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			Preface to the Paperback Edition

			Robert W. Thurston

		

		
			Since its original publication in 2013, the analysis and information in this Guide have held up well. However, for the paperback edition, we wish to note several important changes in the last few years in the coffee industry. These developments involve new research on the coffee plant and on coffee and health, new or increasing challenges posed by climate change, and consolidation in the roasting and sales end of the business. Since Coffea Arabica—the good species, as the Guide makes clear in several articles—has a narrow genetic base, the development of hardier plants is vital to coffee’s future.

			One of the biggest news items in the cultivation of coffee is the experiments and field trials being conducted by World Coffee Research (WCR), which is sponsored by private contributions, universities, private industry, national research organizations, and the United States Agency for International Development (USAID). WCR has opened an experimental farm, Flor Amarilla, in El Salvador. The second and related major development regarding the coffee plant is that the genomes of arabica and its cousin Coffea canephora, called robusta in the industry, have been sequenced.

			WCR’s intent is to bring together and coordinate research on the coffee tree from around the world. The goal is to produce hybrids that are pest-resistant, especially to Hemileia vastatrix, coffee leaf rust (la roya in Spanish); that are productive; and whose seeds (beans) taste good in the cup. Flor Amarilla, which I visited in August of 2017, is deep into this work. On seven hectares of land lent to WCR for at least fifty years by the J. Hill Company, researchers have gathered hundreds of plants originally taken from forests in Ethiopia. These have then been cross-bred with existing hybrids, especially arabica plants derived from both ‘Bourbon’ and ‘Typica,’ to produce first-generation new plants, known as F1. Field trials of these and other hybrids are now in progress in twenty-three countries around the world. Much further work needs to be done, in a painstaking process of finding out which plants start to meet the desired outcomes, then doing more hybridization, then more field trials. Since the trees at WCR were planted in 2016, all this will take years; in fact, it may be a decade or more before the investigators have the results they seek.

			Part of the research, however, is sped up by cloning the F1 plants. Using an ordinary office hole punch, workers collect dots from the leaves of the trees, dozens from any one leaf, and send them to labs to be cloned. The plants grown in this way then serve as one set of parents for the next generation of hybridization, which will again be largely with wild varieties from Ethiopia. In each cross-breeding, scientists look for maximum genetic distance between parent plants–a difference that unfortunately is never great.

			Why not just take F1 seeds and plant them? Well, those seeds would produce plants that would be all over the place in their genetic characteristics. Some trees would faithfully reproduce as F1s, others would be closer to one parent plant or the other, while some would be a messy intermediate. In short, the F1s are not yet ready for distribution to farmers. Cloning this generation ensures that the resulting plants faithfully reflect the parent tree makeup and can be used for the next round of precision hybridization.

			Furthermore, genotype is not phenotype. That is, we may know the genetic sequence of a plant but not know how it will express those genes in the field. Phenotype is defined as “the observable properties of an organism that are produced by the interaction of the genotype and the environment.”1 Thus WCR is also planting hybrids in various environments to observe the effects of different soils, climates, and altitudes.

			Other work with hybrids is underway at Flor Amarilla, especially with varieties like ‘Catimor’ and ‘Sarchimor.’ Any plants whose names end in “mor” have been developed by crossing arabica with ‘Hybrido de Timor,’ itself a natural cross between arabica and robusta that occurred about 100 years ago on the island of Timor. Because arabica is either self-pollinating or is pollinated by wind, and occasionally by bees, and because arabica and robusta, though different species, are also not so very far apart genetically, the two are able to combine and produce viable offspring. Finally, WCR is grafting arabica trunks onto robusta roots, which are typically much stronger than arabica roots. The idea is to provide more protection for the plants from nematodes in the soil, which can rob a plant of vitality.

			Work at the main Honduran research facility at La Fe is important as well. Personnel there are also hybridizing plants and are using new techniques, in particular cloning, as described above, to speed up the process of obtaining new genetic combinations. The Hondurans also address training in the industry in a systematic and effective way, running schools for cuppers, farm administrators, millers, and mechanical-maintenance skilled workers. If the country ever fixes its roads, it will be a global leader in coffee.

			The chief pest in Central America and part of South America is coffee leaf rust. Rust is discussed in several articles in this Guide, especially Stuart McCook’s, but the original edition went to press just before the extent of the devastation in coffee lands caused by this fungus, beginning in a huge wave in 2012, became evident. The disease appears as brownish-orange spots on leaves; if unchecked, it causes leaves and, in severe infestations, whole trees to die. Losses from la roya in Central America in 2012–2014 amounted to around $1 billion, and at least 250,000 Guatemalan coffee workers lost their jobs. In the summer of 2017, ‘Lempira,’ a variety developed in Honduras as a rust-resistant strain, was declared susceptible to the fungus. Hemileia mutates quickly, making battling it very difficult. Besides developing new hybrids, researchers are working on bio-solutions, for example by introducing fungi that are enemies of rust and will eat it on the trees.

			WCR predicts that by 2050 only half of the present area devoted to arabica will still be able to grow it, while global demand will double.2 But I found Honduran farmers who grow high-end coffee to be optimistic about both sales and their ability to deal with climate change. They fight it through the use of shade trees, careful pruning, systematic fertilization, and control of rust and the coffee berry borer (Spanish broca). I met two brothers, Milton and Alexi Moreno, who live high above Santa Barbara, at 1600 meters (about 5,250 feet) above sea level. Last year Milton sold twelve bags of specialty coffee, this year thirty-eight. The brothers and everyone living around them have cell phones, while all the houses have had electricity for years and cable TV or discs for the past five years. The Moreno brothers and others nearby are building new coffee drying structures and small pulping stations. It is certainly encouraging to get some good news out of the industry, especially from small to medium farmers.

			Meanwhile, researchers everywhere are drawing on the recent sequencing of coffee genomes. Scientists in France sequenced robusta in 2014, and geneticists at the University of California, Davis (UC Davis) announced in January 2017 that they had sequenced the genome of arabica. Staff at UC Davis and WCR have told me that they are not working on genetically modified (GMO) coffee, but rather are interested in using genetic markers and sequences to help discover which plants are more resistant to pests but are still productive and have high cup quality. Soon a huge greenhouse will be completed at Davis that will allow scientists and students to grow coffee in widely varying conditions, including a range of wind direction and intensity. The only environmental factor that Davis won’t be able to duplicate in the greenhouse will be different altitudes.

			Even though major research facilities are not working on GMO coffee, and no modified beans are for sale at present, we may be sure that somewhere in the world a lab is trying to genetically engineer the plant. After all, GMO could have the potential to solve problems much more quickly than even the new techniques adopted at Flor Amarilla and other sites. In this connection, what I call the culture wars between adherents of “organic,” which excludes all genetic modification by definition, and people more open to using all tools available to improve coffee, is heating up. One scientist at UC Davis told me that after the announcement of arabica’s sequencing, he got an angry message from a layperson that “I don’t want any genes in my coffee!” Sorry, but genes–and chemicals–are in every living thing. You may find ads for “chemical free decaf” on the Internet, but everything in the universe is composed of chemicals.

			As for coffee consumption, it continues to grow slowly around the world, at about 2 percent per year. But there are a number of hopeful signs for the industry: first, Chinese consumption is rising at about the rate of 16 percent a year. This edition has an article on China as a producing and consuming country that did not appear in the original hardcover. The future of coffee in a country with 1.4 billion people looks bright, despite problems in the fields with water usage and leaf rust.

			Another positive trend: “In the eight years through 2016, daily consumption among [American] 18- to 24-years-olds rose to 48 percent from 34 percent, while it climbed to 60 percent from 51 percent among those aged 25 to 39.”3 For the moment, consumption by millennials may only be keeping American coffee drinking on an even level, as young people’s habits just make up for declining use among older people. Nonetheless, increased consumption among younger Americans means that many will continue to drink a lot of coffee for decades to come. In any event, the number of coffee shops in the United States and elsewhere continues to rise; by 2015, the American total reached 31,490.4 Of all the specialty stores open in the United States in 2016, Starbucks operated 13,172.5

			Consolidation has characterized the coffee industry since the 1870s, and it continues at a rapid pace in specialty coffee. JAB Holdings, owned by a German family, has recently purchased several American and foreign chains and roasteries. Since 2012, JAB has spent more than $40 billion to acquire Peet’s, Keurig Green Mountain, Caribou, and Jacobs Douwe Egberts, companies not necessarily known for great coffee. But the German clan has also bought Stumptown and Intelligentsia, both famous for excellent coffee. So far, control from abroad does not seem to have affected the quality of their products. In commodity coffee, as in Folgers or Maxwell House, little has changed in any respect.

			Finally, coffee continues to bolster its reputation as a drink that is good for you. It might be an exaggeration to say, as a recent report started out, that “Researchers in Spain have concluded that higher coffee consumption is associated with a lower risk of death.” Nope, the risk of death for all of us is 100 percent, regardless of whether we drink coffee, gin, or gasoline. But the article, like a number of other earlier studies, went on to note that people who consumed at least four cups per day over the course of a ten-year investigation had a 64 percent lower risk of “all-cause mortality” than those who never or almost never drank coffee. Yes, coffee does seem to be a wonder drug; new research confirms the findings in the article here by Lawrence Jones.

			I for one can’t even drink four cups of coffee a day. But in survey after survey, that number provides the most health benefits. Best of all is not to smoke or eat a lot of red meat and, apparently, wash down what you do eat with (specialty) coffee.

			We hope very much that readers will enjoy this affordable edition of the Guide. Good coffee and good health to you!

			Notes

			1. https://www.merriam-webster.com/dictionary/phenotype, accessed September 5, 2017.

			2. World Coffee Research, El futuro del café: Reporte Anual 2016, n.p., 2016, 37.

			3. Marvin G. Perez, “Coffee-Loving Millennials Push Demand to a Record,” Bloomberg Report, October 30, 2016, drawing on data from the National Coffee Association. https://www.bloomberg.com/news/articles/2016-10-30/millennial-hunt-for-caffeine-fix-propels-coffee-demand-to-record, accessed September 7, 2017.

			4. https://www.statista.com/statistics/196590/total-number-of-snack-and-coffee-shops-in-the-us-since-2002/. Accessed June 6, 2017.

			5. Statista, “Number of international and United States Starbucks stores from 2005 to 2016, https://www.statista.com/statistics/218366/number-of-international-and-us-starbucks-stores/, accessed September 4, 2017.

		

	
		
			Preface

		

		
			Putting this book together has been a great deal of work, but also a lot of fun, not to mention a terrific learning experience for the three editors. We have certainly learned a lot from each other. Just when you think you know something about coffee, you become aware of how much else you might explore. That is partly because the industry is changing so fast, from the way coffee trees are mulched to how to make a pour-over cup. But even if the industry stood still today, the amount of information available on any given aspect of coffee would be huge, and unknowable in its entirety for any one individual. That is why we have called on so many experts on one area or another of agriculture, processing, retailing, cup preparation, and consumption, to name a few fields.

			We are deeply grateful to our contributors. Their generosity with their time and knowledge raises a basic question about the coffee industry: Why are coffee people so nice? Why, when academic historians like Robert Thurston and Jonathan Morris wander in, and at first don’t know the difference between pulped naturals and pulp fiction, are coffee people so helpful? (The two of us consider Shawn Steiman a coffee person to the core.)

			So while all three editors are proud of this book, we have also been humbled by making it. We hope that the articles will appeal not only to people in the industry and the millions of coffee fanatics (geeks, they sometimes style themselves) around the world but also to many others. This guide presents a wealth of information about a basic agricultural product that has played a major role in history, affects the economic and social life of many millions today, and is relentlessly studied and modified by scientists, roasters, baristas, and home consumers.

			Although we have tried to produce a non-ideological work, the editors’ and contributors’ preferences—not always in agreement—will become clear. Above all, we’ve aspired to provide a source of coffee knowledge for all who seek it and all who can benefit from it. We want the best for those involved with coffee, beginning with the farmers. We are dedicated not to charity or condescension but to the empowerment of industry members.

			Finally, we hope this volume will be a pleasure to read.

		

	
		
			Introduction

			Robert W. Thurston

		

		
			In this volume, the editors and the contributors have tried to provide a useful guide to coffee from the ground up. The articles we have assembled cover a great range of topics, from soil to roaster, barista, and home use. We are well aware that people’s tastes vary widely. Some prefer coffee in a grocery store can, already ground, or even instant coffee that requires almost no effort to prepare. Others pay considerably more money for select whole beans, which they grind before making each cup. They weigh the coffee and the water, then keep one eye on the temperature of the water and the other on the clock, as they count the seconds in the various steps of making the beverage. Still other folks want coffee only at cutting-edge cafés—or, to use an upscale term, coffee bars—made by an experienced, skilled barista.

			Whatever your particular pleasure in a cup, we believe that all aspects of the coffee industry should interest anyone who cares about the earth, farmers, globalization, or even basic economics. In these pages, a wealth of material applies first to coffee but also to wider issues; a good example is “organic.” Many coffee terms are explained in the glossary in the back of the book. If a term is in the glossary, it will appear in boldface the first time it is used in a chapter that discusses the term at length or in a context in which its meaning may not be clear. Since this is a handbook, readers may want to consult the index to find where the topics that most interest them are discussed. But of course all are invited to start with the first page and read straight through.

			Everyone connected to the coffee industry has a story about the cup of coffee, the one that opened eyes, nose, and palate to the realization that coffee could be an excellent beverage. In the 1950s and 1960s, my mother made coffee in a steel drip pot, using ground, canned Maxwell House. I remember vividly that the results smelled and tasted like bitter, burnt metal. But there was that one intriguing puff of marvelous fragrance when she opened a new can. Years later, I happened upon a special deal for a kit with a carafe, a plastic filter cone, paper filters, and a can of ground coffee. All of a sudden, I had much better coffee than I had ever tasted before.

			The cup, whatever it was for the initiated, opened the way for a journey deeper and deeper into the complexities and pleasures, along with disappointments, of coffee. If we can hook anyone into that journey with this book, we will be happy indeed. But this is not just a volume for snobs.
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					Figure I.1. Where coffee grows. Map by Lara Thurston.

				

			

			That’s partly because coffee begins with dirt. Agriculture is one of the most fickle businesses; growing and selling coffee is one of agriculture’s most volatile sectors. From planting a seedling until a tree bears usable coffee fruit—called berries or cherry, usually in the singular—can take four years. The weather, war, emergence of a new producer (like Vietnam in the late 1990s), and changing tastes can wreak havoc on production and the price farmers can get for their beans, which are in fact the seeds of the coffee fruit.

			Boom-and-bust cycles have affected coffee from the 1880s on. In the 1930s, the bottom fell out of the market; Brazilians, the largest producers for decades, responded by dumping coffee into the ocean or burning it, producing steady smoke and an acrid odor over Rio. The price of coffee alternately soared and dove in the following decades, until it hit the miserably low figure of about 40 cents a pound in New York in the fall of 2004, at a time when it cost farmers at least 70 cents a pound to produce a crop, or more like $1 in many parts of the world. But in June of 2011, bad weather in several major producing countries, combined with increased demand for coffee, pushed the New York C price above $3 before it began to subside a little.

			When I visited Kenya in 2004, several people told me “coffee is an old man’s crop.” No one wanted to enter the business. But at current prices, growing coffee has become attractive again. Still, farmers, especially ones raising coffee on a small scale, maybe on a hectare (about 2.5 acres) or two of land, capture little of the money that consumers in the Western world spend on beans or the brew. Among the subjects this book covers is why that difference exists, what is being done about it, and what the future for coffee producers might look like.

			Consumers’ tastes and desires for coffee have followed their own twisted paths. In an illustration entitled “US coffee consumption—a nation goes soft,” the NGO Oxfam finds that in 1970, Americans drank 36 gallons of coffee per person per year. In 2000 the figure was 17 gallons, while soft drink guzzling went from 23 gallons per capita to 53 gallons.1 These figures tally, unfortunately, with increased obesity in the U.S.

			On the other hand, anyone not living in a cave for the past thirty years knows that coffee has surged to the forefront of public culture in many parts of the world. New coffee shops have changed the face of not only American cities, but also British, German, Colombian, Kenyan, and Indonesian towns, to name a few others. The U.S. counted about 2,000 local or small chain shops in the early 1980s; by the end of 2008, America could boast 27,715 specialty coffee outlets, of which 11,100 or 47 percent were Starbucks.2 Having opened its 100th outlet in Indonesia, Starbucks plans to launch another 15 there this year. But the champion of recent expansion is probably Costa Coffee, owned by Britain’s Whitbread Corporation. Two Italian brothers, immigrants to the UK, founded Costa in 1971. Absorbed by Whitbread in 1995, Costa now has 1,871 coffee bars and plans to reach 3,500 in the next five years.3 The firm also operates vending machines, self-service bars, and coffee kiosks. Like Starbucks, Costa Coffee is already an international presence, with stores in Eastern Europe, the Middle East, China, Russia, and India.

			Despite this third wave of coffee conquests, most people around the world drink what snobs in the business—in fact they happily refer to themselves as coffee geeks—would call mediocre or outright bad coffee. First of all, about 40 percent of the coffee sold globally, as we shall see below, is robusta. Properly called Coffea canephora, robusta is a tougher plant than its relative Coffea arabica. Accordingly, robusta’s taste is rougher, bitter, and lacking in subtlety. Robusta goes into instant coffee, grocery store cans, and many espresso mixtures, especially in Europe, where it helps produce the brown foam called crema and to provide an extra kick of caffeine. Americans still buy most of their coffee in cans, either metal or plastic: 57 percent of purchases for home brewing were for such containers, a 2011 survey found, while 31 percent went for bagged coffee (whole bean or ground), and 8 percent for capsule or pod products.4

			Like wine, coffee is marked by extremes and everything in between. You can buy a bottomless cup fairly cheaply across the United States. In Europe you have to buy mediocre coffee one cup at a time, although Britain, Germany, and the Scandinavian countries prepare some excellent drinks. Recently a drugstore near my home ran an ad for Folgers coffee in a plastic tub, already ground, decaf or regular, for $1.43 a pound. At that price, the results, no matter how you brew, will disgust any coffee geek. Moreover, the farmers who grow the coffee beans used for such a grim product earn virtually nothing.

			For most Americans, and many people in other lands, everyday coffee remains the stuff of jokes: “Drink Coffee: Do Stupid Things Faster with More Energy,” reads a popular refrigerator magnet, the ultimate cultural signpost of our times. If the coffee at Dunkin’ Donuts might deliver that extra energy, and might also be deemed barely drinkable by people in the high end or specialty coffee business, Dunkin’ smiles broadly on the way to the bank. It leads the pack of retailers in America, with about 6,800 stores across the country, and another 3,000 abroad. Dunkin’ sells some 1.5 billion cups of coffee worldwide each year, to help wash down 900 million doughnuts consumed in the U.S. alone.5

			Dunkin’ can provide a close encounter with a doughnut, while other coffees have taken me to a near-spiritual plane, for example Ethiopian Yirgacheffe in certain years, or fabulous beans from the Kona Coast of Hawaii. Such coffee can cost $35, $40, $60, $100 a pound. But after an initial investment in equipment for home brewing, anyone can have a cup in the kitchen for 35 or 40 cents. The most expensive coffee in the world, kopi luwak, at some $300 a pound, continues to elude me; the people I know who have tasted it say it’s terrible.
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					Figure I.2. An Arbuckle’s “trade card” from the late 1880s, one of a series of “countries of the world.” One of a few illustrations of the day that connected consumption, in this case by elegant American women, with coffee farming. Slavery had been abolished in Brazil in 1888; perhaps that’s why the woman picking coffee below the map is smiling. Courtesy of Special Collections, Miami University

				

			

			Whatever kind you drink, or even if you don’t touch coffee, it calls for attention and respect. Consider the impact of the crop and the beverage over the past four centuries, longer in the Middle East and parts of Africa:

			
					Coffee was the first commodity truly traded around the whole world, making globalization more than 350 years old.

					Coffee and slavery, or some other form of forced, unfree labor, were inseparable for nearly 300 years, into the 1880s.

					Coffee has profoundly affected the environment, particularly in the destruction of forests in Latin America and the Caribbean. On the other hand, coffee farmers and buyers today are often leaders in efforts to redeem the land and to practice sustainable agriculture. “Social responsibility,” to both the land and the people who work it, has become a catch phrase for everyone working in coffee, from the smallest farmers to the biggest multinational corporations. Sometimes they even follow through on that idea.

					Coffee has been both a mirror of social life in the consuming (as opposed to the producing) countries and a powerful factor in changing social standards and interaction. To mention a few examples, coffee helped introduce major changes in the gender roles and images of women in Britain as coffeehouse culture developed in the 1600s. Coffee provided the dominant social lubricant in American social life from the late 1800s until the early 1970s. And just try to think of Italy from 1900 on without coffee.

					More than a few writers depended on coffee or coffeehouses to keep putting words on paper. Here is a selection of outstanding names: Samuel Richardson, who penned the first books in English recognized as novels, beginning with Pamela in 1740; the great French philosophe Voltaire, who wrote a play translated into English in 1760 as The Coffee House, or Fair Fugitive; the German philosopher Immanuel Kant (1724–1804); the French realist novelist Honoré de Balzac (1799–1850); T. S. Eliot, American-born but an emigrant to England, who wrote with longing “I have measured out my life in coffee spoons,” in the poem “The Love Song of J. Alfred Prufrock” in 1915; and the cosmopolitan American Ernest Hemingway sitting with a pencil and paper in Paris cafés in the 1920s. Paul Erdos, 1913–96, a Hungarian scholar, often worked around the clock. He once said, “A mathematician is a machine for turning coffee into theorems.”6

					TV shows like Friends and Frasier chose a neighborhood coffeehouse as a meeting point and social ground. Coffee has had a bit or a major part in countless movies, and it flows through popular music in a way that no other substance does. “Black Coffee,” “Coffee in Bed,” “Coffee and Reefer” resonate widely in Western countries; substituting tea, lemonade, or even any alcoholic beverage would produce strange results. Coffee is a perfectly acceptable, even favorite drink in Muslim countries, while of course alcohol is forbidden. Only Westerners who avoid coffee for religious reasons do not interact directly with the brew’s great cultural and social influence. Yet everyone feels the presence of coffee.

					Caffeine, above all in coffee (but also in tea, chocolate, soft drinks, energy drinks, and as a booster in various headache tablets, among other sources) is the world’s most widely consumed drug—in the sense of a substance ingested that alters body chemistry or mental state. Is it good or bad for your health? We investigate the latest findings on that issue.

					Coffee grows in some 70 countries around the world. Figures on how many people work with coffee are not exact, but the International Coffee Organization, based in London, estimates that 26 million people are occupied with coffee in 52 producing countries.7 Millions more are employed in importing, roasting, investigating, and making coffee in the developed world.

					According to the United Nations, at the peak of coffee imports in 2009, consuming countries were spending about $27.1 billion a year to purchase coffee.8 But, considering the cost of roasting, storage, transportation, labor, and other factors in the actual making of a cup of coffee, the coffee business may amount now to some $100 billion annually.9

					Alas, contrary to claims made in many books and articles, coffee is not the second most valuable commodity (after oil) sold internationally. Aluminum and copper fetch more money, while among agricultural products, wheat, flour, sugar, and soybeans all outstrip coffee.10 Coffee probably held first place for a time, as the spice trade declined in the 1500s and 1600s and before sugar became an everyday item, beginning in Britain. In recent decades, coffee exports have also dropped as a portion of foreign earnings for most producing countries. Yet in looking for ways to bolster the economy from Nicaragua to Tanzania, or how to create more secure, decent jobs, coffee continues to be especially important.

			

			Meanwhile, the global consumption of coffee, especially of high-end or specialty coffee—which we define and discuss in depth—is rising steadily. This progression owes much to Starbucks and the march of its outlets throughout America since the 1980s. Starbucks had to close some stores in the Great Recession that began in 2007 but has recently regained ground. As for the independents, they too declined for a while, but their number has and will certainly continue to increase. Whether a wonderful or an evil company, Starbucks has been the tide that since the 1980s has generally lifted all boats. As a coffee shop owner from Long Beach, California, once told me, “There is a Starbucks going up across the street from my shop. If they would let me, I’d volunteer to go over and hang drywall, just to get them going sooner.” He figured that people would come to Starbucks and then get curious about the store across the street; maybe it had better coffee.

			Coffee has a long, highly checkered political history. Coffeehouses did not create English political parties and thus serve as midwife to democracy, but the atmosphere over a steaming (and probably horrible tasting) cup did facilitate trading ideas about politics. English conservatives feared this “bourgeois public sphere” so much that in 1676, Charles II banned coffeehouses. His edict was never widely enforced, while his repeated meetings with coffee businessmen in succeeding years, although marred by occasional arrests for “sedition” and some local closings of houses, signified a gradual lessening of royal control of business in general.11 Political power was shifting from scepter to cup. Revolution in France may not really have gestated in the coffeehouses of Paris, but again the cafés served as discussion centers and meeting points for people seeking change. Latin America has been the biggest site of disputes over labor and land—in short, over the region’s most vital issues—and the scene of repeated revolutionary activity that grew in key respects from the coffee business.

			This book aims to provide, in one usable volume, a guide to all aspects of the coffee business. The entries and personal stories woven around them start from the ground up; where and how is coffee grown? Then the narrative moves through the stages of processing, exporting, importing, roasting, and making the beans into beverages. On paper or your screen is a guide, a handbook, a reference tool, one intended to inform and to please. But we also ask blunt questions about what practices improve the land and help coffee people and what techniques or habits are harmful. A huge issue is where the money goes and why. If—and this is a very big if—it costs $3 for a cup of coffee in a large American or European city, but a farmer gets only $3 a day, the contributors discuss why that might be so. Greed alone plays a small part in this equation, to the extent that it expresses the truth at all.

			No product available anywhere in the world is more laden with the baggage of guilt, desire, and promise than coffee. The guilt comes from the $3 cup/$3 a day formula: Western consumers should do the right thing and fix that situation. But while many coffee farmers, let alone the day laborers they often hire to pick the ripe coffee fruit, remain poor, it may be that much of the guilt surrounding the beverage is misplaced. We look carefully at the idea of fair trade, among other schemes intended to help producers, but equally hard at basic factors that contribute to the cup/farm difference.

			Longing and coffee have mixed for centuries. “Passion” is a word often associated with coffee. In the past few years, ad campaigns have turned to the bizarre or the extreme. Lavazza Coffee promotions, for instance, show that sex and coffee are strongly linked, especially in the Italian mind. But here, too, this book reveals a long tradition of blending coffee with the pursuit of romance, the exotic, or simply escape from daily life. This was true by the last decades of the nineteenth century, if not well before. Today relaxation and “me time,” in which an individual, almost always a woman, achieves isolation from everyone and everything else, are among coffee’s promiscuous promises. A Taster’s Choice ad of a few years ago announces, for example, “Serenity. Tranquility. Balance. It’s all right here—made fresh in your cup.”12

			Like wine, coffee offers a path to sophistication. The New York Times Magazine published a special advertising section in February 1999 that proclaimed, “Coffee requires that we treat it as a prized commodity, storing and brewing it with loving care. . . . Each coffee bean acquires a distinctive taste, depending on how it is roasted.”13 Borrowing consciously from the vocabulary of wine, and simultaneously attempting to draw on Americans’ notion (or anxiety) that sophistication comes only from Europe, terroir has emerged as a fashionable term to suggest the great care that individual farmers put into growing coffee.14

			Such appeals to good taste, offered even by makers of instant coffee, are hardly new in the history of coffee advertising. Since the 1880s, coffee sellers have tried, and are still trying, everything from teaching easy steps to better housewifery to serving the beverage as a social lubricant to transporting the consumer through the cup to exotic locales to, inevitably, associating the drink with sex.

			What is new in the atmosphere surrounding the brown liquid is the designation since the 1980s of coffee as an ethical compass. “Can Coffee Drinkers Save the Rainforest?” asks one journalist, while another wants to know “Can Great Coffee Save the Jungle?”15 Forest or jungle, the task would be a big responsibility, and quite distant from saving oneself through a cup of instant tranquility. The Green Mountain Coffee Company proclaims on its bags that, “Great coffee changes everything.” Of course, these lines imply that drinking bad coffee will further degrade the environment in producing areas.

			The biggest transnational coffee sellers, Kraft (U.S.), Nestle (Swiss), Sara Lee (U.S.), Folgers (also U.S., recently sold by Procter and Gamble to the Smucker Corporation), and in some counts Tschibo (German), together continue to sell more than 50 percent of the world’s coffee annually. Because their presence in coffee is so large, they are under steady assault by green activists, coffee connoisseurs, and labor advocates. Perhaps everyone who touches or tastes coffee, from the farmers to the stressed urbanites of the UK and the U.S., is being “mugged in your cup.”16 Yet there are positive trends as well, even among the coffee giants.

			Starbucks prides itself on its initiative “to foster a better future for farmers and a more stable climate for the planet,” as well as on “economic transparency” through evidence of payments along the supply chain that demonstrate “how much of the price that we pay for green coffee gets to the farmer.” The company is “collaborating with innovative nonprofit organizations to support their neighborhood revitalization efforts and improve community education, employment, health, housing and safety.”17

			That all sounds wonderful. But perhaps even Starbucks—to some, Starbucks above all—is the devil in the brew? A search on the web for anti-Starbucks images turns up a sea of them. “Corporate Coffee Sucks” is fairly mild, “Friends Don’t Let Friends Drink Starbucks” a bit harsher. “Starsucks” kicks the language up a notch, while the famous mermaid surrounded by “StarFuck Off” challenges conventional good taste.18 Is the company really so bad, or is it just so well known that it has become a convenient target for consumer discontent? After all, at least one business group has recently given Starbucks a “corporate responsibility award” for its practices.19 The controversy over good Bucks, bad Bucks, will certainly continue.

			And where might coffee fit into the debate over slow food vs. fast food, artisanal food vs. industrial food?20 Coffee and indeed the entire food business are experiencing profound changes everywhere. The drink can be a slow consumable, prepared with care in a nearly ritualistic fashion; it can be a fast beverage or, of course, an instant one. McDonald’s is now hard at work trying to square the circle by selling slow coffee inside its fast food restaurants. Customers are apparently willing to take an extra second or two before they cross from the hamburger side of a McDonald’s into a plusher McCafé.

			Coffee drinkers in most countries cannot be strict locavores, who consume only food products transported to them from less than 150 miles away. No transoceanic trade, no coffee in the major consuming countries, outside of small amounts produced in the Hawaiian Islands, Puerto Rico, and Australia. Is the long-distance trade itself a problem? Surely most observers of the business and most coffee drinkers would say no; the issue is rather how to improve the global flow of coffee and money. Income needs to rise in the producing countries, making long-haul trade essential. Already, promising trends in coffee consumption, and with it upscale cafés and higher-paying jobs, have appeared in some producing countries. When the middle class, its tastes, and its consumption grow in the developing world, less high-quality coffee will go out onto the global market. A smaller supply for export will help to keep prices up. If this hopeful cycle is not destroyed by global warming, it will improve life for coffee farmers.

			Part of the difficulty in talking about coffee in recent years has been that writers and conferences tend to focus on arabica, the good beans that are turned into “specialty,” “differentiated,” or “gourmet coffee.” Robusta, typically the target of sneers from people engaged with specialty coffee, accounts for a great deal of the world’s production and for much of the money that coffee fetches. This volume pays attention to robusta and to what the specialty industry calls “commodity coffee,” essentially anything sold in a grocery store can or plastic tub.

			The models of how to grow, select, and sell coffee offered in these pages are partly about how to extract more money from consumers—because good coffee is on a par with good wine in many respects and ought to command as high a price as fermented grape juice does—how to lower costs for the producer, or how to eliminate some of the middlemen who handle coffee on its way (generally) north to the consuming centers, all with the goal of keeping more money in the pockets of growers and roasters.

			The book as a whole endorses no particular formula for growing and marketing coffee; large farmers may make money and provide excellent facilities for migratory pickers, for example. Co-ops may work well or may be plagued by internal problems that hamper their effectiveness and hurt profits. This volume’s motto might be “whatever works.”

			The coffee plant itself is the subject of constant efforts to improve yields and hardiness. Researchers in the producing countries are at work daily grafting, pruning, testing biosprays made from naturally occurring ingredients, trapping bugs in homemade goo, or adding insects to control diseases on the plants. Non-organic pesticides and insecticides have never been cheap, but from 2007 to 2008 they doubled in price in many parts of the world.

			Finally, coffee farmers, like their compatriots in any other field of agriculture, are always looking for more ways to earn money. They grow other crops alongside or between the coffee trees. Got birds? Bring on the ecotourists. Got beautiful land? That almost goes without saying where coffee is grown, so build a lodge and invite visitors from the northern hemisphere. All you need is capital and a low level of violence across your country; yet those are two things not easy to come by in many parts of the coffee world, as several of our writers show.

			Surely the best way to make coffee good for the earth, for the people who grow, pick, process, and sell it, as well as for consumers, is to educate the last group. Coffee drinkers, especially in the consuming countries of the north, need to become more aware of what goes into the dark brew. Several entries emphasize this thread.

			If conditions in producing countries are really to improve, more money must make its way down the commodity chain and into the farmers’ hands. The alternative, especially when the world price of coffee dips below the cost of local production, as it did in 1999–2004, is dire poverty, movement from the countryside to the fetid slums of a city like Managua, Nicaragua, and then north through Mexico to the United States. In some cases people could not move; they stayed in the villages and starved.21

			How to produce good coffee, whether to promote organic agriculture or not, and whether co-ops are the best organizations for the crop, are among the major issues explored here. How to get more money to the farmers, through lowering their costs, through fair trade, direct trade, certification labels, or by honing consumers’ tastes, are other crucial questions. The editors and contributors hope to educate more people about coffee, making them yearn for good coffee, as they define it for themselves, in the cup, for the planet, and for farmers.
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			Strategies for Improving Coffee Quality

			Price Peterson

		

		
			Editor’s note (RT) on the Peterson farm operation: Price Peterson heads a family team, with his wife Susan, his daughter Rachel, and his son Daniel, that produces some of the world’s finest coffee. Their farm, La Esmeralda, is high on the side of Mount Baru in western Panama. Early in this century, Daniel discovered some Gesha (or Geisha) plants growing wild on their land. Gesha would seem to be an unlikely candidate for the best coffee ever: it is a spindly tree whose branches tend to curl up instead of the usual down; it isn’t especially productive; and it is more than ordinarily susceptible to leaf rust, the bane of Latin American growers. Nevertheless, the Petersons felt that the Gesha, originally brought to the New World from Ethiopia in the 1950s, had extraordinary potential. They were right. Within a few years the variety was winning Best of Panama competitions; from 2005 through 2007, it was chosen best coffee by the Roasters Guild of America, an unprecedented run.

			Price, who holds a PhD in neurochemistry from the University of Pennsylvania, is a meticulous farmer and craftsman. Some thirty years ago, he gave up a tenured position at Penn and moved with Susan to Panama. Working closely with American importers like George Howell, the Petersons have developed special practices to make sure that their coffee does not lose quality on its way to the consumer. For example, they dry pulped beans to 12 percent humidity, then pack the coffee into plastic bags for weeks, while they monitor it for changes in taste. When the results are satisfactory by their exacting standards, they repack the coffee in vacuum-sealed bags and ship it immediately. Now sold directly through an online auction each May, the best of Price’s Gesha has sold for as much as $130 a pound green. That means importers must bring it to the U.S. and roast it here; the final price for the best of the La Esmeralda Gesha can then be over $200 a pound. Often rated at 95 points or more, this is coffee to die for.

			Finally, the Petersons have done a remarkable job providing facilities for their pickers. They encourage indigenous families to return each year, and they do. For the Petersons, sustainability refers to people as well as to the land. Thus the growers have set up a daycare center for harvesters’ children, a nutrition program for them, and weekly visits by a physician and a dentist. Like the gorgeous farm itself, the degree of trust on all sides is a wonderful thing to see.

			A further note on the terms in Price Peterson’s article: We chose to put this piece first, partly because Price mentions so many important factors, up to the level of export from a producing country, in achieving good to great coffee. Many specific words he uses, like Q-grader cuppers or mucilage, are explained in the glossary.   

			
				
					[image: ]
				

			

			
				
					Figure 1.1. Price Peterson on his farm, 2008. Photo courtesy of Hacienda La Esmeralda, Boquete, Panama.

				

			

			Thirty years ago, I bought a new Ford pickup truck for twenty-six bags of coffee. Today, a new Ford pickup costs 151 bags of coffee. To stay in business, the coffee farmer must either produce more coffee with fewer resources on cheaper land or separate himself from “commodity coffee” by producing a high-quality crop. Quality—always determined by buyers’ perceptions—can be either taste or a social, environmental, or health advantage.

			If farmers opt for quality, they should choose the tangible or the intangible, either taste or a perceived benefit to the earth and society. The advantage of producing coffee with excellent taste is that it can be universally and permanently recognized by the educated consumer who values his palate. But high-quality coffee, as rated on a scale discussed below, will probably also be more costly to produce.

			Farmers who opt for intangible quality usually do so because they must. Issues of climate, the varieties available for cultivation in a given area, or culture preclude the achievement of good taste. In such cases, farmers need to invest in a socially perceived value such as organic, green, bird-friendly, or certification, for example by Fair Trade USA, that satisfies some buyers’ need to feel that their coffee delivers moral benefits. These values are neither universal nor permanent, but they may allow producers to survive for a period.

			How can high-quality coffee, marked by exceptionally good taste, be produced? It should be said at the outset that universally accepted standards for evaluating taste in coffee now exist. Internationally, there are now certified Q-grader cuppers from fifty-four countries who cup and evaluate coffee by the same standards. The Q system allows for remarkably objective scoring and evaluation of coffee’s quality. Just as there is a 100-point tasting system for appraising wine, there is a similar one for evaluating coffee, developed by Ted Lingle and the Specialty Coffee Association of America (SCAA). In general, coffees scoring over 80 points are said to qualify as specialty coffee. Beans in this range are considered out of the commodity category and worthy of serious consideration as fine coffees.

			Like fine wines, quality coffees are rarely the product of large corporate efforts. They generally come from small farms in privileged climes where a compulsive artisan is at work.

			The Place

			There is an old saying that a good farm is the product of “the man, not the land.” To a degree that remains true. I have seen good coffee grown on a parched and sun-drenched sandy hillside in Southern California by a young graduate of the California Polytechnic State University. I have also seen good coffee grown in a valley in Panama where it rained 360 days of the year, and people talked not about soil but about the quality of mud. In both cases, the producers were exceptional farmers.

			The perfect coffee farm would lie within 12 degrees of the equator, so that it would have fairly even sun- and day-length; it would be gently
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