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Abstract

Fair trade has expanded orld ide as a formal certification, hile in developing 
countries li e ra il, there is still a lac  of information about this concept in a 
context of the gro th of social businesses  o ans er the research question 

o  is fair trade currently organi ed in ra il and hat are the constrains and 
opportunities involved , e analy ed a database of  ra ilian organi ations lin ed 
to fair trade, follo ed by in-depth intervie s ith ra ilian experts  Results sho  that 
fair trade has gro n bet een  and  due to the support of institutions and 
public agencies, even if organi ations still face financial di culties  As it has gro n as 
a public policy, its development has strengthened the concept and the groups involved, 
providing a good perspective for the internal mar et  Fair trade has a social role and 
a political nature, hat might attract the attention of policy ma ers regarding social 
programs and the support of fair trade organi ations  

Keywords: Fair trade  Social economy  Emerging economies  Solidarity 
economy  ra ilian certification

comércio juSto no BraSil: StatuS atual, 
gargaloS e oportunidadeS

Resumo

Ainda são escassas as informaç es sobre comércio justo no rasil, em um 
contexto de crescimento dos negócios sociais e da certificação internacional  
Para responder  pergunta de pesquisa Como é organi ado o comércio justo 
no rasil e quais são os gargalos e oportunidades envolvidas , analisamos 

uma base de dados de  organi aç es brasileiras ligadas ao comércio justo e 
realizamos entrevistas em profundidade com especialistas. Os resultados mostram 
que o comércio justo cresceu entre  e  em virtude do apoio de instituiç es 
e ag ncias p blicas, mesmo que as organi aç es ainda enfrentem dificuldades 
financeiras  ma ve  que o comércio justo cresceu como uma política p blica, seu 
desenvolvimento reforçou o conceito e os grupos envolvidos, proporcionando uma boa 
perspectiva para o mercado interno. O comércio justo tem um papel social e natureza 
política, o que pode chamar a atenção dos formuladores de políticas sobre programas 
sociais e o apoio de organi aç es de comércio justo

Palavras-chave: Comércio justo  Economia social  Economias emergentes  
Economia solid ria  Certificação brasileira
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Introduction

Socially oriented businesses aim to develop alternative ways to solve social and 
economic problems hile ne  structures of production and mar eting based 
on transparency and fairness are established (AL ES et al , )  he Fair 
rade concept emerges from this concept  

Fair trade businesses are profit oriented, just as for traditional trade businesses, 
although there is the perspective of fair distribution of profits throughout the 
production chain, hich includes ta ing into account both producer social conditions 
and environmental preservation in the perspective of product valuation (FRE EL  
SI O CELLI- O R E, )  ence, fair trade is a concept that see s to reinforce 
producer organi ation initiatives such as cooperatives, producer associations, and 
net or s of small producers  At the same time, fair trade see s to provide education 
to final consumers by informing them about product origin and production conditions 
(JAFFEE  LOPPE R  O RO , )

Fair trade has been expanded orld ide as a formal certification that ensures 
final consumers about the transparency along the value chain both in relation to 
production and to the increased amount of available information for consumers. 
Currently, fair trade production initiatives exist in  countries, ith ,  organi ations 
benefiting the lives of approximately  million farmers, or ers and their families 
(FAIR RADE FO DA IO , )

he expansion of fair trade in ra il is related to the illingness to strengthen 
the solidarity economy understood as an alternative concept to capitalism, by focusing 
on the centrality of business principles such as solidarity, cooperation and equality 
(SI ER,  AI ER, )  overnmental initiatives organi ed by Secretary 
of Solidarity Economy and Fair rade, hosted by the ra ilian inistry of Labor and 
Employment (SE AES E, ) have a direct in uence  he ra ilian System of Fair 
and Solidarity rade ( SFS ) as formally created in  to promote development 
by encouraging social business throughout the country ( E DO A, )  

y developing this system ( SFS ), ra ilian policyma ers sho  that 
fair trade in ra il means more than a specific ind of commerciali ation, and 
includes solidarity and social system values ( E DO A, )  From a different 
perspective, hile a solidarity economy is a relatively popular approach in ra il, 
its commerciali ation is a big challenge that has led public policies to include fair 
(and solidarity) trade as a core value in public policies to ensure that producers 

ill ourish ( E DO A, )
ra il suffered political changes in , creating a delicate scenario for this 

movement since little is no n in terms of current government social development 
and support alternatives for or  and ealth creation  At the same time, civil society 
involved in the development of SFS  is optimistic in terms of public and private 
institutions representation in the development of ra ilian fair (and solidarity) trade 
( O ES  E DO A, )  In this context, there is the perception of an increased 
interest in understanding ho  fair trade organi ations have arranged their business  
At first analysis, e can see that although organi ations follo  fair trade principles, 
some are not formali ed regarding certification processes (a very important issue in 
the Fair rade movement)  

hus, considering the expansion of fair trade at the international level, e can 
observe that there is still a lac  of information regarding this ind of organi ation in 
developing countries li e ra il (SIL A-FIL O  CA ALICE,  O RA  CO I I  
EOD SIO, )  For this reason, the research question that motivates this study 

is  o  is fair trade currently organi ed in ra il and hat are the constraints and 
opportunities involved  he study aims to identify the characteristics of fair trade 
organi ations and investigate constraints and opportunities for these organi ations in 
an emerging country

o achieve our objective, e have analy ed data from a survey conducted by 
the ra ilian ational overnment hich mapped all existing social businesses in 
ra il, including fair trade organi ations  In addition, fair trade organi ation leaders, 
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experts, and representatives of international organi ations engaged in fair trade in 
the country were also interviewed.

his paper is divided into six sections  After the introduction, e present a 
literature revie  of Fair rade, its concept and history  In the third section e describe 
the method and in the fourth and fifth, the results and discussion  he final remar s 
are presented in the sixth section.

Fair trade: concept and background

According to França Filho ( ), a solidarity economy congregates t o 
historically separated notions  initiative and solidarity  For this reason, there is a 
different understanding for economic activities here solidarity and sharing play 
a central role in the meaning of development  hus, solidarity economy initiatives 
combine their economic activities ith the educational and cultural nature of actions, 
enhancing the sense of community and commitment to the social collectivity in hich 
they operate ( AI ER, )

Fair trade is part of the solidarity economy concept, understood as an alternative 
to conventional trade, regarding the needs of people involved, contributing to sustainable 
development by offering better trading conditions and protecting or ers  rights (FRE EL  
SI O CELLI- O R E,  JAFFEE  LOPPE R  O RO , )  

Fair trade offers farmers more advantageous trading conditions and see s to 
provide these farmers the opportunity to enhance their lives and to continue generating 
income in rural areas  It also offers customers access to information and the opportunity 
to be part of an initiative that see s to alleviate poverty through everyday purchases 
and consumption of more sustainable products (FAIR RADE I ER A IO AL, )

Fair trade is typically understood as an alternative mar et system that aims 
to rectify historically inequitable terms of trade bet een the geopolitical orth and 
South and foster more direct producer consumer lin ages (JAFFEE  LOPPE R  

O RO , )  Origins of fair trade organi ations date bac  to the s and s, 
hen Christian missions established on- overnmental Organi ations ( Os) in 

developed countries to sell handicrafts produced in poor countries of the Southern 
emisphere  In the s and s, commerciali ation as also done by mail and 

in solidarity groups through Alternative rade Organi ations (A Os) (DORA  A ALE, 
 FRIDELL, )  
Although a consistent gro th of fair trade organi ations occurred in the s 

and s, lo  sales volume offered little aid to small farmers and artisans  et or  
gro th as also hampered by poor access to consumers, ho still perceived fair 
trade products as lo  quality, and limited to volunteer or ers for sales and the 
inappropriate use of mar eting tools  In response to these limitations, fair trade 
organi ations decided that their inclusion in traditional mar ets as required  
herefore, a strategic reorientation as held in , and fair trade labeling as 

launched, allo ing fair trade products to be mar eted along ith traditional retail 
channels (FRIDELL, )

In this first initiative, the idea as to certify and purchase products from small 
producers at relatively higher prices than those offered by the mar et  he producers  
counterpart would be to preserve the environment and to establish the criteria of 
solidarity and democracy in their relationships (FRE EL  SI O CELLI- O R E, )

he process of certification enhanced the perception of quality in the mar et 
as ell as the accuracy of information provided to consumers, including about the 
social aspects involved in production  hrough certification, fair trade has gro n 

orld ide (DE PELS AC ER  JA SSE S,  FRIDELL,  REED,  
RE ARD, )

usiness gro th as lin ed to the establishment of fair trade labeling as ell as 
professionalization of fair trade shops and the entrance of these products into the food 
industry ( E DRO  ISAILLO  RA CE,  LO  DA E POR ,  RE ARD, 

)  o ever, mar et gro th has also led to debates regarding Fair rade s fairness 
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(I E LEE  REI DERS, ) and if gro th could also bring negative consequences 
to maintenance of the status as an authentic alternative to free trade (S ARICCO  
PO E, )  his inquiry might be related to another critical perspective, saying 
that social change actors can start to act similarly to hat they oppose, hich means 
in the fair trade case that mainstreaming can turn it into a ne  ay of capitalist 
business (C ILD, )  evertheless, fair trade has consolidated in some mar ets as 
a benchmar  for companies to develop and adopt standard fair rules (I E LEE  
REI DERS, )

Fair trade in Brazil

Despite a orld ide evolution in fair trade, an organi ed movement for fair trade 
in ra il did not begin until  According to ra ilian Service of Support for icro 
and Small Enterprises SE RAE, in Portuguese  ( ), at that time several members 
of Os, solidarity economy movements, family farms, business, government and 
service providers began to discuss issues related to fair trade  Since then, fair trade in 
ra il has not been limited to exports of goods to developed countries, but the actors 

have also developed new forms of internal trade.
Labels and certifications are still little recogni ed by ra ilian consumers  his 

stems from the lac  of regulation in recent decades that has allo ed the emergence 
and dissemination of many labels  According to ialli ( ), there are about  
ecolabels in ra il that advertise sustainable production, many of them simply self-
declared by their o n companies ithout external accreditation  ithin this universe 
of labels, fair trade labeling is among the least no n ( A A  DAL ARCO, )  
Even among those ra ilian consumers ho no  the meaning of labels and could 
easily identify them on the products, most of them did not notice it hen ma ing 
purchases ( A A  DAL ARCO, )  

he international fair trade trajectory has happened in parallel to demands by 
social movements in ra il that aim to combat the social inequalities and instability in 
farming and labor relations  It spa ned hat is called today Fair and Solidarity rade , 

hich is defined as an alternative commercial o , based on compliance ith criteria 
of justice and solidarity in trade relations and recognition of the autonomy of Solidarity 
Economy Enterprises ( O ES  E DO A,  ER I I  PA EO  S OLO, )

In , the ra ilian Service of Support for icro and Small Enterprises 
(SE RAE) started investing in fair trade in ra il, focusing on micro and small 
businesses  In , a project of fair and solidarity trade as initiated by partnership 

ith speciali ed consultants and the support of Os that aimed to enhance small 
producer access to this mar et (SE RAE, )

In  a discussion group for fair trade ith representatives of governmental 
departments lin ed to the Agriculture inistry, Family Agriculture and Agrarian 
Development inistry, Solidarity Economy Secretary and other departments as 
created  he constitution process for the ra ilian System of Fair and Solidarity rade 
( SFS ) started through this discussion group

In , orld ide sales of certified fair trade products increased to  billion 
dollars, representing an increase of  over  (FAIR RADE I ER A IO AL, 

)  his gro th is attributed, among other factors, to the support from big 
companies, such as Starbuc s, hich buys fair-trade certified coffee, and Cadbury 
and estle chocolates  

According to erbini, Pateo and Sígolo ( ), ith the signing of Decree  
( RASIL, ), the government started investing in initiatives for enhancing economic 
inclusion, promoting democracy and generating equitable development  his decree 
encourages financial investments in projects that improve organi ational capacity, 
infrastructure, training, promotion of mar et access, expansion of the program of 
sustainable public procurement and pricing rules ( ER I I  PA EO  S OLO, )
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herefore, the development of fair trade in ra il has its peculiarities, such 
as its development as a public policy, but al ays follo ed by joint actions from civil 
society  his made it a stronger movement, able to survive to changes in the political 
scenario  Considering its peculiar characteristics, and the illingness to develop an 
internal mar et instead of just selling to developed countries, our analysis includes 
investigation of its main characteristics, current status, motivations, constraints that 
organi ations face, as ell as opportunities to expand this specific mar et  

Method

o achieve the main goal of this study, e conducted a t o-step empirical 
research  In the first phase, e adopt a quantitative orientation research and present 
an analysis performed on a database collected by the ra ilian inistry of Labor and 
Employment ( LE) from  to  to map the solidarity-based economy in ra il, 

hich includes fair trade organi ations  In the second phase after this preliminary 
analysis, e conducted a qualitative research by visiting fair trade institutions and 
applying intervie s to ra ilians experts in order to better comprehend previously 
collected quantitative data and to investigate their perceptions of the fair trade mar et 
in ra il  Our intention as to highlight the ay that these organi ations are organi ed 
and the opportunities and constraints they face in ra il  he complementarity bet een 
quantitative and qualitative research allo  us to have a panoramic vie  about fair 
trade in ra il and to also highlight some specificities that emerged from the in-depth 
interviews.

First step: a national survey on solidarity-based economy and 
fair trade

he quantitative step of the research as based on a survey produced by 
the ra ilian inistry of Labor and Employment ( LE)  he survey as conducted 
nation ide bet een the years  and  he main objective as to map all 
Solidarity Economy Enterprises (SEE) existing in ra il  he survey considered those 
characteri ed as collective organi ations (associations, cooperatives, production groups, 
exchange clubs) as SEE, hose members collectively manage the activities and the 
allocation of the results, and that perform economic activities of production of goods, 
commerciali ation and solidarity consumption ( E  APPES, )

he contacts at SEEs ere obtained from regional government databases and 
also from previous surveys carried out by the inistry of Labor and Employment ( LE)  
his procedure aimed to identify the greatest number of projects and ensure that 

the results ere representative of the SEEs operating in ra il  Data collection as 
performed by researchers through on-site visits to intervie  enterprise representatives  

he researchers found ,  SEEs hose representatives ere as ed about  a) 
general enterprise characteristics  b) members  characteristics  c) economic activities 
performed  d) the labor situation of members and non-members  e) investments, 
access to financial resources and support  and f) enterprise management

Among the ,  SEE mapped in the research, e specifically selected the 
organi ations that identified themselves as ma ing part of fair trade net or s (n )  

e analy ed the characteristics of these  organi ations in terms of activities 
performed, starting year, support received, commerciali ation mar et, origin of 
resources, reasons to create the organi ation, main achievements, and opportunities 
and challenges faced by the organi ation  Data analysis as performed by using 
descriptive statistics.

he first phase gave us a panoramic vie  about fair trade organi ations in ra il 
and helped us to prepare the analysis of the second phase of our research, hich 
aimed at in-depth qualitative analysis of the data collected
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Second step: in-depth interviews with experts on fair trade in 
Brazil

In this phase, e visited fair trade organi ations in ra il and conducted in-
depth intervie s based on the literature revie  he intervie s ere conducted by the 
authors, recorded and transcribed for analysis  e also used secondary data, mainly 
reports and publications of fair trade organi ations, to complement data collection

Since our aim as to further understand the current scenario, as ell as to 
delineate motivations and perspective for the internal mar et, e searched for experts 
on the subject, as ell as fair trade practitioners in terms of product commerciali ation  
Initially, e intervie ed an academic expert on fair trade (PhD in Agricultural and 
Food Economics by niversity of Reading, ), a consultant and designer in social 
projects and the project coordinator of Faces do Brasil  Additionally, e also included 
representatives of organi ations that base their operations on fair trade principles, 
such as Girasol Cooperative in Porto Alegre, the Projeto Terra in São Paulo and t o 
certified organi ations, Justa Trama and Tênis. 

Additionally, to update information on the development of ra ilian certification 
( SFS ), and the overall concept, e undertoo  a ey intervie  ith the main 
coordinator of Faces do Brasil in 2016.

isits and intervie s lasted from  minutes to  hours  able  presents 
the respondent s profile, his her function and a brief description of their respective 
organi ation  

e   e o e t  rofi e

Organization 

and Location
Function Description of the respondent and/or organization

nisinos (São 
Leopoldo)

Researcher 
and professor

he intervie ed is a PhD in Agricultural and Food 
Economics and currently a researcher and professor at 

nisinos
nisinos is a large university in Southern ra il   

Parceria Social
rasil Social Chic 

(Rio de Janeiro)

Consultant 
and Designer

Parceria Social is a sustainability consultancy, and rasil 
Social Chic is a distributor of fair trade products

Faces do rasil 
(São Paulo)

Project 
coordinator 

Project coordinator of Faces do rasil ith a 
speciali ation in solidarity economy and Integration in 
Latin America. 

Faces do rasil 
(Rio de Janeiro)

Founder 
and main 
coordinator 

ain coordinator and founder of Faces do rasil, 
sociologist and specialist in public policy

iraSol 
Cooperative 
(Porto Alegre)

o partners 
of the irasol 
Cooperative

he iraSol Cooperative consists of a group of 
professionals from different areas from the region of 
Porto Alegre, in Southern ra il  Since , they have 
been or ing for the promotion of fair and solidarity 
trade and conscientious consumption  iraSol nurtures 
the development of rural and urban enterprises, 
especially small agro-ecological cooperatives, agro-
industries and other groups

Justa rama President of 
Justa rama

Justa rama operates on several fronts and in discussion 
groups about fair trade in ra il and abroad  Justa rama 
has fair trade certification and produces clothes ith 
agro-ecological cotton

continued on the next page
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Organization 

and Location
Function Description of the respondent and/or organization

Projeto erra 
(São Paulo)

anager of 
Projeto erra 

he Projeto erra Institute is a nonprofit social 
organi ation that began in  to create opportunities 
for mar et access to artisan products originating from 
ra ilian projects of income generation and social 

inclusion and or for products ith ecological content

nis (Campo 
om)

anager of 
nis 

he intervie ed is a sociologist and designer, ho is the 
nis partner in ra il  nis is a French organi ation 

that manages the chain that produces shoes and 
handbags exclusively using fair trade principles and 
agro-ecological cotton, natural rubber and vegetable 
leather imported from Brazil as raw materials.

Projeto Vila 
nis ( ovo 

amburgo)

Source  he authors

Once e had data from all these intervie s, based on a deductive orientation 
( A RI , ) e applied the content analysis ( ARDI , )  he content analysis 
allo ed us to analy e and ma e specific inferences about fair trade development in 
ra il, considering opportunities and constraints  

he use of multiple data sources allo ed for triangulation of data, contributing to 
research validity and reliability ( A RI , )  hus, after completing the intervie s 
and collecting secondary data, e described, analy ed and cross-referenced the 
information to reach conclusions  he next section presents the results of this research

Results – fair trade in Brazil 

In this section, e present the main findings  First, e present the characteristics 
of ra ilian fair trade organi ations, based on the national survey developed by the 
ra ilian inistry of Labor and Employment ( LE)  ext, e describe fair trade s 

current status in ra il, follo ed by constraints and opportunities that ere identified 
and analy ed in the qualitative step of the research  

Characteristics of organizations linked to fair trade  
networks in Brazil

Results sho  that there is still a high level of informality in organi ations related 
to fair trade net or s in ra il  Among the  organi ations, more than  are not 
formally registered according to ra ilian la  ost of these organi ations produce 
and commerciali e ( ), or exclusively commerciali e ( ) fair trade products  

Another characteristic is related to the different inds of activities these 
organi ations perform  ithin the  different activities listed in the survey, e 
can stress agro-industrial production (  of the organi ations), handicrafts and 
souvenirs ( ), agro-industrial trade ( ), manufacturing and sale of apparel, 
clothing and garment ( ), and organi ations for collective use of infrastructure, 
land and equipment ( )  he broad range of different activities performed by the 
organi ations as unexpected considering that fair trade is still recent in ra il hen 
compared to international fair trade ( AC ADO  PA LILLO  LA ER , )

ost organi ations ere created since  ( ), more specifically,  
emerged since , hen ra ilian institutions and agencies started to support the 
creation of fair trade projects (SE RAE,  E DO A, )  About  of 
surveyed organi ations received some support or training along their development, in 
a ide range of areas such as managerial assistance, managerial, social and political 

continued from previous page
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education, and mar eting planning  Almost  reported support from micro and 
small-business support services (e g  SE RAE) hile  received support from 

Os ( ),  from municipalities,  from universities and  from 
state governments

he increasing number of fair trade organi ations in ra il can also be explained 
by the fact that since  the Federal overnment has intensified social programs to 
improve social conditions and income generation in disadvantaged classes of or ers  

any farmers and or ers could organi e their production independently, loo ing for 
ne  and more profitable economic activities  his relation can be identified since  
of the organi ations are predominantly composed by people that are beneficiaries of 
these Conditional Cash ransfers (CC )

Another contextual fact is that ra il experienced an increased purchasing 
po er at the base of pyramid  he expansion of social programs to reduce hunger, 
inequality and poverty allo ed millions of people to leave extreme poverty and to enter 
the consumer mar et  o adays, many households can experience consumption of 
goods that go beyond the satisfaction of basic needs (AR OLD  JALLES, )  he 
results of the governmental initiatives can be seen since there as a significant gro th 
in household per capita income since , ith  a year from  to , in 
comparison to  from  to  (SO A, )

Organi ations are predominantly small-si ed   have up to  members 
and  have up to  members  Only  have more than  members, 
but ithin this group, organi ations vary from hundreds to thousands of members 
(the largest has ,  members)  According to respondents,  of organi ations 
generate enough income to remunerate members  o ever, it is note orthy that 
almost a third of them ( ) are unable to pay members

Motivations for establishing fair trade networks and origin of resources 

he four reasons most cited by respondents for establishing their organi ations 
are related to economic issues (see able )  Economic reasons come from the 
possibility of creating supplementary sources of incomes ( ), obtaining higher 
gains ( ), search for alternatives to unemployment ( ) and the development 
of a collective activity here all or ers are o ners ( )  Social reasons for creating 
the organi ations ere also cited by the respondents  he most reported reasons ere 
the development of community capabilities ( ), social, philanthropic or religious 
motivations ( ) and the production of organic or green products ( )

e    ot t o  or e t  r tr e or t o

Motivation

r  o  
citations*

(N=277)

%

Creation of a supplementary source of income 159
Development of a collective activity in which all workers are owners 131
Obtaining greater gains in an cooperative organi ation 123
Alternative to unemployment 122
Development of community capabilities 110
Social, philanthropic or religious motivation 96
Organi ational alternative to develop qualification 81
Enabling professional practice in a specific economic activity 69
Production or commerciali ation of organic or ecological products 59
Strengthening of an ethnic group 48

ultiple ans ers ere allo ed 
Source  SIES ( )
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In addition, respondents ere also as ed to inform about the origin of resources 
that supported project launch  A large percentage indicated the use of members  o n 
resources ( )  Only  indicated the use of public funds and  reported 
the use of donations from international organi ations or Os  It reveals that most 
organi ations ere created by member investments  Public funds and Os played a 
secondary role in financially supporting the creation of these organi ations

Commercialization market

Regarding mar et scope, most of the investigated organi ations operate at the 
local ( ) or municipal level ( )  Only a small number commerciali e products 
at the national ( ) or international level ( ) (see able )

e   o erc t o  r et

Commercialization market
r  o  c t t o
(N=233)**

%

Local or community level
unicipal level

Regional level 96
State level 90

ational level 46
International level 25

ultiple ans ers ere allo ed 
 he question as ans ered only by organi ations that commerciali e products  

Source  SIES ( )

ost organi ations commerciali e their products directly to consumers ( )  
o ever,  reported that they also commerciali e products to retailers or 
holesalers   commerciali e to government agencies and  commerciali e 

to private companies  Another  sell to other social businesses and  carry 
out product exchanges  his result sho s that due to the limitations of the exclusive 
fair trade mar ets and the special certifications required to commerciali e at the 
international level, many organi ations connect ith alternative buyers (e g  private 
firms, government agencies), to sell their products

An important characteristic of fair trade is that consumers agree to pay higher 
prices based on producers  dedication to preserving the environment and ensuring 
solidarity and democracy in their relationships (FRE EL  SI O CELLI- O R E, )  
he organi ations lin ed to fair trade net or s in ra il confirmed this characteristic 

is valued by consumers since  of them expressed environmental concern in the 
production of goods  Furthermore,  reported to be part of at least one social 
movement lin ed to sustainability, ecology, human rights, omen empo erment or 
racial movements. 

Main constraints, achievements and challenges faced by the organizations

One objective of the study as to analy e hat ere the di culties that ra ilian 
organi ations lin ed to fair trade net or s faced to produce and sell their products  
Among the surveyed organi ations,  reported facing di culties surviving in the 
mar et  Several problems ere mentioned, such as the lac  of or ing capital (cited by 

 of the organi ations), inadequate physical infrastructure for mar eting ( ) 
and di culty in shipping ( )  he previously reported lac  of legal registration is 
a problem for  of the organi ations  ithout formal contracts, they are not able 
to provide invoices and to operate in certain mar ets  able  sho s the percentage 
of organi ations that indicated each of the di culties listed
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e    co tr t  ce   t e or t o

Constraints
r  o  c t t o
(N=160)**

%

Lac  of or ing capital 88
Inadequate physical infrastructure for mar eting
Di culty in shipping or high transportation costs
Insu cient number of clients 59
Competitors and middlemen 56
Di culty in maintaining supply regularity 54
Precarious roads for shipping products 42
Lac  of legal registration 39
Customers require time to pay 41
Insu cient number of members to commerciali e the products 35

ultiple ans ers ere allo ed 
he question as ans ered only by organi ations that reported constraints operating in the mar et  

Source  SIES ( )

he last set of questions aimed to identify the main achievements and challenges 
faced by ra ilian organi ations lin ed to fair trade net or s  roup integration 
and successful collective action ere highlighted as an achievement by  of 
respondents, follo ed by the generation of income or greater gains for members 
( )  he development of self-management capabilities and the exercise of 
democracy as also a significant achievement according to  of the organi ations  
esides this, organi ations reported the social commitment of their members ( ) 

and benefits for their local communities ( ) as relevant attainments
Despite these achievements, several challenges ere cited by a high percentage 

of organi ations ( able )  Results sho  that a main challenge for most part of the 
organi ations ( ) is reaching economic viability and generating adequate income 
for members  A slightly smaller percentage indicated the challenge of eeping the 
group together and or ing collectively ( )  Curiously, an even higher percentage 
of respondents indicated this item as an achievement  e infer that although many 
respondents noted group unity as an achievement, a union s continuity over time 
is a challenging and very complex tas  he same reasoning refers to the ability to 
generate adequate income for shareholders, hich as cited as a challenge by  
of respondents, although previously it had also been indicated as an achievement by 

 of them (see able )

Table 5 – Main challenges faced by Brazilian organizations linked to  

r tr e et or

Challenges
r  o  c t t o

(N=277)
%

Reach economic viability
enerate adequate income for members 206
eep the group together and or  collectively 181

Promote cooperation with other social businesses
Promote members  participation and organi ation s  
self-management 145

Achieve members  politici ation 120
Ensure social protection for members (assistance, health care) 118
Achieve greater environmental a areness

ultiple ans ers ere allo ed 
Source  SIES ( )
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Fair trade in Brazil: perceptions from Brazilian experts

After presenting data from the survey applied to organi ations involved in fair 
trade net or s, e present results from intervie s ith experts ho are or ing 
on different fronts to promote the development of fair trade in ra il  For this, e 
present a perspective of these respondents about the current situation of fair trade 
in ra il  Finally, e also discuss the main constraints and opportunities for fair trade 
in the country.

Current status of fair trade

A major constraint for small organi ations, communities and families or ing 
ith artisan products is having access to mar ets  One of the ey contributions of the 

organi ations or ing to promote fair trade is precisely to enable small producer access 
to consumer mar et  Several consulting companies also facilitate producer access to 
mar ets  hey are usually hired by companies that ant to invest in fair trade and by 
other supportive organi ations, such as the ra ilian Service of Support for icro and 
Small Enterprises (SE RAE)  An example is Parceria Social (Social Partnership), hich 
analy es day-to-day processes for producers to act according to fair trade ideology  

In comparison ith international fair trade, the main difference and specificity 
of the Brazilian case is its development based in public policies. In addition to the 
struggle to get state recognition for practices, fair trade organi ations are responsible 
for applying resources in a systematic manner through projects and social programs 
(Coordinator of Faces do rasil)  In this sense, organi ations such as Faces do Brasil 
develop strategies to expand fair trade more broadly, providing for more protagonism 
in trade relations, to increase the value of their products and services for households 
or commercial consumers. 

Although there is little concern regarding certification in ra il, it is expected 
that the ra ilian System of Fair and Solidarity rade ( SFS ) ill contribute to its 
consolidation  SFS  is an important tool to overcome barriers faced by producers  he 
project coordinator of Faces do Brasil ratifies the result from the survey s descriptive 
phase (section ), by stating that the main reason for producers to pursue fair trade 
certification is to increase their earnings, although they soon notice that the certification 
also transmits credibility in the production process.  

So, initially, the motivation for producers to obtain certification is commercial  
ith the encouragement of Faces do Brasil and other organi ations, producers reali e 

the importance of the fair trade approach, hich also focuses on social inclusion and 
environmental benefits  Over the long haul, producers are committed to not only 
follo  principles in order to gain certification, but also to transmit the message and 
expand fair trade formally.

According to the consultant from Parceria Social and Brasil Social Chic, consumers 
often acquire products as an act of philanthropy  he manager of Tênis believes that 
motivations of fair trade consumers in ra il are more social than ecological  o ever, it 
is believed that Brazil is under a process of development of consciousness about these 
products, since it is an incipient mar et in hich fair trade started commerciali ation 
during the past  years, hereas in Europe (considered a mature mar et), it has 
been practiced for more than  years  In turn, the university researcher says that 
ra ilians associate the concept of fair trade ith purchases made locally, as a ay to 

strengthen local economies and have more direct contact ith the producer  In this 
type of purchase, consumers pay the producer directly  

Respondents stress that there is a challenge in creation of a ra ilian consumer 
culture that fosters a change in the labeling process and in consumers ho as  more 
information about the products  he project coordinator of Faces do Brasil believes that 

ith support from the environmental movement, it is possible to create this culture 
and demonstrate the impacts of the consumption of fair trade products, comparing 
them with those of traditional commerce.



O&S - Salvador, v. 24, n. 83, p. 655-673, Out./Dez. 2017
www.revistaoes.ufba.br666

Marilia Bonzanini Bossle, Daiane Mülling Neutzling, Douglas Wegner & Claudia Cristina Bitencourt

ith respect to enterprise characteristics, there are varying profiles of gender, 
age and social reality according to historical foundations and even the area in hich 
these groups are established  he consultant from the Parceria Social and Brasil Social 
Chic confirms hat the survey described (section , able ) regarding motivations 
for starting a fair trade organi ation  Fair trade is an opportunity for people, through 
their or , to live orth hile in the correct ay  (Consultant of Parceria Social and 
Brasil Social Chic)

Another issue involving fair trade in ra il is competition ith the traditional 
supply chain because a product may lose sales when it is analyzed based only on 
price  he fair price considers much more than ra  materials, instead it includes 
the entire or  time and efforts that ere spent to ma e the product  Accordingly, 
the consultant for Parceria Social and Brasil Social Chic reports that producers 
often do not value their work because of problems with low self-esteem within the 
groups  hus, the or  of the consultancy is not only to embed the concepts of 
self-management and transparency  Further or  is also necessary  he consultant 
for Parceria Social and Brasil Social Chic reports that a recent partnership began 

ith a psychologist to try to reconcile the t o objectives, fair trade and improved 
self-esteem, of those involved

ransparency in the remuneration process is a ey issue for fair trade  As 
reported by project coordinator of Faces do Brasil, all decisions are ta en by the 
group and everything is decided cooperatively  Similarly, the distribution of profits is 
made annually through the financial surplus  he group decides hether it is better 
to redistribute, reinvest or conduct some alternative means of distribution

Constraints on fair trade in Brazil

One of the bottlenec s identified by respondents is the lac  of productive 
capacity of the groups directly affecting the supply of products  Regarding the 
importance given to the certification by the producers the biggest problem is the 
lac  of recognition by ra ilian consumers  Regarding commercial issues, for the 
president of Justa Trama and the manager of Tênis, the main challenge is to persuade 
consumers to choose this type of sustainable consumption  he Tênis manager also 
believes that most consumers in Brazil do not care or are unaware of the payment 
o  ithin the supply chain  

ith respect to the production side, the university researcher arned about the 
ris  caused by ho  under the fair trade principle only small producers can be certified, 
claiming that this could halt gro th in the sector  Although the international rules of 
fair trade certification are limited to small producers, under the ra ilian System of 
Fair and Solidarity rade, producer si e is not included as a specific criterion  hat 
matters is whether the production is in accordance with the principles. 

Another question indicated by the university researcher and partners of the 
Cooperative Girasol regards ho  fair trade products are not seen as high quality  In this 
sense, it is important that producers receive technical training  Other ise, consumers 
might buy a product only as philanthropy, hich is not the objective of fair trade  
he purpose is to expand the consumer mar et in a sustainable manner to benefit a 

greater number of producers and chains

Opportunities for fair trade in Brazil

In general, the perspective for the fair trade sector is good, according to the 
consultant for Parceria Social and Brasil Social Chic  It s a very ne  mar et, here 
the gates have been opened  he president of Justa Trama also believes fair trade 
mar et is gro ing and that the development of the SFS  ill help to expand the 
mar et  o ever, the university researcher and the partners of the irasol Cooperative 
do not see good prospects for the fair trade mar et in ra il
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 the cost of certification is very high, it is a very restricted mar et, hich depends 
on the demands of European consumers  It is not orth it for the small producer  e 
may see  other strategies for differentiation, such as not having to pay a high price 
for a certification, ithout any guarantee of a mar et ( niversity Researcher)

Faces do Brasil aims to create a ra ilian fair trade consumer mar et  his ould 
help to transform the vie  that fair trade is that thing  here rich people buy from the 
poor , besides the fact that it ould be better for the environment  o transform fair trade 
purchases from a charitable act into a politici ed choice, it is important that ra ilian 
consumers recogni e the higher value of a product produced follo ing fair and solidarity 
principles and criteria  Although there are studies sho ing the increased concern ra ilians 
consumers have for sustainability and Corporate Social Responsibility (A A , ), 
there are ell- no n consumer barriers all over the orld ( O  PLEP S, )

In addition to producers, retailers are illing to or  ith fair trade  According 
to the consultant for Parceria Social and Brasil Social Chic, retailers ho usually buy 
fair trade products are the “shops that already have a brand and a clientele with a 
greater purchasing po er, since fair trade products are a little more expensive than 
others made in the traditional way”.

ith respect to communication, information must be transferred e ciently for 
consumers. Brasil Social Chic communicates by using a label ith its logo, stating the 
origin and fair trade principles  his product promotes social inclusion through job 
and income generation for crafts and se ing groups  

Expanding publicity is important in order to provide consumers ith greater 
no ledge on the subject and to explain the or  that exists ithin the fair trade 

supply chain  o reach a broad range of consumers, Brasil Social Chic began or ing 
on press relationships as a communication strategy, to appear in ne spapers and 
maga ines  he project coordinator of Faces do ra il and the president of Justa Trama 
also reported that they are planning actions to promote trading  According to am a 
and Dalmarco ( ), dissemination of information in the media is a major factor in 
stimulating sustainable attitudes  

o follo  and understand fair trade principles is critical for all groups involved  
hese principles must be firmly established, or, as the manager at nis states, they 

must be in the companies  D A  Although the concept has gro n as a public policy, 
the trajectory of fair trade so far in ra il has sho n the relevant strength to eep 
moving for ard, hich can ma e it feasible even ith political change  he participation 
of public and private entities to develop the SFS , and the large number of actors 
involved in the development of an internal mar et, bring a positive perspective to fair 
trade in ra il (Coordinator of Faces do rasil)

able  presents the main ideas and opinions of the intervie ees concerning 
the issues outlined above  here is optimism about the gro th of this type of trade 
in ra il, although some constraints remain to be overcome  It is necessary that fair 
trade become better known and that consumers know and understand the impact of 
its consumption and its importance in the economy.

e   rre t t t  co tr t   o ort t e  or r tr e

Current status Constraints Opportunities

Fair trade has a strong 
social purpose, inclusion 
and income generation 
(Consultant of Parceria 
Social and rasil Social 
Chic  anager of nis)

Absence of knowledge 
(Consultant of Parceria 
Social and rasil Social Chic  
Project Coordinator of Faces 
do rasil) and awareness 
(Partners of the irasol 
Cooperative  anager 
of Projeto erra) among 

consumers.

Growing market (Consultant 
of Parceria Social and rasil 
Social Chic  Project Coordinator 
of Faces do rasil  President 
of Justa rama), the Brazilian 

System of Fair and Solidarity 

Trade will help expand the 
market (Project Coordinator of 
Faces do rasil  President of 
Justa rama)

continued on the next page
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Current status Constraints Opportunities

Transparency and 

democracy in decision 
ma ing (Project Coordinator 
of Faces do rasil)  A time 
of debates and discussions 
on the subject (President of 
Justa rama)

Low value of labels 
( niversity Researcher  
Project Coordinator of Faces 
do rasil  President of Justa 
rama  anager of nis)

he gro th of fair trade 
depends on the maturity of 

the consumer market and 

organizations ( anager of 
nis)

Brazilian links to fair 

trade purchases made 

oc  High cost of 

cert fic t o  ( niversity 
Researcher)

c t e   c e  
cert fic t o  due to high 

cost ( niversity Researcher  
Partners of the irasol 
Cooperative) and language 
( niversity Researcher  

anager of Projeto erra

Retailers and enterprises 

are great supporters, ma e 
a lot of product orders and give 
financial support to projects 
( anager of Projeto erra)

Poor access to the 

markets by producers 
(Partners of the irasol 
Cooperative)

Low production capacity 
( anager of nis), 
dependence on raw material 
producers (President of Justa 
rama)

he stimulus for fair 
trade should contribute to 
improvement of production 

practices and raising the 

quality of products (Partners 
of the irasol Cooperative)

Brazilians buy for the 
fashion ( anager of 
Projeto erra)

Quality and competition 

with other products 

and labels (Consultant of 
Parceria Social and rasil 
Social Chic  niversity 
Researcher)

It may be an interesting mar et 
for export, although it has ris s 
( niversity Researcher)

Source  he authors

Discussion

y analy ing fair trade in ra il, e identified challenges and opportunities and 
the need for integrated actions in the follo ing dimensions ( O ES  E DO A, 

)  In economics, through the development of fair and solidarity chains for national 
and local commerciali ation  in education, to gro  a areness in society and consumer 
mar et  and in politics, to ensure practices to enhance justice and social equality 
( O ES  E DO A, )

As noted in this paper, some di culties faced in Europe in the s and s 
in fair trade net or s gro th (FRIDELL, ) are currently happening in ra il  
Empirical data analy ed in this research sho s that there is still much to be done in 
order to ma e fair trade products more valuable in the ra ilian mar et  Among the 
di culties cited by Fridell ( ) there are the small si e of the fair trade mar et, 
restricted consumer access, a public perception of fair trade products being lo  quality 
and an inadequate use of mar eting tools  hese barriers are still found in ra il and 
should therefore be addressed. 

Fair trade is mainly based on labels and certification, hich create advantages 
(DE PELS AC ER  JA SSE S,  FRIDELL,  E DRO  ISAILLO  
RA CE,  LO  DA E POR ,  REED,  RE ARD, )  o ever, 
this certification process is time demanding, highly expensive and mainly required 
in international consumer mar ets  ieira, Aguiar and arcellos ( ) address the 
negative aspect of certification, traditionally made by third-party organi ations that 
end up receiving payment from all lin s in the production chain  his is ratified by the 

continued from previous page



669
O&S - Salvador, v. 24, n. 83, p. 655-673, Out./Dez. 2017

www.revistaoes.ufba.br

Fair trade in Brazil: current status, constraints and opportunities

university researcher, the certifier gains from all lin s in the chain  the producer 
has a cost  he the certifier  gains from the importer,  and still earns a percentage 
of sales in the grocery store  

Regarding this, ith the ne  SFS , there is the possibility of reducing the po er 
of third-party certification in the fair trade supply chain  In this ne  system, production 
groups can supervise principle compliance by using participative guarantee systems, 

ithout depending on an external certifier  SFS  represent a political and economic 
project, since it institutionali es the potential for social transformation of fair trade, 
as ell as strengthening commercial relations based in principles that differ from the 
conventional ones ( O ES  E DO A, )

In addition, most ra ilian consumers still do not recogni e certification nor 
are they concerned ith product origin  ra ilian experts intervie ed in this research 
confirmed this ra ilian consumer characteristic, hich corroborates the findings of 

am a and Dalmarco ( )  hus, the lo  number of certified organi ations in ra il 
can be explained by the lac  of consumer interest and no ledge about fair trade  
Because many fair trade products are more expensive as a result of the production 
process, their contents must be disclosed for consumers to reali e the difference 
bet een fair trade and traditional products and be illing to pay for this difference  
According to endron, isaillon and Rance ( ), mar et access should be expanded 
to increase the customer base.

According to result from intervie s ith ra ilian experts, most fair trade 
happens locally  his statement can be confirmed hen compared to the survey s result, 

here more than  of the respondents assert that they commerciali e their products 
in local mar ets  o ever, hen producers commerciali e in traditional mar ets, they 
are exposed to competitors from all over the orld and in these cases, all fair trade 
orientation for fair income generation is not ta en into account

his result corroborates the studies by Loureiro and Lotade ( ), Doran 
( ) and Doran and atale ( ), since they argue that there is competition ith 
the traditional mar et, and there is still much to learn about fair trade consumers  
Lo  and Davenport ( , ) highlight the importance of a proper dissemination 
of the message of fair trade as ell as the need to include items that are produced 
and mar eted in an ethical manner in consumers  daily shopping  

o ever, there are also good perspectives  he survey analy ed in this research 
has outlined that in the last fe  years public support institutions and agencies see ing 
to increase the mar et of fair trade have been created, improving fair trade organi ation 
management  his support is important to minimi e legal and managerial challenges  
Despite these efforts, it must be highlighted that most surveyed organi ations are 
still young, small and facing severe di culties in achieving economic viability and 
generating adequate income for members  

Public support for fair trade organi ations should be maintained for a longer 
period of time in order to help them consolidate  It is especially important considering 
that many beneficiaries of Conditional Cash ransfer (CC ) programs become members 
of fair trade organi ations to complement their income and overcome poverty  As the 
organi ations consolidate and become economically viable, their members become 
less dependent on social programs  

Finally, e must highlight the social role that fair trade performs as ell as its 
political nature, since actions should be underta en to raise a areness of issues of 
global justice, development and inequality (CLAR E et al , )  hus, e found 
that fair trade products are distinguished mainly by their origin, not only their social 
origin, considering the inclusion of communities in the formal economy and mar et, 
but also ith respect to preserving the environment  he organi ations lin ed to fair 
trade net or s in ra il confirmed this characteristic since  of them expressed 
environmental concern and  reported to be part of at least one social, political 
or racial movement  his confirms that a significant number of fair trade organi ations 
comply with solidarity criteria and try to promote justice and popular empowerment 
( ER I I  PA EO  S OLO, )
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ermeulen and Ras ( ) call attention to the challenge that the fair trade 
organi ations face in their daily routine  Challenges arise because these organi ations 
must include in their processes procedures that meet global demand and that promote 
positive impacts on the chain, in both social and environmental terms  his is perhaps 
a major step that remains to be ta en by most organi ations, and fair trade can be 
an alternative.

Conclusions

ith this research, underta en in t o phases, first analy ing data from a 
survey ith fair trade organi ations and second ith in-depth intervie s ith ra ilian 
experts, it as possible to outline the current scenario and identify constraints and 
opportunities for fair trade in ra il  Despite the assertion of Fretel and Simoncelli-
ourque ( ) that fair trade aims to reduce intermediaries, in ra il, this is not the 

main focus  Indeed, that is a di cult proposition because ra ilian producers continue 
to need support and assistance, mainly to increase access to consumer mar ets and 
to have better training in order to add greater value to products  hus, as pointed out 
by artins ( ), more intermediaries are often needed to expand the mar et and 
develop communities.

Consumers play a ey role in the gro th of fair trade  If consumer a areness 
happens, according to the ne  movement of ethical consumption reported by some 
authors (FERRA  R ER ,  OI , ), fair trade ill be an attractive 
choice  On the other hand, fair trade supply chains should no  their consumers better 
(DORA ,  DORA  A ALE,  LO REIRO  LO ADE, )  

Regarding the spread of fair trade, a ider dissemination of concepts, ith 
support from society, business, universities and government, might help  he 
bottlenec s indicated by the university researcher for the gro th of fair trade in ra il 
are the high cost of certification and the restricted mar et, hich as confirmed by 
the analyzed survey.

hus, companies and consumers have an important role in the expansion and 
dissemination of fair trade as ell as in maintaining sustainable management of the 
entire supply chain. 

his research also raised a set of ne  issues to be addressed in future studies  
he survey sho ed that a high number of ra ilian organi ations lin ed to fair trade 

net or s are composed by beneficiaries of social programs  Future studies could 
analy e if this membership reduces their dependence on social programs and helps 
them overcome poverty  his information may have important implications for public 
policies regarding social programs and the support of fair trade organi ations

Another issue refers to the performance of fair trade organi ations according 
to the origin of resources  Researchers could analy e hether organi ations created 

ith members  o n resources reach different results than those created ith the 
financial support of Os or public funds  o find a good balance bet een public and 
private financing of fair trade projects could positively in uence their development 
and consolidation  e also recogni e that the survey has limitations, such as a lac  
of information on the certification of ra ilian fair trade organi ations  Future surveys 
should consider this information in order to allow a better comprehension of the fair 
trade market in Brazil. 
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