
SOCIAL IMPACT MEASUREMENT



Introduction

The Fairtrade Foundation is committed to promoting justice and fairness in the global commodity markets. This commitment is particularly important in sectors that have historically been characterised by structural disadvantages for producers. Fairtrade can also be viewed as social enterprise because it represents a hybrid organisation with both economic and social objectives (Defourny an& Nyssens, 2021). A key feature of the Fairtrade Foundation is that it transforms the relationships within the supply chain by establishing minimum prices and paying social premiums to producer organisations.
The work of the Fairtrade Foundation can be evaluated with a theory of change approach; for example: The Fairtrade Foundation links certification, training, and access to market opportunities to short-term outputs (such as income) and long-term outcomes (such as empowerment and sustainability).The Theory of Change  model uses a pathway between how a program will produce an intended outcome (Dart & Gates, 2024; Raimi et al., 2022), and the impact chain outlined by Fairtrade (n.d.) on its publicly available site, demonstrates their pathway.
In addition to this, there are many areas of ethical considerations regarding Fairtrade and the intersection of trade, development, and sustainability. According to Bhatt (2022), as a social enterprise, we face pressure from many competing expectations, all while being committed to a mission. The Fairtrade Foundation finds ways to balance the practical business realities of commercial businesses with the ethical responsibility of supporting producers.
The Fairtrade Foundation's mission is that through Fairtrade certification, it can provide producers with better prices and working conditions and develop stronger producer organisations. Fairtrade's strategy is based on the following four pillars: 
1. Certification.
2. Advocacy
3. Partnership with supply chains
4. Engaging consumers. 
The Foundation combines each of these components into one cohesive method. The Foundation models its social enterprise business model after the literature on social enterprise, which validates the dual objective of creating social value while maintaining financial viability.
The Fairtrade system can also be illustrated through the social enterprise business model canvas, which demonstrates Fairtrade's value proposition connecting ethical consumption and improved producer livelihoods together; outlines the organisations that partner with Fairtrade, which include businesses, non-governmental organisations (NGOs) and producer cooperatives; and describes how Fairtrade generates revenue through the collection of certification fees (Qastharin, 2016). The social enterprise business model has an ethical foundation, as research supports that social enterprises must operationalise their moral commitments into their organisational structure (Bull & Ridley-Duff, 2019).
Fairtrade will continue to innovate its business model as global trade and sustainability expectations change by introducing new products, setting new standards, and entering new regions and markets. Research indicates that social enterprises frequently grow by diversifying their products or services, thus allowing them to access new markets or customers (Jha et al., 2021). For example, Fairtrade has expanded from just offering coffee to now also offering cocoa, banana, textiles and cosmetics.


Stakeholder Involvement in Fairtrade and Resource Allocation

The term "stakeholder" encompasses all parties involved in Fairtrade including producer groups, certified companies, consumers, retailers, campaigners, donors and the specific organisations promoting Fairtrade on a global scale. The theory of Stakeholder encourages the success of organisations that understand the diverse needs, interests and power of their various stakeholders, and actively engage those individuals with meaningful involvement (Awa et al., 2024). The Fairtrade Foundation includes producers in their governance and seeks to promote engagement with producers.
Resources are the financial instruments that Fairtrade relies on, which may come from income generated from certification, grants or donations; access to human resources through field officers or development specialists as well as campaigners; and social capital attained through network support. The research on Impact Measurement states that organisations need to ensure that they utilise their resources in such a manner that they correlate with what they hope to accomplish (Costa & Andreaus, 2021). The Fairtrade Foundation allocates its resources for capacity-building, supply chain monitoring, and producer development.
The ethical rationale of allocating resources in such a manner is consistent with the concept of a social contract between business and society. Research explains that social enterprises can change the way individuals view fairness and accountability with respect to economic systems (Byerly, 2014). The allocation of resources from Fairtrade supports the Fairtrade Foundation's commitment to justice and accountability.


Delivering Social Value through Fairtrade

Fairtrade provides Social Value through a variety of means including certification, producer support programs, opportunities for consumer empowerment, and raising awareness among consumers. The Fairtrade Certification establishes floor prices and premiums, both of which constitute an opportunity for producer organisations to invest in community-oriented development projects. This element of Fairtrade provides producers with immediate financial stability and the potential for longer-term sustainability.
The Fairtrade Foundation has provided training and technical assistance that will increase the level of skill possessed by producers and develop the capacity of producers as organisations. The theory of change supports the connection of programme activities to sustainable systemic improvements (Dart and Gates 2024, Raimi et al. 2022). The Foundation promotes democracy within cooperatives by creating opportunities for participation and local governance. In addition, ethical values are developed through the application of standards that enable transparency and accountability. Bullying and Ridley-Duff (2019) and Bhatt (2022) indicate that ethical principles are critical to the success of social enterprises, particularly in sectors where workers and communities are being exploited. Fair trade conducts audits and monitors supply chains to demonstrate their commitment to ethically created products.
The creation of market-facing value promotes consumer awareness and influences the purchasing behaviour of consumers. The Foundation's campaigns promote ethical consumption behaviours. Researchers indicated that social enterprises often attempt to reshape cultural practices through advocacy (Jha et al., 2021). The public-facing role of the Foundation expands the influence of the organisation beyond the immediate needs of its beneficiaries.
Producers are experiencing more stable incomes, stronger organisational capacity, and more negotiating power. Fairtrade guarantees minimum prices, which protect producers from market volatility, while Fairtrade's premiums are used to fund social projects such as education, health, and clean water. The sustainability literature highlights that social wellbeing and economic wellbeing are intertwined (Kamaludin et al., 2024).
The establishment of fair-trade practices is a significant step toward empowering producers. Fairtrade also supports democratic governance, which promotes the development of leadership skills within cooperatives and community members. Research on social business model development indicates that the involvement of producers in decision-making leads to improved long-term results (Mahfuz Ashraf et al., 2019).
Equality between genders is another outcome of numerous cooperatives operating under Fairtrade standards endorse female engagement in leadership positions, which represent an ethical form of social transformation, as described within the social enterprise literature (Bhatt, 2022). Female cooperatives can achieve independence and influence household decision-making through access to both education and financial resources.
An additional benefit of Fairtrade is the environmental aspect of sustainable agricultural practices, soil preservation and reduced use of pesticides. Sustainability models highlight the fact that enhancement of the resilience to climate change and improvement of productivity over time results from protecting the environment (Kamaludin et al., 2024). Moreover, the Fairtrade standards serve as an opportunity for producers to become aware of, develop and adapt to the risks associated with climate change.

Extended Economic and Social Effects

The Fairtrade movements are providing enhanced transparency and fairness within the worldwide supply chain system. Investigation into companies involved with global supply chains demonstrates that social enterprises often establish new industry norms and create a standard of ethical sourcing (Grassl, 2012). Furthermore, through adopting Fairtrade standards, many businesses are contributing to the overall changes occurring within the industry with respect to corporate responsibility.
The Fairtrade brand supports the stability of rural economies through the increased economic opportunity and resilience associated with diverse production, collective bargaining and enhanced access to the marketplace. Such systemic advantages are consistent with research that supports the role of social enterprises in the development of sustainable economic systems (Defourny & Nyssens, 2021; Jha et al., 2021).
Culturally, Fairtrade builds consumer awareness about the importance of ethical markets through its public advocacy efforts. It supports public education of the inequalities that exist within global trade, thus demonstrating the educational importance of social enterprises (Byerly, 2014).
Environmentally, Fairtrade generates sustainable agriculture, creates biodiversity and enhances climate resilience through the application of environmentally aware, ethical practices. Furthermore, the impacts generated from Fairtrade link to the sustainability framework of social and environmental value created through social enterprise efforts (Kamaludin et al., 2024).

Conclusion

The Fairtrade Foundation demonstrates that a social enterprise can change the way the global trade system functions by utilising ethical standards, engaging stakeholders, and implementing sustainable practices. The hybrid model of Fairtrade is consistent with the ongoing research pertaining to social enterprises and demonstrates a strong ethical basis for conducting business. Additionally, Fairtrade can generate meaningful economic, social and environmental value for its producer communities, strengthen the cooperative movement, and promote sustainable agricultural practices. Fairtrade also influences both consumer purchasing behaviour and corporate social responsibility initiatives, thus extending the effectiveness of Fairtrade beyond its direct beneficiaries. Therefore, Fairtrade serves as a model for social enterprises that want to create systemic changes in the global supply chain.
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