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Brazil’s largest coffee company 

 

The story of the 3 Corações Group, the largest coffee company in Brazil, ensues from the merger 

of two success stories involving Brazilian companies, Café 3 Corações and the Santa Clara Group. 

 

CAFÉ 3 CORAÇÕES 

The story of Café 3 Corações began in 1970 when Mauro Alvez, Jan Sérgio de Oliveira and Pedro 

Basílio founded a small coffee roasting and distribution company in the municipality of Santa 

Luzia, in the Greater Belo Horizonte region, in the State of Minas Gerais. 

The name 3 Corações (Three Hearts) meant a homage to Pedro’s three daughters; each heart in 

the brand’s logo represented the daughters and the greater heart enveloping the three smaller 

ones corresponded to the father. 

3 Corações bean quality and coffee flavor soon won the preference of the local consumers. But 

3 Corações was a regional company, lacking the infrastructure to compete with major brands, 

and in financial distress. 

In the early 1980s, the company was taken over by coffee grower Aprígio Tavares and his son, 

Ricardo. The entrepreneurs cleared the debt overhang, invested in equipment and new 

technologies and drove the 3 Corações brand name to a country-wide scale. 

In 1992, 3 Corações innovated by launching powdered cappuccino, a combination of coffee, milk, 

cocoa and cinnamon, which was a determinant to the company’s future. 

 

Cappuccino 3 Corações. 

Source: www.3coracoes.com.br, accessed in September 2017. 

http://www.3coracoes.com.br/
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In the following years, the company launched new coffee types in the market, such as soluble 

coffee and new packaging, such as vacuum packs. The 3 Corações brand success called the 

attention of important industry players, and in December 2000 the brand was sold to the Israeli 

group Strauss-Elite for $41.2 million. 

Five years later, in 2005, 3 Corações completed 35 years’ presence in the marketplace ranking 

first in the coffee industry of the State of Minas Gerais and among the eight largest in Brazil. It 

was a leader in the Minas Gerais coffee category and a country leader in the cappuccino category. 

The company’s headcount was 280 employees; 27 products were distributed throughout the 

country, in addition to a 70,000 m2 floor area roasting grinding plant. Annual production was 

20,000 coffee bean sacks per month, entailing sales of 12,000 tons. 

 

THE SANTA CLARA GROUP 

The Santa Clara story began in 1959, in the city of São Miguel, in the State of Rio Grande do Norte. 

In that year João Alves de Lima, in intent to bring progress to his homeland, began selling raw 

coffee beans door-to-door. In 1961, he began selling roasted and ground coffee and buying green 

beans from other coffee growing regions of the country. At this time, the company name was 

Café Nossa Senhora de Fátima. 

 

 

 

 

 

 

 

 

João Alves de Lima, founder of Café Santa Clara. 

Source: www.3coracoes.com.br, accessed in September 2017. 

 

In 1973, Lima was a leader in the foundation of the ABIC (the Brazilian Coffee Industry 

Association) and became a founding partner. In 1984, he turned the company’s helm to his sons 

Pedro, Paulo and Vicente Lima who began a technological modernization process and market 

share growth. In 1985, the company’s name became Santa Clara and its product was offered in a 

new package.  

 

 

http://www.3coracoes.com.br/
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Billboard communicating brand name change, from Café Nossa Senhora de Fátima to Café Santa Clara. 

Source: www.3coracoes.com.br, accessed in September 2017. 

 

In 1988, the company installed its first branch office in the city of Mossoró, State of Rio Grande 

do Norte, to develop products related to the Brazilian Northeast cuisine, and created the Dona 

Clara foodstuffs brand. In 1990, the new industrial plant was installed in the city of Eusébio, in 

the State of Ceará, new warehouses in the city of Manhuaçu, in the State of Minas Gerais, and  

Santa Clara Indústria e Comércio de Alimentos Ltda was incorporated. 

In 1995, the company moved forwards towards professional management and formalized new 

corporate governance practices, consolidating the Santa Clara Group organizational identity and 

starting off on a new growth path. 

In 1996, the Kimimo coffee brand was acquired, allowing the group to share leadership in the 

coffee industry. Armazéns Gerais was inaugurated in Vitória da Conquista (State of Bahia). In 

1998, other growth projects were completed. Construction of the Eusébio (State of Ceará) 

Distribution Center was completed and a Group logistics platform was created, in addition to the 

establishment of the coffee roasting and grinding and instant products plant in the city of Natal 

(State of Rio Grande do Norte). 

São Miguel Holding was created in 1999, a Lima family business; in the following year he company 

implemented its SAP Integrated Information System and obtained ISO 9001 quality certification. 

 

Source: www.3coracoes.com.br, accessed in September 2017. 

 

In 2002, Café Santa Clara was nominated by Nielsen as the premier coffee in the Brazilian North 

and Northeast. 

In the sequence, business grew into the Southeast following the acquisition of the Pimpinela 

brand, in Rio de Janeiro (State of Rio de Janeiro), representing an important step towards 

http://www.3coracoes.com.br/
http://www.3coracoes.com.br/
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country-wide growth. By 2004, all Santa Clara Group industrial units were automated and export 

operations, of green roasted beans and ground coffee, began. 

 

THE 3 CORAÇÕES GROUP 

In 2005, a joint venture was entered between São Miguel, a group originating from Café Santa 

Clara, and the Dutch company Strauss Coffee, held by the Israeli group Strauss that acquired Café 

3 Corações in 2000. The company’s intention at that time was to strengthen operations in the 

Southeastern region. 

 

 
 

 

São Miguel Holding and Strauss Coffee joint venture ownership structure. 

Source: www.3coracoes.com.br, accessed in September 2017. 

 

In the following year, the new company’s growth movements continued. In 2009, new brands 

were incorporated: Café Letícia, from the north of the State of Minas Gerais, and Frisco and 

Tornado refreshment powders. 

In 2010, the major objective was to strengthen the company’s operation in the Southeast region. 

Because of the joint venture, they not only achieved their objective but also reached a leadership 

position in the domestic market, amassing 19.8% market share, battled cup by cup against the 

American Sara Lee, owner of Café Pilão (data from Kantar Worldpanel consultants referring to 

the year 2010). “When we came to São Paulo, 3 Corações held 1% of the local market; today we 

hold 15%”, said Pedro Lima, company CEO and son of Santa Clara founder João Alves Lima. 

Also in 2010, the Group moved its headquarters from São Miguel, in the interior of the State of 

Rio Grande do Norte to Fortaleza, now with a headcount of 4,000, seven plants, three green 

coffee bean processing plants, 23 wholly-owned distribution centers, in addition to 95,000 points 

of sale, which drove the company to accumulate revenues of R$1.45 billion. The company’s 

growth, according to Lima, can be credited to actions in the areas of marketing, logistics and 

operations. 

Café 3 Corações grew so much and became so well-known that the conglomerate decided to 

adopt it as its institutional brand name. For this purpose a different visual identity of the 3 

Corações brand was created. 

 

http://www.3coracoes.com.br/
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Conglomerate brand adopted in 2010 and still used in 2017. 

Source: www.3coracoes.com.br, accessed in September 2017. 

 

In 2011 the market consolidation movement continued. The Fino Grão Coffee, from Minas 

Gerais, was incorporated to the Group’s product portfolio and the Escola de Serviços e Sabores 

3 Corações (3 Corações Services and Flavors School) was inaugurated in Eusébio (CE). 

In 2012, the company launched the #PRONTO cappuccino, the first ready beverage to be 

marketed by 3 Corações. In 2013, the Brazilian coffee specialist company joined forces with the 

Italian coffee machine specialist Caffitaly, creating the solution called TRES®. The Group broaches 

an entry into the Brazilian portable appliance and single-serve coffee (coffee in capsules). 

 
 

 

 

 

 

3 Corações Group enters the Brazilian coffee machines and capsules. 

Source: www.3coracoes.com.br, accessed in September 2017. 

 

In 2014, Itamaraty coffee, a traditional brand of the State of Paraná and a market leader in the 

city of Londrina and vicinities, was also incorporated into the product portfolio. The Natal (RN) 

Manufacturing Unit was also expanded. 

The year 2015 saw the turn of the Santa Luzia (MG) Manufacturing Unit expansion project. In the 

same year, Pedro Lima was nominated the Entrepreneur of the Year by the EY consultancy, and 

represented Brazil in the international award event World Entrepreneur of the Year, in Monaco. 

Lima was granted this award in the Master category, which recognizes entrepreneurs who 

positively impact the Brazilian market. 

In 2016 the Cia. Iguaçu business acquisition was completed involving the coffee and coffee 

product retail brands Iguaçu, Cruzeiro and Amigo. 3 Corações becomes the runner up in the 

http://www.3coracoes.com.br/
http://www.3coracoes.com.br/
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Brazilian soluble coffee and enables the export of the remaining portfolio products to Latin 

America.  

In that same year a joint venture was entered between 3 Corações and the Italian company 

Caffitaly System to build a new capsule plant for Solução TRES®, in Montes Claros (MG), 

inaugurated in 2017. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

The  20 coffee brands of the 3 Corações Group in 2017. 

Source: www.3coracoes.com.br, accessed in September 2017. 

 

In addition to coffee brands, the group also offers chocolate milk, refreshments, corn products 

such as corn flakes, corn starch, popcorn and couscous.  

In 2017, the company has three integrating units in the states of Ceará, Minas Gerais and São 

Paulo, two green coffee bean procurement and processing units (warehouses), 6 manufacturing 

plants (8 industrial units), 5 distributors – plants to DCs, 25 sales and distribution centers (DCs), 

one sales office, four commercial partners, three technical assistance units and one export unit. 

The conglomerate sells in excess of R$2 billion per year and has won over 20% of the domestic 

market in the coffee segment. 
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http://www.3coracoes.com.br/
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http://www.practicalbusinessmodel.com/

