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ȱ

 Consumers in developed countries are increasingly interested in the consumption of 
products incorporating ethical aspects, particularly fair trade products. They are usually distributed in 
a network of World Shops and more recently also introduced in supermarkets and shopping centres. 
The fair trade product with the highest share on the total is coffee. This study aims to ascertain the 
implicit price paid by Italian consumers for the fair trade content of coffee. The sample utilised is 
based on the purchase data of a representative sample of supermarket and shopping centre 
consumers observed from 1998 to 2002. Since scanner data are used, the analysis can allow for the 
numerous coffee attributes described by the labels: branded, organic, decaffeinated, fair trade, 
soluble, and so on. The empirical approach followed is the calculation of hedonic prices for the fair 
trade content and other attributes of coffee.  

 hedonic price, coffee, fair trade, scaner data, Italian consumers.  

ȱ

1. Introduction 

Aȱ recentȱ featureȱofȱconsumerȱdemandȱ inȱdevelopedȱcountriesȱ isȱ theȱ increasingȱ interestȱ inȱ theȱ
consumptionȱ ofȱ productsȱ incorporatingȱ ethicalȱ aspects[26,ȱ 27].ȱ Amongȱ theȱ latter,ȱ fairȱ tradeȱ
productsȱ areȱ probablyȱ ofȱ paramountȱ importance[16,ȱ 17].ȱ Forȱ thisȱ reason,ȱ theyȱ haveȱ recentlyȱ
becomeȱobjectȱofȱtheoreticalȱ[1,ȱ12]ȱandȱempiricalȱinvestigationȱ[15,ȱ23].ȱ

Fairȱ tradeȱ productsȱ areȱ usuallyȱ distributedȱ byȱAlternativeȱ TradeȱOrganisationsȱ (ATOs),ȱ nonȱ
profitȱ firmsȱwhoseȱ aimȱ isȱ toȱ promoteȱ theȱ economicȱ andȱ socialȱ developmentȱ ofȱ particularlyȱ
underprivilegedȱpopulationsȱthroughȱtheȱinternationalȱtradeȱofȱfoodȱandȱhomeȬmadeȱproducts.ȱ
Europeanȱconsumersȱhaveȱbecomeȱfamiliarȱwithȱtheseȱproductsȱsold,ȱwithȱcertifiedȱlabels,ȱinȱaȱ
networkȱ ofȱWorldȱ Shopsȱ and,ȱmoreȱ recently,ȱ alsoȱ introducedȱ inȱ supermarketsȱ andȱ shoppingȱ
centres.ȱȱ

Coffee,ȱwhichȱisȱtheȱsecondȱmostȱwidelyȱtradedȱcommodityȱinȱtheȱworldȱafterȱoil[10],ȱisȱtheȱfairȱ
tradeȱproductȱwithȱtheȱhighestȱshareȱonȱtheȱtotal:ȱitȱhasȱreachedȱaȱsignificantȱshareȱonȱtheȱtotalȱ
domesticȱmarketȱ inȱcountriesȱ likeȱLuxemburg,ȱSwitzerlandȱandȱ theȱNetherlands.ȱ Inȱ Italy,ȱ fairȱ
tradeȱorganisationsȱhaveȱbeenȱ lessȱactiveȱ thanȱ inȱotherȱEuropeanȱcountriesȱbutȱmarketȱsharesȱ
areȱrapidlyȱincreasing.ȱȱ

MarketȱstudiesȱsuggestȱthatȱItalianȱconsumersȱareȱinterestedȱinȱfairȱtradeȱproductsȱforȱquality,ȱ
solidarityȱandȱequityȱreasons[16].ȱTheseȱconsiderationsȱprovideȱtheȱbackgroundȱforȱtheȱanalysisȱ
performedȱ inȱ theȱ presentȱ study.ȱMoreȱ particularly,ȱ thisȱ studyȱ aimsȱ toȱ ascertainȱ theȱ implicitȱ
pricesȱpaidȱbyȱItalianȱconsumersȱforȱcoffeeȱattributes,ȱincludingȱtheȱethicalȱcontent.ȱTheȱsampleȱ
utilisedȱ isȱ basedȱ onȱ theȱ purchasesȱ ofȱ aȱ representativeȱ sampleȱ ofȱ supermarketȱ andȱ shoppingȱ
centreȱconsumersȱobservedȱfromȱ1998ȱtoȱ2002.ȱSinceȱscannerȱdataȱareȱused,ȱtheȱanalysisȱcanȱtakeȱ
accountȱ ofȱ theȱ numerousȱ coffeeȱ attributesȱ describedȱ byȱ theȱ labels:ȱ branded,ȱ organic,ȱ
decaffeinated,ȱ fairȱ tradeȱ content,ȱ espressoȱ coffee,ȱ arabicaȱ variety,ȱ andȱ soȱ on.ȱ Theȱ empiricalȱ
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approachȱfollowedȱisȱtheȱestimationȱofȱtheȱhedonicȱpriceȱforȱtheȱfairȱtradeȱcontentȱandȱforȱotherȱ
attributesȱofȱcoffee.ȱȱ

2. Fair trade coffee  

Fairȱtradeȱisȱaȱtradingȱpartnershipȱthatȱseeksȱgreaterȱequityȱinȱinternationalȱtrade.ȱItȱcontributesȱ
toȱsustainableȱdevelopmentȱbyȱofferingȱbetterȱ tradingȱconditionsȱ toȱandȱsecuringȱ theȱrightsȱofȱ
marginalisedȱproducersȱandȱworkers,ȱespeciallyȱinȱlessȱdevelopedȱcountries[3].ȱȱ

Fairȱtradeȱinstrumentsȱare:ȱ

1.ȱ fairȱprice:ȱaȱbonusȱbeyondȱtheȱworldȱmarketȱpriceȱandȱaȱguaranteedȱminimumȱprice;ȱ
2.ȱ directȱpurchase:ȱtheȱproductȱalwaysȱcomesȱdirectlyȱfromȱsmallȱfarmersȇȱorganisations;ȱ
3.ȱ preȬfinancing:ȱ creditȱ upȱ toȱ aȱmaximumȱ 60%ȱ ofȱ theȱ sellingȱ priceȱ grantedȱ asȱ theȱ harvestȱ

starts;ȱ
4.ȱ security:ȱ annualȱ contractsȱ stipulatingȱ theȱ purchaseȱ ofȱ theȱ productȱ andȱ longȬtermȱ

collaboration.ȱ
ȱ
Fairȱ tradeȱproductsȱhaveȱbecomeȱ familiarȱ toȱEuropeanȱ consumers,ȱ reachingȱnotȱ insignificantȱ
shareȱonȱtheȱtotalȱdomesticȱmarketȱ(tableȱ1).ȱȱ

 Market shares of some fair trade products 

 

TheyȱareȱsoldȱinȱaȱnetworkȱofȱWorldȱShopsȱandȱmoreȱrecentlyȱalsoȱintroducedȱinȱsupermarkets;ȱ
products,ȱlikeȱcoffee,ȱareȱalsoȱservedȱinȱmanyȱcorporateȱheadquartersȱandȱuniversitiesȱasȱwellȱasȱ
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municipal,ȱ nationalȱ andȱ Europeanȱ Unionȱ governmentȱ offices,ȱ likeȱ theȱ coffeeȬhousesȱ ofȱ theȱ
EuropeanȱandȱofȱtheȱItalianȱParliament,ȱtheȱinstitutionalȱmarketsȱpresentedȱinȱtableȱ21.ȱ

 Percentage of sales by market and by EFTA organisation in 2001 

 

Finally,ȱtheȱtrendȱofȱretailȱsalesȱseemsȱtoȱbeȱincreasingȱ(fig.ȱ1).ȱ

 
 Retail value (ml Euro) of fair trade organisations in Europe 

                                                
1 EFTA data presented in tables 2 and 3 and in figure 1 are unpublished and have been kindly provided by Danilo Tucconi, 
CTM Altromercato. 
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CoffeeȱhasȱformedȱtheȱcoreȱofȱfairȱtradeȱinitiativesȱinȱEuropeȱ(tableȱ3)ȱandȱNorthȱAmericaȱandȱ
remainsȱtheȱmostȱwidelyȱavailableȱlabelledȱcommodity.ȱFairȱtradeȱcoffeeȱsalesȱhaveȱlevelledȱoffȱ
inȱmuchȱofȱEuropeȱwhereȱlongȱrunningȱcampaignsȱhaveȱsuccessfullyȱacquiredȱaȱsizeableȱmarketȱ
presence.ȱ

Fairȱ tradeȱ coffeeȱ heldȱ anȱ averageȱ ofȱ 1.2%ȱ ofȱ Europeanȱ nationalȱ marketsȱ inȱ 2000ȱ andȱ hasȱ
capturedȱroughlyȱ3%ȱofȱtheȱmarketȱinȱLuxemburg,ȱSwitzerland,ȱandȱtheȱNetherlandsȱ(tableȱ1).ȱ
MarketsȱcontinueȱtoȱgrowȱrapidlyȱinȱcountriesȱlikeȱNorway,ȱItalyȱandȱFranceȱwhereȱitȱhasȱonlyȱ
recentlyȱbeenȱintroduced.ȱȱ

Moreȱ recently,ȱ theȱcrisisȱ inȱcoffeeȱmarketȱmakesȱ thisȱcommodityȱaȱ symbolȱofȱ theȱ inequalitiesȱ
betweenȱtheȱNorthȱandȱSouth:ȱcoffeeȱpricesȱhaveȱfallenȱbyȱoverȱ50%ȱoverȱtheȱlastȱthreeȱyears,ȱtoȱ
theȱ lowestȱpriceȱ inȱ realȱ termsȱ forȱatȱ leastȱ100ȱyears,ȱandȱ seemȱ likelyȱ toȱmaintainȱ theirȱ recentȱ
increasedȱvolatility[14,ȱȱ28].ȱ

 Percentages of total sales by product for some fair trade organisations in Europe in 2001 

 

Theȱpriceȱdecreaseȱhasȱbeenȱdramaticȱforȱoverȱ25ȱmillionȱcoffeeȱgrowersȱinȱoverȱ50ȱdevelopingȱ
countriesȱ whereȱ coffeeȱ isȱ aȱ crucialȱ sourceȱ ofȱ ruralȱ employmentȱ andȱ foreignȱ exchangeȱ
earnings[14,ȱȱ20].ȱȱ

Theȱ crisisȱ isȱ mainlyȱ dueȱ toȱ theȱ collapseȱ inȱ 1989ȱ ofȱ theȱ quotaȱ systemȱ establishedȱ byȱ theȱ
InternationalȱCoffeeȱAgreementȱ (ICA)ȱ thatȱ ensuredȱ theȱ stabilityȱofȱ theȱmarketȱ throughȱ fixedȱ
exportȱquotas.ȱConsumingȱandȱproducingȱcountriesȱcouldȱnotȱagreeȱonȱtheȱconditionsȱofȱaȱnewȱ
agreementȱandȱonȱtheȱdistributionȱofȱtheȱexportȱquota.ȱThatȱmeantȱderegulationȱofȱtheȱmarket.ȱ
TheȱcoffeeȬproducingȱcountriesȱalmostȱ immediatelyȱdumpedȱtheȱstocksȱtheyȱhadȱaccumulatedȱ
onȱtheȱmarket.ȱTheȱresultȱwasȱaȱdramaticȱfallȱinȱtheȱcoffeeȱprices,ȱwithȱaȱrecordȱbottomȱpriceȱinȱ
theȱautumnȱofȱ1992ȱwhenȱarabicaȱcoffeeȱreachedȱaȱlevelȱsimilarȱtoȱthatȱofȱtheȱthirtiesȱinȱtheȱstockȱ
marketȱinȱNewȱYork[20,ȱ28].ȱEchoȱofȱtheȱconsequencesȱofȱthisȱcrisisȱhasȱreachedȱtheȱconsumerȱofȱ
theȱdevelopedȱcountriesȱthroughȱtheȱmassȱmedia2.ȱ

                                                
2 See for example, Caffè scorretto dal Vietnam, La Repubblica, 15/2/2003. 
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3. The hedonic price model and its empirical specification 

Inȱthisȱpaper,ȱtheȱhedonicȱpriceȱofȱtheȱethicalȱcontentȱinȱcoffeeȱconsumptionȱisȱestimatedȱforȱtheȱ
Italianȱmarket.ȱTheȱhedonicȱprice[21]ȱisȱusedȱtoȱexplainȱtheȱpriceȱofȱaȱdifferentiatedȱproductȱ(orȱ
factorȱofȱproduction)ȱandȱtoȱestimateȱtheȱimplicit,ȱshadowȱpricesȱofȱitsȱqualityȱcharacteristics[5,ȱ
9,ȱ18,ȱ19,ȱ24].ȱ

Theȱproductȱwillȱbeȱsoldȱbyȱaȱnumberȱofȱmanufacturesȱusuallyȱsupplyingȱmoreȱthanȱoneȱmodel,ȱ
eachȱmodelȱhavingȱdifferentȱcharacteristics.ȱTheȱhedonicȱpriceȱfunctionȱis:ȱ

ȱ )(zfP = ȱ (1)ȱ

whereȱzȱisȱtheȱvectorȱofȱcharacteristicsȱforȱtheȱproductȱexamined.ȱ

Thisȱ hedonicȱ priceȱ equationȱ representsȱ theȱ equilibriumȱ priceȱ scheduleȱ determinedȱ byȱ theȱ
interactionȱofȱconsumersȱandȱsellersȱinȱperfectlyȱcompetitiveȱmarketsȱorȱwhereȱarbitrageȱexists.ȱȱ

Inȱfact,ȱtheȱutilityȱfunctionȱforȱaȱrepresentativeȱconsumerȱis:ȱ
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Theȱrepresentativeȱconsumerȱwillȱuseȱzjȱupȱtoȱtheȱlevelȱwhereȱitsȱimplicitȱmarginalȱprice,ȱfj,ȱwillȱ
beȱequalȱ toȱ theȱwillingnessȱ toȱpayȱ forȱzj.ȱEquationȱ (3)ȱalsoȱshowsȱ thatȱ fjȱ isȱproportionalȱ toȱ theȱ
marginalȱrateȱofȱsubstituion,ȱi.e.ȱtheȱratioȱofȱtheȱmarginalȱutilityȱfromȱtheȱcharacteristicȱjȱandȱtheȱ
marginalȱutilityȱfromȱtheȱconsumptionȱofȱallȱtheȱotherȱgoods.ȱ

Aȱsetȱofȱjȱ=ȱ1,..,ȱmȱcharacteristicsȱcanȱbeȱidentified,ȱifȱdataȱoverȱkȱ=1,�,ȱnȱmodelsȱareȱcollectedȱforȱ
aȱregressionȱofȱtheȱpriceȱofȱmodelȱkȱ(Pk)ȱonȱtheȱlevelsȱofȱitsȱcharacteristicsȱ(zkj).ȱȱ

Ifȱtheȱempiricalȱspecificationȱisȱlinear,ȱasȱsuggestedȱbyȱArgueaȱetȱal.ȱ(1994)ȱandȱFeenstaȱ(1995):ȱ

ȱ kkj

m

j
jk zP ε+∑β+β=

=1
0 ȱ (4)ȱ

theȱΆjȱareȱestimatesȱofȱtheȱmarginalȱvalueȱofȱtheȱcharacteristics.ȱAsȱhasȱbeenȱmentionedȱbefore,ȱ
inȱthisȱworkȱtheȱlinearȱspecificationȱisȱrejectedȱbyȱtheȱdataȱinȱfavourȱofȱaȱsemiȬlogarithmicȱform.ȱ

Coffeeȱ canȱ beȱ describedȱ asȱ aȱ heterogeneousȱ good[11,ȱ 25].ȱ Inȱ fact,ȱ consumersȱ (andȱ roastersȬ
buyers)ȱareȱconcernedȱaboutȱwhatȱvariety3ȱofȱcoffeeȱtheyȱacquire.ȱSellersȱalsoȱdistinguishȱtheirȱ

                                                
3 Varieties are typically divided into robustas, which are more acid and higher in caffeine, and arabicas, which are milder and 
fragrant. Arabicas are further subdivided into Colombian milds (from Colombia, Kenya and Tanzania), unwashed arabicas 
(mainly Brazilian) and other milds (mainly from Central and South America). 
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productsȱbyȱhighlightingȱtheirȱcountryȱofȱorigin,ȱbyȱemphasisingȱtheirȱparticularȱcharacteristicsȱ
orȱbyȱ showingȱaȱ commitmentȱ toȱorganic,ȱ shadeȬgrownȱorȱ fairȱ tradeȱpractices.ȱThen,ȱnicheȱorȱ
specialityȱ coffees,ȱ newȱ typesȱ ofȱ coffeeȱ drinkȱ soldȱ atȱ aȱ premium,ȱ haveȱ beenȱ successfullyȱ
introducedȱinȱtheȱmarket.ȱ

4. The data 

Inȱ thisȱwork,ȱ scannedȱdataȱareȱused;ȱ theyȱ referȱ toȱ theȱ totalȱobservedȱpurchasesȱofȱallȱbrandsȱ
supplyingȱroastedȱcoffeeȱinȱItalianȱsupermarketsȱoverȱtheȱperiodȱ1998Ȭ2002ȱfromȱIRIȱInfoScan4ȱ
source.ȱBrandsȱusuallyȱsupplyȱmoreȱ thanȱoneȱmodelȱ (inȱ thisȱstudyȱ itȱ isȱcalledȱreference)ȱwithȱ
differentȱ characteristics,ȱmostȱofȱ themȱdescribedȱ inȱ theȱ label.ȱPriceȱ andȱ saleȱvolumeȱ forȱ eachȱ
referenceȱisȱknown;ȱfinally,ȱthisȱinformationȱisȱgivenȱforȱbigȱterritorialȱaggregates.ȱTheȱnumberȱ
ofȱreferencesȱincreasesȱoverȱtimeȱ(seeȱtableȱ4).ȱ

Fromȱ thisȱ analysis,ȱ theȱ Italianȱmarketȱ appearsȱhighlyȱ segmentedȱ sinceȱproductsȱ ofȱ theȱ sameȱ
brandȱcanȱdifferȱforȱaȱlargeȱvarietyȱofȱpackagingȱchoiceȱ(andȱthenȱprice);ȱalso,ȱblendȱrecipesȱareȱ
responsiveȱ toȱ changesȱ inȱ consumersȇȱ tastesȱ (andȱ relativeȱ prices)ȱ andȱ newȱ characteristicsȱ areȱ
offered,ȱ likeȱ ethicalȱorȱorganicȱ coffee.ȱTheȱ sectorȱ isȱ composedȱbyȱ fewȱ leadersȱ andȱbyȱ aȱ largeȱ
numberȱ ofȱ smallȱ firms;ȱ competitionȱ isȱ strongȱ inȱ eachȱ segment.ȱDuringȱ theȱ periodȱ examinedȱ
marketingȱstrategiesȱforȱbigȱfirmsȱhaveȱbeenȱtheȱdevelopmentȱofȱnewȱpackagingȱ(likeȱtheȱeasyȱ
openȱsystem),ȱtheȱ launchȱofȱnewȱproductsȱ(forȱexampleȱEspesso,ȱwhichȱ isȱaȱsolidȱespresso)ȱorȱ
theȱimplementationȱofȱaȱnetworkȱofȱcoffeeȬhousesȱwithȱitsȱownȱbrand.ȱMarketingȱstrategiesȱforȱ
mediumȱ firmsȱ haveȱ been:ȱ fulfilmentȱ ofȱ highȱ qualityȱ standardȱ andȱ productȱ differentiationȱ
throughȱspecialityȱcoffee,ȱlikeȱfairȱtradeȱcoffee,ȱorganicȱcoffeeȱorȱcoffeeȱwithȱspecificationȱofȱareaȱ
ofȱ plantȱ origin[7].ȱ Finally,ȱ smallȱ firmȱ strategiesȱ haveȱ beenȱ essentiallyȱ lowȱ pricesȱ andȱ localȱ
penetration,ȱparticularlyȱinȱtheȱSouthȱofȱItaly.ȱ

Dataȱ relatedȱ toȱ sharesȱ forȱmoka,ȱ espresso,ȱdecaffeinatedȱ andȱ fairȱ tradeȱ coffeeȱ soldȱ inȱ Italianȱ
supermarketsȱareȱreportedȱinȱtableȱ4.ȱMokaȱisȱanȱItalianȱspecialȱbrewerȱusedȱtoȱprepareȱcoffee5.ȱ
EspressoȱcoffeeȱisȱpreparedȱbyȱaȱhighȬpressureȱmachineȱlikeȱthoseȱusedȱinȱtheȱcoffeeȬhouses.ȱ

Forȱ eachȱ reference,ȱ theȱ informationȱ containedȱ inȱ theȱ labelȱ wasȱ processedȱ andȱ severalȱ
characteristicsȱwereȱderived.ȱȱ

                                                
4 www.infores.it 
5 Italian coffee is very different from the instant or filter coffee that is a long beverage. This latter is not very widespread in Italy 
and is mainly consumed by young people. 
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 Descriptive statistics 

1998 1999 2000 2001 2002

t 83223 85376 88079 91659 96948

% 89.9 91.1 91.2 91.5 91.8

% 10.1 8.9 8.8 8.5 8.2

% 79.1 79.9 80.4 81 81.6

7.9 7.7 6.7 5.9 5.7

% 3.5 3.7 4.1 4.6 5.3

t 224 239 279 327 397

% 0.27 0.28 0.32 0.36 0.41

No. 660 697 749 795 878

Euro/kg

8.7 8.1 8 8 7.8

8.3 7.9 7.9 7.9 7.8

8.1 7.6 7.6 7.6 7.5

7.5 7 6.9 6.7 6.6

8.2 7.7 7.6 7.6 7.4

2.3 2.1 2.1 2.1 2

86 112.8 123.8 93.3 85.2

6.4 7.7 8.5 8.8 9st. deviation

maximum

minimum

Italy

South

Centre-Sardinia

North-East

North-West

price

references

fair trade coffee

decaffeinated

private label

branded

espresso

moka

sale volumes

Variables

 

Theȱrelatedȱvariablesȱareȱreportedȱinȱtableȱ5.ȱ

 Variable list 
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 Distribution of coffee price (Euro/Kg) in 2002 in the sample used for the hedonic 

regression 

5. The results 

ȱ

Regressionȱ ofȱ priceȱ onȱ allȱ characteristicsȱ hasȱ beenȱ performedȱwithȱ respectȱ toȱ theȱ sampleȱ ofȱ
referencesȱreferringȱtoȱtheȱsameȱquantity:ȱ250ȱgmȱandȱoneȱpack.ȱTheȱnumberȱofȱobservationsȱisȱ
3678.ȱTheȱresultsȱhaveȱbeenȱcorrectedȱforȱheteroskedasticityȱwithȱtheȱBreuschȬPaganȱprocedureȱ
(ChiȬsq.ȱ=ȱ ȱ9586.24ȱwithȱ20ȱdegreesȱofȱfreedom).ȱOLSȱestimatesȱareȱreportedȱ inȱtableȱ6.ȱOnȱtheȱ
basisȱ ofȱ theȱ Resetȱ test,ȱ theȱ linearȱ specificationȱ isȱ rejectedȱ andȱ theȱ semiȬlogarithmicȱ formȱ isȱ
accepted.ȱ

Theȱregressionȱfitȱisȱgood:ȱtheȱadjustedȱRȬsquaredȱisȱ0.594.ȱAllȱvariablesȱrelatedȱtoȱcharacteristicsȱ
areȱsignificant.ȱTheȱsignȱisȱpositiveȱexceptȱforȱtheȱtasteȱindicationȱvariableȱwhichȱisȱnegative;ȱitȱisȱ
probablyȱ aȱ spuriousȱ effectȱ sinceȱ theȱ dummyȱ includesȱ allȱ referencesȱwithȱ indicationȱ ofȱ tasteȱ
(strong,ȱdelicate,ȱrich).ȱȱ
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 OLS estimates. Dependent variable ln (p) 

 

Theȱcoefficientȱonȱtheȱethicalȱcontentȱisȱnotȱonlyȱsignificantȱbutȱalsoȱlargerȱinȱsizeȱthanȱthoseȱonȱ
theȱotherȱattributesȱexceptȱforȱtheȱgiftȱpackagingȱvariable,ȱGIFT.ȱThisȱvariableȱprobablyȱreflectsȱ
theȱhigherȱavailabilityȱtoȱbuyȱcoffeeȱduringȱholidays[13]ȱandȱtoȱpayȱforȱitsȱpackaging.ȱ

 The implicit price for the ethical attribute in coffee consumption (Euro/Kg) 

 

Finally,ȱ sinceȱ theȱ linearȱ specificationȱ isȱ rejectedȱ byȱ data,ȱ theȱ implicitȱ priceȱ forȱ theȱ ethicalȱ
attributeȱinȱcoffeeȱconsumptionȱisȱnotȱconstantȱbutȱvariesȱwithȱprice.ȱTheȱmarginalȱvalueȱofȱtheȱ
ethicalȱcontentȱinȱcoffeeȱconsumptionȱisȱreportedȱinȱtableȱ7:ȱonȱaverage,ȱitȱisȱ2.36ȱEuro/kgȱbutȱtheȱ
valueȱ isȱ lowerȱ forȱ theȱ Southȱ ofȱ Italy.ȱNoticeȱ thatȱ afterȱ introducingȱ theȱ incomeȱ variable,ȱ noȱ
significantȱareaȱdifferencesȱinȱtheȱcoefficientȱforȱfairȱtradeȱcontentȱisȱnoticed;ȱthen,ȱnoȱterritorialȱ
differencesȱremainȱinȱtheȱimplicitȱpriceȱpaidȱafterȱcontrollingȱforȱincome.ȱ
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6. Conclusions and policy implications 

Theȱobjectiveȱofȱ thisȱ studyȱ isȱ toȱascertainȱ theȱmarginalȱvalueȱ forȱ theȱethicalȱ contentȱ inȱ coffeeȱ
consumptionȱ afterȱ controllingȱ forȱ otherȱ coffeeȱ attributes,ȱ accordingȱ toȱ theȱ Italianȱ consumerȱ
preferences.ȱȱ

Theȱ dataȱ usedȱ referȱ toȱ theȱ purchaseȱ dataȱ ofȱ aȱ representativeȱ sampleȱ ofȱ supermarketȱ andȱ
shoppingȱcentreȱconsumersȱobservedȱfromȱ1998ȱtoȱ2002.ȱTheȱcoffeeȱattributesȱanalysedȱareȱthoseȱ
describedȱ byȱ theȱ label:ȱ branded,ȱ organic,ȱ decaffeinated,ȱ fairȱ trade,ȱ espressoȱ coffee,ȱ arabicaȱ
variety,ȱandȱsoȱon.ȱTheȱempiricalȱapproachȱfollowedȱ isȱtheȱestimationȱofȱtheȱhedonicȱpriceȱforȱ
theȱfairȱtradeȱcontentȱandȱforȱotherȱattributesȱofȱcoffee.ȱȱ

Theȱresultsȱshowȱthatȱtheȱcoefficientȱforȱfairȱtradeȱcoffeeȱ isȱsignificantȱandȱhigh.ȱTheȱmarginalȱ
valueȱofȱtheȱethicalȱcontentȱinȱcoffeeȱconsumptionȱisȱnotȱconstant;ȱitȱisȱ2.36ȱEuro/kgȱonȱaverageȱ
butȱtheȱvalueȱisȱlowerȱforȱtheȱSouthȱofȱItaly.ȱFinally,ȱafterȱcontrollingȱforȱareaȱincome,ȱnoȱareaȱ
differencesȱ inȱ theȱ coefficientȱ forȱ fairȱ tradeȱ coffeeȱwasȱ noticed.ȱ Thisȱ suggestsȱ thatȱ fairȱ tradeȱ
brandsȱshouldȱadoptȱaȱstrategyȱofȱpriceȱdifferentiation,ȱsimilarȱtoȱthatȱadoptedȱbyȱconventionalȱ
brands,ȱinȱorderȱtoȱincreaseȱtheirȱmarketȱshare.ȱ
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