 

associated it with taking strong social responsibility. This is a worrying outcome since 

Rainforest Alliance both allows a number of toxic pesticides and their social standards 

generally reproduce existing legislation. In an article concerning the conflict between 

Fairtrade and Rainforest Alliance, Örjan Bartholdson, chief executive of the NGO 

SwedWatch, shared his experiences from having visited coffee plantations certified by 

Rainforest alliance (Lucas 2005): 

The workers were living in absolute poverty. The higher price has been profitable 

for the coffee company, not the workers.  

 

Since choosing coffee on the basis of a certification label is hard, it would be positive in 

objective information about the different certifications was compiled and made available for 

consumers. This would decrease the possibilities for Greenwashing and strengthen those 

alternatives that go the furthest in their aim for sustainability. Information could be compiled 

by an NGO or by the Swedish Consumer Agency. Today, the regulation of certifications is to 

low.  

 

In 2005, Swedish media began to report about the battle that is taking place place between 

different certifications over the consciousness of Swedish coffee consumers (Lucas 2005). 

Articles talk about the number of environmental and social certifications that now exist and 

how it is hard to make the right choice (Borgström 2007). The rise of new certifications does 

not only confuse consumers; it also threatens to outrival Fairtrade (Pettersson 2005). Articles 

also state that some certifications wish to appear more environmentally beneficent than they 

actually are in order to make consumers believe that the certification represents an equivalent 

to KRAV and Fairtrade. Rainforest Alliance and UTZ Certified are two of these (Gometz 

2008, Helsingborgs Dagblad 2009, Pettersson 2005). A representative for the Costa Rican 

workers union Sitrap made the following statement (Froster 2006): 

It is a good thing that you [consumers in the North] have got them [corporations] to 

start talking with green tongues, but you must not settle with just the words.  

 

UTZ Certified have a well developed tracing system however, their production demands are 

to low to be counted as a serious certificatory initiative. The low placed demands decrease the 

view of UTZ Certified as a whole. 

 

The European Union certification for organic farming has, as mentioned earlier, been 

criticised for being a too much step-in certification for organic production with not enough 

far-reaching standards. Concerning coffee however, the standards are, apart from the social 

perspective, practically the same as those of KRAV. The question remains however, if a 

commodity truly can be organic if the social dimension remains uncovered. That, according to 

the authors, makes KRAV a more thorough organic certification compared to the European 

Union certification for organic farming. 

 

Apart from KRAV and to some extent Fairtrade, our impression is that the knowledge of 

certifications among Swedish consumers is low. We believe that KRAV and Fairtrade 
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constitute the most sustainable certifications concerning coffee and find it positive that KRAV 

and Fairtrade also are the certifications scoring highest in the consumer perception survey, in 

relation to recognition and to their activities. Purchasing coffee, the best alternative is to buy 

coffee certified both by KRAV and Fairtrade.  
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5 Conclusions 

 

The comparative analysis concludes that Rainforest Alliance and UTZ Certifies largely holds 

the bar concerning coffee production while Fairtrade, the European Union certification for 

organic farming and KRAV in different ways tries to raise it.  

 

The consumer perception survey establishes that KRAV by far is the most recognised 

certification, followed by Fairtrade. 85 percent of all respondents associate KRAV with 

organic production and 80 percent of those recognising the Fairtrade certification symbol 

associate it to taking strong social responsibility.  

 

Overall, the consumer survey can be regarded to match the actual standards of the 

certifications relatively well. However some results, mainly concerning Rainforest Alliance 

suggest that the certification is holding a higher degree of appreciation than it actually 

deserves. Roughly one quarter of those recognising the Rainforest Alliance logotype associate 

it with organic production and about one third associate it to taking strong social 

responsibility.  

 

In a wider perspective this can be assumed to have to do with the phenomena of 

Greenwashing. This is something that should be taken seriously since it does not contribute to 

a sustainable development, it might fuel the hollowing out of certificatory initiatives and 

further complicate for those consumers aiming to shop responsibly.  

 

The design of a certification logotype appears to be of great importance as a mean of 

communication in order to create positive associations for the certification.  

 

To promote a sustainable development, certification initiatives can, and should go further than 

to simply uphold existing legislation. NGOs and the public society play a crucial role in 

influencing certification bodies. 
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Appendix 

Interview questions in Swedish, used for data collection 

 

1. Är det någon av de här certifieringarna som du känner igen? 

2. Är det någon som du förknippar med ekologisk produktion? 

3. Är det någon som du förknippar med starkt socialt ansvarstagande? 

4. Har du någonting du vill tillägga? 

 

Interview sheet, used for data collection 

Due to copyright restrictions, the certifications’ logotypes are replaced with text. 

 

 

 

  
 The Rainforest 

Alliance 
logotype 

 The Fairtrade 
logotype 

 

The European 
Union 

certification 
for organic 

farming 
logotype 

 The UTZ 
Certified 
logotype 

 The KRAV 
logotype 

 


