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Key Principles of Fair Trade: _ Research Needed
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il e gl S P Research Purpose: Explore The Reasons Why e o oo
. fz);(;ld;bcotziesz;? szvz'irdtlci)neatllcllﬁl3 ?tl:lile{li;zrei.to e rapectit dignifed NO I ther n CO Nnsumers Pur Chase F air Tr ade Pr O duCtS Last major study conducted in 2008.
°
Fair Trade Today Global North Consumers
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Are willing to change to purchasing — 11%

habits in order to appeal to good intentions.
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sold in thousands of “World less than 1% of international ‘
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o Ex. Pacific Rim and North American reached in maturer markets. 1/2 of these who like Fair Trade, do not buy items. P

markets increased sales by40%. o Ex. Switzerland, Germany, and the Present Controversy: Price vs. Goodness | gispal
o Ex. Since 2000, the Fair Trade United Kingdom. = recession.

movement has increased sales by 20%. o Identified by the European Free _ = A1
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consumer sales of Fair Trade between |* Word-Deed G ap Motivations for not purchasing Fair Trode is oncloar. | 49%

2013-2014 are 6.61 billion dollars o Of the 30% of consumers who say 3 p0551ole arguments: Econom1c Rationalist,

worldwide. they will purchase Fair, only 3% do. Economic Development Reality, Government

Dependency. |

Key Conclusion: Global Norths Fair Trade trend is not reflective of general consumer habits; corporates are shown to be influencing the market.

TEINRS YU 0 W2 AR /L AR Y SR 2 TAESSN 8 TN e &t e S o o SR

B L A M B e i B B G [ KR e S i & St o i R i B o e L e i At A e A s S e AT TR P g e | S e e R e ST S . — Ml s Sl 2o ol S

Future Considerations:

Significance: Role of

The Par adOX Of Consumer lehaVIOr g J J How to solve Fair Trade’s untapped/ tapped market?
COL‘pOrate SOClal OHCC an 1nd1v1dual estabhshes tI'llSt Wlth a corporatlons + W How to solve these communication challenges?
B, | = U Word-Deed Gap Controversy? More research needed?
Respon51b111ty and ; goodness : they are more hkely to purc:hase t,‘eir . How to move away from the benevolent Fair Trade image?
ro dUCtS WlthOut further 111V€St1 ath Il ' '_l‘ = ] Ways Fair Trade can reach out to non-consumers?
COnsumer Sover elgnty ; P | | g s %~ URole of Corporations included in Fair Trade image?



