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Introduction
Fair trade is an organized social movement and ma :
based approach to help producers in developing cou |
obtain better trading conditions and promote sustairtgbj

- Data

« Data used in this study were collected from
respondents by a face-to-face survey in Wuhan cit
China during October and November, 2008.
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to higher WTP, three different types of product
information on fair trade coffee was provided in the
questionnaire and only one type of information (S
randomly given to each respondent.

+« Type | (Basic definition about fair trade coffee)
£ Coffee traders have agreed to pay a fair price to margiralfze
coffee farmers, specially for developing countries in Aga
Africa, Latin America, and the Caribbean.
« Type Il (Type | plus specific information about the
sustainability and environment)
EY With Type | information, additional information on helpirp
farmers to be sustainable and improving environme
conservation are shown.
+« Type lll (Type Il plus additional information on societf
benefits)
B With Type Il information, more information such as hg
& farmers can benefit from fair trade labeling is provided.J
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+ In order to know whether more product information legds
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Type |

40

Frequency
20
Frequency

2 3 4 5 6 7 8 9 10 11 12 13
WTP_Categories

Typel

Typell
-1.291 **
-0.006
0.0001
-0.948
1.898 **
-0.502

0.445
0.030
-0.795
1.061
-0.550
0.152
-1.046 *
3.247

-503.329

26.590
195

Typelll
-1.119 **
-0.137 *

0.759 **
2.057 *
0.115
1.176 =
-1.157 **
0.077 *
-1.552 **
0.259
-1.394
-0.208
-0.455
6.246 ***

-466.967

36.810
184

-0.324
-0.115
0.520 *
1.934
1.939 **
1.419*
-0.914
-0.043
-0.760
1.758 **
-3.905 ***
0.596
-0.779
4.345 *
-473.401
41.390

family size
married
made coffee before

buy mostly from shop
usually drinks black coffee
amt. consumed in a week
beginning drinker

plan toinc. consumption
plan to dec. consumption
known Fair Trade coffee
known Organic coffee
constant
L og-likelihood
Wald »2
Number of obs. 185
Note: * = 0.10, * = 0.05, and ** = 0.01

< Predicted Premium of WTP for Fair Trade Coffee unde
Different Consumer Profiles

Typel | Typell [Typelll

Male Consumer

Did not make a cup of coffee

Did not buy coffee from coffee shop
Female Consumer

Make a cup of coffee

Buy coffee from coffee shop
Female Consumer

Make a cup of coffee

Did not buy coffee from coffee shop

Note: The exchange rate during survey was abod6§ter yuan.
__and __represent the lowest and highest premiuspgentively.

2 3 45 6 7 8 9
WTP_Categories
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Type Il

Frequency
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WTP_Categories

v When product information are related to the concerr

sustainability and environment, female consumers
make coffee by themselves are willing to pay the

$0.80) for fair trade coffee.
\ ( )
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