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Changing the Rules of Trade
with Global Partnerships: The
Fair Trade Movement

Kimberly M. Grimes

We are women working, to baild our lives.
Together we have overcome many problems.
We will send our children to school with our
CArMINKS.
We purchase our food and cluthiog,
we plant our gardens and cultivate our crops,
we repair our houses and we plant frees.
By working together, we become united in one
ming.

{working song of the 75 women of the Keya

Palin praject in Agailjhara, Bangladesh')

In the face of rapid globalization and
increasing international trade, questions and
concerns about the damages of market liber-
alization and the free-trade agenda are being
voiced by people throughour the world.
Trom Seattte, to Washingron, DO, to San
Salvador, 1o S$ao Paulo, to Paris, to Salzburg,
to Cape Town, (0 lstanbul, to Azad Maidan,
1o Prague, to Calcutia, and many other cities,
peaple ace taking o the streets in protest at
the WTQ (World Trade Organivation), the
World Bank/Anternational Monetary Tund
{(IMF), andd the policies and practices of crans-
natiomal- corporations which have rapidly
amplified global insecurity and the disparity

between Tirst and Third World natons, and
continue to wreak havoe on the hives of the
@CCH.

In the search for viable altermatives to the
monelithic draconian policics, a decentral-
ized, grasstoots cilizen movement  born
same fifty years ago is burgeoning. The faic
tradle  movement offers  producers, con-
sumers, and business peopde the opporunity
o expand cconomically just and environ
mentally sustainable international produc-
tion and trade. The movement is strikingly
heterogencous in composition with, s wide
varicty of small-scale craft, clothing, and
agriculiural producers throughour the world
rading with US, Canadian, European, Jap-
anese, Ausiralian, and New Zeaband fair
trade marketers of diverse origing, Togerher
they are challenging the structural condigions
of incquality by increasing  producers’
incomes, empowering their decision making
and autonomy, providing opportunitics for
cducation and health care, and improving
loca! living conditions.

As  social movernent, fair trade is exem
plary of participatory democracy.” Women
and men collectively nepotiate their patterns
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of work, mixtng the production of goods for
sale ot cash crops while maintaining and cre-
ating individual and comununity activitics
and strategics that help 1o resist their exploi-
tation and homogenization in the global
matketplace. Womnen. producers have been
especialty empowered through sarming hard
currency, and connecting with other women
who may be of a different religion or class,
yet share many of the same problems arising
from oppression and btile or no say in local
and natiopal affairs. Fair trade creates @
bridge hetween the peoples of the developing
nations and those of the developed ones. Tor
consumers in First World countries, fair trade
gives people the ApPOrtUNIEy 10 not only pur-
chase: products that support their vatues of a
more socially just and equitable world trade
order, but to also learn ahout the producers’

lives, their struggles, and our mutu al interde

pendence.

The Essence of Fair Trade

The roots of the fair rade movement date
back to the late 19405 with the founding of
Mennonite- and Brethren-affiliated faie trade
businesscs in the United States. To honor
their belicks and obligations as Christians by
assisting those in necd, the church orgamiza-
tions began marketing products from inpov-
erished artisan groups in devcloping nations
throuph their congregations. They cstab-
lished the fivst network of fair wrade stores,
orpanized local fundraisers, and later pro-
duced a retail mail-order catalog. As well as
selling products, they developed ways of rell-
ing copsumers the artisans’ fife stories. In
Europe fair trade began with Oxfam, the
Erassroois community-bascd  development
organization. Founded in 1942 as the Oxford
Committee for Fanune Relief, in the 19505
Oxfara UK sold products made by Chinese
refupees which ultimately ted to the creation
of the First Alternative Trade Qrganization
(AT} in Furope in 1964. The sccond
arose i the Netherlands in 1967, Over the
next 30 years, fair weade expanded n
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ihe United States, Capada, and throughour
Western Vurope with the hirth of several
large Winporting orpAniZIHons aid TUMeLous
small retaik shops.
1n the Pacific rim, faic trade began in Aus-
tralia and New Zealand soon alter Europe,
with the first outlets opening in the early
1970s. Oxfam Australia is the kaggest group
in the country with its enline shop and 17
retail stores. ‘Tradewinds, the other larye 2
trade orgapization, distibutes fair trade
colfee and tea Lo AULLTONS health and fair
wade stores. The number of retail shops n
New Zealand has grovwn o a current rotal of
0. The fair frade movemend sta rred laver In
fapan, with the founding of the Dai-San
Sekai shop in 1986 as a department within
the larger nonpovernmental organizalion
(NGO, Press Alrernative. T thar same year,
2 citizens’ group established the “Japan Com-
mitree for Negroes Campaign” and started
importing  fair irade muscovado sugar in
1947, Curremly there are five farge fair
trade importing organizations and an add
fonal theee NGOs (har employ fair cade
as a fundraising tool. Tlundreds of smaller
citizens” pronps sell andicrafts under the

hanner of fair trade.

In responst fo the growing numnber of fair
trade producers and marketers, by the laic
1980s and early 1990s the loose association
of fair trade groups became {ormally
organized, with the creation of umbrella or-
papizations o Hik fair traders. The first,
established in 1989, is the laternational
Federation of  Alternative Trade {IFA1Y,
which links producer associations in Fatin
America, Africa, and Asia with the markering
pations mentioned above. Today it has over
160 members [rom more than fifiy countrics
who meet anaually at a conference held in a
different country cach yea . Within contin-
ents, other umbrella organizaiions Lave been
created, such as the Tals Trade Tederation
(FTF) in North America, and the European
Fair Trade Association (EFTA), the Network
of Turopean World Shops (MEWSY), and the
Intecmational Fair Trade Labeling Orga nizA-
tion (FLOY in Eorope.
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>.:ﬂa.h:=mwx: operated as an umbrela or-
panization for Auvstralia and New Zealand
but {olded after a few years primarily due ﬂ“
the small size and vumber of Fair trade shops
which facked sufficient funds and staff :_w
n__ﬁ.ﬁi meetings. Currently a new E:S:?
is in the works, che Tair Trade Alliance of
Augtralia {FIA), which, with the support of
other social responsibility groups and indi-
vidduals, hopes to unify and expand the fair
trade movement in Australia. It is working
on .p..ﬂ.ﬁ_:sm a branch of the FTA to be the
H_..C member initiative (or labeling products
in Australia similar (¢ ‘transfair USA and
Max Hvelaar in the Netherlands, who certify
and label falr uade coffee. Japan has no
mother otganization, n_ﬁrc:m.r three of ﬁ_:...
_E_m‘oﬁ lair trade proups are members of
TFAT In the United States and Europe 2.5&
of the larger fair rade orgamzacions arc
members of several vmbrella groups; this
overlap  sireugthens the movement “m_,.. a
whole with information and assistance ncy.h.
stantly shared,

__ad_:__n each organivation has its own spe-
cific mission statement and criteria, the
following basic principles underlic A\:m fair
trade parmerships. ‘The marketers agree o
Mu_wa. m_:q wagpes to the artisans and —...Hz_::.,a

ased on the producers’ hasic needs, cos
of production, _::a hATEInS b_“. ”__“M._.v_; rcwﬁ.w

: : stment);
w:,cq_ao advance payments for working cap-
ttal; purchase goods directly from the produ-
cers, eliminating the chaiv of middlemen and
m.ﬁnc:mmﬁcm.ﬁ and provide technical and finan-
cial assistance when necessary, The prodn-
cers agree (0 work i1 an cconomically
socially, and environmentaily ,,,,:mﬁmm:;___ﬁ“
manaer; ensure healthy and sale S_E.E.:m
conditions; support democratic participation
of all members, and contribute to the devel-
opment of the community by increasing jobs
and by building schools, health-care nn_\:n;
and other Infrastructare projects ihat a w".:.u
ticular commumity decing a priority.

F general, people involved in fair frade
vn:pén that optimizing profits to the dein-
et of workers and che environment is not
only unethical but a shorrsighted, inene strat-

- o .
egy. They maintain that businesses must
champion human righ

. highlight labor
issies, ensure the wise use of natural re-
SOULCES, promote  cconomic  justice  and
where pertinent, work to preserve n::.:ﬂ_:m
Q.ﬁvon_ma cratt traditions. Fair iraders recog-
nize the new world order in which the
powers of government have shrunk as the
unelected officials of the W¥Q, transnation-
als and financial speculators, have, lor the
most part, unlettered conteol of international
?dm:n:.,:r tade, and Nnandal flows. Thug
fair traders helieve it is up to citizens to create
new enterprises which are based on suseain-
a 7_,.., global partnerships to meet the needs of
society. Anita Roddick, founder of the Body
Shop, states: “Many governments' cconomic
agendas scem to take no account of caring
?.:_ the weak and frail and the marginalized.
q.* governments are not interested, then I be-
ro_co that business — rich, powerful and cre-
ative — has 1o take responsibility. Tf not us
who?” (Roddick 2000:90), ,

’

The Variety of Fair Trade
Businesses

One of the strengths of the fair trade move-
ment is its hewrogeneous make-up. The
w_.::._uo_. of workers in a fair trade business
in Notth America and Ewrope range from
[Wo Lo hundreds. While some companics use
c.& tull-time employees, others depend on a
mix of {ull-time, pan

me, and volunieer
labor Annual gross sales of these businesses
range between tens of thousands to millions
of doflars. Some groups focos on a pa :REE._
commaodity, such as coffee, tea, chocolate,

bananas, sugar, or cotton, whereas others
work  directly with diverse crafr, rextile
n__o_a_:;.r and are prodicers, The mc_.:_nm.m
viston of lair trade organizations varies as
well, from leftist, activist positions to more
moderate oncs, For example, ar Global Tx-
change in San Francisco, fair frade is onc
section of its broader haman rights mission
which includes a corporate mnnc::mm_::au

progrant  {largeting  transnaconals  with
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repressive labos practices); ihe organizing of
hoycotts, prolests, and acts of civil disobedi-
ence; and the prodoction of ed ucational pro-
grams, such as lecture towrs, “pealiy” travel
tonrs, and printed materials.’ At the other
end of the specurum, faith-hased fair traders
do not orgamize protests but rather foeus oo
their belicks of solidarity to change the world
with artisan and farer partnerships and
ic traders

consumer awarcness programs. i
as a group tend to be unhappy with the dam-
inant mational political parties and are
searching for a progrossive politics that ser-
iously addresses growing global social and
cavironmental problems.

Ihe movement is the largest in Furope
with 12 large fair trade importing organiza-
tions and a network of over 2,700 shops in
15 national associalions in 13 European
countries.  Fair commuodities  are
stocked in some 13,000 commercial shops
and 30 supermarket chains, A conservative
estimate of the amual aggregate net retail
vatue of fair trade products sold in 2001
exceaded $260 miltion, through over 64,800
points of sale (Bowen 2001:22-3). The o
ganizations receive some financial support
from the Buropcan Hoion and voice their
views and concerns through campaigns and
petitions when the Union is negotiating Lrade
apreements, Fair trade 1 cxpanding so that
currently every major town in England and in
the Netherlands has ac least one supplier of
fair rade products, with cities having several.

in the United States and Canada, the Fair
Trade Federation's 2002 Report on the Tair
‘rade Fredustry in Newth America reveals a
large increasc in fair trade sales over the last

tracle

few years, poimacly due 0 a national fair
trade coffec campaign in the United States.
Global Fxchange, Oxfam USA, university
stadent. groups, and other organi ations
began the campaign by threatening Star-
bucks, the larpest yourmet coffee imparter
in the United States, with protests i front
of their cafés if they did not start buying a
pereentage of fairly traded coffee; the cam-
paign has grown apd continues 1o pressure
other coffee buyers and diseiiburors. Tn 2001

gross sales topped $100 million, with coffee
accounting for $57 million and the rest for all
other fair trade producis combined. OQutlers
retailing fair trade products jumped 271 pe
cont from a woral of 2,575 retail oudeis in
2000 to 7,000 in 2001, a marked increase,
apain primarily duc to the growih of coffes
outfers. In examining all Gair 1rade produces
except coffce, the two lacgest organizations,
Ten ‘Ihousand Villages and SERRV inter-
national, account for abour half ol fair
trade sales in North America. The nunber
and volume of sales of smaller fair trade

Dbusinesses ave expanding rapidly, however,
most notahly with the appearance af mort
¢ busincsses (see Grimes 2000:17-19).
Troducer groups differ [rom one region to
another, depending on the number of years in
business, the type of goodis) produced and
their organizational structure. From the larg-
wst association, Frente Solidario de Pequetios
Cafetaleros de América Latina, comprising
200,000 coffec farmers, smalt family-
based aaft workshops of a couple dozen
fair trade producer growps include

inembers,
co-aps, associations, family groups, work -
shops for the handicapped, state organiza-
tions, and privaic businesses. What the
groups have i conunon is ineager comcs,
lack of dircct access to markets, no social
benefits, and difficult working, conditions —
conditions their (air trade partners help them
to surmount {Bowen 2001:28-9].

Work and marker relations for those pro-
ducing conupodities differ fram those prodi-
cing crafts, wxtiles, clothing, and art, Taic
trade marketers establish  minimum  fair
prices for commodities - regardless of how

low the world commerial market price
falls.” They provide advance payments so
small Farmers can avoid borrowing money
before the barvest and paymg exorbitant
to moneylenders. Apart

inferest paymen
from  these basic  penciples, particukar
farmer markerer relations differ within com-
modity-producing groaps, Tor example, the
35,400 cocoa fapmers of the Kuapa Kokoo
cooperative in Ghana not only receive fair
payments for their heans but they are also
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stockholders in the British Day Chocolale
Company, which turns the beans into Divine
chacolate bars. 'The farmers vote for regional
representatives who attend the company’s
Annual General Meeting 1o decde wc:.&\
.m..:. the company, As shareholders their
income is greater, since inost of the prodis
ate made from the {finished produce. The Do-
minican  cowoa producers, CONACADO
{Contederacion Nacional de Cacaocultores
DammicanogMNational - Dominican  Tueder
ation of Cocoa Producers), working with

Canadian marketers, ceceive the guaraniced
mimiinum fair price and, in addition, a bonus
to be used {or community projects [SERRY

2002), Fach group of farmers dutermines

their own tening for sale and sepport.
For cralts, textiles, and clothing, fair
tracders work with ind

dual groups o liep
work out the production cost and fair price
of each particular item. Often when a group
_umm:_m working with fair traders, one of the
difficulties 15 to et prodice

to Increase
their prices, since they are accustomed 1o
recelving so little for their products from
mainseream commercial buyers. Some produ
cers trade with other fair trade producers to
get materials, such as the women coopera -
tive, UPAVIM (Unidos Para Vivir Mejor/
United to Live Better} in Guatemala City,
which buys bulk clath at fair prices from
rural Maya women to make into houschold
items {Rosenbaem 2000}, Many groups work
with NGO and Fair traders, such as several
Nepali  artisan cooperatives  {MacHeary
2000). 1n other cases, producees sell as much

as they can 10 fair traders and then the rest 1o
cepular commercial buyers, smee fair trade
marketers often cannot absorb all of
goods they make.

:vmﬁ:m::m: with Consumers

The fair crade movement goes beyond produ-
cers and marketers, since nkimately is con-
sumers armed with their dolfars, enros, or
yens which ntake the movement grow. The
emergence of “ethical” shopping has corres-

punded to the growing risc in socially respon-
sible businesses and their increase in gross
sales. As the Duwch philosopher Michiel
Korthals reports:

Consumiers are not only becoming maore
concerned ahout the salety of products for
humans, animals, and the environment, but
also attach moral significance to the way
cach producr s being prodioced and Lhe
norms and values jovolved. And what s
even more striking, they also think it import-
amd to express these ‘ethical” and political
preferences in the marker gtsell and not

solely on the political forum. (Korthals
2{01:203)

Ray and Andersor’s {2000} study reveals
that over 5U million adulis in the United
Seates and some 80 o 90 million adules in
Western Europe arce questioning the domin-
ant social order with profound concerns for
the environment; for peace, jobs, and sociad
justice; for women’s rights; for spirtuality
and personal growth; and for stopping cor-
porate globalizaton. Named “culinral crea-
tives,” Ray and Anderson found that these
adults are in a transition, working to bring
their values and beliefs nto alignment with
the way they live. And part of this transition
includes  changes In people’s purchasing
habies, switching to fwrly raded goods, or-
ganic loods, items made from recycled mater-
ials, alrernative heallh products, and spicitual
goods, The strength of chis new culiural move-
ment is found in s diversity of concecns and
stratepies for changing the predominant social
order. It has growu owt of many carlier
struggles of the wenticth century, yet no one
orthodoxy or worldview is reseraining it
The media in the mid-1990s began paying
mre attention to the worldwide ?_Q_u_n:_m Olm
swearshops, unlair fabor practices, and en-
slaved children who weave rugs or pick
cocon beans. Kathie Tee Gifford’s rearfud ad-
mission in spring 1996 of her ignorance of
the sweatshop conditions o the factories
which produce her brand-name clathes set
off a chain reaction in the media, Campalgns
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against Nike, Disney, Wal-Mast, and others
for using sweatshop labor became news and
, such as Oprah

other prominent media sta
Winfreg, increased consuinier AWATENESS of the
problems. As a result many consimers are

il conditions - o

now considering the soc
which a product is made. Surveys conducted
in Europe and North America reveal thatover
seventy percent of conspmers want the _umoau
ucis they purchase to be madeina satc and fair
warking covironment (Ba dow and Clark
2001; Klein 2000; Ross 1997). TLabor suppor! -
Cv§ ave Urging rnions to organize at the inler-
national level and to demand core labor
standards in hemispheric and global trade
agreeinents {Fnndt 2002:37 42). A survey
conducted by Christian Aid and Cafédirect
i the United Kingdom showed thac con-
sumers are willing to pay more for products
if the money poes to the producers; they be-
Jieve that “wading fairly with the developing,
world is a better way to help poorer countries
thian giving aid” {Miller 19931 &), One of the
issies that the “cullural creatives”™ agree upon
is a willingness L0 pay mOre taxes ot nore for
comsumer goods if the money supports ceo:
logival and social sustainabifity. In fact, most
already do (Ray and Anderson 2000}

For the fair trade movernent consumer siup-
pott las meant rapid g ywih, even as the
annual groweh of world trade declines. Rug-
mark, an interpational orgauization that
1abels fair tracle carpets, reponts that “ethical”
purchases’ growth cqualed six times that of
the market as a whole in 2001 {Rugmark
2002:13.% Many consumers arc demanding
change and are carefully using iheir purchas-
inng power to support the various directions of
this change. ‘Lhis “global hacklash™ 1o the
dominant, economic order is no longer a
“fringe” movement but rather a “hacbinger
of things to come” {Broad Z002:9).

Creating Equity and Social Services
with Fair Trade

As the gap continues o widen between the
wealthy and the poor, Third World poputa-

tions are hardest bit, because the poorer the
country, the smaller the share of national
income distibuted o the poorest groups
in that counptry. Moreover, since the
19705, the percentage of national income
disteibuted o the poorest popiations in all
countries has been decreasing (Brown 1493).
According to the United Nationg, women
constitute more than seventy perecit of the
worlds poorest. citizens. They arc even more
disenfranchised since patviarchal strucrures
and practices within nations and local com-
munitics further magnify theic invisibality
and exclusion.
Lxclnded  from
and dedisions that directly impact their
lives, more and more prodicers, especially
turning Lo fair made 1o

discussions  on o Lssucs

woinen,  arc
strengthen their positions at home and n
the world markee, TFaie trade helps people to
embark on their own path of indlependernt.
devclopment rather than remain dependent
on the exploitative relationships with (rans-
pationals and middlemen, or the charity of
aid-relief  organizations,  ¥or example,
SERRY Tuternational i launching “an
innovative madel lor empowenng procu-
cer—partner  OFEANIZALIONS A8 they seek to
overcome ohstactes and capiralize oo oppot-
punities i the global economy”™  {Backe
2002:1), “The three-part integrated approach
inclades: expanding the US market for prod-
ucts; expanding capacity-building services by
working with individual groups to develop
long, teom growih plaus and a multifaceted
package of business development  services
which will allow groups to achicve complete
cconomic self-sufficiency; and reaching oue
1o the most marginalized groups with the
provision of technical and fnancial support
for several years untl they can develop their
capacity to procuce and market producis
at the international level (Backe 2002 As
shown i this cxample, as fair trade
marketing organizations grow and obtain
more tesonrces, they continmally seck new
ways to attack global poverry andd creaie
possibilitics for their parmers 10 attain scl
Wiiciency.

One of the most imporcae benefits o pro-
ducer groups (rom fair trade 1s direct access
to markets with which they otherwise would
never have had contact, Onee involved o Fair
tracle, they often mect with other commercial
buyers in developed nations while visiting
these countries, and at times create direet
south-to-south wade by meeting other produ-
cors at annual conferences and rrade shows.
Fair traders encourage the making ol many
contac

to avoid overdependence on one or
a few marketers. Taiv pay inclodes working
capital For investment in their cp.mm:?.a_\?:w
to devclop mew, products, meet changing
market demands, and survive crises. Prepay-
menit means they can avoid the downward
spiral of indebteduess. Along with financial
assistance, muarketers often provide rechnical
assistance including designers, consultants,
research, and iraining workshops.

Most inportanily, fair trade gives produ-
cers the confidence to trade in he glabal
markeiplace. Many proups at fivst are liter-
ally frightened and lack the knowledge o
even approach national trading associations
and government officials, whose prejudices
make them feel inferior. The producers
cannot imagine heing able to understand the
pational export. and foreign import require-
ments needed to participate i the inter-
pational marker. With their  fair trade
partners, howcver, the groups overcome
these feclings and gain the necessary skills
10 trade globally.

When producer proups eater the Fair rrade
maovement, monies earmed are first spent on
bhasic necds: food - since many lamilies are
maliourished - clothing, and shelter, Onee
hasic needs ace met, most otten their next
priority is education for their children, who
previously had tw go vt to work ag s young
age to help support the family. As the amount,
of time i the Fair teade partnerships in-
creases, s0 too do the carnivgs that can b
used for community-based projects. Lach
community decides which neads are most
pressing and often works on several infra-

structure projects concurrcatly, as demon-
strated by the following examples.
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The women of UPAVIM who live and
<.<c_.r in a squatter sculement in Guatemala
City have constructid a three-story building
1o house thelr craft-making center, a chil-
dren'’s center {day carc and Montessor pre-
school), a dental chinic, and a scholacshis/
tutorial program {Rosepbaum 2000:%4-5).
They are currently raising funds from the
production of angel pins w purchase a tor
iilla-making business and are buying land o
grow herbs and crops in order w lower the
costs of food consumption. The use of these
facilities and programs are shared with all
those in the squatier setdement, not juse the
members of the craft cooperative.

Maya Traditions, based in San Frapasce
and Panajachel, Guatennala, parmers with
three rural Maya weaving proups, Siuce
iheir partnership began, the groups and
Maya Traditions together have initiated
scholarship program  and an  integrated
health program. the women have _d._‘.:_:n_-
_.u_\.:.nn_ in various workshops on livestock
fattening, analysis of human righes issucs,
development of business skills, and the con-
templation of Maya cosmo-vision. One
group paid off a loan for land used in
common o grow corn and other vegetables
{Lyrd 2000},

UNICEF and fair izader Ganesh Hiomal
located in Spokane, Washington, parmers
with Bhaktapur Craft Prmters {(BCP) in
Nepal o market handmade paper products.
With the Chinese takeover of Tiber, the
papermaking industry was threatened with
extinction owing to the Juss of the "Iibetan
market, With & new marker, women now
gather free bark o make paper journals, sta-
tioncry, and other paper goods, and at the
same fune, preserve the tn

in the fragile
forests of western Nepal. They use the profits
from paper-product sales to fund porable
water, sanitation, education, lerigation, (or
y, and environmental progr:

s, Over ten
million Nepalese rupess were generated he-
{ween 1987 10 1997 to support. the prograns
{Ganesh I limal 1995).

Fair traders’ parmerships extend o mar-
ginalized groups within developed nations
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as well. The Fnterprising K chen, hased in
Chicago, is a nonprofil. orgamzation that
provides employment ang! life skills traiming
te impoverished, and often abused, wornen
who are working toward self-sufficiency and
independence. Wi th fair trade pariners
marketing and providing sence development
funds, the Kitchen has grown in §ix years
from caploying four women with some Tup-
perware molds and one Land mixer to 100
employees that produce thousands of natural
bath products anmuatiy.? The women oliain
more than income; they gain self-esteem and
the knowledpe that they are valuable people.
Tair traders in the United Staces also pariner
with other impovenshed women's groups
who make bean and bread mixes of beeswax
candles, and Native American commuaities,
selling their teas, hooeys, wild rice, and other
foods in order o create cCONOMIC GPPOIUN-
ities that can support [amilics on the rescrva-

Hons.

The projects are as MUMELOUS as the cvery
day life problems the groups confront, Taic
trade does not promote the “yne-size-fits-all”
solution t problems in the way that the IME,
W10, and other free-trade policy-makers
do. Fair tade is attentive to communitics’
diflfering cultures, environmental sitpations,
and histories, and o the producery’ differing,
religions, cthnicities, and gender ideologies
and roles. Appropriate solutions to social,
ecanomic, and ecolopical problems are deter
wined at the focal fevel and assisted at the
global fevel. T is this conscionsness that en-
ables fair trade pannerships (o dramadcally
improve people’s living concitions and to
tuild a wlobal solidarity that is based o
dipnity and respect.

The Challenges Faced by the Fair
Trade Movement

The challenges the movement faces are ni-
werans. While fatr trade sales are substantial
and an the rise, they still comprise a srall
percentage of the whopping  trillions of
dollars in total goods exchanged plobally.”

KIMBERLY M. GRIMES

An examination of the major commodities
cnferipg workd  trade during  the 1980
shows Dhat just 15 transnationals market 70
to 90 percent of the world's praduction, and
{or each particukar commodity only three to
six corporations dominate the eotire markat
{Brown 1993:50-1). Tn the 1990s the trend
for further conceniration of wealib and
power in the commodity market conrimaed
with mergers and hostile takeovers. The
result, Tor example, m the ow matkets of
coffec and chocolaie, are four transnationals
controlling each; Nestle, Mars, Hershey, and
Cadbury dominate the cocoa bean-chocolate
marlet and Krafr, Nestié, Procier & Camble,
and Sara Tee, the coffec marker {(Gressee and
Tickell 2002:25; SERRV 2002:2). Inter-
national trade agreements, the cxpansion of
frec-trade vones, and the hegemony of global
fimanciat and trade institudions continue the
wend that bewan scveral decades ago 10
increase ticher pations’, their transnationals’
and their elites’ share of plobal profitability
at the cxpense of impoverished  peoples
whose countries are drowning under Lhe
burden of debt {Geore 1988).

Io a tine when neolibecalism is destroying
social, cthnic, and political conscionsness n
the puise of “freedom,” fair crade plays an
important role 0 preserving and promoting
calrural traditions and the diversity of iden-
tities in the world of increasiny, homogeniza-
tion., Moreover, it provides a sustainable,
proven, global allemative ccomontic model
which demonstrates bow  production and
Lrade can work at the grassroots and inter-
national levels and how 1t can benefic all
people, not just the elites of the world. How-
ever, in order to have a geeatcr impact (o
change the dominant cconamic order, fair
trade must overcome many hurdles. Firse B3
the need to imcrease fair rade ouwtlets amd
sales so that many producer groups w ho ce-
rently want to joi the movemnent can have
direct access, I¢ is difficule for macketers o
absorb all of the production capabilitics of
proups  with whom they arc currently
working, let alone rake on the many who
have yet io find a partner. ' ‘Thus ihe push
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amwng supparters of fair trade and fair
traders themnselves to influence conventional
companics, such as Starlucks, o commit 1o

buying fairly iraded goods.

The public must be educated to understand
what fair trade is cxactly and bow ic differs
from free trade, Tair irade standards must be
clear to industry and consumers. 1t not, con
fusion could canse damaging conlroversy to
the movernent. As fair irade Increases, com-
panics threatened by it conkd release misin-
formation in response, To address this issuc
of public education, a new organization, the
Fair Trade Resource Newwork (FIRN), was
horn in 1999 in the United States. Ity educa
tiomal MISSION 15 £0 TAISE CONSIMED AWATCOCSS
about fair trade by gathering and compiling
ali the rescarch and data on fair trade; pro-
viding fair trade information 1o schouls, uni-
versitics, the medin, and the general public
through campaigns, prited marterials, and
othur resources; and hosting an online book-
store. Based in Washinglon, D, the nonpro-
fit institution. is currently corresponding and

working with the movement in Furope and
planis in the future 1o work with Japanese and
Australian Fair rraders in order to educate
peaple worldwide. "

The fair trade movement needs to contiaue
1o build coalitions with other labor and
cavirommental groups who share many of
the same concerns 1o rcach and cducate a
farger segment of the gencral population.
‘The movement alse must continue develop-
ing fair teade Jabels for commnadities to help
consumcrs distinguish {airly traded producrs,
furopean fair traders were the Hist o
develop ihree fair trade seals for food prod-
uets and have weared a speciiic fair teade
labeling institution, the TLO, w address the
development of certilications and labels for
both food and nonfood products. Lransiair,
the first {air trade certification otpamuization
in North Aperica, has developed a seal for
fair erade coffec and hogies to expund 1o other
foud products over the next few years, An
immense fight over the issue of labding is
imminent as the WO insists that labels
ive “anfair advantage” to partienlas proups.

Tair trad

will have 1o mount a large cam-
paign with nany other proups who have a
vested interest, such as the omganic foods
movement, if they are to challenge the
WTOYs interpretation.

Many lair trade producer groups fack sul-
ficicnt market inlormation, business expert -
ize, and techmical skills. Consumer demand
can and docs change quickly, especially in the
clothing industry; producers need to he able
1o respond as quickly. Some groups that have
bheen invalved in fair trade for over a decade
have eeached the point where they are able w
obtain the information they require through
their own skills, yet muny others do pot ha ve
this capability. Strategic plans, fike the one by
SERRY Tuernational discussed previously,
are addressing these problems, and other
marketers are also coniinuing 1o increase
technical and business assistance. The sur-
vival of producer groups depends on this
information.

1 the marketing couneries, fair trade busi-
nesses face the hardships of small businesses
{which cause half such businesses in the
United States o fold in their firse three
years). Some fair trade retailers who were
undercapitalized have had to close. Most
people enter fair trade due 1o their commit-
ments to social justice and their environmen-
inl concerns, and they often lack business
skills and vnderestinate the costs of running
a retail shop. In the United States, for
example, most people do not realize that

small Dbusinesses have the heaviest tax
burden, making up for tax revenues that
transnationals avoid by moviog their money
to offshore accounts and other countries. In
Europe, there is more support for retailers
with the Network of Turopean World
Shops  (NTEWS})  orpanization, which
addresses the needs of retailers speaifically
with all sorts of business information. The

1§, Canadian, Japancse, and Austrahan
retailers lack this type of parent organization,
although in North America the FIT is
working 1o give cwgent and prospective
retailers more professional support, such us
the development of a viden and boaldet
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designed to teach people how to start and vun
a successiul fair trade retail store. Qverall,
networking and parent organizations must
increase throughout marketing  nations if
fair traders are not only o augment sales
and the aumber of outlets, but o also have
sustainable businesses that can provide a
livitg for the employers and employees.

Fair Trade in the Twenty-First
Century

Poverty is not only abouta shortage of
money. Tt is about rights and refation-
ships; about bosr people are tea ted
and how they regard  themselves;
about  powerlessness, exclusion and
loss of dignity. Yet the lack of adequaie
income is at its heartl.

Mahatma Gandhi'?

The lipolarity of the stuggle between {air
teade proponents and  those pushing the
free-trade agenda marks a critical morpent
in human hstory. tn the late twentieth cen-
tury we witnessed a dramatic change i West-
ern comsumplion pareerns i which shopping
Decame more than the means to acquire basic
necossities.  Shopping now  ranks as the
pumber two leisure activity as people search
for their wants, desives, and images in the
maze of tastes and styles offered by modern
consumer culiure {Lury 1996)." People's re-
sponses i these Furpamerican sovieties to
the flood of products ramge from owve of
pever-ending desire for more “srutf” o an
outright rejection of vulgar consamerism.
Fair traders realize that corporations’ prome-
tion of material goods as the road to happi-
ness is untrue and unhealthy for people and
the planet. Yet they, too, promote the pue-
chasing, of goods.

‘The issue for the movement is one of
cquity and sustajuability. As a fair trade
storeowner told me, “We all drink coffee or
tea and are gonna buy it somewhere, so why
nat here, where farmers can be paid enough

so they can have a cup, too?” Another shop-
owner explained, “If we keep cutting, down
the rainforest Lo grow coffec on monocrop
plantations, we won't be able 1o grow any-
thing soun. Lt should be grown in the rainfor-
est as nature inteaded it to - heck, there it
cven produces belter-tasting coffee - what
more coudd you want?™! The outcry against
peotiberal, “trickle-down™ economic policics
is prowing worldwide and mare people are
looking for a viable alternative. The faix
prade movement, positions ieself as the alter-

pative, one that recognizes the intercoanect-
cdness of all peoples in the world and voc
that wants o create income for the majority
rather than concentrating wealth in the
hands of a few. 1t is not anti-globalization,
as the media has often incorrectly repre-
cented the advocates of fair trade. On the
contrary, fair trade partnerships arv inter-
national partnerships.

Tar many, the most imporstant guestion 15
that of time. Destruction of natural and
humnan resources is proceeding at an uapre-
cedented rate. Advocates of fair trade worry
that they are running at too slow a pace and
are petting, eli behind, They are very con-
cerned about their ability fo make their alier-
natve model of international production and
trade grow fast enough to compensate fog and
cventually hope to end, the damage that the
free-trade system is caustng. Just how much
influence the movemeat will be able to assert
ixt the politics of production and consumption
remains unanswered, Yerif the viston, persua-
siveness, and derermination of the varicty of
peoples and geonps which comprise the fair
rrade movement are any indication, profound
change could be right around the cormer

NOTES

1 Trom the brochuore for Ten Thousand Vil-
lages, the largest fair trade arganization
in the United States, www.tenthonsand -
villages.org, 704 Main Street, Akron, PA
17501, USA.

AR e =

21 follow the use of the term as Stephen
nnderstands it in that it “denotes wide
spread citizen participation. [t 1s not con-
fined to elecloral democracies in which
the primacy excreise of citizenship s
votiog” (1997:277),

1 For more information on IFADs mission
and program, see wwwifat.org

4 For Global
Tachange’s mission and program, see
www.globalexchange.org

§ Tor example, since the 1990s the set price
for coffee has heen $1.26 per pound;
$1.41 for orgavie. The major wulti-
mutionals that control the coffee market
have dropped the price to iis lowest in 30
years (UST14c, per kile for groea beans in
2001). Ut now costs coffee farmers more
to pick the beans than they receive. The
cobfee crisis has resulted in oa drarmatic
increase in mabnurrition, the forcing of
chiklren out of school, worsening heulth-
care, and other miseries (Gresser and
Tickell 2002). The same is true for the
four giane chocolate companies {Nestlé,
Mars, Hershey and Cadbury} who con-
wrol the cocos hean market. Only in the
case of chocolate, children are heing en-
daved to pick the beans m Ghana and
other countries.

6 Rupmark is an international certification
program which labels rugs made by lairly
paid adults and without iliegal child
labor; they also bave other programs to
support  rugmaking communities.  For
more imformation on Rugmark’s mission
and progeam, see www rngmark.org

7 T many Third World countries such as
Brazil, I[ndia, Mexico, Malaysia, and
Pory, the poorest 40 percent of house:
holds received Iess than 10 percent
of the total income, whereas in Fiost
World countries the poorest 40 pegeent
got ar least 20 percent {Brown
1943:117).

8 www.theenterprisingkitchenorp, The Tin-
terprising Kitchen, 4545 North Broad-
way, Chicago, IL 60640,

9 Qi) accounts for much of this, since it iy
the number one commodity fraded:
Coffee is mwmber two, which is why fair

mare  wmlormation on
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tade devotes s much of s time
and resourees 1o it. Still less than a mil-
liom coffee Fanuers scll to faic raders
out of the 25 million producers glob-
ally.

1t Page-Reoves (1998} discusses this prob-
lem i her research on Bolivian handlonit
sweater makers who sell about thirey
percent o their production to [alr
traders and then end up selling the rest
1o commercial buyers who pay miser-
able wages to the kniters.

11 For more information on FIRNs mis-
ston andd program, see www.fairtradere-
source.org,  Fair  ‘lrade  Resource
Networl, 'O Box 33772, Washington,
D 20033, USA.

12 Quoted on the home page of a
New Zealand fair trade organieation,
Trade Aid Tmporiers, www.tradeaid.co.
nz

13 Watching television is the number one
leisure. activity (Tury 1996). Obviously
there is a conmection hetween the two
since (cleviston's primary purpose is o
sell advertisers’ products.

11 From interviews | conducted  with
members of the Fair Trade Federation.
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