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Abstract

Sustainability depends heavily on the way Earth is treated by its current inhabitants. In recent years, a number of countries have passed laws aimed at focusing on the preservation of the planet. Issues that arise from such laws and sanctions may affect the capitalism of the coffee industry, for example, western coffee companies like Starbucks and Jacobs Douwe Egberts could have taken advantage of developing, coffee-growing nations for the sake of profit margins and increased gross domestic product (GDP). The United Nations labeling certain coffee producers and organizations “Fair Trade,” it may seem as if the world’s nations are becoming better equipped to help the citizens of developing nations escape poverty while also protecting these people from being taken advantage of by large corporations. According to the United Nations Bruntland commission, “sustainable development is development that meets the needs of the present without compromising the ability of future generations to meet their own needs.”  The purpose of this research is to investigate the purpose of sustainability and discuss the implications of such practices on the global coffee industry. Why are organizations being forced to beginning to choose better, more socially responsible business practices? What is sustainability in relation to the global coffee market? How does the practice relate to the coffee industry and developing nations? Has globalization led to increased sustainability in the coffee industry?
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Introduction
As the world continues to get smaller, goods are exported and imported on a global scale. The internet along with its subsidiary social media applications has made working conditions, lifestyles, and cultures around the world easy to access. Globalization, defined by the Cambridge Library dictionary as “the ​development of ​closer ​economic, ​cultural, and ​political ​relations among all the ​countries of the ​world as a ​result of ​travel and ​communication ​becoming ​easy,” has shed light on a variety of issues facing the coffee industry at home and from the growers abroad.
	In 2008, the “global coffee crisis” helped to revealed working conditions, salaries, and the reality that small-scale coffee growers in the global economy did not profit as well as the industries buying their crop. Small-scale farmers work in volatile markets and are often subject to harsh working conditions by North American standards. Because coffee crop can only be yielded once a year, farmers only receive wages based on the amount of crop that big businesses like Starbucks buy in the given year. 
	As a cash crop, coffee beans have the potential to build a bridge between industrialized nations and developing ones. With the notion that coffee farmers should not have to suffer extreme conditions for meager wages, the United Nations passed the Fair Trade Act and also aimed to strengthen the relationships between coffee growers and the coffee buyers of big businesses. Through sustainable growing practices like technical training that teaches farmers how to grow a consistently high quality crop while lifting growers out of poverty, coffee buyers are also working to decrease market volatility and ensure profit margins. What effect do such practices have on the coffee industry? Corporations that buy coffee crops are aimed at ensuring their net profits; this is likely part of the reason so many enter coffee grower markets in Central America and parts of Africa where labor is less expensive than in other countries. Instead of buyers taking advantage of growers who live in poverty and are desperate to feed their families, sustainable practices like the Fair Trade Act and sustainability practices pushed by the United Nations are working to help growers out of poverty and into “livable” wages that provide “decent” standards of living. This means that large scale corporations will spend more money training coffee growers, paying them higher salaries, and teaching them how to keep crop yields at a consistent level. Because farmers in number of crop growing countries like Costa Rica and Sierra Leone live in a volatile market, the growers live in poverty because they do not have access to credit, and therefore would expected to pay for additional land, supplies, and other necessary elements out-of-pocket. 
Literature Review
	Although the articles, papers, reports and scholarly journals referenced in the text were of high qualities, there were limitations. Just as every researcher seeks to identify different problems and issues, so do authors of varying research papers. In the article “Is Fair Trade Coffee Really Fair?” by Kimberly Ann Elliott in 2012, the author attempts to the definition of fair trade coffee, and other items labeled as such, more apparent. According to Elliott, this labeling means that agricultural product producers in a third-world or developing nation were not taken advantage of during the necessary growth or harvesting process of a product such as coffee, for example. Both nations have a mutually beneficial agreement that improves the quality of the product for buyers as well as the capital and resources received for sellers and/or producers. “Fair Trade” is a relatively new and rapidly used term for these mutually beneficial relationships. Are organizations impacted by having or not having this label on products? According to the article, the answer may not have been “yes” as of 2012, but sales were projected to decrease in the near future if consumers around the world and especially in the United States did not consider a preferred brand socially responsible. 
	What makes Fair Trade coffee “fair?” Fairness can be defined as a mutually beneficial relationship between the corporate agricultural buyer and the agricultural growing nation’s producer. Fairtrade labeling, developed by the Fairtrade Labelling Organization (FLO), increased sales and overall market growth for sustainable organizations, like Starbucks, and other corporations that participate in the global coffee industry. According to Dragusanu, Giovannucc, and Nunn in “The Economics of Fairtrade,” sustainability practices are examined from the vantage point of the corporate buyer.
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What is sustainability?
Instead of referring to Earth-friendly practices like recycling plastic bottles and reducing the carbon footprint of a manufacturing plant, the term “sustainability” has a different meaning when used in regards to the global coffee industry. Sustainability refers to the mutually beneficial relationship between corporate coffee bean buyers such as Starbucks and Nestle in developed nations (such as the United States) and coffee producers, or growers, in developing nations like Nicaragua, Ghana and Brazil. Sustainability practices are the rules and regulations that help the growing economy of developing nations while also ensuring that citizens in such nations are not being forced to produce products under life threatening or unfair contractual conditions.
“Sustainable” partnerships between coffee producers and coffee-buyers occur when the relationship benefits both parties. In what ways do coffee buyers benefit from long-term relationships? In the case of the global coffee industry, corporate buyers can benefit in two particular ways: sellers buy a consistently high quality coffee bean and ensure that coffee shortages will not inhibit sales or cash flows.
Coffee farmers benefit from sustainable practices by being trained to grow consistently high quality coffee beans. This consistent, high quality is noted by the long-term contractual agreements that corporate buyers enter with producers. From the perspective of the coffee supplier and the governments of the developing nations they represent, these long-term agreements offer promising chances to increase such factors as the nation’s gross domestic product and the living conditions of citizens. Both groups enter these agreements in order to have a steady stream of income (coffee farmers) while providing corporate buyers with the assurance of high quality and consistent annual crop yields that are necessary for product sales. 
There have been a number of notable coffee shortages to affect the global economy and more importantly, the supply of coffee beans. In order to help build the economy, governments and people in developing nations often seek to export agricultural products. In 2008, a global economic coffee crisis struck developing nations whose people depended largely on the sale of coffee crops to sustain themselves and their households. The rising popularity of the “robusta” coffee bean, grown mostly throughout African nations like Rwanda and Ghana, led to depleted essential nutrients in soil and led to low quality crop yields (Cleland, 2010, p. 10). Other than negatively affecting coffee farmers, large corporations like Starbucks and Jacob Douwe-Egberts, whose profits depended on access to specific, high quality coffee beans, were forced to pay higher prices for substitutes, while trying to cope with the massive shortage. Prior to the 2008 coffee crisis, the International Coffee Organization (ICO) was formed in order to help stabilize coffee prices for both sellers and producers. The ICO, following rules and regulations set forth in the continuously amended International Coffee Agreement (ICA), worked to stabilize coffee prices after Brazil, the world’s current largest producer and exporter of coffee beans, experienced a massive crop shortage after a “frost” came upon the country (The International Coffee Agreement and the Price of Coffee, 1973, pp. 8).
The International Coffee Organization has not been in affect since 1989, but originally existed as the result of collaborative efforts between the United Nations (UN) and coffee producers and growers to stabilize coffee prices (Fridell, 2013, n.p). Though the organization no longer exists, the United Nations still continues its efforts to stabilize the coffee industry for producer and buyers. Through a list of specific sustainable practices and initiatives, the UN continues to help the economies of developing nations grow while heightening the standard of living. The UN’s endorsement of these practices are intended, also, to prevent yet another economic coffee shortage that has disastrous implications for the global economy. As far as sustainability in the coffee industry, such practices include but are not limited to the following: Fair Trade labeling, coffee buyers training coffee farmers, and coffee farmers being properly compensated for crops yielded and sold.
The United Nations (UN) continues to employ efforts that have positive implications for the global economy, especially with regards to the global coffee industry. Fair Trade labeling, for example, provides consumers with proof that agricultural products were created in an environment intended to help the UN’s efforts of grow the global economy, especially that of developing nations. In order to be eligible for the label, the lab, the buying organization must provide proof that the coffee farmers in developing nations received at least the minimal amount of compensation specified by the United Nations while also ensuring that all UN regulations, such as that protecting child laborers from working in harsh conditions, are followed. 
The UN provides incentives for coffee growers who pay sell coffee to purchasing organizations involved in the global agricultural industry. The purpose of the label is to get coffee producers more money for their coffee growing efforts while improving the living conditions of growers in developing nations. According to Dragasanu, Giovannucci, and Nunn “… one hundred percent of the farmers belonging to the Fair Trade certified cooperatives felt that the cooperative helped them obtain higher prices. By contrast, this figure was only 50% for farmers belonging to conventional cooperatives.”
Fair trade labeling is the result of mutually beneficial, long-term, contractual relationships between coffee producers and coffee sellers. These relationships have positive impacts on the global coffee market because it prevents certain unjust actions from occurring. Fair trade labeling is used as a market growth strategy because it is largely assumed that consumers in developing nations care about the nature in which their products are made, and that producers in developing countries have access to what many believe are basic, human rights like breaks, training, and proper compensation. According to Kimberly Elliot in 2012, “…the creation of a Fairtrade label resulted in remarkable growth in the demand for certified coffee.” In 2011, Fair trade coffee sales in developed nations like the United Kingdom totaled approximately $7 billion, amounting for fifteen percent of total Fair trade goods sold worldwide (Elliot, 2012, n.p.). Figure 1b suggests that of the fifteen percent of Fair trade coffee sold, coffee farmers in developing nations received forty-four percent of the total profits. Though this number is still miniscule when compared to the global economy, the number of international Fair trade goods sold around the world continues to rise with the positively correlated relationship Fair trade products have with levels of consumer trust. 
Figure 1b: Producer revenues from Fairtrade by product, 2009–10
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A necessary part of sustaining a corporation involves awareness of industry trends. In food industry, consumers have grown increasingly aware of the conditions their products are made in developing countries. Therefore, the financial success of any organization lies with sustainable practices. When consumers understand that their needs are being met by an organization they trust, or are even unaware of, said organization is able to build a competitive advantage over existing and emerging competition. According to Unilever’s chief executive officer (CEO) Paul Polman, “…businesses that address… the direct concerns of citizens… will prosper over the long term.”
Developing nations are characterized by having less stable economies that can greatly benefit from UN enacted regulations that push for “fairness” and sustainable production of goods. As of 2012, Thirty-four percent of the agricultural products sold in the United States such as corn, fresh fruits, and coffee that originated in developing nations (Larson, 2013). The global economy is one that is rooted in exports and imports, showing that this interconnectedness can be used to help sustain the economies of developing and developed nations alike. Since the global coffee shortage of the 1960’s the collaborative efforts of nations from around the globe have helped to prevent yet another global coffee shortage, or crisis. Because globalization “has arrived,” and (Sterling, 2016, n.p.) is largely characterized by the interdependent relationships of coffee producers in developing nations such as Brazil or Rwanda and corporate coffee buyers like Nestle and Starbucks, sustainability is proving to be a profitable initiative for the coffee industry. Consumers in developed parts of the world like the United States and Great Britain have become increasingly focused on the fair treatment of those in producing nations. 
According to Unilever’s Chief Executive Officer, businesses that keep their mission statements in mind while also responding to the needs of consumers through industry trends will be more prone to long-run success. Corporate social responsibility, put into practice by sustainable global initiatives has beneficial components not just for the coffee farmers in developing nations but for the overall profitability of the large corporations in previously developed nations. By researching the needs of the consumer, corporations can grow market share. This competitive advantage will then provide higher levels of consumer trust, which can be another form of competitive advantage. If corporations have advertisements and growth efforts tailored to the preferences of their target market, consumer trust will be generated. In 2016, sustainability stands as a market trend for the coffee industry. Starbucks has created a competitive advantage over its competition because it responded to the needs of its customer base with necessary proof (Fair trade label) that it participates in mutually beneficial cooperative agreements between the local farmers the organization is able to buy high quality goods. These partnerships continuously grow the economies of developing nations, while providing the local farmers with consistent streams of income and higher standards of living. In turn, corporate buyers (sellers) are able to establish consumer trust, and therefore increased profitability (market share) by responding to the needs of their consumers. On a global scale, these interdependent relationships stabilize the global economy and help to ensure that another global coffee shortage does not take place while also stabilizing the economy for local farmers in developing countries and corporations in developed nations. 
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