
Fair Trade is a prominent example to explain global relations
between farmers in the South and consumers in the North.
By purchasing products like coffee, tea, chocolate, snacks,
rice, orange-juice or handicrafts at ‘fair’ prices, consumers in
industrial countries have the power to influence living
conditions of producers in developing countries. The
principle of Fair Trade stands for fair prices above world
market price level, community development, education, lack
of child labour, reliable and long term trade relations, no
middlemen. It allows survival in dignity and prevents
impoverishment. Fair Trade is therefore a contribution to
sustainable development and an example of acting with
responsibility on the global level.

The Association for Development Policy in Lower
Saxony in Germany (VEN – Verband Entwicklungspolitik
Niedersachsen), an umbrella organisation of development
initiatives in the state, with about 100 members, initiated
a campaign to promote Fair Trade in Lower Saxony. We
introduced the idea of Fair Trade to the ‘Agenda 21
Round Table’, a committee comprising a cross-section of
social groups working on Agenda 21 at state level under
the leadership of the Ministry of Environment in Lower
Saxony. As a contribution to the development side of
Agenda 21, which is quite often neglected or dominated
by environmental aspects, the VEN aimed at addressing
new target groups for Fair Trade and motivating them to
engage with Fair Trade and to change to fair traded
products.

We developed materials for public relations activities,
including posters, leaflets, a campaign newspaper, and a
brochure with examples of how to engage with Fair
Trade. Possible activities for different target groups were
described and a list of useful addresses was added. Many
cities, communities, schools and initiatives participated in
this campaign. As part of the concept, another nine
development initiatives implemented their own Fair Trade
projects in their regions, producing radio transmissions
for local broadcasting stations, developing a scenario for a
filmspot about Fair Trade, organising a school tour with
producers from the South, producing guides for fair
shopping in three towns in Lower Saxony, and introducing
‘city coffee’ in Osnabrueck as a pilot project. 

In the ‘city coffee’ campaign, a coffee bag has been
created to which individual labels can be added, (eg. the
name of the town) so that cities, big enterprises and other
units can get their ‘own’ coffee trade mark under the
heading of the campaign. The coffee in the bag is grown
in Mexico by a co-operative of different indigenous
groups. This product makes Agenda 21 very vivid, gives
it a face and creates relationships between people – a
good example of sustainable development and global
partnership.

Ute Heda works as a co-ordinator for the Verband
Entwicklungspolitk Niedersachsen e.V. (VEN).
www.fairstaerkung.de

The Development Education Journal Volume 9 Number 1 2002 • 31

Fair Trade campaign in Lower Saxony

Ute Heda describes how the promotion of Fair Trade within a regional Agenda 21 group has led to a range of
innovative Fair Trade initiatives. (See DEJ 8.1 for more ideas about the promotion of Fair Trade and discussion of
the need to place it in the context of long-term action for justice in international trade).
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