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Equal Exchange Honored as Social Capitalist

On December 5, Fast Companymagazine announced that they have awarded one of their
fifth annual Social Capitalist Awards to Equal Exchange, an FTF member since 1997. For
more than twenty years, Equal Exchange has provided organic coffee and tea to retailers
and food service establishments. Recently, they added a line of chocolate and healthy
snacks. Equal Exchangeds wor k b-eperaifes ih $8
countries, the oldest and largest for-profit fair trade company in the United States. In keep-
ing with its fair trade mission, Equal
Exchange is also a worker co-operative,
owned and democratically controlled by
its 100+ employees.

Since the inception of the awards in
2003, Fast Company has partnered
with global consulting firm Monitor
Group to oOidentif
brate top-performing nonprofit organiza-
t i o rFar.thé first time, Fast Com-
pands 2007 awards -f
profit and for-profit organizations who P :
use the tools of business to solve the i
worl dds most pr e Ds kglGxchahgd Rality@ohtrol Nk
ranging from rural poverty in developing  (far right) leads a cupping camp with quality technicians from
nations to homelessness, unemploy- various Nicaraguan Fair Trade cooperatives
ment and substance abuse in the

United States 8 and who have
demonstrated o0a consistent and unusuall
The Awards assess social entrepreneurial organizations of different sizes and ages across
social sectors as an effort to further performance measurement and accountability in the
social sector. Organizations are rated on five critical components: social impact, entrepre-
neurship, innovation, aspiration and growth, and sustainability, based on an application that
included two years of operating data, audited financial data, a statement of mission and
objectives, and answers to a survey to assess strategy and activities. Winners were selected
by an independent advisory board of sector experts.

Equal Exchange was recogni zed f o r-scaleaenerr
cooperatives; for delivering significant social and economic benefits year after year; for their
capital model that distributes the benefits of success more equitably and protects the em-
pl oyeesd democratic control of the busi
of these innovations by profitably growing the company to nearly $30 million in annual
sal es. o

This is Equal Exchangeds third such
named to Worldbluds |ist of the World's
Exchange garnered the SBANE Innovation award for its fair trade /worker co-op business
model and capital structure.

The winners are featured in Fast Compan§ s -Iareissue and will be recognized at a cere-
mony in Washington, DC on Jan. 8, 2008. For the complete Fast Company profile of Equal
Exchange see www.fastcompany.com/social/2008/profiles/equal-exchange.html.
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Networks

Published quarterly,
Networksis the news-
letter of the Fair Trade
Federation, an associa-
tion of fair trade whole-
salers, retailers, and
producers fully commit-
ted to providing fair
wages and employment
opportunities for low-
income artisans and
farmers worldwide.

ADVERTISE

Networksaccepts ads
from FTF members only.
For our regular issues (3
per year) with a circula-
tion of approximately
350, the following rates

apply:

2.756 x 2.06

$95/year

2.756 x 4.0
$125/year

6. 06 x 4.5
$300/year

O

To place an ad, please
send your camera-ready
artwork or text to the
FTF office. All ads must
be prepaid. Please
make checks payable to
the Fair Trade Federa-

tion or pay via PayPal.
CONTRIBUTE

Please send news, feed-
back, articles, and let-
ters to the editor to the

FTF office.
Editor Carmen K. lezzi

Contributing Writers:
Equal Exchange, Global

Exchange, Scott James

Layout : Carmen K. lezzi

© 2007 Fair Trade Federa-
tion

For reprint rights, please
contact FTF at 202-636-
3547 or info@FairTrade
Federation.org.
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From the Executive Directords Deskeé.

Dear FTF Members and Friends:

As 2007 draws to a close, | have to reflect on all that we have accomplished this year. We
have added more than 65 new members; built independent systems and structures for the
Federation to stand on its own; generated approximately $160 million in fair trade sales;
conducted regional meetings in New York, Chicago, San Francisco, and Montreal; held our
first member conference since 2004; relaunched our website; and much more.

Now that we have built a foundation for FTF, we will put up the walls which will house the
Federation through our strategic planning process. Throughout 2008 i particularly at the
FTF Conference in April i we will engage the FTF membership and key partners in helping
to craft a shared understanding of mission and purpose of FTF, the values and principles
that guide the organization, and priority goals and objectives to guide programming for the
next 3-5 years. Members will have many opportunities for feedback and brainstorming. We
also hope that the process will enhance communications between FTF board, staff, and the
gegeéa%r?e.mgersﬁli% The fair trade movement is changing fast; and, we want FTF to be
ready as a todl to support the work of fully committed businesses.

Negtaeay willsalsq ging new opportunities to enhance the work of fair trade. We will cele-
brate World Fair Trade Day on May 10 and Fair Trade Month in October. We will collabo-
rate with our partners at the Fair Trade Resource Network and in the Fair Trade Towns
$dvéniknt toedubage,consumers about the importance of choosing fair trade. We will seek
to develop relationships with key institutions to multiply our message and awareness about
a full commitment to fair trade.

Itis an exciting and hopeful time for FTF as we seek to address some of the challenges
that have hindered our work in the past. By engaging the broadest cross-section of the
membership in the deepest way we can, we will take FTF to the next level.

I look forward to working with you all through the strategic planning process and beyond to
create a just and sustainable economic system through fair trade.

Best Wishes for a Great 2008!

In Cooperation,

(o

Carmen K. lezzi

Fair Trade Federation
Hecker Center, Suite 107
3025 Fourth Street , NE,
Washington DC 20017-1102
202-636-3547 Fax: 202-636-3549
Info@FairTradeFederation.org
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Producer Profile: Artesanas Campesinas by ARTCAMP

In the 1990s, as the value of hand-
craft plummeted in a newly globalized
market, local producer communities
in Tecalpulco, Mexico were devas-
tated. Despite a long tradition of jew-
elry production, these areas could not
compete with cheaper imitations from
Asia. The collapse of local industry
drove many men in the villages to the
United States to find work, leaving
their wives to provide for their fami-
lies. Today, about a third of the adults
in Tecalpulco are in the USA.

In 1991, the women of Tecalpulco,
Taxco El Viejo, Dolores, Paintla, Santi-
ago Temixto, Tlamacazapa, Cerro
Gordo, Itzala, and Mezcaltepec joined
together to form Artesanas Campesi-
nas (ARTCAMP) to meet their own
needs. ARTCAMP joined FTF in 2001
and the International Fair Trade Asso-
ciation in 2004.

From the wisdom of their Toltecan
ancestors, the women of ARTCAMP
seek to rejuvenate the local handcraft
industry and revitalize their communi-
ties through the sale of abalone, sil-
ver, stone, and other handmade jew-
elry pieces. They developed original
model making capabilities and cen-
trifugal rubber mold casting technol-
ogy. Learning as they went, they mas-
tered color matching and crystal resin
making. ARTCAMP prides itself on

Muungano Artist
Self Help Group

Paid Advertisement

High quality hand -carved
soapstone for any occasion

Candle holders, flower vases,
jewelry boxes, plates, bowls,
animal carvings, human fig-

ures, sculptures, and more.

Custom orders available.

+254-722-481891
martists@yahoo.com

having always been 100% self- to supply

financed, supporting itself from the directly to

proceeds of its production. stores, but
often lack

When work is available, the women the linguistic
can cover the costs of food, clothing,  and adminis- &
education, electricity, gas, and medi-  trative capa-
cine. In northern Guerrero, many sin-  hilities to

gle women support their entire family. expand their
In 2002, ARTCAP donated medical operations.
equipment to the local public hospital ~ Working with
and helped Tecalpulco address its local friends,
serious water problems. The women  they are de-
have been empowered to participate  veloping

in civic obligations in their communi-  their capaci-
ties. Their daughters learn HTML pro- ties, starting

gramming and manage Excel spread-  with the pro-  Maria Perez works the drill press

sheets and Quicken accounts. duction of at the Taxco workshop
music vid-

Over the years, ARTCAMP survived eos to tell

and established itself as a unique, their story in. Videos are even posted

design-devel opment r e snauTubeto.bettér Plblicize ART-
manage [traditional] village cottage CAMPG&6s wor k.

industry production for the fashion

markets of the twenty-f i r st ¢ eBy ¢ombinihg tr@ditional skills with
says Angel i ca Do mhew marketapprodchess thegvonen p 0

coordinator. of ARTCAMP have kept their commu-
nities alive. They continue to look for

ARTCAMP received the World Rural new ways and new fair trade partners

Women's Day Honors in 2003 and in order to expand and grow.

placed as a finalist in the Digital Part-

ners Social Enterprise Laboratory More information and their product

competition in 2002. catalogue are available at

www.artcamp.com.mx.

Through an Artisan-Owned Direct Dis-
tribution Model, ARTCAMP would like

Global Crafts

www.globalcrafts.org

Working with Fair Trade Producers since
2002. Proud to be supplying over 400 Fair
Trade stores.

Visit us online or call 1.866.468.3438.

S

Paid Advertisement


http://www.artcamp.com.mx
http://www.globalcrafts.org
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New FTF Website Now Live!

On November 26, FTF released its
new website with special features for
members and the public.

Designed by Vizualle and constructed
by Orchid Suites, the site features a
searchable member directory through
which consumers and vendors can
identify wholesale suppliers, on-line
shopping sites, producer groups, and
much more. The site also includes
resources for starting a fair trade
business, bringing fair trade to one's
home, school, faith community, work-
place, wedding, and other venues,
fair trade travel and fundraising op-

portunities, and a job board.

The Members' Section offers re-
sources for members to enhance
their operations, information on spe-
cial discounts and privileges, discus-
sion fora, and details about the FTF
board's work. Members can also fea-
ture stories about their products and
producers, share press releases with
the media, and publicize events.

"We want the site to not only tell the
public about the stories behind our
members, their great products, and
the impact they have on communi-

Fair Trade Association of Canada moves forward

From October 18 & 20, more than
fifty students, NGO representatives,
businesses, and interested individu-
als from across Canada met in Mont-
real, QC to discuss how to expand fair
trade in Canada. Carmen K. lezzi,
FTFOs executive
to participate and contribute to their
discussions.

As a North American-based organiza-
tion, FTF has a growing number of
members in Canada who work in cof-
fee, home décor, clothing, and other
items. By collaborating with Equiterre,
Oxfam Quebec, TransFair Canada, the
Canadian Student Fair Trade Associa-
tion, and others, FTF hopes to con-

tribute to the development of fair
trade in Canada.

This meeting follows an initial session
in Saskatoon, SK where students,
NGOs, and advocates began to ad-

d drésethetcimalienges of ehé Canadian

market, including its broad geographi-
cal distribution, consumer confusion
with other initiatives, and the need to
increase the visibility of and trust in
fair trade.

During the October meeting, Carmen
was named to the
ecutive planning committee to help
the network continue moving forward.

Page 4

ties," says Carmen K. lezzi, FTF's ex-
ecutive director, "but also to enhance
interaction and exchange among our
members."

Since launch, more than 12,865
unique visitors have come to the site
in order explore fair trade and learn
about full committed businesses.

Over time, FTF plans to develop many
of the resources available on the site
by adding more information about the
good work of its members and more
resources for the public to find and
support fair trade.

Working in French and English, par-
ticipants agreed to collaborate on
collective educational campaigns.
They also seek to strengthen the
movement overall, create a space for
dialogue, support the work of estab-
lished fair trade bodies, and to up-
hold the values of fair trade. In cases
of full consensus, participants agreed
that the network could also consider
lobbying local and national govern-
ments.

By bringing together so many per-

spadtie g toeiassaciationrhdpes to e x -

grow the market for fair trade and to
educate Canadians about the pur-
chasing power that they have.

FTF Member Shipping Program
SHIP FOR LESS. ANY NEED. EVERY TIME.

I The FTF Shipping Program through 1-800-MEMBERS offers great discounts to lower shipping expenses.
Members can save with some of the best carriers in the industry:

¥ELiew] Roadway UsF

Creating Possibilithes. Yes We Can.

r—=_J 7/ 4
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Paid Advertisement

Big Promotions on a Small
Budget: Guerilla Marketing for
Fair Traders by Scott James

Guerrilla marketing is one of the most effective meth-
ods available to small businesses and non-profit
organizations for increasing sales or expanding the
reach of your cause. These unconventional tech-
nigues are designed to produce maximum results
using minimal resources.

Today, the Internet provides the best medium to use
guerrilla marketing in fast and easy ways.

Five highly effective strategies are:

"

Support
Fair Trade

wwuw.supportfairtrade.org

Consumer Paradise
plBrcbd s /

|

- n/kon -sudmsr

1] a place where you can find information and shop
for Fair Trade products from different merchants

2] a place where Fair Trade retailers can promote
their products to Fair Trade consumers

3] www.supportfairtrade.org

1) Email Marketing

Give visitors to your website a reason to leave their
email address and give you permission to continue
communicating with them. Offer a free subscription
to a newsletter about your niche within the fair trade
movement or provide another type of bonus.

Use an auto-responder service to capture visitor sign-

ups and send out follow-up messages and news-

letters to your list. Be sure to provide valuable infor-

mation, not just blatant advertising. By developing a
rapport with your reader s,
larger list of responsive subscribers.

2) Blogging

Blogging has taken the online world by storm. Blogs
(short for oOoweb [ o0gsd)
sites people use to talk about topics important to
them.

Post to your blog as often as you want and include

al’%[

links pointing to your website. This frequently changing, unique
content and the numerous incoming links are extremely favor-
able to the search engines.

You can use Blogger.com to set up an attractive template for
your blog and post messages
For the blog at www.fairtradesports.com, | use WordPress, an
open-source platform with lots of community support, as well as
FeedBurner_to make subscrlblrag toa?ur blog fast and eale fgroI

our YeBstteibitbrs. P rger

rig

3) Forum Marketing

Fora give people a place online to congregate and talk about
what interests them. To f| d fora in your nich iust Goo
Ko By Gg 1 % st Sl SHED wh a
forum, post messages regularly. This technique is a great way to

build relationships. Post questions. Answer questions.

(continued on page 7)

Fair Trade Federati
Chair

Seth Petchers, Oxfam America
Secretary

Robert Chase, SERRV International

Marcie Boyer, Flavours of Life
Doug Dirks, Ten Thousand Villages
Dana Geffner, Pachamama World
Kevin

At-Large

on Board of Directors
Vice Chair
Erin Gorman, Divine Chocolate
Treasurer

TBD

Alessandra Bravo, Lucuma Designs
Tex Dworkin, Global Exchange
Priya Haji, World of Good

Ward, Global Crafts



http://www.fairtradesports.com/

Upcoming
Events

Look for FTF Members at
the following
trade shows:

January 5i8
Portland Gift &
Accessories Show
Portland
Convention Center

January 8116
Atlanta Gift Show
Americas Mart

January 180 21
California Gift Show
Los Angeles
Convention Center

January 26 d 29
San Francisco
International Gift Fair
Moscone Center

January 27 8 31
Canadian Gift and
Tableware Show
International Centre,
Toronto, ON

February 1 6 6
New York International
Gift Fair
Jacob K. Javits
Convention Center

February 26 5
Seattle Gift Show
Washington State
Convention Center

For information on these
and other shows,
download the
Trade Show Locator at
FairTradeFederation.org.

Networks

Page 6

Reverse Trick or Treating reaches 72,000+ by Global Exchange

Many grownups received an
unexpected surprise this
Halloween when they an-
swered the doorbell. Chil-
dren had turned trick-or-
treating on its head by hand-
ing adults fair trade choco-
late attached to an informa-
tional card. These young
activists put fair trade
chocolate directly into the
hands of nearly 47,000
households.

Conceived and coordinated
by Global Exchange, Re-
verse Trick-or-Treating was
an instant hit. Between two
and three thousand groups
of trick-or-treaters in 300
cities in 40 US states partici-
pated. University chapters of
Engineers without Borders
also distributed chocolate
door to door in Ontario, Can-
ada.

Combined with distribution
of Halloween postcards and
flyers, Global Exchange edu-
cated approximately 72,000
households in a single night.
The message was further
amplified by dozens of print,
I nternet,
television
project.

reports on the

Molly Gilruth, an eighth
grader in Montclair, NJ,
reported that "people were a
bit surprised when we
handed chocol
[but] they were really inter-
ested in learning more
about fair trade."

Seven major nonprofit
organizations, Fair Trade
Coalitions, schools, congre-
gations, and individual fami-
lies all helped put the event
together. Equal Exchange,

another FTF member, played
a key role in developing the
initiative and coordinated
donations by four chocolate
companies.

The event gave neighbors a
chance to talk
to each other
about how inter-
national trade
impacts us all
on one night
when everyone
feels  comfort-
able about walk-
ing door to door.

The civic

engagement
aspect drew the
attention  of
Equal Ex-
change's Rod-
ney North, to the project.
Equal Exchange designed
and printed informational
cards, donated chocolate,
and shipped the Reverse
Trick-or-Treating kits free of
charge to schools, congrega-
tions and schools across the
country. "l loved the idea of
regular folks having [an

mor e

6 b | opporiunity]rtabding ap this

issue with their neighbors
and at the same time intro-
duce a positive step forward
in the form of a tasty piece
of fair trade chocolate. ... .,"
he said.

& alse pravided a fim exativity
for Fair Trade Coalitions to
engage a wider audience.
Media, PA, the first Fair
Trade Town in the US,
kicked off Reverse Trick-or-
Treating on October 13 with
a festive event featuring live
music and a lecture by a
visiting fair trade cocoa
farmer from Costa Rica.

Treating has the
potential to take a
holiday that is fun
in its own right and

make it a little

- Drew Arata, Media, PA

A member of FTF since
1997, Global Exchange is
an international human
rights organization dedi-
cated to promoting social,
economic and environ-
mental justice around the
world.

Reverse Trick-

fiRever seorT piTedting is

part of Global

larger efforts to
campaign for
changes in the
chocolate in-
dustry. They
work with

me ani nsghpols| . A
churches and
community
groups around
the US to pres-
sure World's Finest Choco-
late, whose products are
used in many fundraising
initiatives, to stay true to its
fundraising legacy by pur-
chasing at least 5% of its
cocoa from fair trade coop-
eratives. Global Exchange
curricula teach students
about cocoa farming and

atime dmpact of choosing fair

trade. They coordinate na-
tional and local lobbying
efforts around the Protocol
to end child slavery in the
chocolate industry.

For more information, visit
www.reversetrickor
treating.org.

Republished from the Global
Exchange newsletter,
www.globalexchange.org

Exchangeds
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Guerilla Marketing for Fair Traders (cont.)

Tell people where to find good infor-
mation. Putting blatant advertising in
your posts is against the rules, but
you are allowed to put a link to your
website in your forum signature.
Consider changing your signature
based on the forum to which you are
contributing. This is my standard
signature for any forum related to
fair trade:

- Scott James

Fair Trade Sports

Blog: www.fairtradesports.com
Fair Trade soccer balls!

but | tailor my signature for different
fora. | have one related for discus-
sions about eco-products, for my
work with the abolitionist group Not
For Sale, or for my work with the sus-
tainable MBA school, Bainbridge
Graduate Institute.

4) Direct Link Building

Search engines 6 Google, in particu-

lar & favor pages with lots of in-

coming links, both one-way and two-

way links, because it increases your
websiteds popul ari
Internet.

A simple example of one-way linking

is the kind of link you get when you
submit an comment on someone

el seds blog. Your
a link to your site in it, and the com-
ment can be picked up by related
websites and on-line magazines (e-
zines) if the topic is interesting.

For two-way links, you can contact
other website owners within the fair
trade movement and ask to trade

and pretty soon,
of links. The key is to reach out to
others with authentic sites doing
work to further fair trade.

5) Social Bookmarking

Social bookmarking sites are wildly
popular with people under 25.
Several (like MySpace and Face-
book) have become some of the
most visited sites on the web.

Squidoo.com is different from other
sites because you can sell blatantly
without worrying about being shut
down.

Squidoo |l ets you
called a lens, an information portal
about your topic. The secret is to
provide helpful information for peo-
ple in your niche. Along the way, you
can point them to your website, gen-
erating laser-targeted traffic. We
made one to alert Squidoo readers
of fair trade products available on
the web (www.squidoo.com/

shopfairtrade).

Byymplanemtiog shese dudrritla mar-
keting strategies, you will be spread-
ing the word about your product,
your organization, and our cause
across the Internet in ways that will
have both an immediate impact and
& longrterm effect for gears tdicame e

New Books Examine

dmade Expressions

Page7

Fair Trade

Two new books about the history and
successes of the fair trade movement
are now available:

Javatrekker: Dispatches from the

World of Fair Trade Coffeeffers

a ounique hybrid of
business, adventure travel, and
cultural anthropolo
Dean Cycon. founder of FTF

me mber Deands
readers face-to-face with the peo-
ple who make our morning coffee
ritual possible. More information
is available at
www.deansbeans.com.

Beans

In Fair Trade: Challenges of
Transforming Globalization
Colorado State
Raynolds, Douglas Murray, and
John Wilkinson explore the chal-
lenges and potential of fair trade
to enhance social justice and
sustainability. Visit
www.colostate.edu/Depts/
Sociology/cfats for more
information.

Uni v

links. Or, just Google o[ key
trade links, 6 and youdll get
bunch of sites that are offering to do

a link exchange with you. Then, you

can add them to a section on your

site titled ORel at

Center, 6 or

Go through the list and start asking if
you can trade links. Slow and steady
wins the race. Do a little every day
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Fair ade = Justice + Peace + Love
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The Fair Trade Federation is an international association
of retailers, wholesalers, and producers who are fully
committed to fair trade principles. Based in Washington
DC, the Federation supports businesses and non-profits
in fourteen countries. Members strive to sell 100% fairly

Fair Trade Federation

Hecker Center, Suite 107
3025 Fourth Street, NW
Washington DC 201102

USA traded products. Members provide fair wages, support
Phone: 208363547 participation in the workplace, ensure environmental
Fax: 20836-3549 sustainability, respect cultural identity, supply financial
e and technical assistance, educate consumers, and offer

public accountability, as well as build direct and long-
term relationships in order to create sustainable

l: R TRADE partnerships for development.

(S

FEDERATIO

More information available at
www.FairTradeFederation.org

REGISTER NOW! Fair Trade Federation Conference 2008

Please join the Fair Trade Federation at its annual conference on the business of fair trade

April 4-6, 2008
Wyndham Garden Hotel, Woodward Conference Center
Austin, TX

Sponsorship and Advertising Opportunities Now Available!*

Highlights Include:
Open Member Discussion of FTF's future mission, goals, and values
Practical Seminars with leading experts
A Public Exhibition of fair trade goods and related business services
Networking opportunities with FTF members, NGO partners, and the interested public

Members**: $150/ person . re
Associates**: $250 P Register befo

50!
Non-Members**: $300 / person February 28-Save 5
Exhibition Spaces*: $100

For more information, contact the FTF office at 202-636-3547 or conference@fairtradefederation.org .

* Some restrictions apply
**Conference fees include most meals, conference materials, and other benefits.


mailto:conference@fairtradefederation.org

