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Crop and Livestock Stanp

Apple Chestnuts
Asparagus Cherry
B ChiBanana Chives
Barley Collards
Beans Corn 
Beets CranberryBeets Cranberry
Chard Cucumber
Citrus Currant
Blueberry Eggplant 
B li G liBroccoli Garlic 
Brussels Sprouts Gooseberry
Cabbage Grape
Caneberries Hazelnut
Carrot Herbs
Cauliflower Horseradish

ndards

Kale Rhubarb
Leek Rutabaga
L S lliLettuce Scallion
Melons Spinach
Mushrooms Squashes
Mustard StrawberryMustard Strawberry
Onion Sweet Potato
Parsnip Tomato
Pea Turnip
P h ViPeach Vine crops
Pear Wheat 
Peppers Beef
Potato Dairyy
Radish Lamb
Rapeseed Pork
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Who’s getting certified?g g
• Individual farms
• Producer groups, Co-ops
• Processors/Manufacturers 



"We knew from the start that OWe knew from the start that O
Country Beef's principles, value
wholesome operational practice

f t t h ith  d perfect match with ours and ou
. Now, we can assure our gues
our beef is the safest available 
been raised with the best ranch
practices. . . With the public's 
heightened interest in food origheightened interest in food orig
concern about genetically mod
foods, we're proud that our bee
traceable from the ranch to thetraceable from the ranch to the
and has been certified by Food
" 

Burgerville President T

Oregon Oregon 
es and 
es were a 

 b d   ur brand. . 
sts that 
 and has 
hing 

gins and gins and 
dified 
ef is 
e table e table 
d Alliance. 

Tom Mears 



Lessons LearnedLessons Learned

C tifi ti  iCertification i
Mous

 t  B tt  s not a Better 
setrapp



Lessons LearnedLessons Learned

P l  B  P dPeople Buy Produ t  N t L b lucts – Not Labels



Dimensions of

Must Have

• Quality

• Convenience Co e e ce

• Price 

The

f Consumption

Additive

• Personal Benefits

• Valuesa ues

• Authenticity

• Brand

• Label

e Hartman Report: A Consumer Perspective on Sustainability



Lessons LearnedLessons Learned

CertificatioCertificatio
and Substan

on Verifies on Verifies 
tiates Claims



It’s About TT&

•Traceability (What is 

•Transparency (What ar

•Accountability (Have th

&A

 the source?)

re the standards?)

he standards been met?)



Lessons LearnedLessons Learned

Certification is nnot for Everyone
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