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FAIR TRADE
Corporate
big boys
smell
the coffee

UQAM MEETING

FAIR GAME

CORPORATE Activists
wary of retail giants

with large coffee retailers, for ex-
ample, is that their main busi-

. CONTINUED FROM Al
Large retailers' entry :
Fair trade going corporate be-
focus of debate gan, Turcotte said, with a deci-
sion by Max Havelaar, probably
. the largest [air-trade organiza-
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Loblaws. As of today, you can sumers are increasingly interest-
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Rail trains, making Via the first | | ppig, rather than a commitment
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The fairtrade concept is all and others became involved
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That debate will be at the top of ing fair-trade certified coffee at
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sajd. *The most crucial debate is t g
going to be whether these fair- wW&e m 'ﬁ::
trade organizations can keep >
- . - fair-trade movement - equitable
their standards high if there's pricefor farmers,” he said.
B e | | ke poie ot it Trane
probiem Fair never went after large buy-

i ers. “They have approached us,” .

+ he said. "It was activism that got
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| them involved, through public
therefore they have no vested in- | | d public d d”  For more information on the
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counts for just 3.7 per cent of its
total purchases. Van Houtte's
[airtrade sales are two per cent
of total sales.
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trade activists.
What will happen, asked Dario

ITezzoni, one of the young, educat- -

ed Quebecers who advocate fair
trade, if fair trade stops beinga
trend? In the case of a recent
move by retail glant Wal-Mart to
sell fair-trade coffee through a
Brazilian co-op, the effect of be-
ing dropped could be disastrous. *

“Will they conslder it a taste of’
the month and then dump it
when it's not a trend anymore?”
asked Iezzonl, managing director
of Equita, Oxfam-Québec's falr-
trade ton.

operal

If a multinational big enough
‘to demand 100 per cent of a prod-
uct appeared on the scene, that
‘would put a “huge strain™ on the
supply side, Clarke admitted.
‘Wal-Mart, for example, “might
very well lower the fair-trade
prices tomarket.” .

But, he said, fair trade is fair
trade only if it abides by certifi-
cation standards. “From Equita
to Starbucks to Wal-Mart, if-it
has the fairtrade certificationon

.it, those basic -requirements

have not changed. That, tome, is
Turcotte, teaches strategy
at UQAM, Is able to find valid ar-

guments in both camps - one
secking to create commercial ex-

pansion, the other trying to artic- |

ulate social and environmental
values along with commercial ex-

change.

Nevertheless, she sald, opening
to large chains is strategically a
good avenue. Clarke agreed.

“T personally believe it's going
to be the consumer who will
make the declsion,” Clarke said.
“I would love Starbucks to sell
other fairtrade products. If they

truly believe in the ethics of fair

trade, they should be looking at
the other commodities of fair
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1 Famn Canal (laft) and Vine Thano have fair=tradas cnffas at Cafi Rira




