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that can provide a sustainable |label
guaranteaing that a premium price is
being paid to ingredient suppliers, The
company has been in the US since 1998
and in the first three years was solely
regulating coffee, which is still 85 per-
cent of the business in the US.
Additional products that are currently
eligible for fair trade certification are
tea, cocoa and chocolate, with rice,
vanilla, herbs, flowers, fresh fruits,
sugar, honey and wine recently added.

Stellar Organic Winery (Western
Cape, South Africa) echoed Marek's sen-
timents, stating that the more devel-
oped fair trade markets are in the
United Kingdom, Ireland, Westemn
Europe and Scandinavia, with the US
and Canada close behind. "We have
experienced a significant upsurge in
demand for fair trade wine in the UK
and Europe since we first offered the
product to market," accarding to the
company. The company's cellar has
been Fair Trade Certified since 2004
and the farming operation since 2003,
making it the first organic winery in the
world to hold that distinction and the
second winery overall. Fair trade offered
a sustainable method for the Stellar

to work toward making a difference.
“Everyana might not have time ta
go to a city council meeting or write
their congressmen, but everyone has
to eat,” said Marek. "We see the gro-

cery cart as the most viable vehicle
for social change.”

Promoting Fair Trade

Another just-released IRl survey of over
22,000 US consumers found that
roughly half consider at least one sus-
tainability factor when selecting brands
to buy or stores to shop. These factors

&« Everyone might not have time to

go to a city council meeting or write

their congressmen, but everyone has

to eat. We see the grocery cart as the
most viable vehicle for social change.

— Anthony Marek, director of public retations and extemal communications for TransFair USA

waorkers, through the Stellar Fair Trade
Employees’ Trust, to accrue extra fund-
ing for community enhancement pra-
jects without having to run the risk of
doner fatigue. The fair trade system is
well managed and accountability is built
in right through the supplier chain with
regular inspections, monitaring and
auditing, according to the company.
Even though the U5 is behind the rest
of the warld when it comes to fair trade,
Marek said he feels it's the first and
greatest opponunity for US consumers
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include organic development, eco-
friendly ingredients, eco-friendly pack-
aging and fair treatment of suppliers
and employees. Each of these factors
individually is impaertant te ane-fifth or
more of consumers,

Among these factors, organic bene-
fits have the broadest appeal currently.
By contrast, increased focus on green
and fair trade products and practices
has been relatively recent, In addition,
these products are not as widaly avail-
able in mass-market outlets, according
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