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Abstract 
Achieving sustainable development can only be possible if drastic changes are made at most 

levels. Consumer habits are not the only aspect that needs to change, even though this is pretty hard 
as it is. People’s views on economy, society and politics need to change as well. Sustainable devopment 
is a simple concept, at first glance, but in reality it is highly complex. At the present time it is 
basically impossible to imagine a truly sustainable society since almost everything needs to change, 
starting with ourselves.  

A new “dialogue culture” is needed in order to elaborate and implement the objectives of 
sustainable development, a dialogue between the political and social decision makers and common 
people, groups and non-profit organizations. 

The idea of sustainability takes us towards civil prticipation and, in the end, towards a 
modernization of democracy, because now it is no longer a question of participation in activities 
initiated at the political or administrative levels, but a conscious, responsible participation, a “council 
on common affairs” (Aristotle).  
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1. Changes for a sustainable development  
Achieving sustainable development can only be possible if drastic changes are 

made at most levels. Consumer habits are not the only aspect that needs to change, 
even though this is pretty hard as it is. People’s views on economy, society and 
politics need to change as well. Sustainable devopment is a simple concept, at first 
glance, but in reality it is highly complex. At the present time it is basically impossible 
to imagine a truly sustainable society since almost everything needs to change, 
starting with ourselves.  

Regarding the economy, new management types need to be introduced, which 
should take into account to a higher extent nature as a production factor. The steps 
towards a sustainable development need to be agreed upon at the international level 
if we are to ensure the highest level possible of agreement.  

In the social domain, brand new approaches regarding the principle and practice 
of equitable distribution need to be implemented. Three arguments support this idea: 
to begin with, since the concept of sustainable development first appeared in the 
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politicl discourse of development, the distribution of development chances in the 
complex North-South dynamic are the fisrt to be affected. Secondly, one must take 
into account the extent to which an ecological modernisation of society will be 
tolerated, which does not only bring about new chances, but very new problems as 
well. How can one guarantee that life, work and consumption possibilities will be 
justly distributed? To the last two problems mentioned above, a so-called 
“intergenerative echitable distribution” must be added. The interests of future 
generations must be protected when dealing with the distribution of present chances, 
which implies that society must accept that the present is nothing more than the past 
of our future, when making decision about its chances. 

Another extremly important issues is our disponibility, the society’s and the 
economy’s when it comes to accept these changes in our production and 
consumption behaviour, and why not, our very life style. The most important 
changes though must occur in the political domain.  

Since the very formulation of the sustainable development’s objectives, the political 
system, programmed for a short term, interested in an increase in the standard of living 
because its chances of reelection depended on it, is highly over-solicited. The 
implementation of these objectives underlines the growing need for politics to change, 
since the new emerging values and life styles cannot be regulated at the political or the 
administrative level. Only through good communication can change take place. Thus, in 
order to implement the concept of sustainable development a consensus has been 
reached that aknowledges the necessity of higher citizen participation.  

A new “dialogue culture” is needed in order to elaborate and implement the 
objectives of sustainable development, a dialogue between the political and social 
decision makers and common people, groups and non-profit organizations. 

The sustainable policy needs every single one of us to think without egoism 
what it is exactly that we can achieve if our personal interests coincided with those of 
our community. The idea of sustainability takes us towards civil prticipation and, in 
the end, towards a modernisation of democracy, because now it is no longer a 
question of participation in activities initiated at the political or administrative levels, 
but a conscious, responsible participation, a “council on common affairs” (Aristotle).  

“What can I do?” is often the resignated reaction when being confronted with 
news about climate change or world poverty. But the truth is that we can do 
something, because sustainability does not only include the global or the local level. 
The most important level is the individual level, where things begin to change. 

 
2. Sustainable Agriculture 
The organic sector is developing at a fast pace in the EU. At farm level the rates 

of growth are rather impressive: areas have increased by 6.5% per year on average in 
the EU-27 in the period 2000-2008, animal numbers have increased by the range of 
6.1- 22.2% annually in the EU-15 depending on species groups. The organic sector 
represents a total area of 7.7 mio ha with almost 190 000 holdings in 2008. What is 
remarkable is that most of the growth of the sector has taken place in the last 15 
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years, with the area multiplied by eight in the period 1993-2008 and the number of 
holdings by a factor of 6. Yet absolute levels stay modest since the organic sector still 
represents only 4.3% of the total UAA of the EU and between 0.5 and 5.0% of total 
numbers of animal according to the species. Organic holdings would represent a 
mere 1.4% of all EU holdings (2.8% in the EU-15). 

 
Figure 1.Number of organic producers in the EU.  

Source: Eurostat. 
 

 
Figure 2. Share of organic farming in the UAA (%).  

Source: Eurostat. 
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3. Sustainable Consumption 
 

 
Figure 3. Significance of the organic sector in food consumption (household 

food purchases in the EU, 2006 or 2007) Source: Eurostat. 
 
One part of the dynamics of development of the sector can be attributed to the 

pulling effect of a robust demand for food organic products. Another part appears to 
be linked to the support which is provided to it through the Common Agricultural 
Policy of the EU and especially through dedicated Rural Development measures 
(agri-environment payments). Regarding the first Pillar of the CAP, it is necessary to 
stress that CAP reforms have gradually put the two types of farming on equal footing 
since the early 1990s.  

The economic recession of 2009 may have affected strongly the growth of 
demand for organic products, although data are available only for few Member 
States. Whereas organic food consumption has been affected strongly in the United 
Kingdom (decline by 13.6%), it would have shown better resilience in Germany, 
France and Italy where it remained stable (Germany) or continued growing (France 
and Italy). Overall, organic food consumption appears robust and is likely to resume 
(or accelerate) growth when the economic crisis will be terminated. The organic 
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sector is now extending beyond a mere "niche agriculture" and reaching a certain 
critical mass.  

 
4. Fairtrade 
Fairtrade is a complex trading partnership which seeks greater equity in 

international trade by creating closer relationships between the consumers and the 
producers from the geopolitical North and South. From its shy beginnings as an 
alternative means of selling craftwork in charity shops, Fairtrade products have 
become highly accessible to the consumers in Europe and the United States.  

While sales remain fairly low in global terms, the growth of the Fairtrade market 
has been phenomenal: in 2008, global Fairtrade sales reached 2.9 billion euros, 
growing at a rate of 22% per annum. In 2009, this percentage reached 37% and by 
2010 4.36 billion euros were spent on Fairtrade products. The Fairtrade market 
occupies between 0.5-5% of all sales in Europe and the United States. By 2010, over 
1.5 million disadvantaged producers were directly benefiting from Fairtrade, while an 
additional 5 million were enjoying the fruits of infrastructure and development 
projects financed through the Fairtrade system. 
 

 
Figure 4. Total Fairtrade sales (metric tonnes).  

Source: www.fairtrade.net, annual reports. 
 

 
Figure 5. Total Fairtrade revenues (euros).  
Source: www.fairtrade.net, annual reports. 
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In order to make these possible, Fairtrade has incorporated a dynamic series of 
products, standards and certification systems, new actors, new political and 
organizing alliances and more and more complex governmental arrangements.  

The principles of Fairtrade are very simple: the farmers receive for their 
products fair prices, a function of international market prices. Thus responsible 
business can be conducted, while those living and working in developing countries 
can have food security and a decent standard of living in the long run. Consumer of 
Fairtrade products receive in return tasty products of good quality. These products 
are exported in a direct and controled manner by the developing contries mostly to 
the developed ones, bearing the FAIRTRADE certification that guarantees its 
origins. Consumers that decide to pruchase Fairtrade products are socially 
responsible, contributing personally and actively to a more equitable world. 

Fairtrade revolves around efficient cooperation which is guaranteed to have a 
positive effect on all those that are involved in it. These participants are the 
following: 

 The farmers and their families, since through Fairtrade they can ensure their 
very existence and plan their future. The farmers’ cooperatives receive in return a 
premium for social and ecological development, which they use in order to get access 
to potable water, basic medicine and education etc. Most of the times only through 
the Fairtrade system was the leap towards ecological farming made possible. 

 
 The workers on the plantations, because Fairtrade makes it possible for them 

to enjoy decent standards of work and living, a relationship with their employers 
lawfully regulated by work contracts which include minimum wages, legal work 
standards, labor protection in order to avoid poinsoning with dangerous chemicals 
used in agriculture, the banishment of labor exploitation and providing a minimum 
access to medicine, all of which are not the norm in developing countries of the 
South. 

 The consumers, which can thus enjoy qualitative goods produced by natural 
cultivation. Fairtrade guarantees the origin and controls the exports of FAIRTRADE 
goods, which come from very limited territorial structures. These products are 
permanently cared for, this being the main reason for their high quality. Consumers, 
apart from having access to the good quality products, also act responsibly when 
choosing a Fairtrade product over another, non-Fairtrade one. If only ten consumers 
from developed countries opted for FAIRTRADE coffee, a whole family from the 
South could achieve food security and thus survive.  

 Nature, because FAIRTRADE products are traditionally cultivated, 
respecting the principles of sustainable development: by mixing cultures with other 
plants for personal use, by planting trees that offer shade, by reducing the use of 
chemical substances in agriculture, through the use of natural fertilizers and reducing 
soil erosion. In addition, residues are avoided or ecologically treated. The rain forest 
and natural water supplies are thus protected. All these efforts have positive effects 



Achieving Sustainable Development: The Organic and the Fairtrade Initiatives 102

on our ecosystems, being of great importance to those of us living in the developed 
world. 

 The childen living in the southern hemisphere, because child labor 
exploitation is illegal, while their families’ revenues benefit from the Fairtrade system. 
A certain part of the FAIRTRADE premiums is used for the construction of new 
schools for these very children. 

 

 
Figure 6. Top 10 countires by number of Fairtrade farmers.  

Source: www.fairtrade.net, annual reports. 
 

 
Figure 7. Top 10 countries by number of workers employed by Fairtrade farms.  

Source: www.fairtrade.net, annual reports. 
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Figure 8. Number of Fairtrade farmers in 2010.  

Source: www.fairtrade.net, annual reports. 
 

 
Figure 9. Number of workers employed by Fairtrade farms in 2010.  

Source: www.fairtrade.net, annual reports. 
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There are several raw materials that have the FAIRTRADE logo: coffee, tea, 
chocolate, honey, bananas, sugar and rice. In the following section we will exemplify 
the case of coffee in order to better explain how the above principles are put into 
practice.  

The fall of coffee prices on the international market, beginning with the year of 
1999, threw into poverty hundreds of thousands of people, especially in the South. 
The most aflicted were farmers and their families, who experienced a bitter life crisis. 
A way out of this crisis was presented by Fairtrade. Farmers receive almost double 
for their FAIRTRADE coffee than the international price level. FAIRTRADE prices 
are not estimated solely according to the international prices, but also in accordance 
to the purchase power of the farmers, enabling them to have a decent standard of 
living. In 1997, a quintal of coffee (45,4 kg) was priced at 189 USD, while in 2003 the 
price plummeted to aproximatively 64 USD. The minimum price for FAIRTRADE 
coffee is 121 USD per quintal. If the international price surpassed the minimum 
imposed price of FAIRTRADE coffee, this will then change in accordance. In 
addition to this, 5 USD will be added to each FAIRTRADE quintal of coffee, a sum 
that is destined for sustainable development projects implemented by the coffee 
producers. This premium is usually used for social or ecological development 
projects, such as building a new school or teaching farmers new, ecological farming 
practices.  

 

 
Figure 10.Total Fairtrade coffee sales (metric tonnes).  

Source: www.fairtrade.net, annual reports. 
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Figure 11. The Arabica coffee market 1989-2010: Comparison of Fairtrade and New 

York Prices. 
Source: Fairtrade Foundation. 

 

 
Figure 12. The Robusta coffee market 1989-2010: Comparison of Fairtrade and 

London LIFFE price. 
Source: Fairtrade Foundation. 
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