
Fair World Project is calling on civil society to go be-
yond marketplace action and the power of ethical 
purchasing to engage in the political process. There 
are several ways to engage, such as signing online 
petitions, writing letters to Congress, and organizing 
events in your community to boycott big transnation-
al companies that put profi ts before all else. 

It is only when the values of our market initiatives and 
our public policies match that we will see true trans-
formation to a just global economy which puts peo-
ple and the environment before profi ts. “Free trade” 

policies, for example, generally harm small-scale 
farmers. After the passage of the North American Free 
Trade Agreement (NAFTA), more than two million 
small-scale corn farmers in Mexico were forced off  
their land, as highly-subsidized U.S. corn fl ooded the 
market, decimating local rural economies and forcing 
hundreds of thousands of people to migrate. Reports 
show that incomes have dropped for most farmers in 
North America since the implementation of NAFTA. A 
new, broader agreement called the Trans-Pacifi c Part-
nership (TPP) is expected to have similar eff ects on 
farmers in the twelve participating countries.

In addition, the U.S. Farm Bill allows subsidies for 
large-scale farmers. For example, U.S. cotton subsi-
dies totaled $32.9 billion from 1995–2012. Because 
of these subsidies, small-scale cotton farmers in the 
Global South are forced to compete in an unequal 
global market. Impoverished cotton farmers in four 
West African countries have been internationally rec-
ognized as victims of trade injustice due to the eff ects 
of U.S. farm policy.

Unfortunately, some brands take advantage of fair 
trade marketing niches, “fairwashing” their image, 
while continuing to passively support — or even 
actively advocate for — unjust policies that actually 
harm farmers. For example, Nestlé markets its “Part-
ners’ Blend” coff ee as 100% fair trade, representing a 
very small percentage of their total sales, with the vast 
majority of their coff ee being conventional, “unfair” 
coff ee. Nestlé is a member of CropLife and the Gro-

cery Manufacturers Association (GMA), both of whom 
have lobbied in favor of free trade policies. Starbucks 
even has a representative on the advisory committee 
guiding the U.S. negotiations on the TPP, one of the 
elite 600 corporate advisors who have been granted 
access to the secret text.

Oxfam America, in a comprehensive study of the top 
ten food companies in the market  (www.behindthe-
brands.org/en/~/media/Download-files/bp166-be-
hind-brands-260213-en.ashx), has noted that Nestlé 
does not support farmers’ organizations, does not in-

sist that suppliers do business fairly, and has not com-
mitted to zero tolerance for land grabs. Nestlé, and 
companies like it, may point to their fair trade prod-
ucts as “proof” of their support for small-scale farmers, 
while behind the scenes they promote policies that 
are very harmful to farmers, workers and consumers.

That is why Fair World Project is working with dedicat-
ed brands on WFTD — brands that are committed to 
a holistic vision of fair trade that supports small-scale 
farmers every step of the way.

Fair World Project started the WFTD retailer initiative 
to bring awareness to consumers that their purchas-
ing dollars can make a real diff erence. Last year was 
a great success, with over 850 natural product retail-
ers signing on to off er their consumers discounts on 
products produced by our WFTD partner brands. This 
year the retailer initiative continues during the fi rst 
two weeks of May, with retailers around the country 
off ering discounts from our nine partner brands to 
celebrate WFTD.

Fair World Project supports these partner brands and 
others like them, advocates for just policies and insists 
that brands not fully committed to a just economy 
continue to improve their practices and make only au-
thentic claims of fairness. Visit our campaign page to 
fi nd out ways that you can take action to push brands 
to act more fairly, advocate for fair policies and sup-
port the pioneering brands that are leading the way 
to a truly just economy.
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World Fair Trade Day is May 10, 2014

Wouldn’t it be great if public policies 
benefi ted the public, so everyone 
could prosper, and so-called “free 
trade agreements” valued our precious 
resources rather than exploiting people 
and the planet? As consumers, we have 
the power to vote with our dollars, as 
well as to engage in local and federal 
policy reform in order to help change 
and transform our global economy to 
protect our people and planet.

World Fair Trade Day (WFTD), May 10, 
2014, is a wonderful time to be inspired 
by the great work that many mission-
driven companies are doing to support 
a just economy. While governments and 
transnational companies favor corporate 
globalization that benefi ts only the 
top 1%, creating larger economic gaps 
between the rich and poor, you can 
feel confi dent that when you purchase 
products from our WFTD partner brands 
(Alaffi  a, Alter Eco, Canaan Fair Trade, 
Divine Chocolate, Dr. Bronner’s Magic 
Soaps, Equal Exchange, Farmer Direct, 
Guayaki and Maggie’s Organics), these 
ethical businesses put people and the 
planet before profi ts. Purchasing their 
products is a fi rst step towards an ethical 
and sustainable marketplace.
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LEARN MORE: To learn more about the negative eff ects of Free Trade Agreements, visit: 
http://fairworldproject.org/overview/free-trade-agreements/

World Fair Trade Day! 

Visit Fair World Project’s Action and Campaign Center at:
fairworldproject.org/get-involved/actions-campaigns/GET INVOLVED:



Alaffi  a cooperative members washing shea 
nuts in Togo.

Ester Guarachi, one of Alter Eco’s partner 
quinoa farmers from the Anapqui 
Cooperative in Bolivia.

Juliana Danso and family, Divine Chocolate 
farmer-owners from Kuapa Kokoo in Ghana.

Canaan Fair Trade members from the 
‘Anin farming cooperative.

Alfredo Anguiano Cazares, a member of 
Pragor Avocado Cooperative in Mexico, 
one of Equal Exchange’s trading partners.

Farmer Direct Cooperative member, the 
Yarskie family, at their farm in Lake Lenore, 
Saskatchewan, Canada.

Guayaki’s Yerba Mate harvesters, all Ache Guayaki 
people, in Paraguay weighing freshly-picked 
mate leaves.

Carlos Sandoral, Agronomist at 
Aprenic, holds an organic cotton plant 
grown by a group of 2,000 cooperative 
farmer-members in Nicaragua.

Akua Sarpomaa, cleaning fruit for Dr. 
Bronner’s sister company Serendipalm 
in Asuom, Ghana.

Learn more about other fair trade organizations that are committed to working 

towards a just economy at  www.fairtradefederation.orgLEARN MORE


