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Overall Abstract
 	This written article comes into two parts; the first part is a critique of a research article on "Third-party logistics providers (TPLs) and environmental sustainability practices in developing countries," (El Baz and Laguir, 2017) while it pursues understanding the sustainability practices in Third-party logistics business in Morocco as a developing country. In light of this research paper, a research topic was proposed in the later part of this article, "Fair Trade Value: Interpretation from the marketing of Hong Kong Companies." Past studies of Fair Trade were mainly found in western countries; however, it was rarely examined in Asia Context, while Hong Kong is a place that fuel in Asia context and there is high awareness on Fair Trade. Therefore, this topic was created which attempts to fill the existing gaps of Western based studies only. 
 	Sustainable Development means "development that meets the needs of the present without compromising the ability of future generations to meet their own needs." ["Our Common Future", 1987, the World Commission on Environment and Development], this awareness has been increasing around the global recently; Fair Trade is a considerable tools that could facilitate a few areas of Sustainability Development Goals (SDGs). For example, end poverty, provide decent work and economic growth, sustainable cities and communities …Currently, it has proven significant sales increases across the Western countries, e.g., UK, Sweden, US…however, it was not widespread in Asia, according to the interview of Chief executive of Fairtrade International (2018).
 	The purpose of this study is to explore the Fair Trade value from the lens of Hong Kong companies, what are the actions taken by their marketing team that shape the Fair Trade dominants in Hong Kong as an Asia market, given the multicultural elements in this city. The characteristics of different cultures make the market place unique while Hong Kong is an international city between the East and West, intuitively expected that westernized concept are generally accepted. It is not surprised to see that there was about one of six Hong Kong people recognized Fair Trade labels (Kao, 2018), where it has been in the market for decades. However, only 12 Hong Kong companies were Fair trade licensee, the popularity of Fair trade business is not as active as expected. It will be interesting to understand the value of Fair trade of Hong Kong Company, their initiatives and the related barriers in promoting Fair trade products in Hong Kong.
 	The researcher of  "Third-party logistics providers (TPLs) and environmental sustainability practices in developing countries," proposed filling the missing gap between the advanced countries and developing countries and taking Morocco as a case study. Similarly, vast research works on Fair Trade have been done in western countries, however, it was found that it also a lack of academic research about Fair Trade in Asia; therefore, a research proposal of "Fair Trade Value: Interpretation from the marketing of Hong Kong Companies" constructed which becomes the second part of this article. Instead of case study, the ethnography approach is proposed, as it could expose a more in-depth study of the meaning of Fair trade from an eye of Asian, understanding the marketing works on Fair Trade.
Being with ethnography approach, this study able to provide the fuller meaning of the phenomenon in Hong Kong as a city in Asia. According to Goulding (2005), ethnography can identify the common threads; cultural contexts can be applied (Boyle, 1994). Besides, ethnography could provide deeper insights through insider and outsider views that provide the third dimension of the phenomenon's picture, while the researchers are part of the world under the study. The reflexivity is an advantage of ethnography design.
 This paper will focus on the experiences of the marketing executives from Hong Kong local companies who have registered the Fair Trade mark in Hong Kong instead of study thought the multinational companies whose tradition and culture may not align with Hong Kong as an Asia city.  
 	Semi-constructed interviews will be arranged to identify the phenomenon's structure through the local dialectic (Cantonese) between the participant and researcher. Through the analysis of ethnographic data, which can provide the perspective of Fair Trade within Hong Kong local society, the reader could understand this issue via the eyes of Asians.
The expected result could be shared with Hong Kong and Asia companies and society about what Fair Trade means, the current strategies, and barriers to re-evaluate to improve the Fair Trade initiatives in marketing. 
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I. Critique of a Research Article
Third-party logistics providers (TPLs) and environmental sustainability practices in developing countries. International Journal of Operations & Production Management, 37(10), pp.1451–1474. El Baz, J. and Laguir, I. (2017).

Introduction : 
            Nowadays, many firms from different aspects pursue sustainability targets, suggested by Halldorsson (2009) that more and more third-party logistic providers (TPLs) take it as a more critical issue.  It was found that only a few TPLs studies work from developing countries (Wolf and Seuring, 2010) other than Asia (Lin and Ho, 2011), according to the researchers. According to the paper's purpose, this research examines what TPLs have done green practices from Morocco as one of Africa's developing countries. The Morocco logistic industry takes up 13 percent of Morocco's GDP, it generates 1.7million tons of CO2 per year, and The minister's target is to reduce emissions by 35 percent by 2030 (El Baz and Laguir, 2017). The research questions were, therefore, worth answering.
 	The authors suggested that the logistics markets between advanced and developed countries lack a void and identified the practices followed by other emerging-country companies. It gives this study the importance of originality.
  	The key failure in this study is due to sampling selection, while over 50% of samples are European TPLs. However, as this paper was described as a qualitative case study of "Moroccan TPLs." It would be more suitable if companies are Morocco-based or changed the Moroccan TPL market instead of Moroccan TPLs. In this research, only 4 sets of data are relevant to this study, not representative. 
  	Besides, the authors are unable to distinguish between developing and developed countries and how this study fills the void referred to. Only 1 study from the Netherlands does not provide adequate evidence. The outcome may differ across various nations, economic status, or even places.
 	The country of headquarters location strategy could be pursued for potential reasons for a catalyst for green initiatives, although it was not explicitly described in this research paper. European countries could be divided into EU and NON-EU countries. Proper solutions applicable to Moroccan TPLs cannot be offered as a result.
 
 Summary : 
 	The following sections of this paper will discuss its strengths and weaknesses. Ineffective sampling is the biggest weakness that provides unconvincing findings.
By the end of the paper, the suggestion is given, which may enhance the overall research result, which gives more meaningful implications for the target.
 
 Assessment: 
 1. Statement of Problem
            The authors outline the research questions that emphasize the companies' "Initiatives" & "Factors of barriers and drivers," which give a clear and easy understanding of the specific problem from the topic "Third-party logistics providers (TPLs) and environmental sustainability practices in developing countries." 
 
 RQ1. What types of green initiatives are being adopted by Moroccan TPLs? 
 RQ2. What are the main factors (barriers and drivers) affecting the adoption of green initiatives by these Moroccan TPLs?
 
 The researchers should justify the use of the qualitative approach and the qualitative methodology to be used (Connell Meehan, 1999)
 
 2. Literature Review
  	A literature review in research aims to project an objective view of what has been written on a given subject. It should able to reflect the themes and inform the conceptual framework of the study.
  	The authors begin with a list of literature reviews by Evangelista (2004) that emphasized that there is a lack of qualitative research on the Environmental sustainability initiatives of TPLs, while qualitative research could give more "in-depth perceptions of people or events" (Nieswiadomy, 2008). Authors also found the previous studies among the developing countries were not much and only carried out in Asian countries. By carrying a case study in Morocco, it supports this research could be beneficial to African markets. 

3. Research Methods
 	Interview Protocols can increase the reliability of the case study research (Yin R, 2003), where the researchers stated that it was constructed by initiating the respondents to answer open-ended questions in semi-structured interviews. However, case study objectives, field procedures, e.g., presentation of credentials, access to the case study sites, general sources of information & a guide for case study reports were not mentioned in the paper. 
  	The most common data collection methods are interviews and usually semi-structured or unstructured (Holloway and Wheeler, 2002).
 According to researchers, the semi-structured interview format is selected, where it mentioned the questions were derived from the literature review and the previous research (Wolf and Suring, 2010). However, the explanation for selecting this particular research was not given. Also, originally Wolf and Suring (2010) interviewed nine cases, including 6 buyers ( who buy transport services), 3 offer transport services, all come from developed countries. This paper was emphasis buying logistical services. It is suggested to have further elaboration on which part of the question guideline has been borrowed.
  	Reliability is ensured by a thorough description of the process of data collection and data analysis. Since there is no detail about how many questions, the rationale behind the questions was not discussed. It is suggested to present in the paper to allow the reader to benefit from seeing the sample questions.
 
 4. Sampling
  a. 10 companies have been interviewed, 1 micro (less than 10 employees), 4 small (firms with 10-50 employees), 3 medium-sized companies, and two large firms ( more than 250 employees). The strengths of this selection approach is that able to increase the external validity by providing cross-case analysis.
 b. Six out of ten companies are European based, is the green policy adopted from Europe, not Morocco. Moreover, they are from developed countries. European companies already engaged in environmental sustainability for a certain period; their own mother countries law enforcement drives the policies. It is not likely that the practices that happen are tailor-made for Morocco, a developing country. The rationale of the policy was not discussed in this paper. This against the purpose of the aim of study where they should not be considered as Moroccan TPLs.
 The study could only represent Morocco's happening as an overall view, not specifically discuss Moroccan TPLs. 
 c. The interviews' capacity was noted but suggested to provide more detail or reason on different levels, how long they serve …was chosen. For example, 6 out of 10 are Logistic Managers, by common perceptions, they are the executors instead of the company policymaker; it may not be able to provide the insight of the initiatives that were telling the reader how it drives a company to adopt the green practice. It is suggested to provide the interviewee's responsible, what kind of working experience, and how long.
 Secondly, six out of ten companies provided the findings to reduce cost instead of implementing environmental sustainability practices. This sampling should not be random as a company with a sustainability policy should be inclusion criteria as the research should provide some information about the initiatives that are already implemented in Morocco, a developing country. Should there is no green such policy from these company, it falls out of scope. Otherwise, this research can only represent the phenomena of TPL in Morocco, which does not match the research questions "Moroccan TPLs are adopting what types of green initiatives?" based on the data, there is no green initiatives from most of them. Some actions just coincidently the same as environmental sustainability practices.
 Overall, only 1 out of ten interviewees is the owner of the TPL company that could truly represent the environmental sustainability initiatives for the company.
  	The sample type tends to enrich the data purposely ( Fossey et al., 2002). So that the researcher explores the themes in more depth. There is no new material discovered it because saturated data could be stops ( Parahoo, 2006). 'Data saturation' is often referred to as a point that is no new information will arise from further sampling. Thorne and Darbyshire( 2005) suggest that some researchers take this as a convenient stopping point, and it accesses the evaluation of a study; usually, a small-scale descriptive study could achieve this. 
 
 5. Results and Analysis
 Researchers will transform the raw data into a final description, narrative, or themes and categories. The quality of findings depends on how the variables undertook, e.g., the questions and approach. Data analysis is fundamental to determining the credibility of the findings.
 	 The findings show there are 2 major different TPLs to their commitment to environmental sustainability, while those willing to develop environmental initiatives all further are European based companies. Those have limited interest in initiating the environmental policy all from the local companies of Morocco. Given such a result, it cannot provide any solution that specifies for Moroccan TPLs. 
  	The researcher should demonstrate an understanding of the data collection and analysis, the process of organizing and retrieving data, and the steps in coding and thematic analysis. The section on the "adoption of green initiatives" mentioned that most green practices are related to internal actions. When taking a closer look at the initiatives, they were driven by government policy, which should be considered external factors. For example, Moroccan authorities intend to speed up the old vehicles replacement by incentives scheme; without such incentives, the company may or may not replace their old vehicles. Moroccan government also provided other incentives scheme to develop warehouse projects with private sectors. 

6. Trustworthiness
 	 The most common criteria used to evaluate qualitative research studies are credibility, dependability, transferability, and conformability, according to Denzin and Lincoln (2017). The researcher needs to identify the criteria used, and the reader should be able to follow each step of the research process clearly:
 	 Credibility: Demonstrated by prolonged engagement, observation, and audit trails.
In this study, multi-data sources were used; the result also compared to other literature—this approachable to increase validity.
A study may be deemed auditable when another researcher can clearly follow the investigator's trial and potentially arrive at the same or comparable conclusion. It is necessary for each stage of the research to be traceable and clearly documented. According to the researcher, each interview was recorded and transcribed, also the sources from reports, websites, articles…etc. Also stored in a case study database, it provides a traceability record. However, the questions were not shown in the paper; other researchers cannot repeat the same study.
  	Transferability refers to whether or not the findings can be applied outside the context of the study situation. It is transferable when the findings can fit into other contexts, and readers can apply them to their own experiences. Some descriptive data consider not thick enough; for example, it mentioned at "Driver" that there is internal "Support for green initiatives from senior management"; however, who belongs to the senior level "what are the capacities? What is the Modernization of the fleet? Replaced by within 10yrs old fleet or brand new? Improving Vehicle loading, what exact action is the improvement action…all these points did not well defined. It is believed not easy for readers to apply a similar situation by their experiences while the data was not that clear from the first place.
  	This paper did not involve an expert panel or member checking the result; the verification strategies were missed. The analysis were solely from author’s perspective, it may not
 
7. Findings And Discussion
 	 Researchers should discuss the findings in the context of what is already known. The researcher should relate the study findings to the original research purpose and illustrate whether it has been adequately addressed (Thorne and Darbyshire, 2005).
 The research should conclude by placing the findings in a context that indicates how this new information is interesting and implications for the supply chain industry and offer recommendations to how they may be developed.
 	 Regarding the findings of Drivers influencing the adoption of green initiatives which mentioned that the findings of adapting green initiatives are mostly due to the stakeholder pressure, e.g., customers, partners, government…that confirms by 1 of researches Jumadi and Zailani (2010) the main discussion is about how green technologies could benefit the firm and society; it could be driven by the company internally and the government; therefore, it is not the right paper to support his findings.
  	This paper mentioned that the discussion of RQ1 What Moroccan TPLs are adopting types of green initiatives? Are supported by a few previous types of research that the actions are internal instead of external. It also diverts the findings to two groups based on attitude where one more focus on reducing cost, which does not aim for environmental sustainability; only the second group's action carried environmental awareness in logistics. However, to answer this question should focus on "What types," internal or external action, or the actual initiatives are out of scope. More explanation on the types and how the company adapts the actions should be elaborate as much as possible from the research to bring insight into this industry. This paper missed this important discussion, where is the core of the whole paper.
 Secondly, when they discuss the drivers, it mentioned that the practices of Moroccan TPLs are at an early stage of development, which only has 2 initiatives, which are internal and external. It shows the Dutch TPLs can provide four green initiatives: internal, external, innovative, and optimization initiatives. However, based on the findings in this paper, optimization initiatives, such as tour optimization, vehicle loading, and modal shift…And since the data based on 10 companies while the research from Dutch-based on 50 companies, it is more possible to cover all these initiatives. These two types of research not highly comparable. 
 	Netherland is only 1 of an example of the developed countries, does it represent all the developed countries? Do all the developed countries come to the same phases with 4 initiatives? Could it be more initiatives on top of these 4 aspects from other developed countries? It is suggested to have a more deep review to discuss what types of initiatives are missed in Moccoro. Since only 10 TPLs companies were interviewed, it is difficult to conclude that it is at an early stage of development; more data is required. 
 Since the scope of the TPL environmental sustainability goals was not defined, it is not fair to judge the Morocco position at which state as well. As the impact was not discussed in this research, the effectiveness was unknown.
  	One of the propositions suggested in this paper is that "P1. Market coverage and headquarters location can influence positively TPLs environmental sustainability." It is solely because six out of ten are European-based companies; they are affected by European regulation. However, what is those European countries or all under the EU? What regulations influence the green initiatives were not clear as well; it seems only an assumption. Before it concludes, more evidence would be required, like research on other developed countries in Moccoro see if they also carried the environmental initiatives enforced by the legislation in given countries. Another possible reason could be European education; the top management was well trained about sustainability and brought these initiatives to Morocco company. It may not necessarily be related to headquarter locations & the regulations of a given country. Moreover, considering moving headquarter location may not fit any Moroccan TPLs while the definition of the Moroccan TPLs should have headquartered in Morocco. It may not be practical implications.

 8. Direction for future research :
  	This research provides the limitation and recommendation for future research, while it recommends investigating in other developing countries other than Morocco to increase the external validity of the results. It is a reasonable recommendation; however, it is not enough. Since the data is limited in this current study, only 4 are local TPLs, 6 are European based, and only 4 do have green concerns while orders were focused on cost reduction instead of green action. Therefore, such limited data hardly provide convincing findings.
 One of the suggestions to be improved by separating into two target groups of Moccoro TPLs. 1 set of samples from European-based TPLs indicated by countries (EU or Non- EU), another set of samples from Moroccan TPLs, could provide the apple to apple comparison. Hence, it may show the significant differences in the sustainability initiatives while running between developed and developing countries, more justify if there is a missing gap between these 2 types of countries. Also, suggest having statistical research in order to support the generalization of its findings. 
  	On the other hand, it could only focus on the Moroccan TPLs so that the drivers and barriers will be more specific and related to Moroccan. Furthermore, the related solution should be more appropriated for developing countries. 







 
 Conclusion : 
  	The researchers able to find out the gap in the green practices of developing countries and set Morocco as a case study. While it is one of the developing countries and the logistics industry contributes 13% of GPD, it should be researchable while providing enough data. The power of influences should be significant to the country as well.
 The green practice from developing countries could vary from developed countries as the resources are different, and the timeline of involvement also different. It is more practical for other developing countries to learn the initiatives from a similar status. However, the weakness of a lack of sufficient correct samples that cannot provide strong evidence of the green practice could enhance the overall situation. Otherwise, this research can provide relevant information to developing countries rather than those from developed countries.









II. Research Proposal
A. Introduction 
	"Fair Trade is about better prices, decent working conditions, local sustainability, and fair terms of trade for farmers and workers in the developing world," mentioned by Fairtrade Foundation. Fair Trade has the ability to echo some of the Sustainability Development Goals of the United Nations, which has helped in the reduction of poverty, end hunger, increment in environmental sustainability, thus fair prices (Hawrylyshyn, 2019). Besides, the minority's voices from small farm holders and workers are not distinguished from the global trade. Sustainability is not only a slogan; it is the mission, which is the necessity to promote by giving back to the community. 
 	According to Statista (2017), the top ten retail sales of Fairtrade countries are Western countries, including the European and US but none of them from Asian. Recently, the US's Fairtrade products have been increased from 830million euros in 2004 to 5.9 billion euros in 2014 (Statista, 2019). In Australia & Newland, they experienced almost 200% retail sales growth of the Fairtrade Certified products between 2009 and 2010 ( Fairtrade Sales Figures & Market Developments 2010 Australia And New Zealand, 2011). In the UK, the Fairtrade retail market raised to 1.6billion pounds compared to twenty years ago, where it 22million pounds. Hong Kong, as a key player of global trading, should it be accountable for Fair Trade? In order to promote Fair Trade, marketing is always the key driver. The research seeks to answer the following questions: 
 RQ1. What is the meaning of Fair Trade to Hong Kong companies? 
 RQ2. What roles do the marketing of a company play in Fair Trade? 
 RQ3. Any barriers that stop them from promoting Fair Trade? 
 	This paper will fill a gap in understanding the social sustainability issues due to the lack of academic research launched in Hong Kong and related to Fair trade development via marketing. 
B. Theoretical Background
Fair Trade 
    	 Fair trade promotes ethical shopping that involves purchase decisions influenced by the consumer's moral and societal factors. According to Brinkman (2004), ethical purchasing involves the buying choices wielded influenced by ourselves by taking responsibility. Ethical shopping promotes fair trade through customers' invitation to consider the natural entities that affect production and product consumption (Lo, 2017). These actions promote a personalized moral responsibility to the consequences of the buying behavior patterns regarding the products. The fair trade value is achieved when the companies that sell the fair trade goods ensure compliance in the production goals through the suppliers meeting the required standards. The companies' production goals and standards should include; willingly choosing employment, respect of the rights to exclusively organize and bargain, humane treatment, regular and reliable living wages, and no practice of discrimination (Leng et al., 2016).
The company's codes of conduct, certifications, verifications, and product labeling (Lijuan and Yigiang, 2015) also included. The instruments enhance the consumer's ability to identify fair trade products, thus leading to ethical consumption decisions. The study delves into the long-term effects of organizational and product programs on fair trade marketing (King et al., 2015). These actions enable the marketers to discover their extent to which they can be used in the promotion and enhancing their brands through fair marketing. 
 


Fair Trade in Hong Kong 
       	Fair Trade was raised almost four decades ago by Oxfam, an international non-governmental organization (NGO) in the late seventy's and the first campaign was launched in 2002 as "Make Trade Fair," which kicked off the Fair Trade Movement in Hong Kong (Zerbini et al., 2007). In 2008, another non- profit organization was set up by ten local fair trade named Fair Trade Hong Kong (FTHK), which aimed at promoting Fair Trade via school education, public activities, and expansion of Fair Trade products in the Market ( Nenova, 2013). In 2012, Fairtrade Marketing Organization (FMO) allowed Fair Trade Hong Kong (FTHK) to promote and monitor Fairtrade products' certification in Hong Kong and Mainland China. According to the latest information on their website, twelve companies have Fairtrade Licensees in Hong Kong. Seven out of twelve companies have mentioned "Fair Trade" on their website in different forms and proportions, while the rest have neither no website nor the inability to search any related topics (Martyn, 2010). Therefore, it seems the Fair Trade was not sufficiently addressed over the last few decades. 
Hong Kong Culture & Marketing
 	Given the multicultural composition of the Hong Kong population and its historical experience as a British colony in China, in a market such as Hong Kong, which has always been an important global trading point, particularly between the East and West, it might be intuitively expected that a wide range of product offerings would be generally accepted. However, these data could be interpreted as revealing a need for non-domestic products to be presented in a more local context, perhaps emphasizing the foreign firm's contribution to Hong Kong society and overall quality of life, particularly given its recent political changes. In Hong Kong, or another similar market where high consumer ethnocentrism levels are present (Keillor, Tomas, and Hult, 1999).
Although Hong Kong is a Chinese city with British characteristics, Chinese small firms in Hong Kong are embedded (Granoverttor, 1985) within the traditional Chinese business environment. According to Usunier (1996), culture impacts several marketing aspects; it could refer to the table I, which was developed by Usunier. He suggested that culture is not only associated with "the way we do things around here," also recognized as the shared awareness and definitions of an indefinitely overlapping landscape (Holden, 2002). Moreover, culture is considered perception through participation in marketing activities; that is also about the knowledge in a specific area. However, they vary among the location, "globally scattered, yet awkwardly local" (Holden, 2002).
 	
	Area of Marketing
	Cultural differences influence…

	Consumer behaviour
	Consumers’ values, attitudes and decision making

	Market research
	Equivalence and methods in cross-national market surveys

	Overall marketing strategy
	Global versus locally produced marketing strategies

	Defining regional market clusters
	Groups of countries or consumers sharing cultural traits

	Product Policy
	Organizing for marketing on a regional basis

	Brand Image
	Adaptation or standardization of product attributes

	Price policy
	Bargaining rituals/price quality evaluations/price strategies towards consumers, competitors and suppliers

	Distribution Channels
	Channel style and service, producer-distributor relationships

	Communication
	World-views (through language) and communication styles

	Personal Selling
	Selling styles, salesforce management, public relations, bribery and ethical issues in an international context

	Marketing negotiations
	Negotiation strategies, processes and outcomes

	National style of marketing
	Attitude, organization, scheduling, role of emotions and friendship, communication and interaction style, etc.


Source: Usunier (1996
C. Methodology 
	Qualitative descriptive studies data collection focuses on exploring the essence of the relevant events Subject to analysis. Therefore, the collection of data includes minimal to moderate, organized, open-ended, individual, or oriented data—interviews with a community. Data collection, however, can also include observations and the analysis of documents, papers, Photographs, as well as records. Unlike other qualitative methods, data analysis of the qualitative descriptive study. The ethnography approach is adopted in this study to explore the companies' business strategies and how they cope with the current challenges in the Hong Kong Market. The selected companies already registered with the Fair Trade mark in Hong Kong.
 Research Questions :
 RQ1. What is the meaning of Fair Trade to Hong Kong companies? 
 RQ2. What roles do the marketing of a company play in Fair Trade? 
 RQ3. Any barriers that stop them from promoting Fair Trade?
 Research Methods 
 	 The ethnographic approach allows the researcher to "get inside" how people view the world (Hamersley, 1992), also shed light on individual experience ( e.g., Banerjee, 2011). It focused on researchers heading out to participants' realms, representing a different wrinkle in relationships of power and knowledge (Yanow and Schwartz-Shea, 2008). 
           While this paper would like to explore the Fair Trade business from the company's lens, the role and reason they do the marketing work how they do the marketing in different ways to enact differently of Fair Trade, this paper can use ethnography to addresses the lived experiences and the impact of the Fairtrade agendas on Hong Kong companies. The ethnography approach helps in the investigations of behavioral insights and values, according to Malhotra and Dash, 2011. Bocock (1993) mentioned that "Consumption is a socially constructed, historically changing process" the strength of ethnography research could help researchers understand the cultures of the field that researchers are embedded in. It can explore the communities about knowledge and social settings, understand how people in their own environment, and react to each other (Yanow, 2000). Only Hong Kong companies are involved in this study, as the local phenomenon may be related to cultural issues. Especially, it was found that Fair Trade marketing is rare in Hong Kong. It relates to many modern cultural phenomena that may be disembedded from conventional conceptions of time and space; this tactic is problematic (Giddens, 1991). Market research reflects the continuation of a cogent move by researchers to keep pace with the communities in which they are rooted that are continuously changing. The fair trade business in Hong Kong is explained in the study where the ethnography approaches will provide perceptional details and help achieve the research gap. To achieve the research aim, the secondary sources will highlight the critical decisions for the fair trade value for the Hong Kong companies. The main case study focuses on the 6 companies with fair trade licensees in Hong Kong (Goulding, 2015). The companies follow international fair trade principles by implementing trade schemes representing the business model in Hong Kong. The study companies have experienced business expansions over the years and incorporated technological advancements in their operations. Similarly, the companies' data are accessible with their business strategies available, and their performances and challenges experience easily accessible (Flocert, 2010).  
            It is expected to have an ethnographic study of 3 out of 7 Hong Kong Companies who are the Fair Trade licensee, expected they are intended to promote Fair Trade through their business. In-depth interviews will be arranged with their marketing executives who fully understand and represent the company direction. Besides the face-to-face interviews, they will also arrange observations from the stores with their products, the marketing text and images will be analyzed for triangular analysis (Hui, 2013) to understand if the marketing actions also align with their purpose. Similarly, another 3 out of 6 Hong Kong companies with Fair Trade licensee but not used in their product nor without any marketing campaign for Fair Trade will be studied. It will be interesting to understand why there are no products or any advertising and the Fair Trade logo while they are the licensee, are there any barriers that stop them from promoting Fair Trade.
 The study will establish a fair trade role in improving consumer awareness for the consumers' products through the ethnography method. The methodological steps include describing and profiling the consumer fair trade (Sales figures, 2011). The motivation of a fair trade consumption focuses on the reliable information derived from the ethical shopping theory. 









D. Research Design 
       Semi-constructed interviewed with the marketing executives or the key driver from companies is accepted. The interviews will be tape-recorded; later, the spoken words will be transformed into written text. This paper will build the stories from the conversations and observations, and reflections of this community, while this community is a group with Fairtrade licensee. There are 12 companies with Fair Trade license; some did put the Fairtrade mark onto their product or do advertising on Fairtrade; however, other licensee did not show any Fairtrade related information on the website.  It will be exciting to see the licensees have a very different approach to Fair Trade. The spirit of interview research is an interest in people's personal stories as it worth understanding. 
This research proposal raises questions about Hong Kong company's roles, what and how did they promote Fair Trade in Hong Kong as it was raised over the last four decades (Davies et al., 2015). It will critically question the factors that discourage the promotion campaign, whether it is cultural related factors. Some consumers do not always consider the ethical considerations whereby fair trade deals include varied explanations that influence consumers' preferences. Consumer preferences influence deliberate thinking and consumer processing (Doole and Lowe, 2018). Fairtrade values may lead to questions of rising market shares due to consumption and not ethical claims. 
 Previous research has shown that consumers of Hong Kong companies' products have certain levels of fair trade understandings. However, Hong Kong consumers tend to understand environmental sustainability rather than their empowerment (Chu and Cho, 2010).  The qualitative research design will help investigate the roles of the company's promotion strategy, shape the awareness in society, and speak for the producers working conditions for the products that consumers purchase. Socioeconomic factors are always among the leading factors that influence the consumer's awareness about fair trade; it is believed that companies' marketing plays a role here. 
            Data are expected to be collected from 3 licensees with active promotion strategies, another 3 without any promotion strategies. Interviews will be conducted at the start, middle, and end of the ethnographic study. It is expected to have 18 interviews and the last 30-45mins each.
            The data will be collected from conversations mainly; reflective notes would be made during the ethnography. To increase the reliability and validity of data (Bluhm et al., 2011), triangulating data will proceed as well.  
            For data analysis, ethnography research collects many materials that describe people's beliefs and their everyday situations; therefore, it is not easy to do data analysis and interpretation for ethnographic analysis expected to follow what Roper and Shapira (2000) suggested, including coding for descriptive labels, sorting for patterns, identifying outliers, generalizing constructs and theories, memoing with reflective remarks. 









E. Data quality procedures
        Few key factors are crucial to the case selection as they have to engage in the Fair Trade business. Second, they have different practices, while third, the different types of businesses were involved so that this research can broadly cover the angels from different business sizes. Forth, their product can be found from stores, and easier to get the marketing material to study. Last but not least, all of them are willing to participate in this research topic. 
The researcher will take the study as the first person to capture the data and do the analysis; understand that it should avoid any bias, but the background and experience in the real world, as a Hong Konger, also allow this study to present the data more accurately; especially it involved social and cultural practice. Schutz (1967) mentioned that it is impossible to fully understand others perfectly unless the researcher is in another’s consciousness and experienced; in this case, it would be that person.
            There are 2 criteria to make a sample size decision; there is 2 main category of companies, 1 is with marketing campaign licensee another one without any marketing campaign. Expected 3 companies each would be sufficient.  The second criteria are information saturation; while the interviewer hears the same information reported, no new thing learns ( Bertaux, 1981), then it will consider “enough.” 
            A series of three interviews will be arranged, follow Dolbeare and Schuman (Schuman, 1982) advice; the first interview will be the focus on participant experience and put that into context; then it follows by the second interview will be the details on his/her lived experience on the particular topic of the study. The third interview will be reflected the meaning of their experience, what is the value or the issue means to them; in this case will be about the value of Fair Trade.
           The research is expected to be a narrative type of writing. It will illuminate the world of the marketer’s experiences, how they see Fair Trade and its meaning. Why they promote and not promote this Fair Trade even, they are a licensee. 
 The data is expected to come with different levels, e.g., personal experience or perspective on Fair Trade, company level, consumer lever…During the interview, as a researcher, also will share the personal experiences to them, allow the interviewee to comment in order to ensure the data are correctly captured. 
            It is expected to interview with the Marketing executives who are the key driver of the marketing campaign. The narratives can allow readers to have critical thinking about Fair Trade. It will be more valuable than presenting direct quotes from interview content; the analysis will be more insightful, while it still retains the truth on how things work (Humphreys and Watson, 2009). Sample questions listed in Table I.
Table I. Sample of the open-ended interview question prompt.
	
Domain : Market


Domain: Marketing
initiatives


Domain : Value


Domain : Barriers
	Who are your customer ? E.g. price sensitive ? Education level?...
What types of products? Which types of product with Fair Trade mark?


What types of marketing campaign is using?
What’s the message that means to company and your customer?
What do you want to drive or issues about Fair trade that you want to address?
How’s this initiatives impact onto reputation after your company launch the campaign?

How’s your company see Fair Trade ? 
Why it worth to promote ? 

What are the negative idea associated with Fair Trade?
What value of Fair Trade that opposite to Hong Kong culture?


 F. Contributions & Implications: 
 	This study uses an ethnographic study, which is expected to make three major contributions, addressing the issues with Asia cultural content. Firstly, it contributes to academic research, while there are limited study and understanding of the Fair Trade value in Asia. This study provides insight into the Hong Kong companies' ethnographic study instead of multinational companies; they are dominated by Asia culture. Secondly, it bases on the peris based on the marketers' perspective users, which traditionally focused as a market driver. Marketers' concerns will be addressed in this study. Thirdly, sharing the marketing practice can help the companies break through the barriers they may face. 
            There are one-six consumers already aware of the Fair Trade mark in Hong Kong. Fair Trade is gaining interest around the society; consumers have more interest in understanding where the goods are being manufactured and how they can help the producers. However, its value may not be well addressed in Hong Kong; according to previous research, it could find that Fair Trade products are not that popular in the Asia market, limited sales growth. Driving Fair Trade is not only within the company or single organization but the communities in order to achieve "wins-wins." According to Joergens (2006), consumers may have little knowledge of their consumer products due to the less information revealed by most Fairtrade value retailers in Hong Kong.
           From a practical perspective, this study could be more than raise awareness on Fair Trade in Hong Kong; it could identify some practical marketing practices adopted by different companies, it could help break the barriers in promoting Fair Trade products. It is expected the findings in the study will result in actions of improving the sustainability by the companies in Hong Kong in the demonstration the suitable strategies in promoting Fair Trade in Hong Kong or Asia cities, the achievement could enhance the reputations for the social and environmental sustainability in the market as well. 
 Based on the latest sales research, Fair Trade products could also significantly increase in sales, as it attracts the consumers with strong intention in sustainability products; the consumer-based could be further extended. . The adoption of these practices in the long term aspects has ensured social responsibility to ensure a higher market penetration for the products from the Hong Kong companies.
 On the other hands, it is believed that the proper strategies for embedding the applications for marketing practice that could influence the larger companies like the multinational companies that operate in Hong Kong, even in Asia as multinational companies may not fully understand the Asia context but follow the traditional strategies that may not fit in with Asia context. 
            Companies need to survive in a highly competitive environment nowadays, where there are increasing mindful purchases. Therefore, through this study, companies can adapt the right marketing practice to reduce the gap of the price and value of a product by shaping the consumer perspective instead of buying more" expensive" products; the marketer should emphasize that it is something "worthy." Companies should continually work on consumer engagement to increase the intention to buy Fair Trade products and increase brand loyalty.






G. Limitation
 	Different research method comes with its limits and strengths. Qualitative methods provided "thickness" of data; however, it was only a "snapshot" in the complexity of all considerations; on the other hand, it could understand the details of individual experience, how it interacts with social and organization cases. It only uncovered few stories of those involved in Fair Trade in their business, and it would be interesting to understand the perspective of Fair Trade at the individual level, e.g., how the marketing campaign influences customers in their daily life consumer behavior. It could have compared the expected outcome from companies and the actual reaction, which could further gain deeper insight into individuals' context. The psychological issues could be addressed that help companies further address the right measures in promoting Fair Trade in the future. Possible on-going research should be extended in order to cover more Asian countries. 
 	The limitations of the number of companies may not be sufficient, while only about 6 companies are expected to be an interview in this research, as the sample-based is very limited, only 12 of them with a Fair Trade license. Therefore, Fair Trade value with the marketing of companies associated with the principles in Hong Kong could be included in future research, not limited to those with a Fair Trade license. 
 	There is supposed to be a need to perform a longitudinal study of the companies associated with the Fairtrade value in assessing the companies' ethical products. The data would be more convincing if the relationship between social and environmental sustainability practices and the sales turnover and profits could be found. The right and profitable initiatives could be addressed, which could benefit the overall Fair Trade markets.
	On the other hand, as a self-reflexive researcher, the position as a Chinese researcher and woman from a middle-class background may influence the research questions asked as an Orientalist may have bias perception in data interpretation. 
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Appendix : 

I. Research Timeline
 Research Timeline (Duration: 17 month from J2021 to November 2023).
	Research phase
	Time
	Activities

	Preliminary Study Design
and Write-Up
 
	January – March 2021
 
	Refine the research goals, review Literature, build conceptual framework, select methodological components

	Collection of Data
 





Data Preparation/ Analyses




Write-up and Reporting 
of Findings



	April -September 2021
 
 
 
 
 
 
 October - January 2022
 
 


February – April 2022
 
 
 
  
 
	Contact Marketing executives in target companies.

Arrange interview.
Follow up interview according the initial feedback from questionnaires.
 
Data collection
Initial data collection

Transcribe the interview content with coding analyze

Analyze supplementary material from website, market
Triangulate the data


Summary of Findings, Recommendataions, list the reference.

Complete the written Research Report & prepare Presentation



	Disseminative
 
	May 2022

	Presentation to professional research committee
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