1601575	Assignment 1	SJSS5001
Focussing on power and communication, critically discuss a social/political movement or organisation from a global perspective. Refer to theory, policy and practice.
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The earliest traces of Fair Trade date back to the 1940s in America where the non-profit organisation Ten Thousand Villages began to buy needlework from Puerto Rico and traded with poor communities in the South (World Fairtrade Organisation, 2018). Established in 1964 by charities such as Oxfam, Christian Aid and Global Justice Now, Fairtrade International is a global movement set to work together with businesses and consumers to secure a better trade deal for farmers and workers in developing countries (Fairtrade Foundation, 2018). With almost 5,000 Fairtrade products on the market ranging from tea to gold, it is suggested that supporting farmers and workers in third world countries has ‘become increasingly popular’ (Wheeler, 2012, p 127). Even though almost three-quarters of agricultural produce in Africa is grown by small-holder farmers, millions of people are still living on the threshold of poverty and are failing to make a decent livelihood from agriculture for their families (Oram and Wijeratna, 2014). In the face of the global food crisis in 2007, governments around the world doubled their efforts to tackle hunger and poverty by boosting investment into agriculture and forming new partnerships among governments, private companies, farmers and various non-profit organisations (Oram and Wijeratna, 2014). ‘There are over 1.65 million farmers and workers in 1,226 producer organisations, from 74 different countries across the Fairtrade system’ which is aiming to make a difference to the lives of these farmers and workers and their communities (Fairtrade Foundation, 2018, np). This assignment aims to critically discuss the effect of globalisation on trade, along with power and empowerment. How Britain leaving the European Union will affect Fairtrade will be analysed, making links to the inequalities of trade, gender and sustainability.
 ‘Globalisation reflects the sense of an immense enlargement of world communication, as well as of the horizon of a world market, both of which seem far more tangible and immediate than in early stages of modernity’ (Jameson and Miyoshi, 1998, p 6).
The term globalisation and its definition has been a subject of debate over the past 60 years (Guttal, 2007; Giddens and Sutton, 2013; Steger, 2003), although there is a strong agreement that advances in technology, science and communication have made globalisation possible, and that this natural occurrence cannot be reversed. The discussion of this term tends to be taken in two directions; one primarily focussing on economics and trade, the other concerned with culture and tradition (Block and Buckingham, 2007). 
If we take coffee as an example. For some, there is a certain symbolism attached to drinking a cup of coffee, part of the day-to-day activities. For many, food and drink have become a tool for social interaction, and coffee connects those richest in the world with those poorest. It is a ‘valuable commodity in international trade’ (Giddens and Sutton, 2013, p 6) and has become somewhat a natural addition to the Western diet. The development of these social processes, the ‘expansion and the stretching of social relations’ allows the financial markets of today to expand globally, offering consumers commodities form all around the world (Steger, 2003, p 11). 
There are several differing opinions on whether or not the historical roots and development of globalisation date back to ancient times due to the influences of national cultures (Cowen, 2002), or that this distinctive new phase, in which important social, political and economic transformations are occurring (Giddens, 1990), representing a ‘growing interconnectedness between different parts of the world,’ which creates new forms of global communities (Block and Buckingham, 2007, p 3). In any case, economic development takes place on a global scale, with some arguing that the ‘globalisation of economic activity’ determines how economic forces shape national and international policies (Alcock and May, 2014, p 84).
Theories of globalisation have also influenced the international role of communication, with some arguing that language is the main form of communication, and that ‘contemporary age increases the need to interact with people that may belong to different cultures’ (Constantinescu, 2015, p 162). The need for an international communication language is key, and the economic, social and cultural backgrounds of the communicators is what influences this. The development of international trade has encouraged a trend towards the ‘simplification of communication’ (Constantinescu, 2015, p 163). 
Lerner believed that the characteristics of modernity could be found amongst the population of developing countries, and that the development of mass media was partly responsible for this. His study conducted in several Middle Eastern countries revealed two types of characteristics among the population. The traditional, was essentially illiterate, with embedded emotions which excluded them from seeing the possibility of a different future for their communities. In contrast, the modern personality; literate, open to change and capable of empathy, Lerner argues were more susceptible to change and development. Rogers (1969, p 14) explains that ‘modernisation at the individual level corresponds to development at the societal level’ where individuals step away from the traditional way of life and focus more on the rapidity of social change (Sparks, 2009). In contrast, many have a conscious belief that world poverty is not due to human agency, but the ‘impersonal working of the market’ (Sparks, 2009, p 3). The forming of the social movement Fairtrade came in response to the unsustainable trade practices that have emerged due to globalisation, and its aims are to tackle the inequalities and exploitation of the system and the consequences of globalisation on the food market.
The Fairtrade Labelling Organisation is the leading Fairtrade standard setting body for labelled products. The generic standards set distinguish between minimum requirements and progress requirements that ‘encourage organisations to improve working conditions, product quality, and to increase the environmental sustainability of their activities’ (Boto and La Peccerella, 2008, p 10). By setting social, economic and environmental standards for both businesses and farmers and workers, including the protection of workers’ rights and to make sure the Fairtrade minimum price is paid by companies (Fairtrade Foundation, 2018), consumers can see that the product that they are buying has been through a responsible supply chain.
The growth in sales of ethical products leads to the assumption that consumers may be considering ethical and social issues when buying products (Yamoah et al., 2016). The Fairtrade movement has ‘secured a long-line of corporate endorsements’ (Wheeler, 2012, p 127), such as Cadbury’s and Sainsbury’s, and along with governments, educational institutions and the media, are encouraging consumers to take responsibility for the way they consume everyday goods (Wheeler, 2012). However, some argue that due to the mainstream marketing of Fairtrade, with major brands ‘increasingly adopting Fairtrade sourcing and labelling on their product brands’ (Yamoah et al., 2016, p 182), consumers are simply purchasing the existing product, which now carries the Fairtrade label.
Others argue that as a commercial brand, Fairtrade has been successful in ‘persuading’ consumers that it trades ethically (Griffiths, 2012, p 357). Almost 90% of the income of the Fairtrade Foundation comes from the fee paid by companies for a licence to display the Fairtrade brand. Griffiths (2012) argues that a very high percentage of this licence income is spent in the UK on promoting the Fairtrade brand. He also claims that it is unclear on where the rest of the money is spent, and whether the money goes back to the farmers and growers and into their communities.
Within certain projects, smallholder farmers and workers are often only seen as beneficiaries of public-private partnerships and are ‘largely peripheral in the management of these initiatives’ (Oram and Wijeratna, 2014, p 6). This lack of engagement means that the producers have a poor political voice, if any at all, and have very little say when it comes to the demand-driven public-private partnerships. What is important to consider is that these partnerships are mainly driven by the pre-conceived ideas of governments and financial donors as to what is required of smallholders themselves, and they also rely heavily on the strength of local communities, existing market participation and the power relations at a community level (Oram and Wijeratna, 2014). The Fairtrade movement claim that ‘empowerment is at the core of who we are’ (Fairtrade Foundation, 2018, np), by helping people gain better control of their lives and encouraging them to change their circumstances. Empowerment not only on a personal level, but structurally, by ‘conscientisation’ to raise awareness to the fact that many problems experienced by farmers and workers ‘often have much to do with wider social and political issues relating to the structure of society’ (Thompson, 2007, p 22). This critical awareness will lead to collective action, strengthening empowerment at a community level, but also in partnership where goals to be achieved should be negotiated together, rather than simply imposing them.
‘To authorize, license or make able is a process whereby someone uses their power to enable someone else to do something; what that something is, its nature, goals and extent – is controlled by the enabler. Thus the process of enablement is circumscribed by the power of the enabler and does not involve giving power over that process to the enabled’ (Jack, 1995, p 11).
Empowerment can only be done alongside others, and individuals can be ‘enabled to empower themselves’ (Bounds and Hepburn, 1996, p 15) with the aspect of agency, allowing individuals to make their own decisions (Thompson, 2007). Fairtrade International suggest that public-private partnerships could do more to empower farmers and workers. The extent to which they are engaged in any process, reflects on the empowerment and influence they have on a system they are supposed to benefit from (Oram and Wijeratna, 2014). The suggestions are for a ‘more open and transparent relationship’ between farmers, government officials and marketers, as the imbalance of power is preventing farmers and growers from ‘developing strategic partnerships,’ especially with the increase of private sector investment (Oram and Wijeratna, 2014, pp 10-33).
The notion of community empowerment has become an ‘important component of urban and rural development policies’ (Ahmad and Talib, 2014, p 1040). Fairtrade has been ‘repeatedly recognised’ by the European Commission and EU member governments ‘for its contribution to poverty reduction and sustainable development’ (Boto and La Peccerella, 2008, p 5). The Resolution on Fairtrade, adopted in 1998, and again in 2006, suggested that Fairtrade had proven to be an effective way of promoting sustainable development, and that it showed fair solutions to the problem faced by farmers of having to sell their goods below the cost of production (European Parliament, 2007). Recent figures show that the sale of Fairtrade products in the UK grew by almost 10% in 2017 from the previous year, with over 90% of the population recognising the Fairtrade mark. Continued support from supermarkets, with developments such as Co-op switching all the cocoa they use for Fairtrade and 100% of the own-label tea sold at Waitrose is now Fairtrade, shows that they see the value in Fairtrade and the benefits it brings (Fairtrade Foundation, 2018).
A report conducted by Traidcraft, Oxfam, Trade Justice Movement, Fairtrade Foundation and Christian Aid (2017, p 1) states that ‘the UK currently imports around £34bn worth of goods from developing countries each year,’ with EU policies such as the Generalised Scheme of Preferences (1971) helping to drive this trade. Over half a million people in Kenya rely on flower exports to the UK and mainland Europe. With retail markets in the UK being intensely competitive, and the fall in the value of the pound since the referendum, new trade tariffs or trade related measures could force a trade diversion, with competitive companies purchasing from different countries. The loss of sales from a developing country could easily devastate the lives of farmers and workers (Aldred and Reddy, 2016). It is important that the actions taken by the UK government under Article 50 make sure that free trade agreements with wealthier countries such as Australia, China and India do not undermine developing country competitors, particularly where countries export similar products (Traidcraft et al. 2017). Sygrove (2017) states that the potential £1bn additional import tax means that although producers will have to absorb some of these costs themselves, it is inevitable that some of the increased costs will pass to consumers, resulting in a fall in Fairtrade goods due to increased prices. The Fairtrade Foundation (2018) believes that the UK could set the gold standard in trade policy which tackles poverty by making sure the new trade rules work towards international commitments on climate change, human rights and the Sustainable Development Goals.
The 17 Sustainable Development Goals set out by the United Nations came into force in January 2016. The 2030 Agenda for Sustainable Development, adopted by world leaders in 2015 aims to end all forms of poverty and tackle climate change and inequality (United Nations, 2018). Sustainability itself is a global issue, referring to the ‘challenge of using natural resources in such a way that we can meet the needs of today’s population without compromising the livelihoods of future generations’ (Jones, 2017, p 62). ‘World governments are looking to trade as a driver of economic growth and poverty reduction’ (Reddy and Aldred, 2015, p 3) which is why the Fairtrade Foundation (2018) believe trade is central to the Sustainable Development Goals: ‘when trade systems are designed with sustainable development in mind, they can boost incomes, tackle poverty and deliver a lasting impact’ (Reddy and Aldred, 2015, p 4).
The World Fairtrade Organisation (2018) welcomes, in particular, goal 12 – Responsible Consumption and Production, as it sees the difference that sustainable production makes for marginalised producers and workers. This goal aims to promote resource and energy efficiency, providing access to decent, greener jobs and a higher quality of life for all. Each year, over a billion tonnes of all food produce is wasted, either by consumers, or due to poor harvesting practices and transportation (United Nations, 2018). This consequently affects the environment through food-related energy consumption. The key targets of this goal are to encourage large and transnational companies to ‘adopt sustainable practices,’ and to promote public procurement practices that are sustainable (Reddy and Aldred, 2015, p 7). By supporting those in developing countries, we can also help them to strengthen their technological and scientific capacity to ‘move towards more sustainable patterns of consumption and production’ (United Nations, 2018, np).
Goal 8 aims to ‘promote inclusive and sustainable economic growth, employment and decent work for all’ (United Nations, 2017, p 34) by providing more and better resources for education, training and health. Global unemployment increased to over 200 million in 2012, and it is estimated that over 400 million jobs are needed for new entrants into the labour market by 2030 (United Nations, 2018). Officials are positive that jobs in the agricultural industry in Africa will continue to generate, and in the businesses surrounding agriculture such as; transportation, packaging and marketing, with over half of Africa’s population relying on the agricultural sector for income and stability, especially in small, family-based farms (United Nations, 2018). The targets for this goal are to achieve higher levels of economic productivity through diversification, upgrades in technology and innovative and creative ideas, and to ‘protect labour rights, and promote safe and secure working environments’ (Reddy and Aldred, 2015, p 8).
Recognising the role of women in agriculture is getting to the top of policy agendas, including more of an investing commitment for companies in the empowerment of women in the agricultural industry (Smith, 2015). Women are continuing to form a large percentage of the hired workforce within the Fairtrade movement, accounting for almost half of the workforce over all (Fairtrade International, 2015). However, women are at a greater disadvantage in that they own far less land and livestock than men, and have less access to agricultural credit (Smith, 2015). A problem that if ignored, could end in great cost:
‘It is a real injustice to Africa’s women farmers and their families that women make up nearly half of the labour force in agriculture but on average, produce less per hectare than men. This gender gap driven by women’s disadvantages, further undermines the sector’s potential to drive inclusive economic growth and create employment and business opportunities for millions of young Africans’ (The World Bank, 2014, p 5).
One of the main problems of empowering women in agriculture is the limited participation and membership of women farmers in small producer organisations (Smith, 2015). The access to and control women have over economic resources is ‘an important pathway to gender equality’ with many state policies aiming to ‘enhance women’s access to productive assets’ such as land and agricultural credit (Rao, 2017, p 43). Therefore, there is a real need to address and restructure these barriers, to make these organisations more inclusive and to make sure that the benefits are more equitably shared. Closing this gender gap may also influence and benefit future generations as statistics show that in families where women influence economic decisions, ‘more income is dedicated to food, health and education for children’. Improving gender equality through agriculture could potentially ‘result in a generation which is better fed, better educated and more equipped to make better economic decisions, contributing to their communities’ (The World Bank, 2014, p 9).
With recent developments in gender analysis, governments and companies have been able to establish where the barriers to women’s participation are and how to address them. For example, investment could be made in reducing difficult tasks, or for women having to work long hours, to advocate for childcare services (Smith, 2015). Although several leaders have welcomed the importance of supporting women farmers, these efforts have not always resulted in policy making, nor have regional and international efforts adequately reduced the gender gap (The World Bank, 2014). Fairtrade International (2015) suppose that governments in producer countries could respond to specific challenges faced by women by spending money on policy and targeted programmes such as training, finance and research programmes. It is also suggested that by allocating more land to women, and facilitating low interest loans, especially for single mothers, will correct the historical biases towards men (Smith, 2015).
Although there is still much to do, Fairtrade cannot solve all the problems of rural development. And despite its criticisms, there is emerging evidence from their impact assessments that Fairtrade can make a significant difference to the lives of farmers and workers. As it gradually empowers communities to organise into cooperatives to improve their position of negotiation within the supply chain, farmers have an incentive to farm better and sell more (Fairtrade Foundation, 2018). Investments made through the Fairtrade Premium scheme have resulted in better housing, better schools, and improved health facilities, all of which improve the quality of life of people living in rural communities (Fairtrade Foundation, 2018).
The Theory of Change initiative was put forward to improve and work on current Fairtrade monitoring by setting immediate, mid-term and long-term goals. The long-term vision which Fairtrade believes in is ‘a world in which all small producers can enjoy secure and sustainable livelihoods, fulfil their potential and decide on their future’ (Fairtrade International, 2015, p 6). In the last two decades, world poverty has halved but the 2030 Agenda for Sustainable Development aims to eradicate world poverty completely (United Nations, 2018). The future challenge is to mobilize action to bring these agendas to life, with faster and more inclusive progress.
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