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	INTRODUCTION


Fair trade relies on globalization and international trade. In 2006 Fair trade global sales totaled $2.6 billion, according the International Fair Trade Association. Also, we know that Presently Fair Trade represents only 0.1% of the 3.6 trillions of dollars worth of goods globally exchanged annually. If we compare with the result of 1998, Fair Trade sales totaled only of 5.2 million of dollars. What does the future hold for Fair Trade initiatives? Can Fair Trade products continue to increase in global consumption at their current pace? Is Fair Trade an idealist’s dream or an attainable reality? Can Fair Trade truly improve conditions for producers worldwide? Could the economies of poor countries development on a platform built by Fair Trade? Fair Trade has known a lot of changes since its creation; will the 21st century bring revolutionized global consumption methods?
The definition of fair trade was created by FINE (Four organization: Fair Trade Labeling Organizations International, International Fair Trade Association, Network of European Worldshops and European Fair Trade Association):“Fair trade is a trading partnership, based on dialogue, transparency and respect, which seeks greater equity in international trade.”
Fair trade contributes to sustainable development by offering better trading conditions to, and securing the rights of, marginalized producers and workers (in the South). Fair trade organizations are engaged actively in supporting producers. It also tries to change rules and practice of conventional international trade. Their goal is to benefit the artisans they work with and not maximize the profit. They also encourage the producers to reinvest their profit in their local communities. 60% or 70% of the artisans are women providing the handcrafted fair products; it is the only wages for their family. Fair trade is a necessity for a lot family in poor countries.

The fair trade federation (FTF)’s goals are:

· fair wages in the local context

· engaging in environmentally friendly practices

· financial and technical support for producers

· educating the consumer of rich countries to this problem

· respecting cultural identity

· offering public accountability

· promoting gender equity

To understand the purpose of fair trade and its action nowadays, we need to know the steps of its creation and its construction. This construction was established in four important periods.  The first step of this trade historically was created in the last 40 years.
In 1940- 50 religious groups and various politically oriented non governmental organizations (NGOs) initiated the commercialization fair trade goods in the northern markets. In 1946 and 1949 they developed the first fair trade supply chain in developing countries. The goods were sold generally in churches. The goods often held the function of explaining that it represented a donation to poor countries. The goods were often handcrafted.

 Second Period: in 1960 fair trade became more of a political gesture against neo-imperialism. Student movements during this period targeted the reform of Multinational Corporations. These students wanted to establish more fair trade relations with the developing world. This period was in the same period as Mai 1968 and the “hippie movements.” The Alternative Trading Organization (ATO), the first Fair Trade based organization was established in 1965.
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In 1969 the first Worldshop opened its door in Netherlands. The purpose was to bring the principle of fair trade into the retail sector by selling almost all goods produced under fair trade standards in poor countries.  The first shop was run by volunteers.  Its success led to the opening of other shops in Benelux countries and Germany.  In 1970, some countries which had previously been excluded from the mainstream channel for political reasons, were incorporated and their products began to be sold in European markets their. For example thousand of volunteers sold coffee from Angola. In worldshops the purpose was to deliver their message: give disadvantaged producers in developing countries a fair chance on the world markets, and support their sustainable development.
In the 1980s, ATO is faced with a problem: the handcrafted products being produced in poor countries were quickly becoming antiquated. This change in this market forced the supporters of the fair trade to rethink their business models and their goals. In the same period supporters of fair trade were worried of the potential devastating impact the fall of agricultural prices would have on poor producers. Indeed, they decided to change gears and focus primarily on agricultural products. The first fair trade agricultural products were tea and coffee followed by fruits, cocoa, sugar etc…  In 1992 the sales of Fair Trade products was 80% in handcrafts and 20% in agricultural products. In 2002 we can see that the tendency changed with 25,4% of sales in handcrafts and 69,4% in agricultural products.
In 1988 Fair Trade labeling initiatives began. The purpose was to certificate that the goods were truly Fair Trade certified and achieved Fair Trade goals. Certification for the expansion of distribution centers without compromising consumer trust in Fair Trade products. It was also an opportunity to attract more consumers. The labeling initiative also allowed the consumers and distributors to track the origin of the goods to confirm that the producers at the end of the supply chain were truly benefiting from the program.

In 1997, the Fair Trade labeling Organization international, FLO, was created. The purpose of this organization is to control, certify, and support disadvantaged producers and to standardize the Fair Trade message across the movement and the world.  In 2002 FLO, launched the first Fair Trade Certification Mark. The goal of this launch was to facilitate the visibility of the “brand” in distribution points such as supermarkets. This certification market is used by 50 countries and with dozens of products like fruits, coffee, tea…

Since 2002, the second Saturday of every May marks World Fair Trade Day, celebrated in 70 countries worldwide. The purpose is to promote fair Organizations and also the fair producers.
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In this part we have seen the principle goals of fair trade and the evolution of Fair Trade since its creation. We have also understood how Fair Trade initiatives operate and we explored the important organizations associated with Fair Trade and their roles in the world trade markets. In the next part we will analyze the roles of firms and which kinds of goods are produced under Fair Trade certified standards.  We will also explore the behavior of consumers who support Fair Trade.  In a third part, we will look at the profit for cooperatives and how the importation and exportation of Fair Trade products works. A focus in the success and the growth of fair trade
	PART I : Products and Companies


1. Products :

At the very beginning, the products stemmed from the Fair Trade were essentially hand made products from the poorest countries of the world. In France, Fair Trade products have been distributed at first by “Artisants du monde” through their own shops.

Products were above all items in:
· Wood (chairs, plates, boxes, baby toys, bowls…)

· Leather (leather belts, hand bags, wallets…)

· Straw (baskets, hats, bags…)
· Cloth (garments, tissues, embroidery…)

Nowadays, because of an intensive agriculture in the richest countries, South countries suffer from the variations of the prices on agricultural produces and make south producers dependent on the prices imposed by MNCs (poor bargaining power) In this context, Fair Trade main actors decided to expand the items with fair food products. Today, the main product concerned remains the coffee. Yet, a lot of fair products are now available with a complete range of products (tea, chocolate, fruits, juices, cereals, quinoa, rice, honey, oil, olives, sugar, ginger…)
Examples of agricultural cooperatives in the world in 2006
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(source: Alter Eco)
2. Distribution :
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We are in 1969 when the first “worldshop” open in Netherlands. At the beginning, Fair Trade products were devoted to be sold only in specialized shops unknown from the public and managed by voluntary workers. Now, a large part of the Fair Trade actors decided to distribute their products through supermarkets and hypermarkets. Nevertheless, this trend is largely criticized by a part of the supporters who see here a kind of utopia: sale fair products through the most unfair distribution channel!
In France, the first supermarket chain to be involved in Fair Trade products was Monoprix in 2002. Since, most of the distributors have followed the trend and today the 5 French centrals merchandizing which controlled 90% of the distribution have Fair Trade products in their shelves (Atac, Auchan, Carrefour, Champion, Géant, Super U, Intermarché, Leclerc, Monoprix, Cora)
Despite the risk to see a fair business under control of the most important distributors, the Fair Trade actors are aware of the fact that this movement can’t be reduced to a weak network of worldshops. Today, the share of the Fair Trade exchanges in the world trade remain very small (0,01% in 2003) and this concept need to get new accesses to a mass distributions to succeed in its development.
According to Alter Eco, one of the Fair Trade leading companies in France and regarding its worldwide study on Fair Trade, here are the risks and the opportunities to enter in a mass distribution networks (SWOT analysis)
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Currently, the question that could be ask, is: Does the Fair Trade concept only need Supermarkets and Hypermarkets to become a credible business?
This question involves the fact that companies have to analyse which other accesses to the mass distribution are existing and which are the most adapted. Here, below an assessment of each distribution channels that could be used by Fair Trade actors.

	
	Worldshops
	Franchise
	Mail-order selling
	Internet

	Investment
	Weak Capacity (voluntary workers needed to face with the exploitation charges)
	High capacity required to develop a strong network
	Low capacity required (need experience and a strong after sales service)
	Low capacity required (need a good website and a strong after sales service)

	Volume of Sales
	Weak (limited range of products)
	High potential of sales (large range of items)
	Middle
	Weak (e-commerce not yet adapted to the food industry)

	Price
	High (weak volumes)
	High (could benefit from economies of scale)
	High (high fixed costs)
	High (high fixed costs)

	Risk of failure
	High  (little investment)
	Middle (depend on the total of shops)
	High (need a lot of experience)
	High (e-commerce not yet adapted to the food industry)

	Evolution
	Weak
	Must be try
	Weak
	Middle (if growth of e-commerce)


3. Pricing :

The Fair Trade concept, doesn’t allow companies to choose for their pricing strategy. In fact, the idea of a higher margin for a better redistribution impose those companies for an automatic high margin pricing (not inevitably top of the range product) To better understand, the example below illustrates how is compounded a final price.
Average price for a Fair Trade product (VAT included): 2,88€
















(source: Alter Eco)
4. Communication :
Due to reduced financial resources, Fair Trade companies are limited in their communications (no advertising campaigns) Currently, the best way to present their actions and their products is to communicate through “quality proofs” (labels, standards) There are different ways to approved that one product is issued from Fair Trade. In general, each companies and associations have established their own quality approach. Yet, today consumers are more and more aware of what Fair Trade means (buy at a higher price for a better redistribution throughout the value chain) and this abundance of information risk to make the consumers lost. See below the list of “quality proofs” which can make the consumer’s spirit confused:
Fair Trade quality labels

+

Environmental quality labels
+

Company’s own Charter

+

Association’s Charter (in which companies are affiliated)

+

Audit labels

Moreover, the other issue is, to be legitimated, a new label must be approved by the different governmental authorities (ex: the “-AB- Agriculture Biologique” label in France) and today none of the Fair Trade labels have been really approved yet. For the moment, the most important and famous label remains the Max Havelaar quality label. But, this label doesn’t exist for all the Fair Trade channels (for example, coffee channels is approved by Max Havelaar but not the Chocolate one) Thus, it is an other source of asymmetry of information for the consumers who believe that, because the Max Havelaar label is not stamped on the packaging on an item, it is not a Fair Trade product and that could be completely wrong.
Focus on Max Havelaar:


Launched in 1988, Max Havelaar becomes the first international “label” guarantying the origin and quality of a Fair Trade product. Max Havelaar, is the result of a Dutch association (created by Nico Roozen and Frans Van Der Hoff) 
What are the different missions of Max Havelaar?
Definition of the quality standards of the Fair Trade (in term of environment, redistribution to the producers, quality of the products)

Controls of all the actors who benefit from the Max Havelaar certification (audits)

Role of advisor for the poorest producers interested or already involved in Fair Trade (technical and financial support)

Make easier the access to the markets (producers are putting through resellers and vice versa)

Promoting Fair Trade toward consumers.

5. Case Study :

In this part, we will present in few words the case of a French Company called ALTER ECO to illustrate what have been described above.
ALTER ECO have been created in 1998 by Tristan LECOMTE, a French entrepreneur came from the HEC Business School and after a short experience with l’Oréal in Paris.
At its very beginning, ALTER ECO’s was an association and its products were only sold through their own shops in Paris (2 shops in 1999) Nevertheless, facing a lot of difficulties to promote their product vis a vis suspicious consumers, the shops will be closed in 2001 with the idea to reorient the distribution and become a real trading company. 
At this stage, only few coffee brands such as MALONGO have an access to the mass distribution thanks to their Max Havelaar label. But in 2002 ALTER ECO will see its products accepted by the supermarkets chain Monoprix and will become the first Fair Trade brand presented in the mass distribution with a large range of products. Since, ALTER ECO distributes its Fair Trade items through the majors French distributors (Monoprix, Auchan, Carrefour, Super U, Géant Casino, Leclerc) and set up 3 subsidiaries overseas to develop its activity abroad (AUSTRALIA-Sydney, USA-San Fransisco, JAPAN-Tokyo)
In term of products, ALTER ECO has the largest range of Fair Trade items with 106 references (88 food references, 18 cosmetic references) and purchases its raw material to 43 cooperatives in 25 countries.
Currently, 48 persons are employed by the company and 7 persons work abroad. See below an exhaustive list of products:
· Fruit juces (banana, mango, goyave)

· Flavoured Teas from India and South Asia
· Chocolate, chocolate biscuits and  cookies
· Honey and marmelades
· Coffee from South America

· Rice from South Asia

· Oil and olives oil from Palestine
· Cotton from Africa

· Cosmetic (soap, skin cream) from Africa
In 2006 the company was hold for 57% of it capital by individual funds and for 43% by private funds (companies) The turnover in 2006 reached 16,7 thousand of euros with an evolution of +74% compared to 2005.
In term of quality and labels, ALTER ECO benefits from the Max Havelaar label and for 54% of its products are certified by the AB label (Agriculture Biologique). To insure the quality of the procurements and the respect of the environment, producers have regular audits. At last, ALTER ECO is on of the most important members of the PFCE association (Plate Forme Française pour le Commerce Equitable) and makes part from the NGO IFAT (International Federation for Fair Trade)
	PART II : Producing Partners



1. The Producers :

The countries in which the Fair trade model is being used are among the poorest of the world.
The people who are producing the goods sold under the fair trade label are craftsmen. Nevertheless one should be aware that even if those people share the same profession, their situation can be very different. Here are two very different situations as an example.
· On one hand those people can be very skilled and professional craftsmen who may own their production tools and machinery. Those people can be for example small and medium entrepreneurs as well as traditional craftsmen families in which a profession is passed on from one generation to another. 

· On the other hand they can be very poor, be in a difficult social situation (For example untouchables in India, women on their own or handicapped persons) or with poor craftsmen skills. Those people organized themselves with the help of special NGOs. The majority of the fair trade producers are in such a situation.
Those producers are subject to different working conditions.

· They work in private companies,

· In traditional family businesses that are grouped into organizations which major function is to manage orders and to regroup the produced goods,

· In collective production organizations, 

· In workshops which are directly integrated to an export cooperative

Due to this diversity, a producer may be an employee, a day-workers or even his own boss. We can observe that more women than men are working with the fair trade cooperatives and models. This can be explained by the precarious situation of many unmarried women, often with children.
Two concrete examples of how a producer’s situation can be changed by Fair Trade:
1) Jasmar Singh, an indian Rice Producer

Jasmar Singh, is a 65 year old Sikh from India who lives with his wife, his son and his son's family under one roof ( His oldest daughter left her parent's home).Jasmar is a producer of Basmati rice and works with the Khaddar export cooperative. He spends his entire time cultivating his 4 hectares of rice fields. On the regular market, Jasmar would get 220 Euro for 1 ton of rice, whereas on the fair trade market Jasmar gets 263 Euro for 

each ton of rice, that’s an increase of 19% of his sales revenue. His monthly revenue is thereby increased and reaches a total of 12 500 Rupees per months, 210 Euro.

2) Vakkas Kara, a Kurdish part time field worker 

Vakkas, a member of the Kurdish minority in Turkey lives with his wife and 5 children.
He is working 1/3 of his time as a seasonal field worker, harvesting raisins, pistachios and wheat for other producers, but, he is nevertheless a member of the Suvarii export cooperative. On the normal market Vakkas would be paid 1,4 euro for a kilo of raisins, on the fair trade market he gets 3 euro for each kilo. This increase of 50% is granting him a 
monthly revenue of 250 Lires, or 125 Euro. A revenue he would never be able to get on the normal Turkish market due to the marginalisation of the Kurdish minority in Turkey.
A we can see, fair trade seems to really improve the situation of producers in developing countries, may they be owners of their production machinery and tools or just part time workers, people in a difficult social situation or integrated people with voting and social rights.

2. The Export Cooperatives :

Those producers often go trough national organizations ( companies, federations, NGOs....) which have an important role as a mediator with the buying groups of the northern hemisphere. Those export organizations play a key role in the reception of orders, their distribution among producers or production organizations, centralizing the produced goods and finally to export the ordered goods. Those organizations also provide producers with professional training, they can help producers by providing them with extra resources or with cash advances. Finally they do a great job promoting sales on local markets.


Nowadays there are 124 of those groups in 43 countries worldwide.

Example: CepiCafe, a Peruvian Export Organization for Coffee and Sugar Cane.

Founded in 1995, CepiCafe is an export committee of second level regrouping 71 first level production cooperatives as well as regional committees and accounts for 4811 producers.

Those producers are all regrouped in different production committees, coffee firms and other agrarian coffee cooperatives. The Organization works in a democratic way, all actors are involved in the decision making process.

Furthermore, CepiCafe helps the agrarian community with financial help and various services among which training plays an important role. This training is given by one of CepiCafe's partners,  PideCafe, an NGO specialised in agricultural and ecological expertise.

	PART III : Fair Trade and Consumers


1. Generalities :

A “Responsible” and “Fair” consumer can act in two ways when he (or she) buys products:

· Social way

· Environmental way
Fair Trade & Ethical Trade:
Ethical Trade and Fair Trade are two different concepts. Ethical Trade is practiced by big and medium-sized companies which give importance to morality and responsive norms like:

· Giving a part of its benefits to NGO’s (Ben & Jerry for example) or foundations (Nature/Découverte)
· Use of Fair Trade products (Like BodyShop or StarBucks Coffe)

· Fair use of law charter (regarding children work for example)

Fair Trade is a different thing since it deals with the compensation of North/South inequalities. 

As we said, poor producers of South countries offer directly their products to the consumers of North countries, but at a fair price (fair price).
Why Buying Fair Trade products?
“Fair trade creates the opportunity for businesses to increase their profits through socially responsible business practices, for consumers to vote with every purchase for a more equitable world, and for farmers to view themselves not as an anonymous cog in the world market, but as a valuable contributor to a global society.”  (Paul Rice, TransFair USA’s founder and CEO)
As we can see, Consumers are in the heart of Fair Trade problematic. In fact, they play a very important role on Fair trade development. Thanks to their growing involvement and implication, Fair Trade has definitively become a global of stake of development.

By purchasing Fair Trade products, Consumers show that they can have an influence on big economical and political stakes. They feel that they can “change” something!

This new way of consumption is call CONSUM’ACTION.

Where Fair Trade is the more prominent?

Countries which are more concerned about Fair Trade are the USA, Canada but also Japan and France. In fact, the richest countries are the ones which have to help the most underprivileged section of the world’s population and to develop this concept. Moreover, they can pay more for a fair trade product since their buying power is higher than the one of the other countries of the world.
Although the sale of fair trade products has become a more prominent business in Europe than the U.S., American consumers are becoming increasingly educated about fair trade products and many have shown a willingness to pay more for goods that they know will directly support small farmers and producers in the developing world. 
2. Focus on French Consumers :
Evolution:

According to a recent study: before 2000, Each French was consuming 0.5 Euros Fair Trade products per year contrary to the Swiss, for example, who were consuming more than 45 Euros per year at the same time.
However, between 2001 and 2002, France has obtained the highest growth rate of Europe in that field (Fair Trade): +115%

An encouraging growth:

In France, the sales and the number of buyers have considerably risen. In 2002, Artisant du Monde Turnover has risen by 20%.

Between 2000 and 2003, the turnover of Max havelaar products has made a very important growth: From 9 millions to 37 millions Euros.
Fair Trade notoriety is continually growing since 2000:

· Percentage of French people knowing Fair Trade: (source: Credoc/Ipsos)

· 2000 : 9%
· 2001 : 24%

· 2002 : 32%

· 2003 : 51%

· 2004 : 56%
· 2005 : 74%
How?? Some explanations…
Some factors can explain these new consumption trends and evolutions:

· Fair Trade’s definition is clearest for consumers, today they know exactly what “Fair Trade” means.

Actually, 91% of consumers who know the Fair Trade could give a good definition of this concept.

· Moreover, Fair Trade products offer a good quality.
In fact, 98% of consumers are satisfied when they buy a Fair Trade product. It is an enormous satisfaction rate! (IPSOS/ oct.02)

Moreover, even if the first purchase is motivated by consumer’s curiosity, the second one is motivated by the product’s quality.

· Consumers are more and more aware about fair and Ethical consumption. (especially in developed countries). They want to know the origin and the production conditions of their purchases.
In fact, a study made in 2005 in the USA has shown that more than 86% of American consumers (more than 90% of French consumers) are ready to pay more for a product if they know the origin. Then, 26% of them really act.

Even if Fair Trade products are expensive, the price is not the reason why consumers do not buy it. Actually, only 3,6% of the consumers who do not buy Fair Trade products put forward the price as a reason.


Good to know…
The characteristics of a Fair Trade consumer:

· age: From 25 to 50 years old

· High and middle class consumers, who belong to a certain socio-professional category 

· Someone who has a good studies level

· A consumer who belongs to a city population

· Someone who is looking for social links, and not only for economical links

· Women are more involved in Fair Trade.
Consumption of Fair Trade products depends essentially on the information level and also on the buying power.

Since half of Fair Trade products are more expensive than market prices, the purchase is made in majority by privileged social groups.

In spite of it, Fair Trade notoriety is growing in all the social groups in France.
Purchase frequency:

In France, we have noticed a purchasing behaviours evolution. In fact:
· The number of regular consumers had doubled (from 13% to 26% between 2002 and 2003) even if the purchase still occasional for ¾ of the French population.

Consumer’s motivations have also changed:

· Before, consumers bought Fair Trade products because of solidarity and charity. Today, they buy it because they are responsible and because they trust in it! They strongly believe that they can change something thanks to Fair Trade!

Privileged distribution channels: 
Hypermarkets: 36.5%

Specialized retail stores: 22.6%

Supermarkets: 18.2%

Grocery stores: 8.5%

Mail-order selling: 7.5%

Private sales: 6.8%

Which Fair Trade products are the most purchased? 

· Coffee still have the first position.
· However, the gap between the coffee and the other products (Chocolate, Tea, Rice…) tends to tighten.

Fair Trade items are now in all the daily food shelves!!

Why do some consumers not buy Fair Trade products?

· Identification problem: they do not exactly know what Fair Trade means.

· Information problem: nearly the same thing that the identification problem.

· Diffusion problem: media campaign have to be stronger

· Some consumers are used to buy other brands, there are faithful to certain products.

· The price still bothers 1/6 of the consumers!


	PART IV : Areas of Success and Growth


Fair Trade produced goods are imported almost exclusively by OECD nations located in Western Europe, North America, and Australia. Conversely, Fair Trade production networks are situated in most other areas of the world: African Fair Trade Network (AFN), Network of Asian Producers (NAP), and "Coordinadora LatinoAmericana y del Caribe de Comercio Justo" (CLAC).  This relationship illustrates the fact that Fair Trade initiatives bring together not only several countries throughout the world but whole regions and continents. 

In countries where Fair Trade products have sold successfully both governments and businesses have contributed to the project’s development. Starbucks purchased 11.5 million pounds of Fair Trade Certified coffee in 2005, which more than doubled their purchases from 2004 and making Starbucks the largest purchaser of Fair Trade Coffee in North America. Starbucks’ commitment to Fair Trade products goes beyond the United States however, as Starbucks is licensed to sell Fair Trade coffee in 23 countries. Observing reactions from consumer markets, Dunkin Donuts, a domestic rival of Starbucks, as well as other Multinational Corporations have followed suit. Both the governments of the EU and individual EU nations have taken steps towards standardization of European Fair Trade policy. Towns and even entire countries, such as Wales and Scotland, have taken steps to consume almost entirely Fair Trade certified products, thus becoming Fair Trade Towns and Fair Trade Countries.

During 2006, an estimated €1.6 billion ($2.08 billion) of Fair Trade standard products were sold globally, an increase of 41% from 2005. Both the United Kingdom and the United States, the predominant leaders in the purchasing of Fair Trade products, increased their Fair Trade imports and consumption by nearly 50%. The U.K. increased its consumption to over €400 million, while the U.S. increased to just under €500 million. Countries across North America and Europe have increased their number of licenses (companies selling fair trade products to consumers). Licenses in the U.K. and U.S. grew to 252 and 615, an increase of 59 and 81 licenses respectively. Although a wide spread exists between the sales of Fair Trade products in different countries, almost all countries are increasing their consumption of Fair Trade products at astounding rates (an average of 42% annually). (The chart found below illustrates the recent evolution of Fair Trade product sales in certain countries (1).)

	Country
	Belgium
	France
	Germany
	Switzerland
	U.K
	U.S.A

	2005
	15.0
	109.1
	70.9
	133.8
	276.8
	344.1

	2006
	28.0
	160.0
	110.0
	135.3
	409.5
	499.0

	% Increase
	86
	47
	55
	1
	48
	45


In millions of Euros (1)

One perplexing exception to this pattern is Switzerland.  In past years the Swiss had enjoyed a rapid increase in the consumption of Fair Trade certified products similar to that which their European neighbors hold today.  Switzerland’s consumption, however, has abruptly reached a plateau, increasing consumption by a meager 1% in 2006 and allowing France to overtake the Swiss as third largest importer of Fair Trade certified products worldwide.  With consumption levels of 50% of its total bananas and 30% of its total rose, it is theorized that Switzerland’s markets may have reached their equilibrium for Fair Trade certified products (1). 


The Emergence of the “Ethical Consumer”:
Although Governmental policy and the commitment of both domestic and Multinational Corporations have aided in the success of Fair Trade initiatives worldwide, ultimately it is the decision of the consumer in OECD countries, such as the U.S., whether Fair Trade programs are successful or not. Does the consumer hold priorities outside of price and quality? The success and overwhelming growth rate of Fair Trade certified products has shown the emergence of a new type of consumer, an “ethical consumer”. The ethical consumer is concerned not only by his or her immediate needs but also by the needs and well-being of people across the world. The ethical consumer recognizes that by using his or her purchasing power they can help a greater cause, non-OECD farmers and the environment, and thus indirectly helping the consumers themselves. Peter Mandelson, EU Commissioner for External Trade, states that "Fair Trade makes the consumers think and therefore it is even more valuable. We need to develop a coherent policy framework and this resolution will help us." Ethical consumers, through their selective purchases and voting power, have influenced governments and especially businesses to act (2)
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	CONCLUSION


In conclusion, Fair trade has an important role in globalization and international exchange. This type of business creates economic relationships betweens poor countries and rich countries on a more level platform. The relationships Fair Trade initiatives have built are not just between several countries but between whole regions and continents of the world. In the richest countries, governments and firms work together in order to promote and facilitate the development of Fair Trade throughout the societies of the world’s nations and the global economy.

Fair Trade markets have many opportunities for future development. In our analysis, we outline that some networks of distribution like supermarkets have high sale potential for Fair Trade certified products. With continued investment and consumer support, supermarkets can help multiply points of sale and total sales for Fair Trade products worldwide. The improvement of unified labelling initiatives and of the traceability of Fair Trade products could would also greatly improve the efficiency of existing Fair Trade programs.
The openness of countries to globalization and international trade is integral for the success of Fair Trade initiatives. The behaviour of consumers worldwide who are not only open to globalize trade but who act as ethical agents has also promoted the Fair Trade movement. The ethical consumer is concerned not only by his or her immediate needs but also by the needs and well-being of people across the world. The recognition of “ethical behaviour” and the impression that such behaviour leaves on the world’s societies is very important.
We have seen that between 2005 and 2006, Fair Trade growth in countries like UK, Belgium, Germany and USA averaged approximately 50 %. The continued increase of consumption of Fair Trade certified products in OECD countries will continue to guarantee the success of Fair Trade initiatives globally.
DEVELOPMENT OF A NEW DISTRIBUTION NETWORK





Development of existing distribution networks (worldshops)





STRENGTHS:





Organized network


Devoted voluntary workers


Knowledge of the movement





WEAKNESSES:





Weak capacity of investments


Weak volumes of sales


Weak capacity to communicate


Weak range of fair goods





New distribution networks (supermarkets)





THREATS:





Confusion between mass products and fair trade


Pression on the prices


Irregular orders 


No transparency on the value chain





OPPORTUNITIES:





Strong potential of sales


Strong capacity of investments


Dynamic and updated offer


Standardization of the system: concentration of


   the actors





High potential growth BUT stakes not controlled





Limited growth BUT stakes controlled





The openness to a mass distribution network requires:





Costs and prices control


Set up a complete traceability system for the consumer


A clear communication to avoid any confusion





According to this chart, the development of Fair Trade thanks to a network of franchises remains the more promising distribution means.
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