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Empowerment Bananas

What are empowerment bananas?
Empowerment bananas are fair trade bananas! We call them empowerment bananas because of the potential this type of product has on the producer. Empowerment bananas create a relationship between the producer and the consumer whereby the consumer opts to connect with the producer by purchasing a product that betters the producer’s livelihood by offering a fair wage for his/her product. This type of relationship empowers producers and doesn’t leave them at the mercy of markets. 

A little Banana History

The history of banana trade is one of colonialism, deforestation, contamination, labor abuses and corporate control of economies and foreign governments. One example of oppression under the Banana trade dates back to the United Fruit Company, during the late 19th century. As a matter of fact, during the 20th century, bananas and coffee dominated the export economies of Central America and in the 1930’s made up as much as 75% of the regions exports. The United Fruit Company based its business almost entirely on banana trade generating the term “banana republics” which was used to describe countries with economies dominated by the banana trade. Having been an American company, the United Fruit Company had an incredible amount of “influence” within these banana republics. 

These Prices are Bananas!!

In more recent history, in the late 1990s, the international market experienced an oversupply of bananas, primarily due to the higher availability of export bananas from Ecuador and some other exporting countries. One of the main causes was due to the liberalization (releasing of tariffs) in the European Union market after they established the Banana Regime market. As a result, in the 1980s, many banana marketing companies expanded their infrastructure to prepare for increased market share they perceived they would have due to the EU Banana Regime. However, an international dispute with the WTO created market uncertainties and limited the action of banana market operators. These events coupled with the sluggish growth in demand in saturated markets in the US and the EU resulted in lower banana prices. The lower the international price of bananas, the less the producer gets paid for his crop regardless of the money he/she invested in producing that crop.

Moreover, supermarkets too have reduced their margins in recent years, causing producers to receive economic pressures in the form of lower prices from several different ends. Because banana production is capital intensive and labor intensive, the majority of independent growers are large and wealthy landowners of these countries. The main players in banana production include Chiquita, Del Monte, Dole and Fyfes who grow their bananas in Ecuador, Colombia, Costa Rica, Honduras, Dominican Republic and Guatemala. 

Why Empowerment Bananas are Important
Bananas are among the most widely consumed foods in the world and rank among the top ten most consumed food crops. World exports of bananas come mainly out of “developing” countries. Latin America and the Caribbean supplied more than 80% of total exports in 2003, according to the FAO.  The four main exporter countries (Ecuador, Costa Rica, Philippines and Colombia) accounted for two thirds of the world exports. 

These statistics are telling as they illustrate vulnerability for these producers when market prices drastically decrease. For example, the FAO reports that St. Lucia’s banana exports are 49% over total exports. This means that ½ of their export revenue stream comes from bananas. Similarly, Ecuador’s banana export in 2000 represented 16.7% of total exports and Costa Rica’s banana exports represented 23.1% of total exports.

From these statistics is where the idea of empowerment bananas is born.  Empowerment bananas stem from the idea of deconstructing some of the abusive practices historically associated with the banana trade. Therefore, what empowerment bananas are essentially doing is offering producers a buffer to sways in international banana prices. In short, empowerment bananas make a difference because they: 

1. Protect growers from price decreases created by the market, and

2. They provide an alternative that enables the producer to continue to work and earn his/her livelihood.

Our Role

USFT is committed to creating international linkages between producers and consumers in ways that help empower communities. We believe that empowerment bananas are the feasible and more ethical alternative over regularly traded bananas. We—the consumers—have a power vested in us through our consumption; to make a difference in the lives of our friends from different parts of the world. Empowerment bananas are just one alternative that USFT endorses in building the solidarity in our struggle toward social justice.
The Banana Supply Chain

Preface: Multinational Corporations

The importance of multinational corporations in the banana market cannot be overlooked. Dole, Chiquita, and Del Monte function as huge actors on every level of the supply chain.
 This vertical integration has allowed them to reduce costs in a way that has consistently driven small-scale actors to the margins, if not completely out of the market.
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Figure 4.8 Fair Trade banana supply chain — plantation/farm worker model




Step 1: Production 

Being a tropical product, bananas can only be grown within a certain climate. This has led banana production to be a major endeavor in many countries in the Global South. Indeed, around 98% of bananas are grown in underdeveloped countries. Most of the banana exports, on the other hand, find their way to consumers in the developed world. The United States and the European Union are the destination for a majority of bananas, with Japan also importing a sizeable amount. The vast majority of bananas are produced on large plantations, with a much smaller amount produced on small to mid-sized farms.
 

Distribution of the world banana production
Average on the 2000-2004 period
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Source: FAO

Fair Trade production of bananas can take place either on a cooperative or on a plantation with hired workers. Each of these has its own way of distributing the Fair Trade premium.
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Step 2: Exporting and Importing
Bananas are packaged in boxes, which are then put on pallets, which are then put in a container. The general rule is 40 pounds to a box, 48 boxes or cases to a pallet, 20 pallets to a container. Transportation logistics, much more than control of production, have become the competitive advantage of MNCs. Vertical integration allows MNCs to control the handling of the fruit from the export stage to the ripener, generally allowing them to deliver more consistent quality. Bananas have just a couple of weeks between harvest and when they start to ripen, even if they are transported in ideal cool storage conditions. Importers that do not own their own refrigerated cargo ships—or cannot lease an entire vessel—are at the mercy of container ship companies which may:

1. Charge more than twice the price that MNCs pay to transport their own fruit on their own ships

2. Take up to three weeks to reach the destination port because of numerous port calls en route—thus decreasing shelf life and increasing chance that bananas will ripen before they reach the market and have to be dumped.

3. Push out or increase prices on small importers without contracted space when demand for shipping space is high. (Small importers without long term supermarket contracts cannot always risk signing long-term shipping contracts, which leaves them vulnerable to shipping price fluctuations and potential lack of space on a ship in a particular week)

4. Have trouble controlling the temperature in the containers, thus causing spoilage. Claims against shipping companies are notoriously arduous and occasionally fruitless.

Because MNCs own or lease a fleet of their own ships, they can control departure and arrival to cater to their clients needs. MNCs also do not suffer the long delays (5-7 days) in clearing their containers with USDA inspections that small importers face. In order to supply a supermarket with yellow bananas seven days a week, it is generally necessary that there are at least two arrivals per week, or that bananas are young enough (arrived quickly on MNC ship) to withstand storage. Small importers must ship full container loads (20 pallets) at a time. If they only have demand for one container per week, supermarket will generally have to fill in with another brand for part of the week to provide ripe bananas to their customers every day. Supermarkets are generally unwilling to switch from brand to brand (or Fair Trade to non-Fair Trade) during the week. 

Step 3: Ripening


The produce distributor or ripener picks up bananas in a truck from a port that is most convenient to them (Northeast picks up in Connecticut or NYC/NJ; Eastern Seaboard in NYC/NJ; Southeast in FL or Mississippi; Midwest in the Northeast, Mississippi, or Texas; Rocky Mountains in Texas or Southern California; western states in Southern California).


The produce distributor for supermarkets and campuses will often have their own ripening facilities, but will sometimes buy ripened bananas from a third party ripener. 

Step 4: Distribution

In the case of the college campus, the food service provider chooses a local produce distributor to deliver fresh produce to the university. The distributor delivers fresh produce to the university several days a week. With limited availability of Fair Trade bananas, it is possible a distributor would not have ripe Fair Trade bananas every day of the week and would need to substitute with other brands on some days.
 

Step 5: Consumption


Peel and eat.
Points to Consider: Fair Trade Bananas

I) Importers can make pallet quantities of FT bananas available at port by mixing containers at origin with Fair Trade and conventional produce. However, it’s very unlikely that a distributor will make a special trip to a port just for one or two pallets of bananas. If distributors do make this special trip, they often mix the Fair Trade bananas with other products that hold at cooler temperature, thus damaging the Fair Trade bananas in transit. If Fair Trade bananas are available in the same port distributors are used to using, it will make things much more feasible.
II) Fair Trade bananas will probably cost several dollars more per box than what the university is used to paying. If the bananas are sold a la carte, the cost difference can be passed onto students. Even if the price difference is as much as $4/box, that breaks down to just $0.10/lb or $0.03-0.04 per banana. There will be a substantial price increase per box ($6-7) if the university switches from non-Fair Trade conventional to Fair Trade organic, thus Fair Trade conventional would be a good option for universities that currently offer only conventional bananas.
Bananas, Multinational Corporations and Fair Trade

Bananas are the world’s fourth most important food crop (after rice, wheat and maize) in terms of gross value of production. While many different varieties are grown for local consumption, almost all bananas for export are of the Cavendish variety. Approximately 26 percent of the Cavendish crop is exported, and about 80% of those exports come from Latin America. 

Production techniques used for export and self (local) consumption are very different, as are the production costs. Bananas produced for the local market require very few external inputs (e.g. pesticides, synthetic fertilizers), but are labor intensive. Export bananas require extensive inputs to ensure a long shelf life, sufficient size and good appearance. In addition to fertilizers and pest control, export banana farms generally need to invest in a cable system to transport bananas, drainage and irrigation, and packing sheds with washing tanks. 

Plantations

Approximately 73 percent of bananas in the US market come from Central America and Colombia, where the vast majority of banana farms are large plantations (several hundred to thousands of acres). These large plantations are, in some cases, owned by multinational corporations like Dole, Del Monte and Chiquita. However, it is estimated that less than half of the bananas sold by these three major brands originate on company-owned plantations. The remainder come from independently owned plantations which sell their production to the multinational banana companies (MNCs) either under long term contracts or, increasingly, on consignment. (Consignment terms mean there is no price guarantee; rather, the importer gets what it can in the market, and returns the selling price, less costs and commission, to the grower.) 

Increasingly, MNCs are divesting of their own farms in favor of simply transporting and marketing the fruit for independent producers. Divestment provides these companies some protection against production loss due to weather or labor strikes. Sourcing from individual growers reduces MNCs’ culpability in legal and public relations terms when environmental and labor conflicts arise. 

Divestment also insulates MNCs, to some extent, against falling prices. Indeed, US real (in constant $) wholesale prices for bananas have fallen almost 40% since 1985. Falling prices have required MNCs to lower their margins, improve their transportation efficiency, and reduce prices to growers (or production costs on their own farms) in order to maintain profitability. Divestment generally happens first in higher-cost regions like Colombia and Panama, where unions have achieved the highest wages. MNCs with a history of ugly confrontations with workers and unions may now be choosing to simply close up shop in regions where unions threaten to increase costs considerably. One MNC has recently begun investing heavily in Brazil, where wages are low and labor organizing and environmental regulation are weak. Companies or individual growers faced with falling prices may view labor or environmental improvements as a sure path to bankruptcy—unless those improvements carry some economic incentive, such as the price floor guarantee provided by Fair Trade.
The divestment trend is troubling to labor and environmental activists who, in recent years, have seen the MNCs pursue social and environmental certifications and improve relations with unions on their company-owned farms. Without their brand attached to the farms and without market demand for responsible bananas, the MNCs have little incentive to closely monitor their independent suppliers. 

Small(er) growers 

Another 25 percent of bananas in the US market come from Ecuador. A small amount also comes from Peru. Thanks to land reform in Ecuador and Peru many years ago, the majority of banana farms in these countries are relatively small. The Ecuadorian government reports that approximately 80 percent of banana farms in Ecuador are relatively small, between 1 and 30 hectares (2.5 to 74 acres). Banana production in Ecuador requires between 1 and 5 workers per hectare, so even the small farmers generally depend on hired labor at least once a week on harvest day. Medium-sized farms (5-30 hectares) may harvest several times a week and have dozens of workers. 

The situation of workers on the smaller farms can be even more precarious than that of workers on larger farms for several reasons:

1. Small farms may only have work once a week (on packing day), so a worker must find work elsewhere for the remainder of the week. This means it is extremely rare that these workers have health care or social security. 

2. Small farms with less sophisticated production techniques have higher production costs and may pay lower wages to compensate.

3. Small farms often operate under the radar and are not often scrutinized by the international community like large, MNC-owned farms are. 

Dole, Del Monte, Chiquita and Noboa (Bonita) all source bananas from Ecuador, where the government sets an official “minimum price” (current farmgate price is $4.00 for a 40lb box). This minimum price is generally respected when supply is short, and rarely respected when there is an oversupply, which is the majority of the time.

Transportation Logistics

Transportation logistics, much more than control of production, have become the competitive advantage of MNCs. Vertical integration allows MNCs to control the handling of the fruit from the export stage to the ripener, generally allowing them to deliver more consistent quality. Bananas have just a couple of weeks between harvest and when they start to ripen, even if they are transported in ideal cool storage conditions. Importers that do not own their own refrigerated cargo ships—or cannot lease an entire vessel—are at the mercy of container ship companies which may:

1. Charge more than twice the price that MNCs pay to transport their own fruit on their own ships

2. Take up to three weeks to reach the destination port because of numerous port calls en route—thus decreasing shelf life and increasing chance that bananas will ripen before they reach the market and have to be dumped.

3. Push out or increase prices on small importers without contracted space when demand for shipping space is high. (Small importers without long term supermarket contracts cannot always risk signing long-term shipping contracts, which leaves them vulnerable to shipping price fluctuations and potential lack of space on a ship in a particular week)

4. Have trouble controlling the temperature in the containers, thus causing spoilage. Claims against shipping companies are notoriously arduous and occasionally fruitless.

Because MNCs own or lease a fleet of their own ships, they can control departure and arrival to cater to their clients needs. MNCs also do not suffer the long delays (5-7 days) in clearing their containers with USDA inspections that small importers face. In order to supply a supermarket with yellow bananas seven days a week, it is generally necessary that there are at least two arrivals per week, or that bananas are young enough (arrived quickly on MNC ship) to withstand storage. Small importers must ship full container loads (20 pallets) at a time. If they only have demand for one container per week, supermarket will generally have to fill in with another brand for part of the week to provide ripe bananas to their customers every day. Supermarkets are generally unwilling to switch from brand to brand (or Fair Trade to non-Fair Trade) during the week. 

Retailer consolidation and contracts

Bananas are one of the most important—if not the most important—item in the grocery store. Consumers are generally very aware of banana retail prices, and supermarkets feel an uncompetitive banana price will cause consumers to perceive that all of their products are overpriced. In high-price markets like California and the Northeast, where the majority of retailers sell conventional bananas at $0.69-0.79/lb, supermarkets make more money on bananas than any other item in the store. In low price markets like the Midwest, bananas may retail at $0.29-0.49/lb, and retailers work on very thin margins. Retailers are extremely reluctant to raise prices or give up their margin on such a high volume product. Because bananas are so price-sensitive, transportation efficiencies are key.   

Three major brands—Dole, Del Monte and Chiquita—control over 80 percent of the US banana market, though their share of the European and Asian markets is much lower. Despite their high market share in the US, their profit margins are actually much smaller in the US market than on other continents. The three big brands often depend on higher profits in Europe or higher margins on other commodities like pineapple to offset losses from US banana sales. 

The power of the major banana brands to dictate prices has been steadily eroded over the last couple decades as supermarkets consolidate. To lock in consistent supply at low prices, supermarkets sign long-term contracts with the large banana brands. Nearly all supermarket chains with more than 50 stores ripen their own bananas and sign year or multi-year contracts with one of the three major banana brands. A major banana brand faced at losing a 2000 store supermarket client, for example, will continue to reduce their contractual price, especially if this banana brand owns the production and is thus desperate to find a market. Supermarket consolidation has thus raised the stakes and given MNCs yet another reason to divest of their company-owned farms. 

Fair Trade

Many would argue that MNCs have deep pockets and could improve social and environmental standards if they chose—which is quite true to some extent. However, a study of the economics of bananas (downward price trends, already tight margins) will reveal that even MNCs cannot indefinitely increase costs on the farm (higher wages, health care, etc) unless retailers and consumers are willing to pay higher prices. In fact, the simple fact that Fair Trade guarantees a minimum price to growers and adds marketing value to a commodity is very appealing to all banana brands, including the big ones.

Medium and large-scale retailers are generally unwilling to take a risk on an unknown banana supplier. While the Fair Trade price to farmers is significantly higher than the market, if the transportation costs were a level playing field, the cost differential to the retailer could be surmountable. However, independent importers shipping container—not entire vessel—quantities may pay more than twice what the multinationals pay to transport their bananas. In coffee, the Fair Trade price differential can more easily be hidden in the higher margins of specialty coffee roasters, and the retailers notice little difference. 

Fair Trade can deliver benefits to farm workers on MNC-owned and independent plantations by making unionized farms with high wages profitable through the price floor guarantee, and through the empowerment realized through the Joint Body (the worker organization mandated by FLO).  For small farmers, Fair Trade provides market access and a price floor that allows them to pay higher wages to their workers, and the cooperative structure allows them to offer full time work and benefits to their harvest workers. If the Fair Trade movement is open to taking advantage of MNCs transportation logistics and long-term contracts with retailers, small farmers and plantation workers could benefit enormously, as MNCs can source from both cooperatives and plantations. TransFair USA and other Fair Trade stakeholders would have to continue to emphasize that the product bearing the label is Fair Trade Certified, and that label is not an endorsement of the entire company.

Suggestions on how to get Fair Trade Certified bananas on campus:
1.      Meet with your food service provider and find out:
a.       What is the name and contact information for their local produce distributor
b.      What volume of bananas does the university consume each week and/or what would the likely volume of Fair Trade bananas be (i.e. is the university open to offering FT bananas as a replacement for all bananas, or just in a couple of cafés?)
2.      Contact Rory Phillips, USFT BANANAS Campaign Coordinator (402.319.5799 or rory@ifairtrade.net), Isaac Grody-Patinkin, Oké USA Fruit Company (917.435.1398 or Isaac@okeusa.com), or Hannah Freeman, TransFair USA (541.308.0800 or hannah@transfairusa.org) with the above information and any other relevant information (i.e. Do the students only want FT organic or is FT conventional ok? Are there other universities in the area that might be able to pull FT volume from the same distributor?) 
3.      We will help you with calling the produce distributor to discuss sourcing options. We can also help to piece together demand for various outlets: universities, retailers, etc.
4.      We will then follow up with the student about whether it looks feasible for the university to source FT bananas through that distributor and/or whether there are other distributors in the area that carry FT bananas and could deliver to the university. 
5.      The food service provider and produce distributor need to follow up with each other directly to discuss pricing and logistics. 
Transfair Certified Importers

Albert’s Organics | Joe Stepka | Bridgeport, NJ 
Phone: 888-289-8418 ext 42168 

Bridges Produce | Scott Schultz | Portland, OR 
Phone: 503-235-7333 

New Harvest Organics | Philip Ostrom | Patagonia AZ
Phone: 520-394-2731 

New Century Produce  | Dennis Kontos  |  Armstrong BC
Phone: 250-546-0499 

Oké USA  | Jordan Bar Am  |  Canton MA
Phone: 617 833 9527 

· Fair Trade Organic and Conventional bananas available in the Northeast and Midwest

Jonathan's Organics | John Musser | East Freetown MA 
Phone: 508-763-5505 

· Fair Trade Organic bananas available in Southern California

Turbana Corporation | Juan Alarcon | Coral Gables FL
Phone 305-529-1284

· Fair Trade Organic and Conventional bananas available in the Northeast

· Fair Trade Conventional bananas could easily be available at the port in Freeport, TX
 Oké USA: Fair Price, Fair Share, Fair Say

Oké Fair Trade Bananas Raising The Bar

By Isaac Grody-Patinkin
Enjoy the delicious act of being Oké! Oké is the only 100% committed Fair Trade Fruit company in the United States. We invite you, the vanguard of the Fair Trade movement, to join us in raising the bar. Together we can go beyond paying a fair price, and work with farmers and workers to change the system of inequality. 

Oké is an exciting new model of Fair Trade that links farmers, Fair Trade organizations, and you. The farmers who grow Oké bananas, don’t just receive a fair price, they are co-owners of the company!  On top of the Fair Trade Price, as 30% owners of Oké USA, Farmers also receive a share of company profits. Ownership means power. Land reform and the Cooperative movement have dramatically changed the banana landscape. Farmer-Ownership of the final product starts to tackle the ice berg of change at the roots of inequality of power. 

The full ownership of Oké USA looks like this: 60% Agrofair: the pioneer of Fair Trade fruit in Europe, half owned by the farmers and half owned by 4 Fair Trade nonprofits; 30% Red Tomato: A visionary Boston based nonprofit working to reinvent local foodsystems; and 10% Equal Exchange, the pioneering Fair Trade Coffee company.  

What makes Oké unique, is not just Farmer-Ownership, but a commitment to deepening the Fair Trade movement. We are working with students, community groups, communities of faith, like minded businesses, and activists to Change What It Means to Eat a Banana!

We’re working with students on campuses across the country on Critical Mass Campaigns: 960 boxes per container, means about 25 schools, coops, or local supermarkets to get a new container of Oké Fair Trade bananas into the country. Because the price for Organic Bananas is so much higher than non-organic, Oké Fair Trade Ecological bananas are often the way to go. 

What’s Fair Trade “Ecological” mean? Well, as Silvia Arévalo, a Farmer-Owner of the El Guabo Cooperative in Ecuador explained to students across the Northeast, “Conventional” doesn’t quite describe the growing practices of her cooperative. 

“Conventional describes a banana that is 100% chemicals,” Silvia said. “When you buy our Fair Trade bananas, even the non-organic certified fruit, you are buying a clean banana.”  Buying an Oké Fair Trade banana is supporting farmers in protecting our planet.

Fair Trade certification guarantees that farmers adhere to strict standards of pesticide and waste reduction, erosion control, the protection of waterways and forests, crop diversification, and reforestation. Oké producers practice ecological production using Integrated Crop Management, in accordance with Fair Trade criteria. 

So let’s get together and change the banana trade!

Give me a call or drop me an e-mail to learn more about Oké USA.

Isaac Grody-Patinkin
917-435-1398

Isaac@okeusa.com
www.okeusa.com
PRESS KIT: A GUIDE ON HOW TO USE THE MEDIA
Why the Media is so important!

The media is one of the best ways to get our message heard. The media plays an expanding role in our society. It informs the public, generates political ideas, and mobilizes social action. It plays a role in accountability, constantly challenging political leaders through questions, debates or interviews. The media can be strong allies to NGOs. Therefore, establishing good relationships with journalists and other media contacts is an integral part of any EFFECTIVE media outreach campaign. 
However, NGOs and many other organizations often use the media without specific goals or targets. They may send press releases or hold press conferences without having sufficiently news worthy information to give the press, which results in poor coverage, and later minimizes the organization’s access to that media source due to disinterested journalists. Here are examples of how to use  the media: newspapers, magazines, films, radio, television, the internet, books, pamphlets, cds, dvds, and other forms of publishing. More popular student forms of media use include: campus newsletters, email campaigns, flyers, articles in newspaper, websites blogs. 
How to use the media
In this section of the document, we will help you get your media campaign going!! This press kit will explain the different forms of media you can use and will go into detail on how to best use them. Ways to reach larger groups of the population through the media include press realeases, interviews and press conferences. This document will tend to focus more on types of media use that students may not have as much experience with such as press releases, interviews and press conferences. This guide will also help you form your message and give step by step instructions on how to embark on a new phase of media campaigns that will reach more people.  

First things, First
It is important to have a clear, realistic aim when you use the mass media, such as: specific facts to be dissemi​nated, a project announced, an appeal for money or support, introducing a new person or activity or issue, a call to action. If you do not have newsworthy information, you may have a difficult time getting coverage. Equally important is to decide what media source to reach out to when you start your campaign. This requires for you to analyze who you want to hear this coverage? Are you targeting a local audience? National? Issue-friendly? Issue hostile? Your target audience helps you choose what FORM of media to use (newspaper, magazines, radio, tv). This is a really important consideration for a successful campaign. 
In short, establishing what type of media to use and developing newsworthy material are both the beginning steps in your media campaign. The next step is gathering your material into something the media will not be able to deny coverage!!
Material—how to develop news worthy material
Any of the following types of messages can be seen by a journalist as a good opportunity to inform the public. Try to make sure that the media issue you are seeking coverage for falls under one of the following:

• conveys general information, serving as a public education tool

• counters popular misconceptions

• comments on an issue, providing an alternative viewpoint
• creates an environment of political pressure

After developing good material, venture on to the next step of your campaign—establishing a media contact.

How to Establish Media Contacts

Although journalists face tight deadlines and are extremely busy, they will make time to talk to you if you can prove that you are a valuable source of information. In order to do so, you must first conduct background research.

Suggestions:

1. Make a list of the newspaper, radio and/or television media outlets with which you would like to establish a relationship. Label these your target media contacts.

2. Next, research what type of stories your “target media” contacts cover. This would require for you to read, listen and watch the reporting that your target media contacts produce. Use the internet to put yourself in touch with past articles they have covered.

3. Try to identify one or two journalists that write stories relevant to your organization’s topics

After doing this background homework, you can then contact your target media.

Contacting your Target Media

1. When contacting your target media, be short and succinct as you may only have a few minutes to make your point. 
2. Introduce yourself and your organization and its mission statement.
3. Briefly explain why your calling (an event, to raise awareness)

4. Establish yourself as the point person for the organization

Points to Remember

Once you have established a relationship with the media, maintaining it is equally as important. Here are some important points to remember that may allow the media contact to become a powerful and useful ally.

1. Try to respect a journalist’s deadlines (ex. If he/she mentions they are usually at 2pm, don’t send him/her info or call around that time)
2. Just because you deem the information you are relaying newsworthy, it does not mean the journalist will share your opinion. Because it is better to maintain a relationship than not have one at all, try to be patient and understand if your issue does not get coverage and try again with another event.
3. Understand and respect the basic tenets of journalism which include: ethics, credibility and impartiality. Most journalists are obligated to provide varied perspectives on the same issue in an attempt to illustrate facts.
4. To keep track of your contacts, keep a comprehensive database of journalist contacts once you’ve established them. Notes you’ll want to include are: full name, media outlet, journalist title, telephone and fax numbers, email address, city, country and other info the contact has given you.

II. Creating a Powerful Message

The foundation to our campaign has been created. We surveyed types of media to use, established a target media source, and developed newsworthy material. Now it’s time to work on creating a POWERFUL message. In order to do this you must establish an outreach strategy and goals. 

A. Identify Your Media Outreach Strategy & Goals

Two important aspects of your campaign include:

1. The message  you want to relay 
2. The strategy you will use to relay it.

Will your message be proactive or reactive? A proactive message introduces a theme or idea and raises awareness. A reactive theme has already received coverage and is in response to that coverage. 

Once you have decided which type of message you will use, make sure it is clear and specific. It should include:

1. The situation the campaign is addressing

2. The solution the group proposes

3. A call to action- what the public can do to help solve the problem

Remember, the campaign’s message and its three parts (problem, solution, action) should be featured

in every article, interview and conversation conducted during the course of the campaign. In addition, the message should also reflect the overall mandate of your organization and goals.

It is really important to remember that we are in a stage of growth for fair trade. Therefore, it is crucial for your target audience to be individuals with whom you are seeking to gain alliances and not only individuals that are already like minded. If we want to eventually be mainstream fair trade, these are the people we will have to target.

Suggestions to make the message more powerful

1. Create talking points-Talking points summarize your campaign’s central message in three or four sentences. Everyone who speaks during the campaign should know and speak on these talking points fairly well and comfortably. Using facts and statistics is useful and convincing.
2.Utilize sound bites-Sound bites are shorter than talking points and encapsulate the message in words and

symbols that will grab the audience’s attention. Sound bites are useful for print interviews, but are especially important for broadcast media.
D. Timing-Timing is pivotal because of so many different individuals competing for media attention. Try to find current events or breaking stories that relate to your campaign/issue. Another alternative is using a special occasion or a key date.

3 Specific Media Tools
There are several ways to use the media and it is your job to find which form of media best suits your issue. After having laid the groundwork to your campaign by identifying types of media to contact, doing the background research on them, formatting and strengthening your message—you can now choose which media tool to apply these suggestions to. This section will explain in full detail, how to prepare for forms of media use that are for larger scale audiences and that students may have less knowledge or experience with. They include: 1. a press release, 2. an interview and 3. a press conference. 

A. The Press Release 
A press release is a common technique for presenting information to the media. It is often used to break news, spread information, publicize a story, condemn actions and state your organization’s mandate.

Press Releases include:

1. Your organization’s name and logo

2. Contact information 

3. The date

4. A headline that reflects the main message

5. A lead paragraph that explains the problem and gives key information

6. A background paragraph that gives the context to the problem

7. At least one quote from an expert on the subject

8. A suggested solution and a call for action

9. A brief organizational description/a mini-mission statement at the end of the document

B. The Interview
An interview is a Question-and-Answer session between a journalist and a source. Journalists use interviews to gather information and to hear different points of view. Media interviews provide an opportunity to convey an organizational message, share information and respond to current events.

Preparing for an Interview
Research: Who will be the interviewer? What is the topic of the interview? Where will

it take place? When will the story be used? How long will the interview be? What kind

of stories the interviewer has done in the past?

Prepare: What core message do you want to convey through the interview? Write down two or three ways you can express that core message. What new relevant information

can you put forward? Think about statistics or other examples to support your core message.

Practice: Prepare ten tough questions. Be ready to answer questions that may be

difficult or uncomfortable for you or your organization. Practice what you want to say

and how you want to say it. Have a colleague or friend stage a mock interview.

C. The Press Conference
Press conferences are formal, arranged meetings held with members of the press at which the organizer usually offers a statement and then answers questions from journalists. Press conferences provide an opportunity for direct communication between a group and the media. A press conference can be successful only if members of the media will report on it. Before a group decides to hold a press conference, its staff should consider whether the subject of the conference is important enough to take the reporters away from other tasks.

Bear in mind that the press conference is for the benefit of journalists. Limit the number of speakers so that there is sufficient time for journalists to ask questions once the formal presentation has been made. 

Arranging a Press Conference
At Least One Week Before

1. Reserve a venue

2. Arrange for a podium, chairs, and, possibly, food and drinks for reporters

3. Schedule a time based on media deadlines

4. Prepare an announcement of the press conference. Include the briefing topics and speakers, explaining the speakers’ expertise on the topic.

5. Send out announcements by fax, mail or hand deliver to: editors, assignment editors, reporters, national wire services, weekly calendars/bulletins, allies and supporters

6. Prepare written material for the conference, including press kits with a briefing agenda, speaker bios and any other relevant documents

7. Prepare an outline of talking points and share them with the speakers. Make sure the speakers understand their talking points so that there is no overlap during the presentation.
1 Day Before

1. Contact the speakers to review the order of presentations and talking points

2. Contact members of the media to remind them of the press conference

3. Arrange materials, including extra copies to send journalists who do not attend

4. Visit the venue for the press conference to make sure details are in order


The Day of the Conference
1. Issue a press release that contains the main message of the press conference

2. Make last-minute calls to assignment desks and editors

3. Check on the venue several hours before the conference starts

4. Make sure the doors are unlocked for reporters and that the room is easy to find

5. Review the order and talking points of the press conference with speakers while they are all together

During the Press Conference
1. Have a sign-up sheet to get the names and addresses of reporters

2. Distribute press kits and your business card

3. Give reporters a written list of participants

4. Make opening remarks, introduce speakers

5. Arrange the necessary one-on-one interviews and follow-up interviews

6. Record the conference so that it can be reviewed later

7. Take pictures for your organization’s use

Following up
1. Send press kits to reporters who did not attend

2. Call reporters who did not attend but seemed interested

3. Monitor coverage to see how the press conference was reported

4. Clip newspaper and other coverage of the event

In closing, here are some additional suggestions on what to include in the press kits that you send to reporters for follow up.

Suggested Press kit contents

-brochure of your organization with mission statement, website address and contact person
-bananas fact sheet

-facts and figures of banana market/history

-Quotes from famous people about banana market

One Debate


The presence of large multinational corporations in Fair Trade banana production has proven to be of concern to both small and mid-sized banana farmers already operating under Fair Trade standards. Were a large fruit company such as Dole, Chiquita, or Del Monte to enter into the Fair Trade market on the producer as well as the importer level, it is possible that this complete vertical integration would allow that large fruit company the ability to offer lower prices for Fair Trade bananas. 

While this is good news for consumers, it is bad news for small scale banana farmers. It could act to further marginalize smaller scale farmers within the Fair Trade framework. Such farmers would no longer be able to offer competitive pricing on Fair Trade bananas within the US market.

 On the other hand, without the economic incentives of Fair Trade, MNC-owned farms face divestiture. This would spell the loss of all former, current, and future improvements in labor standards that worker unions have fought to achieve. Banana workers’ unions see Fair Trade as a possible way to make unionized plantations economically viable for multinational corporations. This would hopefully end the current trend of farm divestiture and give banana workers a solid ground to stand on.

Without a clear path to a win-win situation for both cooperative banana farmers and banana farm workers, Fair Trade supporters find themselves at a standstill. As a movement committed to the prosperity of all marginalized producers, we become wary to choose sides in this debate. Yet bananas continue to be produced, shipped, and bought in the US under conditions which offer little relief to anybody. A sound, win-win solution must be found so that banana producers everywhere can prosper.

Sources for More Information
http://www.bananalink.org.uk/
(Geared towards the UK but still has lots of good information)

http://www.panna.org/resources/gpc/gpc_200404.14.1.06.dv.html
(An article: “Support Banana Workers: Bring Justice to the Table”)
http://www.fairtrade.net/sites/standards/sp.html
(Check out the generic standards for small producers and those for bananas)
http://www.fairtrade.net/sites/standards/hl.html
(Get the generic standards for hired labor here)

http://www.fairtrade.org.uk/resources_reports.htm
(Reports done on the impact of Fair Trade)
http://www.fairtrade.org.uk/suppliers_growers.htm
(Producer Profiles)

http://www.agrofair.com/
http://www.okeusa.com



Fair Trade: Market-Driven Ethical Consumption written by Alex Nicholls & Charlotte Opal, Sage Publications, London, 2005

Hannah Freeman, Produce Accounts Manager, TransFair USA, 541-308-0800

Jordan Bar Am, Red Tomato, 973-303-2162

� To date, no major multinational corporation has been certified to sell Fair Trade bananas in the United States.


� There are many issues with regards to the production of bananas, from the massive amounts of pesticides used in order to produce a visually appealing crop to the instability of small and mid-sized farms to the trends towards union busting and farm divestiture on large plantations. Any of these (reduction of pesticide use, stabilization of small and mid-sized farms, empowerment of banana plantation workers) could be the basis for a strong campaign for Fair Trade bananas. FLO standards for bananas promote the reduction of pesticides, stabilization of prices through long term contracts, and worker empowerment.


� See the section on Fair Trade banana companies to see who can provide bananas to which port.


� This could become an issue for food service providers, as they may be unwilling to switch brands throughout the week.
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Figure 4.5 Conventional banana supply chain



