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SUMMARY
Tourism has been commonly defined as a damaging industry. Alternative forms of tourism arose in the
last 20 years. ‘Fair Trade in tourism’ is a new concept in the alternative tourism sector. It ultimately
addresses the imbalances in trade and tries to solve economic, as well as social, related problems
through a trade approach.
This study seeks to understand how ‘Fair Trade in tourism’ is represented by different agents of
certification, namely the certification programmes and the wholesalers. The study aims to examine
how meaning is given to ‘Fair Trade in tourism’ and how language and concepts are used by these
different agents to represent this meaning. An analysis of the representations will be used to interpret
the current on-going discourse in the promotion of ‘Fair Trade in tourism’ and the social context of
this discourse. This discourse will be used to define a ‘common language’ of key words and to advice
on a more meaningful and effective way to promote ‘Fair Trade in tourism’.
The conceptual framework shows that the concept of ‘Fair Trade in tourism’ is built on highly
contested concepts, such as caring, caring-at-distance, ethical consumption, Fair Trade and
standardisation and certification. Looking for a way to make sense out of this world of complex and
contested concepts a critical discourse analysis is used. Different sources of power play a role in the
production and distribution of knowledge about these complex and contested concepts and therefore,
in the representation of ‘Fair Trade in tourism’. The critical discourse analysis is used to examine how
language is used to give meaning to ‘Fair Trade in tourism’ by making use of these social concepts.
The study is based on the analysis of online promotional material, regarding Fair Trade (certification)
in tourism. Besides, eleven in-depth interviews with representatives of certification programmes and
wholesalers were conducted.
The research findings on text level show that ‘Fair Trade in tourism’ is frames as a form of
‘sustainable tourism’. Furthermore, it is framed as an ‘economic’ and a ‘trade’ approach, aiming to
benefit to people who contribute to tourism, but normally do not benefit. The framing shows that three
power relations play a role in the representation of ‘Fair Trade in tourism’: 1. the power relation
between certification programme and wholesaler. 2. the power relation between wholesalers
reciprocally. 3. the power relation between certification programmes reciprocally.
The research findings also show that ‘Fair Trade in tourism’ is represented through the use of three
themes, 1. economic development: ‘Fair Trade is Aid’, 2. social development: a decent ‘quality of
life’, and 3. sustainable development: ‘sustainable tourism’. However, this representation is mingled
with the concept of ‘sustainable tourism’. The concept of ‘sustainable tourism’ was also represented
through the use of three themes, 1. environmentalism: ‘benchmarking & transformation’, 2.
sustainability: ‘economic / social / cultural / environmental’, and 3. GSTC criteria: ‘as a standard’.
Further analysis of these representations show that ‘Fair Trade in tourism’ is built on two already
existing discourses, a form of interdiscursivity. This involves the discourse of ‘Fair Trade’ and the
discourse of ‘sustainable development’. There are two other key concepts that were discursively
foregrounded. These are ‘responsibility’ and ‘trust & credibility’. These four key concepts in the
representation of ‘Fair Trade in tourism’ are thoroughly mingled with each other.
The concept of ‘Fair Trade in tourism’ is not always represented in the same way, difference are found
between wholesalers and certification programmes, therefore the main recommendation is to produce
and distribute a ‘common language’ of key words, based on the three themes of ‘Fair Trade in
tourism’. This ‘common language’ of key words could be used to promote the concept in a more
direct, meaningful and effective way.
Key words: Fair Trade in Tourism, Sustainable Tourism, Certification, Wholesalers, Critical Discourse Analysis, Knowledge
Distribution, Meaning.
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CHAPTER 1: INTRODUCTION
This study is focused on certification in the tourism market and examines the way ‘Fair Trade
in tourism’ is represented by Western-European wholesalers. The concept of Fair Trade is not
new in the food industry, in Western-Europe everyone knows Fair Trade chocolate, Fair
Trade bananas and Fair Trade coffee. However, the concept of Fair Trade in the tourism
industry is a recent development. This study examines how meaning is given to this new
concept through the use of language. And why different agents in the tourism industry, both
wholesalers/retailers (from now on wholesalers is used) and certification programmes, choose
to use this language to produce and distribute knowledge about this new concept into the
‘consumer world’.

1.1 Fair Trade in tourism
According to Manente et al. (2012), the well-being of the rich people is often at the expense
of poor people. The tourism industry is labelled as an economic instrument to create jobs and
local economic development (Manente et al., 2012). Tourism is often referred to as the victim
of its own success (Boluk, 2011b, p. 27). Due to uncontrolled tourism development, the
tourism industry also produces negative impacts at economic, social, and environmental levels
(Manente et al., 2012). Accordingly, academics have commonly tried to promote awareness
about these negative impacts (Boluk, 2011b). According to Boluk (2011b), there is an
expansive body of literature about environmental impacts of tourism, such as the gradual
destruction of natural resources. But also about sociocultural impacts, such as sex tourism
(Boluk, 2011b), and the economic impacts, such as the lack of relationships established with
local suppliers (Boluk, 2011b). This expansive body of literature has triggered social
movements, such as ngo’s, to raise awareness among the consumers in Western-Europe
(Boluk, 2011b). The tourism industry, especially transnational companies, is currently
labelled as being responsible. According to Nicolau (2008, p. 992):
“Tourism is a direct witness of the world’s inequalities, and firms in this industry are forced to
have a central role in reducing them.”

However, the tourists are accused of being as worse as the firms in the industry itself. As
Shaw-Lowell (Consumers League New York, in Schmelzer, 2010, p. 225) argues:
“The responsibility for some of the worst evils from which producers suffer rests with the
consumers, who seek the cheapest markets regardless of how cheapness is brought about. It is,
therefore, the duty of consumers to find out under what conditions the articles they purchase are
produced and distributed and to insist that these conditions shall be wholesome and consistent with
a respectable existence on the part of the workers.”

In this sense, it is the duty of the tourists to find a more responsible way of enjoying their
holidays. Seeking the perfect holiday experience has become a huge task. Tourists no longer
only look for quality, price, destination and departure date: but also for green, sustainable and
ethical holiday opportunities (Font & Epler Wood, 2007). According to Schmelzer (2010),
this search for alternative ways of consuming, can also be called ethical consumption. The
enormous amount of information that can be found on the internet does not make this task
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easier. For the sake of tourists, certification programmes arose and more and more
certification programmes continue to rise (Font, 2007). According to Getz & Shreck (2006, p.
491), certification is a market-based approach: “premised on the fact that relatively wealthy
consumers in the first-world countries can be convinced to pay more for a product that is
produced in ways that reflect their values”. Hence, certification programmes are used to
channel consumer choices (Micheletti & Follesdal, 2007). Certification programmes require
producers of products and services to be democratic, transparent, and accountable (Micheletti
& Follesdal, 2007). According to Micheletti & Follesdal (2007), through the certification of
products and services, people are encouraged to care about people in less wealthy countries as
well as encouraged to buy products that meet ‘our duty’ to act responsible. Some questions
arise here: who decides that the consumer is responsible and to what extent?
At this moment, there are as many as 250 certification programmes worldwide (Font &
Buckley, 2001). This number is quite large since most industries, whether it is food,
medicines, clothes or tourism, have their own certification programmes. Within an industry,
in the case of this study certification in the tourism industry, are many sorts of certification
programmes as well. Organisations can be certified for quality, hospitality, cleanness,
environment, sustainability, fairness and so on. Besides that, certification can be locally,
nationally, internationally or intercontinentally directed (Font & Buckley, 2001). According to
Font & Buckley (2001), the amount of certification ‘fields’ and the number of certifications
within one field might confuse the tourist that is willing to take some kind of responsibility. It
appears that certification is a concept that raises many questions and has been discussed in a
number of ways in recent academic work.
At this moment, there are also as many as 27,000 products in almost 100 countries that are
bearing a Fair Trade trademark (FairTrade, 2011). Fair Trade was established as a reaction to
the unequal trading rules between ‘North’ and ‘South’ (Renard, 2005). The ‘North’ and the
‘South’ are in this context used to describe the differences in wealth between the (wealthy)
countries/people on the Northern part of the world and the (less wealthy) countries/people on
the Southern part of the world. Fair Trade was in its early days defined as the usage of “the
power of consumers to exert pressure on the dominant market players to obligate them to
improve prices and conditions of coffee purchasers” (Renard, 2005, p. 426). The ultimate goal
of Fair Trade was to achieve ‘real’ free trade (Font & Harris, 2004; Schmelzer, 2010), where
trade works for the ‘Southern’ people as well as for the people in the ‘North’. The
certification of Fair Trade products is a way of informing the consumer that the product (or
service) is produced in a fair way and that the ‘Southern’ producer has not been overly
exploited (Boluk, 2011b). People are encouraged to act responsible in the way they consume,
because Fair Trade certifications are designed to demonstrate the fairness of certain relevant
products and services. Fair Trade can be seen as a way to mobilise the consumer, and
encourages consumers to form an opinion (Schmelzer, 2010). In this sense, Fair Trade is a
form of ethical consuming. Fair Trade has also been labelled as yet another invention of the
‘North’ (Schmelzer, 2010), because Fair Trade certification serves as a ‘guideline’ for tourist
willing to make responsible choices and is designed by organisations in the ‘North’. Besides,
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it remains difficult to proof its economic validity in the ‘South’, as it is difficult to define
whether benefits for the locals really result from certification (FairTradeTourism, 2013b).
As said before, tourism has been defined as damaging (Black & Crabtree, 2007). It is the
tourism industry, among other industries, that worsen the global inequality of wealth, that
worsen the gap between the ‘North’ and the ‘South’ (Peck & Tickell, 2002). According to
TourismConcern (in Boluk, 2011b), these inequalities are the result of power relations. These
inequalities are exacerbated by the movement of Western tourists whose spending reach the
transnational companies and not the struggling local communities (Boluk, 2011b; Nicolau,
2008). It is because of the short stay of the tourists that destinations become increasingly
commodified to meet the demands of these tourists (Boluk, 2011b). This commodification
resulted in local communities being exploited, leading to an even larger inequality of wealth
(Boluk, 2011b). New form of tourism intended to overcome such exploitation (Boluk, 2011b;
Sin, 2012). Alternative forms of tourism arose during the last 20 years, for example ecotourism, nature tourism and sustainable tourism. However, these alternative forms of tourism
address the environmental impacts, do not or only to a small extent, address the growing gap
in inequality (Boluk, 2011b). A more recent form aims to solve specific economic and social
problems of tourism, and is known as the ethical approach. This approach includes many
alternatives, but one of them is the new concept of ‘Fair Trade in tourism’, as will be
discussed in this study. ‘Fair Trade in tourism’ ultimately addresses the imbalances in trade
and tries to solve economic, as well as social, and related problems through a trade approach
(Boluk, 2011b). ‘Fair Trade in tourism’ is defined by TourismConcern (2013) as:
“A key aspect of sustainable tourism. It aims to maximize the benefits from tourism for local
destination stakeholders through mutually beneficial and equitable partnerships between national
and international tourism stakeholders in the destination. It also supports the rights of indigenous
host communities, whether involved in tourism or not, to participate as equal stakeholders and
beneficiaries in the tourism development process.”

At the start of this study, despite many existing Fair Trade certifications for goods such as
food, there is only one Fair Trade certification in tourism, called the Fair Trade Tourism
(FTT) certification. The FTT certification was established to certify tourism businesses in
South Africa, but currently expands its certification programme to other countries in Southern
Africa (Boluk, 2011b).

1.2 Research scope
1.2.1 Relevance & problem statements
Although Fair Trade Tourism is the only certification programme using the ‘Fair Trade’
concept, there are a number of certification programmes that have included Fair Trade
practices in their standards and criteria. Because of the small differences between certification
programmes (Black & Crabtree, 2007), an effective (Fair Trade) certification programme in
tourism then becomes one that clearly states its goals and articulates the ‘right’ message. A
message that is meaningful for the tourists that would like to consume fair, but also for other
parties in the value chain. As explained in §1.1, (Fair Trade) certification is a highly
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confusing concept, and appears not to be a straightforward and taken-for-granted concept as
well. Therefore, wholesalers, and certification programmes too, have a huge task to promote
‘Fair Trade (certification) in tourism’ in a meaningful way (Font & Epler Wood, 2007).
Despite much analysis about the concept of certification, the concept of Fair Trade and the
concept of ethical consumption, there are only a limited number of researches elaborating on
Fair Trade (certification) in tourism (Boluk, 2011b) and how this concept is represented by
the tourism industry. However, it is likely that the concept of ‘Fair Trade in tourism’ is shaped
by and constructed on these concepts. This study focuses on the articulation of a commonly
agreed-on message for consumers. It also examines how knowledge of ‘Fair Trade in tourism’
is produced and distributed, while using the concepts of certification, Fair Trade and ethical
consumption, in online promotional material and in interviews. The study aims to find out
how meaning is given to ‘Fair Trade in tourism’ and what language and concepts wholesalers
and certification programmes use to represent this meaning. This study finally examines
whether wholesalers and certification programmes indeed articulate a commonly agreed-on
message and use this language to promote ‘Fair Trade in tourism’ in a meaningful and
effective way.
1.2.2 Research objectives & Research questions
A better understanding of how the concepts of Fair Trade, certification and ethical
consumption are represented in the promotion of ‘Fair Trade in tourism’ certification by
wholesalers and certification programmes, will provide the tourism industry the ability to
understand the current discourse of ‘Fair Trade in tourism’. This understanding of how the
current discourse is constructed in social context provides a better understanding of why ‘Fair
Trade in tourism’ is developed and constructed the way it did. In this sense, the wholesalers
and certification programmes might decide to articulate the message in a different way and
might produce and distribute knowledge of ‘Fair Trade in tourism’ in a different way. An
analysis of how knowledge of ‘Fair Trade in tourism’ is constructed and shaped through the
concept of Fair Trade, certification and ethical consumption can be used to ‘define’ a
commonly agreed-on message. This will help to ‘optimise’ the production and distribution of
knowledge about ‘Fair Trade in tourism’ among consumers.
Therefore, as said before, this study seeks to understand how ‘Fair Trade in tourism’ is
represented by the different agents of certification (the certification programmes and the
wholesalers). An analysis of language and representation of the concept of ‘Fair Trade in
tourism’ is utilised to interpret the current on-going discourse on the promotion of ‘Fair Trade
in tourism’ and the social context of this discourse. The following scientific objective has
been developed:
In order to understand:
 how knowledge of the concept of ‘Fair Trade (certification) in tourism’ is produced
and distributed while using the concepts of certification, Fair Trade and ethical
consumption. And who controls this knowledge production;
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how possible differences, in the way that the concept of ‘Fair Trade in tourism’ is
represented by the different agents of certification, are characterised;
 how the current discourse of ‘Fair Trade in tourism’ is constructed on the concepts of
certification, Fair Trade and ethical consumption, and how it emerged from the social
context;
 and, how this understanding may help to understand and interpret a more effective and
meaningful way of promoting Fair Trade certification in tourism;
this study analyses the ways in which ‘Fair Trade in tourism’ is represented and what
language is used to produce and distribute knowledge of ‘Fair Trade in tourism’. This will
help to interpret why ‘Fair Trade in tourism’ is represented the way it is according to the
perspectives of the different organisations.
The correlating main research question is:
How is the concept of ‘Fair trade in tourism’ represented by wholesalers and certification
programmes and in what way can differences between them be explained (taking into account
the concepts of care, morality, ethical consumption and certification)?
The sub-research questions that will help me to respond to the main research questions are:
1. What agents in the value chain benefit from ‘Fair Trade (certification) in tourism’?
2. What is the goal of ‘Fair Trade (certification) in tourism’, is it a tool or is it an end?
a. For the certification programme.
b. For the wholesalers.
3. Why do wholesalers and certification programmes believe that tourists choose to take
responsibility (in form of choosing for certified products) in the holiday decision-making
process?
4. How is the discourse of ‘Fair Trade in tourism’ constructed, in terms of:
a. What are the main concepts used in the language of the representation of ‘Fair Trade
in tourism’?
b. Are there differences in the representation of the concept of ‘Fair Trade in tourism’
between the different wholesalers and the certification programmes?
c. How do the ‘broader’ concepts of care, morality, ethical consumption, certification
and Fair Trade shape the discourse of ‘Fair Trade in tourism’?
i. How does the ‘Fair Trade in tourism’ discourse fit within these broader
concepts?
d. What social contexts are related to the construction of the discourse of ‘Fair Trade in
tourism’?
5. How can the Fair Trade Tourism certification and ‘Fair Trade in tourism’ be promoted in a
more effective and meaningful way for the tourist?

The problem statement, research objectives and research question are a guide during the
remainder of this study. The conceptual framework, the data collection and the research
findings will serve as tools reach these objectives and answer those questions

1.3 Structure of the thesis
In chapter 2 the most important aspects of this study are explored and discussed. The chapter
covers the contested concepts of care, ethical consumption, Fair Trade and, standardisation
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and certification. In chapter 3 the research methodology is presented. The diverse concepts
described in chapter 2 will be examined in the light of a critical discourse analysis. Also the
methods used during this study, such as study site, sample, data collection and data analysis
will be covered. Subsequently, chapter 4 and 5 describes the research findings, based on a
review of online promotional material and a set of interviews. In this chapter, the research
findings are also discussed in the light of social context. In chapter 6, the research findings are
discussed in relation to the conceptual literature and mentioned research objectives and
questions. The last chapter, chapter 7, finally will answer the research questions, gives
suggestions for future research and provides recommendations for practical application.
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CHAPTER 2: CONCEPTUAL FRAMEWORK
This chapter approaches diverse concepts that help to understand ‘Fair Trade in tourism’ and
the role that tourism businesses and consumers have in the responsible tourism industry. The
following concepts in the consumer and tourism literature are discussed: caring, ethical
consumption, Fair Trade, standardisation of certification and certification in tourism.

2.1 Responsibility in consuming behaviour
Before directing its attention to ethical consumption and Fair Trade in tourism, this thesis
elaborates on the ethics of care. Ethical consumption and Fair Trade are part of a decisionmaking process. In this decision-making process the consumer may chooses or may not
chooses (consciously?) responsible products and services. Therefore, it will be interesting to
examine why the consumer cares to choose these products and service. Care ethics seek to
maintain relationships by contextualising and promoting well-being, as well for care-givers as
care-receivers (Sander-Staudt, 2011). As care involves our well-being, caring means that we
must meet our own needs and those of others in order to maintain these relationships. But why
is it that we care and therefore feel that we need to act responsible when consuming?
2.1.1 Caring and morality
There are many perspectives on the ethics of care. In literature, care is mostly defined as a
practice, a value, a disposition, or a virtue (Sander-Staudt, 2011). One of the most popular
definitions is offered by Tronto and Fischer (1994): “Care is a species of activity that includes
everything we do to maintain, contain, and repair our ‘world’ so that we can live in it as well
as possible. That world includes our bodies, ourselves, and our environment.” (in SanderStaudt, 2011). Bubeck describes care as an emotional state or activity, which aims “to meet
the need of one person by another where face-to-face interaction between care and cared for is
a crucial element of overall activity, and where the need is of such a nature that it cannot
possibly be met by the person in need herself” (in Sander-Staudt, 2011).
Others (Rachels, MacLaren and Halwani) argue that care ethics is best understood as virtue or
motive (in Sander-Staudt, 2011). According to them, the ethics of care is not far distinct from
the moral theory. The field of ethics or moral philosophy involves the systematising,
defending, and recommending concepts of right and wrong behaviour (in Fennell, 2006b;
Sander-Staudt, 2011).
The above shows that care is closely related to our needs and those living in our surroundings.
As care involves others, it is likely that care involves moral feelings of what is good and
wrong behaviour. The main question in this distinction and in relation to the question why do
consumers act responsible, is why to be moral?
One area of moral psychology concerns the selfishness of humans, egoism and altruism.
Hobbes argued that many, if not all, decisions and actions in our lives are selfish. Even if the
action does not seem to be selfish, there are still selfish causes (in Sander-Staudt, 2011).
A second reason why we would act morally is because of emotions and reason. Making moral
decisions concerns the role of reasoning to motivate these decisions. In order to react moral,
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we need emotion, but we also need a reason to explain our moral decisions (Sander-Staudt,
2011).
A third reason why we would act morally, is because of our capability of a reciprocal
relationship, an approach offered by Noddings (1984, in Sander-Staudt, 2011). According to
Noddings, people have the obligation to care reciprocally and meet the other morally (SanderStaudt, 2011).
Despite morality being a contested concept, with different views, definitions and theories, the
above shows that caring and morality are intertwined. However, the definitions and
explanations are overly broad. Further exploration of the morality theory may clarify why
consumers care to act responsible in the holiday decision-making process.
There are two main distinctions in morality theory: absolute theories and subjective theories
(Fennell, 2006b). The first refers to the idea that morals never change and that they are
universal in that they apply to all people and through time.
If this is true, then consumers act responsible because their ‘inner’ nature tells them to do so.
Consumers then need to gather information and explore different options about issues and
problems in the tourism industry in order to ‘awaken’ this ‘inner’ nature. Awareness raising in
the tourism industry than aims to provide the consumers with the information they normally
need to gather themselves.
The second, also called moral relativism, refers to the idea of existentialism, which is based
on the belief in radical human freedom (Fennell, 2006b). People make decisions on the basis
of their own subjective values. This theory is thus focused on the responsibility for one’s free
will (Fieser, 2003).
If relativism is true, it is likely that providing information is not enough to awaken moral
feelings, consumers should be encouraged to construct new values. And more important be
encouraged to keep them, because if everyone can create its own moral standards, individuals
can also change them.
The absolute theories, the idea that morals never change, includes many theories (Fennell,
2006b; Fieser, 2003). According to Fennell (2006b), Fieser (2003) and Sander-Staudt (2011)
are the different absolute theories in practice and in studies often mixed to explain certain care
phenomena. This study emphasises on three theories.
Noddings (1984, in Sander-Staudt, 2011), argue that people should be treated as an end,
resulting in so-called reciprocal altruism. Reciprocal means that an act must increase the wellbeing of the receiver as well as the actor, while altruism means that an act reduces the wellbeing of the actor while increasing the well-being of the receiver (Fennell, 2006b).
According to Kantian deontology all human-beings have the moral obligation to care (SanderStaudt, 2011). Kant argues that all humans have the ability to reason, and thus we construct
notions of ‘duty’ and ‘rights’ (Fennell, 2006b). People have (innate) intuitions that can tell
them what is right or wrong (Fennell, 2006b).
Virtue theories argue that people need to learn moral rules, before we can act upon them in
appropriate manner (Fieser, 2003). This stresses the importance of developing good habit of
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the character, and shows that every individual is different in their moral actions: background,
culture and social circumstances have great impacts on morality (Fieser, 2003).
The above also shows that consumer may be encouraged to act responsible in several ways,
using a mix of the above theories. In the next section two theories of the ethics of care, which
are likely to influence the way responsibility is represented, are further explained. Fair Trade,
as will be explained in §2.2, is described as seeking for greater equity in international trade, to
bridge the gap between the ‘North’ and the ‘South’ (Schmelzer, 2010). Therefore, Fair Trade
involves the need for consumers caring at distance. Two theories are further elaborated on in
order to explain why and how people care at distance.
According to Trivers (1971, in Fennell, 2006b), altruism is possible between unrelated
individuals because this altruistic action may result into benefits for the actor, immediately or
later. Reciprocal altruism can thus be seen as a symbiosis between actor and receiver of care.
However, sufficient time is needed to build this kind of relationship. This because sympathy
and trust is the trigger for the first favour, gratitude and loyalty is the trigger for pay-back of
favours and guilt and shame makes that the individual feels obligated to pay-back this first
favour (Fennell, 2006b). In this sense, we care for others only to the degree that the wellbeing of these others will affect our own well-being (Fennell, 2006a, 2006b). According to
Fennel (2006b), this sociobiological view point out that all events of care are reduced to one
single substance, the one of reciprocal altruism.
In the second theory (based on the above described virtue approach), Watson and Smith (in
Watson, 2007) argue that people care for others because we have learnt to do so. The morality
of action comes forth from the ready engagement of life itself and often people produce moral
responses spontaneously. Morality can then be explained through the theory of moral
sentiments. Smith’s theory (1982) is founded on the mirror metaphor (Watson, 2007). This
metaphor assumes that an individual is formed and maintained as human being only by the
presence of other people. This means that moral thought and act only come forth out of ones
experiences. These experiences allow us to be conscious of what other people might think of
our behaviour (Watson, 2007). Smith also introduces the term of mutual sympathisers, i.e. the
social situation of one person (the observed) sympathises another person (the observer), which
(should) results in affirmation of the observed that the response was right. Moral sentiments
and acts arise from the on-going process of education in morality and through regulation with
others (Sayer, 2004). In a reflection on how to react to other people’s sentiment we use our
imagination, also called an impartial spectator (Sayer, 2004).
The two theories oppose each other. Fennell’s theory emphasises that people are highly
egoistic; people only try to increase their own well-being. While Smith’s theory emphasises
that people are thoroughly social beings (Fennell, 2006b; Sayer, 2004).
Both theories show why one would take care of ‘distant-others’. However, Fair Trade is an
approach based on the willingness of the ‘North’ to act responsible towards people they have
never met (Schmelzer, 2010). In the next paragraph the above two theories are used to further
explore the ethics of care as a ‘distant-activity’. In other words, caring for people never met.
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2.1.1.1 Caring-at-distance
An important question, related to Fair Trade and tourism as international activities, is: how
and why do people care for others they have never met? Care ethics are often described as a
practice or virtue that occurs in a limited scope and in real time, in other words people must
have some form of ‘knowing each other’. Therefore, this ‘out-of-sight-out-of-mind’ mentality
needs to be challenged (Popke, 2006).
One way of challenging the out-of-sight-out-of-mind mentality is through Sayer’s theory of
lay normative. Sayer (2004) argues that the theory of moral sentiment needs an extra
dimension. As explained in the previous paragraph, Smith (1982) argues that imagination is
only possible if you have experienced the suffering and that there is need for a direct contact
between the observer and the observed before mutual sympathy can take place (in Watson,
2007). Sayer’s theory, lay normativity, aims to explain this step. Lay normativity
acknowledges the importance of normative questions and problems of everyday life. In other
words, normative rationales are associated with our commitments, identities and ways of life
(Sayer, 2004). This involves the attempt to explain what we care about, and why it is that we
care about those things. In this sense, it is impossible to avoid moral judgement in everyday
life, and how we and others judge and behave impacts seriously on our well-being (Sayer,
2004). This theory also explains that we do not need direct contact in order to be able to
imagine someone else’s suffering. The morality of action emerge from the ready engagement
of life itself and therefore, morality also plays a significant role in our performance as
(ethical) consumer (Barnett, Cloke, Clarke, & Malpass, 2010). That is because, consuming is
part of our everyday life and moral judgement is part of our everyday life. And therefore,
consumers but also their direct environment, such as family, have the urge to explain what we
care about when consuming and why we care about this (Barnett, Cloke, Clarke, & Malpass,
2010).
On the other hand, the theory of Fennell (2006a) might help us to explain the relationship
between guest and host. One-shot reciprocity is a term based upon the limited time that tourist
spent with their hosts, which illustrates that tourists and hosts do not have the time to build a
relationship and thus symbiosis does not take place (Fennell, 2006a). The tourist benefits from
the holiday and the host benefits from the cost of the guest stay. And thus both host and guest
receive costs and benefits. In this sense, reciprocity does take place, but only on the short
term. The absence of a relation or cooperation between host and guest creates the opportunity
for cheating from both sides (Fennell, 2006b). These kind of relationships, based on the fact
that there is no chance to repeat cooperative acts (assuming that the tourist only comes once),
result in conflicts. However, according to Fennell (2006a), there is a way to solve this
cheating, called successional reciprocal altruism. As explained reciprocal altruism is based on
relationships and cooperation, this means that sustained goodwill between host and guest will
lead to returned visits from tourists. When altruistic interactions are repeated over time this
will lead to trust and cooperation and therefore, to symbiosis in tourism space.
The above shows that there are two ways to care at distance, one is because people are able to
imagine someone else’s suffering, and secondly because of altruistic interactions. These two
theories might explain why a fair tourism industry is promoted as a responsibility for tourists.
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However, missing here is a macro perspective, and thus the notion of politics and related
economic perspectives. Fair Trade is known as a social movement and is thus a political
action (Peck & Tickell, 2002). It is therefore likely that caring at a distance is affected by the
global ‘political agenda’.
As such, Massey (2004, in Sin, 2012) argues that instead of looking at ourselves as pure social
or pure egoist beings, we must look at the ‘relational politics of places’, and must challenge
this problem through the politics of consumption. He indicates that places are considered
‘local’ today but are actually heterogeneously connected with other ‘global’ places (in Sin,
2012). These connections and networks, through politics and economics, with other ‘global’
places makes us responsible for these distant places and thus responsibility extend beyond
these local boundaries (in Sin, 2012).
Caring for the distant other can be seen as a duty (Kantian deontology as explained in §2.1.1)
of those who are privileged towards those in distant places who are less privileged (Sin,
2012). It is also in this sense, that caring for distant others (considered in political and
economic perspective) can be related to post-colonialism. Because, the common discourse in
ethical consumption is one of a privileged ‘North’ that takes advantage of a less privileged
‘South’ and therefore, is obligated to take care of this ‘South’. The lack of responsibilities
given to the ‘South’ might result in the continuation of their marginalisation and
disempowerment (Popke, 2006; Sin, 2012).
According to these theories, most caring and responsibility actions in life are partial, no one
can completely act ethical. Therefore, people taking responsibility for some things may
consequently fail short in taking responsibility for something else. And thus, we cannot care
equally for all suffering in the world. Nonetheless, we do feel responsible by our new-owned
‘global’ connectedness (Popke, 2006; Sin, 2012), but why we do so remains a question.
This section shows that it is likely that responsible acts of the consumers are not only based
on moral feelings. Many claim (Peck & Tickell, 2002; Popke, 2006; Schmelzer, 2010; Sin,
2012), that our choices in consuming behaviour can be linked to politics, which is also called
ethical consumption. Ethical consumption will be explored in the next paragraph.
2.1.2 Ethical consumption
Why we do care for other people is highly contested question, based on many theories. But
the literature suggests that we do care for other people. One way to show our care for (distant)
others is to consume Fair Trade, products and/or services. Fair Trade is claimed to be a form
of ethical consumption (Schmelzer, 2010). In this paragraph, there will be an elaboration on
ethical consumption and its relation with the politics of consumption.
The rise of modern consumption, as we know it now, emerged after the end of the 2nd World
War (Hilton, 2005). The politics around consumption were focused on mass consumption and
the constant growth of consumption, and thus on a healthy economy (Hilton, 2005). As a
result of the deterioration of consumer rights and circumstances around the production of
goods around the world (but mainly in the South) arose a discernible trend (Barnett et al.,
2010). It is this trend that marks the beginning of the moralizing of the market through ethical
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consumption (Barnett et al., 2010). Ethical consumption is understood as “an organized field
of strategic intervention, that seeks to use everyday consumption as a surface of mobilization
for wider, explicitly political aims and agendas” (Barnett et al., 2010, p. 13). This definition
shows that ethical consumption can be seen as political action.
In the politics of consumerism, the consumer is characterised as the individualised, egoistic
and concerned with self-interest (Barnett et al., 2010). This is in contradiction with the
idealised citizen that takes care of others as described in the previous paragraphs. Hence, it
was thought that the consumer needed to be governed and regulated (Barnett et al., 2010).
However, studies show that consumers that are presumed to act like individualised and
egoistic, do in reality not so. At least, this is not found in a number of ethical consumers
(Barnett et al., 2010). In this sense, consumers do self-govern their actions and responsibilities
and at the same time they acknowledge the ethics of care. As the theory on ethics of care
imply, consumption cannot be completely egoistic. According to Barnett et al. (2010),
consumption is closely related to practices of sociability, generosity and care. Therefore,
individuals might express their values and commitments, and thus their care, through
consumption (Barnett et al., 2010). Despite these feelings of sociability, generosity and care in
the consumption process, Harvey (in Watson, 2007) argues that the issues of social injustice
have been ignored for too long within the capitalist market economy.
This paragraph shows that ethical consumption and the ethics of care are intertwined.
However, there is a need for consumers to self-govern their (consuming) actions and
responsibilities. One way of mobilising and self-governing ones actions is the ‘system’ of
ethical consumption, whereby consumers actively consume ethically. Fair Trade is a form of
ethical consumption, but before elaborating on Fair Trade, I will further explore ethical
consumption as a political action.
2.1.2.1 Politics of ethical consumption
The approach of Lekakis (2013) elaborates further on the ‘moral turn’ and on the politics of
consumption. According to Lekakis (2013), there is a reduced interest in the state (a decline of
public institutions and trust and interest in publicly-oriented practices) and this led to a civic
life that is constantly changing in social, cultural and economic perspective. The reduced
interest of citizens in the state, supported by the fact that there is a decline in the number of
voters, results in citizens looking for another way to practice politics (Lekakis, 2013). Which
means that the idea of citizenship, as practising a legal set of rights and obligations introduced
by national body politics, has become outdated (Lekakis, 2013). The decline in interest in ‘the
state’ resulted in cosmopolitan citizens, whose citizenship is founded on consuming
commitment and choice (Lekakis, 2013). According to Lekakis (2013), the private space of
marketplace has become a way of practising politics. Stevenson (in, Lekakis, 2013, p. 326),
sees cosmopolitan citizenship as a form of citizenship where citizens are looking for “an
institutional and political grounding in the context of shared global problems”. The idea of
cosmopolitan citizenship places consumers in a privileged position and producers in less
privileged position (Lekakis, 2013). In this view ethical consumption is involved in a new
cosmopolitan citizenship where consuming is related to global issues and responsibilities.
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Related to the cosmopolitan citizens, Micheletti (in Barnett et al., 2010) talks about
‘individualised collective action’. The ‘individualised action’ is a political action imagined
and experienced as collective (by consumers) in the private realm of the market. In others
words, the (political) choices of all (or many) individuals, eventually results in collective
(political) ‘goals’. According to (Micheletti & Follesdal, 2007), political consumerism
involves the choice of common consumers in consumption, whereby consumers aim for an
improvement in global welfare and well-being. Free trade has increased consumer’s freedom
of choice. This resulted in the individualisation of consumption. And finally, free trade led
towards a more involving role for consumers in the global issues surrounding consumption
(Micheletti & Follesdal, 2007). Young (2004, in Micheletti & Follesdal, 2007, pp. 2-3) argues
that there are serious limitations in the traditional role of political responsibilities, namely
through the state. These limitations are more and more showed to the common consumer,
which results in a growing obligation of justice among consumers, resulting in Lekakis’
cosmopolitan citizen (Lekakis, 2013).
It is in this sense that ethical consumption, and therefore Fair Trade has become a form of
political action. The theory shows that citizens show their (political) preferences through their
consuming behaviour. If this is true, the consumers consciously choose to consume
responsibly and therefore consciously choose to go on a ‘Fair Trade in tourism’ holiday.
However, Barnett et al. (2010) criticises this view on ethical consumption. Barnett et al.
(2010) emphasise on the assumption that people are taught to question their everyday
practices. As consumption is embedded in daily practices, consumer choice is not necessarily
about hedonistic self-interest (Barnett et al., 2010). Rather, consumption choice must be seen
as the responsibility of self-monitoring and caring for others, such as for instance loved ones,
friends, but also colleagues. As consumption is embedded in daily practice and thus occurs
unconsciously, consumption becomes inconspicuous. It becomes an activity in everyday life
and has little to do with ‘choice’ (Barnett et al., 2010). According to Warde (2005, in Barnett
et al., 2010, p. 67), it is because of this that “consumption occurs often entirely without
mind”, and is not a conscious practice of politics.
Micheletti & Follesdal (2007) also emphasise that the role of politics in ethical consumption
must be questioned. They describe the role of (political) push factors - citizens using their role
as consumers to push corporations towards producing and distribution changes -, but also the
role of pull (political) factors - niche markets enlighten consumers with the politics of stock
investments -. The consumers are then, according to them, shown their moral obligations. The
pull factor is in this sense involved with capitalism (Micheletti & Follesdal, 2007). As a result
shopping ethically is a wallet-based and a knowledge-intense activity.
Micheletti & Follesdal (2007) also argue that the pull factors of ethical consumption are a
fair-weather activity, which loses attraction if the economy is not booming. In this sense, the
ethical consumers are not sufficient agents of global issues. The governmental regulatory
function is perceived as much more effective by Micheletti & Follesdal (2007). This means
that ethical consumption should lead towards the development of codes of conducts and
certification schemes. However, the growth in number of codes of conducts would increase
the probability of ‘sweetwashing’ (Micheletti & Follesdal, 2007). The practice of
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sweetwashing involves corporations applying for a code of conduct (related to social justice)
without following the philosophy behind this code of conduct. Corporations do this, because
they want to enjoy the benefits of these codes of conducts, i.e. customer satisfaction (Lockie
& Goodman, 2006).
Tormey (in Micheletti & Follesdal, 2007, p. 172) argues that it is difficult to relate ethical
consumption to any political party programme According to Tormey, ethical consumption is
more a form of creating power in a bottom-up approach. Therefore, consumers use their
consumption choice to press for societal change, and not to show political preferences
(Micheletti & Follesdal, 2007).
Another critique, as argued by Lekakis (2013), is the relation between political and economic
consuming. The critic wonders: Is the choice behind ethical consumption based on political
views, or is it just another form of economic voting? There are many forms of ethical
consumption and no real political goals or statements are related to these forms (Lekakis,
2013). Besides, people do not often agree about the assumed political goals and statements
behind ethical consumption. Therefore, it might be that the politics of consumption is
confused with the economics of consumption (Lekakis, 2013).
The above critiques of the politics of ethical consumption show that consuming ethical may
be seen as a political action. However, it cannot be seen as an entire political action, but is a
practice that happens conscious and unconscious. Furthermore, it is also a form of economic
voting (self-expression), whereby people try to make claims of global rights and responsibility
through consuming. The literature also shows, that ethical consumption can be related to the
ethics of care. Ethical consuming is a result of rights and duties, moral obligation, the ready
engagement of life, and moral sentiments (see §2.1.1). The theories show that the willingness
to act responsibly while consuming may follow from a mixture of factors and happens
consciously and unconsciously. Therefore, consuming ‘Fair Trade in tourism’, as a form of
ethical consumption, may not be a straightforward practice. People that choose to act
responsibly are affected by many factors. It is, therefore, likely that promotion of this
responsibility involves the provision of information related to a mixture of these factors.

2.2 Fair Trade
At the beginning of this thesis, the assumption is made that ‘Fair Trade in tourism’ followed
from the discourse of ‘Fair Trade’. For this reason, this paragraph emphasises on the concept
of ‘Fair Trade’. According to Schmelzer (2010), Fair Trade is a form of ethical consumption.
This means that the willingness to consume Fair Trade is also built on a mixture of factors and
is likely to be a political action.
In the literature, Fair Trade refers not to a type of certification and regulation but to “the
efforts of citizen-consumers to use the marketplace as a means of fostering social and political
goals in a globalised world” (Schmelzer, 2010, p. 240). Or as Fair Trade organisation FINE
(2001) defines Fair Trade: “Fair Trade is a trading partnership, based on dialogue,
transparency and respect, that seeks greater equity in international trade. It contributes to
sustainable development by offering better trading conditions to, and securing the rights of,
marginalized producers and workers – especially in the South. Fair Trade organizations
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(backed by consumers) are engaged actively in supporting producers, awareness raising and in
campaigning for changes in the rules and practice of conventional international trade”
(Schmelzer, 2010, p. 229). Both definitions show that Fair Trade involves political action
(Schmelzer, 2010).
The emergence of the Fair Trade movement and certification can be explained through rollback and roll-out neoliberalism (Peck & Tickell, 2002), a Marxists perspective. Neoliberalism
is a politic-economic theory that favours an economy that supports free trade, minimal
government intervention and reduced public expenditures and is presumed to lead to
privatisation of experience and identity (Barnett et al., 2010, p. 29). In the early 90s, it became
more and more difficult to challenge the consequences of the free-market economy of the
post-World War 2 era. The outcome was not a shift from the roll-back neoliberalism phase
(ultimate free trade) back towards a state regulated market, but a remarkable shift toward a
more socially interventionist world (Peck & Tickell, 2002). This phase may be called the rollout neoliberalism, which is characterised by the emergence of new forms of institutionbuilding and governmental intervention. In roll-out neoliberalism the state is no longer
concerned with mobilisation and extension of markets. Neoliberalism is now associated with
social policymaking and new non-governmental regulation disciplines, whereby the core of
responsibility and care is more laid by the citizen (Brown & Getz, 2008; Peck & Tickell,
2002).
Foucault (in Barnett et al., 2010) has taught us to see ethical consumption as an outcome of
neoliberal practice which has led to a new form of governmentality. This resulted in the state
seeking for mechanisms to shift the responsibility of social risks from the state towards the
individual, by defining social risks as problems of ‘self-care’. In this process economic
welfare was equalised with personal well-being (Boersma, 2009). This paradigm makes that
all individuals are responsible for all aspects of their own life (and their family), and thus their
own personal well-being (Peck & Tickell, 2002). Foucault (in Barnett et al., 2010)
conceptualises this situation as the governance of the self and the governing of others. In other
words, as a result of this governmentality and the roll-out of neoliberalism, the state now
came with new techniques to ‘regulate’ society: governing ‘at a distance’ (Lockie &
Goodman, 2006).
In this sense, Fair Trade is a response to the (as Peck & Tickell (2002, p. 388) say ‘perverse’)
political economic consequences of free trade. Neoliberalism stimulated a political-economic
system where the wealthy ‘North’ benefits from the less wealthy ‘South’. This led i.e. to food
scandals, terrible work circumstances, migration from rural places to urban cities, poverty and
so on (Peck & Tickell, 2002; Renard, 2005). According to Peck & Tickell (2002), the
irrational accumulation of wealth can be seen as the main problem, of which poverty is one of
the symptoms. Neo-liberal economists state that consumer demand drives corporations, and
thus the market (Renard, 2005). If this is true then people become subjects of production.
Meaning that people can decide on the beneficiaries of the result of their consumption. In
other words, consumers are then able to decide what they buy and who they want to benefit
with this (Schmelzer, 2010). Fair Trade (certification) is a strategy, that emerged as a result of
the neoliberal roll-out, which tries to achieve social justice through the responsibility
obligations of the society (Schmelzer, 2010). According to Schmelzer (2010), Fair Trade is a
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form of ethical and/or political consumerism activism. Ultimately, it is a form of conscious
‘buycott’, a form where consumers consciously choose to consumer certain kind of products,
and thus consciously choose not to consume other products (boycott). This conscious
‘buycott’ can be distinguished from other certification buycotts, because it concentrates on
labour conditions and the trade with producers and often takes place under transnational
circumstances (Schmelzer, 2010).
Fair Trade in this sense is then a political action and is an outcome of neoliberalism. Fair
Trade can then be understood as ethical consumption as explained in §2.1.2. But as stated
above, Fair Trade can also be linked to the ethics of care, because of the responsibility
obligations of the society (as a result of the reduced power of the state) to achieve social
justice.
In 2008, Fair Trade certified sales of food and beverage were measured to be approximately
4.1 billion US-Dollars, representing 0.01% of the total food and beverage industry. Europe
and North America are the main markets, generally accounting for 0.5-5% of all Fair Trade
sales in the food and beverage industry (FLO, 2008; Mohan, 2009). Fair Trade represents only
0.01% of the total industry, this may imply that Fair Trade is either not a popular political
‘statement’ or that people do not recognise their responsibility obligations of the society.
Currently, all Fair Trade programmes converge on several general points: 1. Fair Trade
producers get a better deal, which involves a fair price for their products. 2. Improved quality
of life for producers. 3. Improved quality of life for local community. And 4. aim for fair
long-term (international) economic relationships. When the first idea of Fair Trade was
established, the ultimate goal of Fair Trade is to achieve real ‘free trade’. Meaning that free
trade should also work for the poor, articulating on the difficulties around the export of
products (from ‘South’ to ‘North’) (Font & Harris, 2004; Schmelzer, 2010). This is far more
ambitious than the ideology behind Fair Trade nowadays, which does recognise that Fair
Trade is sold in niche markets and does not aim for the dominant market players (Schmelzer,
2010).
Fair Trade (certification) is mainly focused on intangible elements. These intangible elements
are the cultural and ethical circumstances in another (far away) place. These circumstances
are not directly visible for the consumer. This is also assumed to be the main reason that Fair
Trade certifications were designed (Schmelzer, 2010). In this way the information that
consumers need to make the ‘right’ choice reaches them, without the outcome being visible
for them (Schmelzer, 2010). In this sense, Fair Trade mainly became an invention of the
global ‘North’ as an answer for the demand for social justice related information (Sin, 2012).
It is assumed that the global ‘South’ needed this invention as well, but for other reasons, as for
instance a fair price for its products. Fair Trade then reflects ‘North’–‘South’ power relations
(Putnam, 2007). Fair Trade emphasis on the differences between worker/producers and
consumers and stimulates post-colonial thinking (Sin, 2012). Fair Trade in this sense, a form
of caring-at-a-distant in post-colonial thinking (Schmelzer, 2010).
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The literature shows that in Fair Trade, we can speak of converging interests. This means that
the producers interests include selling their products for a fair price, and consumers interests
include the opportunity to engage in ethical action (Renard, 2005).
The ideology behind Fair Trade rests on several factors: it is a form of ethical consumption
and therefore, is a neoliberal practice and a political action. The concept of Fair Trade also
rests on post-colonial thinking. The main intention was to achieve ‘real’ free trade. In this
sense, Fair Trade appears to be a highly unrealistic concept (Putnam, 2007). According to Sin
(2012), Schmelzer (2010) and Putnam (2007), seeing Fair Trade as the ‘true’ free trade is
overly idealistic and the mainstreaming of Fair Trade is assumed to be impossible.
The literature also shows that Fair Trade certification emerged because consumers expressed
their need for information. This information would give them the ability to care-at-a-distant
(Schmelzer, 2010). This is seen as a duty, because of our political and economic
connectedness (as explained in §2.1.1.1). This shows, again, that ethical consuming and moral
theory are closely connected and it appears that diverse moral factors influence consuming
behaviour. According to Schmelzer (2010) the marketing of morals, and related discourses
(such as Fair Trade), attempts to affect consuming behaviour.
However, Schmelzer (2010) emphasises on the duality behind the Fair Trade discourse. Using
Marx’s concept of commodity fetishism (Schmelzer, 2010), the perception is that social
relations are involved in production. This social relation involves money and commodity
exchange. According to Schmelzer (2010), many argue that Fair Trade de-fetishizes products,
because it aims to make the social conditions around production transparent. At the same time
it alters Marx commodity fetish by the continuous aestheticisation in label text and activism
discourse (Schmelzer, 2010).
There is another duality of Fair Trade, also pointed out by Schmelzer (2010). Fair Trade is
assumed to be a reaction on the consequences of the neo-liberal market. Fair Trade
organizations protest and lobby for market rules that are fair to the most disadvantaged
producers. Fair Trade (certification) makes these market rules ‘possible’. At the same
moment, Fair Trade is advertised by representatives of neoliberalism. Among which the
World Bank and the European Union, two organisations that promote the dominate neoliberal
trade regime as successful alternative to more statist development initiatives (Schmelzer,
2010).
In other words, the ‘true’ ideology behind Fair Trade is thus difficult to understand. And
attempts to do so result in a number of critiques.
Despite this, in research of Barnett et al. (2010), Fair Trade is well-known amongst the
English citizens. According to Barnett et al. (2010), citizens already know a great deal about
the ethics of consumption and they can explain this discursively. In other words, they are able
to explain why they should act responsible. Remarkably too, is that the same citizens are very
good in explaining why they should not act responsible, or cannot act responsible in the way
one desires to. A few reasons that are mentioned in the study of Barnett et al (2010) are price,
daily routines, consuming for loved ones, the thoughts behind who is really responsible, the
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contradiction between fair trade and free trade, and the questioning of Fair Trade and its
certification schemes as really meaningful. This shows that citizens are able to explain their
choice to buy or not to buy Fair Trade products. However, citizens are also able to explain
that what they buy does often happen unconsciously, based on price and routines (Barnett et
al., 2010).
If this is true, that consuming happens unconsciously, then the marketing of morals or the
promotion of responsible behaviour among consumers, will be useless. According to Barnett
et al. (2010), the Fair Trade market is small, but people know about Fair Trade and are able
explain Fair Trade. This means that the production of knowledge about Fair Trade in
promotional material has had its effects and resulted in popular discourse. The production of
knowledge about ‘Fair Trade in tourism’ in promotional material may result in consumers
connecting this concept to Fair Trade, probably because of similarities (such as the name).
As stated in this paragraph, Fair Trade certification was designed to influence consumer
behaviour (Schmelzer, 2010). In this sense, certification emerged as a tool that will regulate
consumers towards consuming ethically and thus, among others, Fair Trade consumption.
This is currently done by governmental action as well as through voluntary action. Because,
‘Fair Trade in tourism’ involves certification as a voluntary action, certification will be
explained in the next paragraph.
2.2.1 Fair Trade standardisation and certification
Certification is a form of regulation through voluntary action. Just like the Fair Trade
movement, it is an outcome of the neoliberal market system (Peck & Tickell, 2002).
Certification is also used for benchmarking (Larner & Le Heron, 2004), as will be explained
in the following section.
During the neoliberal shift from roll-back to roll-out, there emerged a new form of
contractualism. This new form of contractualism involves diverse (non-governmental)
organisations that try to re-regulate the market (Larner & Le Heron, 2004). Benchmarking is a
practice where contractualism is used by corporations to show others their good practice,
better known as Corporate Social Responsibility (CSR) (Larner & Le Heron, 2004). CSR is
defined as follows: “CSR is the continuing commitment by corporations to behave ethically
and contribute to economic development while improving the quality of life, of the workforce,
and families, as well as the local community and society at large” (in Coles, Fenclova, &
Dinan, 2013, p. 124). Shortly said, CSR underlines that companies are responsible for their
actions in a scope wider than just their mere profit-and-loss goals (Mohan, 2009).
According to Coles et al. (2013), CSR has been an organisational response to the neo-liberal
world. Practising CSR at reducing the need for the intervention of state in markets and at
reducing the need for greater formal regulation to reach deeper sustainable development
(Coles et al., 2013). There are three main reasons why companies might engage in CSR
(Mohan, 2009, p. 24). First, to avoid the ‘naming-and-shaming’ of a well-known brand name.
Second, as a response to the expectations of the society. And third, financial benefits (Mohan,
2009, p. 24). CSR, in this sense, acts as a ‘licence-to-operate’ in any industry (Castaldo,
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Perrini, Misani, & Tencati, 2009). CSR, and thus benchmarking, is a way for corporations to
show the consumers that they are doing well in the field. Besides, it is the good practices of
these corporations that other corporations seek to emulate, it encourages people to constantly
reinvent and innovate themselves (Larner & Le Heron, 2004). Innovation and reinvesting
leads to new economic spaces and subjects in the market. Corporations need to rediscover
their products again and again. Therefore, benchmarking has been an important practice in
capitalism, it ensures that the market never stops moving and competition is stimulated again
and again (Larner & Le Heron, 2004). However, corporations that practice CSR are not
ensured a market lead, it only prevents the corporation from failure as a result of social
penalty (Castaldo et al., 2009).
According to Getz and Shreck (2006), certification is a market-based approach. This approach
is mainly based on relatively wealthy consumers in developed countries that are convinced to
pay more for products that are produced in a way that is related to the values of these wealthy
consumers. The emergence of certification is characterised by two broader trends (these
trends are explained in §2.2): the shift from government to governance (governmentality)
(Barnett et al., 2010) and the rise of the consumer-based politics (Schmelzer, 2010).
Certification as a form of benchmarking is a way to lower knowledge and financial threshold
of the ‘needy’ consumer (Micheletti & Follesdal, 2007). Lyon (in Micheletti & Follesdal,
2007, pp. 171 - 172) shows that in the coffee industry, the Southern producers and Northern
consumers are linked together in economic, political and social relationship. However this
connection is not a direct producer-consumer relationship, and therefore, certification
schemes are used to channel. It are the certification programmes that require producers to be
democratic, transparent, and accountable, which act as conduct for consumer actions and
intension. In this sense, certification schemes function as a regulatory tool of the tourism
industry for the consumer (Micheletti & Follesdal, 2007).
According to Coles et al. (2013), among others (Micheletti & Follesdal, 2007; O'Rourke,
2003; Schmelzer, 2010), obtaining Fair Trade certification is a form of benchmarking.
Therefore, it may be said it has broader (or other) aims than changing consumer behaviour
alone. Fair Trade certification can then be seen as a contested concept, and is discussed from
diverse point of views. These will be discussed in the following sections.
The literature shows that are two main agents for whom certification is designed. First, it aims
at consumers, because certification provides consumers the ability to self-govern themselves
in their consuming behaviour (Micheletti & Follesdal, 2007; Peck & Tickell, 2002). And
secondly, it aims at corporations, as a form of benchmarking and thus CSR (Coles et al.,
2013; Micheletti & Follesdal, 2007; O'Rourke, 2003; Schmelzer, 2010). Remarkable, a third
agent for whom certification is designed is not frequently mentioned, namely the small
entrepreneurs, i.e. farmers and tourism businesses (Font & Harris, 2004; Peck & Tickell,
2002). It is likely that certification will work for all three agents. But according to the critics
in the following section this is not always the case.
Kimura (2010) points out the issue of the large amount of certification programmes and the
small differences in standards between these certification programmes. The large amount of
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certification programmes evokes confusion on the side of the consumer. The result is that
consumers have cynical feelings towards certification programmes. Or worse it leads to the
phenomenon of “label fatigue” (Mutersbaugh; in Kimura, 2010, p. 132).
The main and foremost critique of standardisation and certification is that it seems to be a
meaningless practice. Getz & Shreck (2006) argue for example that Fair Trade certification
often leads to high expectations and these high expectations do not correspond with reality.
Consumers imagine that they can change the market through their purchase of Fair Trade
certified products. However, when consumers realise that their expectations were too high
they might become disillusioned and completely reject the idea of Fair Trade (Getz & Shreck,
2006). Putnam (2007) describes this phenomenon as geographical disappointment. According
to Putnam (2007), this geographical disappointment is likely to appear because, despite the
goals of Fair Trade certification, the needs of the capitalist markets remain the same. This
means that products must be of high-quality, but low prices are as least as important. Besides,
profit remains the most important goal of the capitalist markets (Putnam, 2007). The need to
meet these needs of the capitalist markets remains greater than the needs to meet the
requirements of Fair Trade and therefore, to follow the philosophy behind Fair Trade
(Putnam, 2007).
Another critique is that Fair Trade does not cover a truly fair market. Consumers are taught
that certified products are what they stand for and thus the consumer thinks that such selection
helps the producers of the products (Getz & Shreck, 2006). The experience of these authors is
that the certification is a top-down approach by producers associations. According to Getz &
Shreck (2006), the certified producers do not know much about Fair Trade. Therefore, the
integrity of certification and the certification process can be called into question. Besides,
Getz & Shreck (2006) question the growing inequality between the producers in one region,
between those who benefit from certification and those who do not. According to Font &
Harris (2004), some producers are included, while others are excluded, based on those who
are able to pay the certification costs, and those who can meet standards. Also related to the
critique that certification is a top-down approach, according to O’Rourke (2003), most
standards are established in a ‘command-and-control’ manner. This means that the ‘North’
designs the certification scheme and the ‘South’ may or may not decide to enhance these
standards. Therefore, standards arise questions of democracy (O'Rourke, 2003).
A fourth critique is related to the fairness of Fair Trade certification, aimed at third-party
monitoring (Lockie & Goodman, 2006). The third party has the task to regulate corporations
and to certify independently. These third parties are however not subject of state-based
institutions and are therefore free to come up with any standard and criteria they like to.
Shortly said, who is regulating the third parties on their trustfulness and fairness? (Lockie &
Goodman, 2006).
Critics, such as Putnam (2007) and Popke (2006), also point out that the Fair Trade movement
and certification programmes face a two-sided problem. On the one hand, there is the need to
further develop the Fair Trade market, but this is done by fetishizing the ‘Other’ and by
focusing on the market as a vehicle to reach global justice (Popke, 2006). On the other hand,
Fair Trade aims to transform the larger structures of imperialistic/colonialist production and
recognition of complex agency of all participants in the market (Putnam, 2007). Most of the
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powerful actors in Fair Trade aim at the first option because the latter option is still too
complex to solve (Putnam, 2007).
According to Lockie & Goodman (2006), summing all these critiques might lead to the
conclusion that certification and standards are not (yet) very effective. However, Lockie &
Goodman (2006, p. 21) also argue that “before concluding that Fair Trade represents some
kind of neoliberal wolf in sheep’s clothing”, it must be acknowledged that Fair Trade does not
only represents problems.
According to Getz & Shreck (2006), certification also has its benefits. It gives small farmers
an opportunity to enter the international market, because they have competitive advantages.
Through certification small farmers are now able to compete with the multi-national
corporations (Getz & Shreck, 2006). This is seen as the main key advantage of Fair Trade
certification. Another benefit of Fair Trade certification is the higher and more stable price
culture that is reached at the production side (Getz & Shreck, 2006). Related to this is the fact
that certification is a powerful tool to control the supply chain (Kimura, 2010). Another
important benefit is the fight against geographical ignorance (Kimura, 2010). Fair Trade
certification seeks to connect the consumer in the ‘North’ with the producer in the ‘South’ in
two ways. First, through the standard-based implementation of Fair Trade certification in the
commodity chain. And secondly, through the discourse of Fair Trade certification in the
media, think of movement-driven publicity. The result of discursive promotion is the
recognition of moral obligation and the encouragement of Kant’s duty of care (§2.1.1)
(Kimura, 2010; Lockie & Goodman, 2006).
Critics of certification as neoliberal modes of governance, think that the privatised regulation
is not trustworthy and call for a greater government involvement. These critics, Hatanaka &
Bush (2008) and Guthman (2007) (in Kimura, 2010, p. 133), mainly aim for a faster
movement towards Fair Trade as mainstream. They suggest that the level of government
regulations should be increased, which means that they emphasise on re-regulation.
Despite the fact that standardisation and certification are not recently introduced practices and
the critiques are many, new certification programmes are still being developed and until now
seem to survive. From this perspective one might assume that there is a clear demand for a
voluntary kind of regulation (Font, 2007). However, according to Kimura (2010) the future
brings two possibilities. Either, certification programmes are definitely labelled as
meaningless and consumer, will completely stop paying attention to them, or governmental
interference will occur and makes certification a requirement, resulting in certification
regaining its meaning and usefulness (Kimura, 2010).
It is likely that the critiques of (Fair Trade) certification will also apply to the tourism
industry. Therefore, it is also possible that these critiques influence the discourse of ‘Fair
Trade in tourism’, and thus influence the way meaning is given to the concept. It may also
influence the way certification programmes and wholesalers produce and distribute
knowledge about ‘Fair Trade in tourism’.
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2.3 Certification in tourism
The previous paragraph focused on Fair Trade and Fair Trade certification and thus
information was related to the international trade of products. However, tourism involves the
international trade of services.
The international trade of service is perceived as more complex in comparison with the
international trade of products. It is complicated foremost because tourism is intangible (Sin,
2012). And secondly, because tourism consists of a number of sectors and sub-sectors (for
instance flight, food, excursion, accommodation and so on) (Sin, 2012). These different
sectors involved in tourism are often governed by different government agencies. Another
difference between products and services is that, unlike tourism, products are made abroad
and imported into a country. Therefore, producer and consumer probably never meet. In the
case of tourism, the tourist goes abroad for the service, and consumer and producers and local
community will meet in a very unfamiliar way (Buckley, 2002).
In this sense, it is likely that there are similarities between the concept of certified products,
such as Fair Trade, and the concept of certified services, such as tourism. However, it is also
likely that the certification of tourism is perceived by academics as more complex. On these
complexities is elaborated in this paragraph.
The promotion of tourism has been widely (by most of the producers in the ‘South’ and
consumers in the ‘North) assumed to be a strategy that will lead to poverty relief and
community and economic development (Manente et al., 2012). However, the current view on
contemporary (or mass) tourism is that it continually failed to deliver economic development
in the ‘South’ (Manente et al., 2012). Especially transnational companies make huge profits at
the expense of cheap labour (Boluk, 2011b). One of the responses to the failures of
contemporary tourism is the introduction of ‘Fair Trade in tourism’ (Boluk, 2011b). This
section is about the improvement of the tourism sector through certification and the promotion
of certification.
According to Sin (2012), certification in tourism aims to reduce negative impacts of tourism
by creating awareness and by influencing consumers behaviour. According to Buckley (2002)
and Font (2007), certification should serve to help consumers in choosing a meaningful,
reliable and useful tourism destination. But at the same time, it should serve the international
position for the ‘Southern’ tourism organisations in the tourism industry (Sin, 2012). This
involves mainly a better price for these organisations and their workers (Sin, 2012).
Studies and critics (in Buckley, 2002; Font & Epler Wood, 2007; Honey, 2002; Mahony,
2007) show us that rather than choosing a destination for its ‘good practice’, the consumers
pay attention to other, for them more important, attributes. For example, price, quality,
services, departure date, weather, location and safety.
If the consumers still decide to pay attention to ‘good practice’ attributes of a destination and
decide that they are able and willing to pay more for Fair Trade. Then consumers are often
confused by the number of certification programmes. According to many critics (Black &
Crabtree, 2007; Buckley, 2002; Font, 2007; Font & Epler Wood, 2007; Honey, 2002;
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Mahony, 2007), it is this number of certification programmes in the tourism industry that
makes certification meaningless for the consumers. This appears to be a two-sided problem
(Buckley, 2002). On the one hand, the existence of too many certifications (distinctive as they
may be) confuses the consumer. On the other hand, customisation to country is needed,
because every country and region is different. Besides, the practical implementation can take
advantage of the different social, cultural and economic situation (Buckley, 2002).
The small amount of consumers (the so-called core group) that still decides to search their
way through this large number of certification programmes encounters another set of
problems (Buckley, 2002). 1. The lack of information given by wholesalers about
certification. 2. The lack of easily accessible and understandable information about audit
procedure and evaluation given by certification programmes. And 3. The results of auditing
procedures that are barely or not given at all (Buckley, 2002).
However, it is important to keep in mind here, that without certification consumers must carry
out their own research (Buckley, 2002). This means that consumers have to review promotion
material of accommodations, seek recommendations from friends and family and ask by
wholesalers directly, about the philosophy and intentions of the preferred holiday destination.
A consumer then needs to assume that obtained information, from accommodations, friends,
family and wholesalers, is complete and trustworthy (Black & Crabtree, 2007; Buckley,
2002).
The above section shows that there are failures to reach the consumers in a complete and
understandable way. This will also lead to the failure to reach the aim of certification in
tourism: to help consumers in choosing a meaningful, reliable and useful tourism destination
(Buckley, 2002; Font, 2007). This might result in completely unknown and unappreciated
sustainability efforts (Bustam, Buta, & Stein, 2012). However, according to Bien (2005, in
Font & Epler Wood, 2007, p. 154) we must reckon with the assumption that consumer
demand only develops long after the certification programme is developed and introduced to
the market. According to Bien (in Font & Epler Wood, 2007, p. 154), it takes 8 to 15 years to
obtain a worthy consumer demand.
According to Font (2007), it seems that the market of certification in tourism still needs to be
created. For, at this moment, the ordinary consumer does not know, understand or want
certification.
According to the above mentioned critics, the promotion of certification programmes or
certification programmes itself, are at this moment perceived, as meaningless. The question is
then, if consumers are not reached and attempts may lead to unknown and unappreciated
sustainability efforts, why then designing certification programmes and for whom?
The main aim of certification is assumed to be influencing the choice of the consumer.
However, many critics (Black & Crabtree, 2007; Bustam et al., 2012; Font, 2007; Font &
Epler Wood, 2007), mention a second underlying aim of certification. According to them, the
main aim involves improvement of the performance of tourism corporations through
benchmarking. As explained in §2.2.1, CSR involves benchmarking and through CSR
corporations try to distinguish themselves from others. Therefore, the corporations’ aim to
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improve performance, involves ‘positioning in the market’. This is exactly what wholesalers
try to achieve in the tourism industry (Mahony, 2007).
According to Coles et al. (2013), wholesalers have a high potential to practice greater
responsibility at three levels: 1. the destination, 2. the supply chain and 3. within the firm.
Wholesalers have the power to influence behaviour, the wholesaler can choose to do business
with an irresponsible corporation or not (Coles et al., 2013). Wholesalers assume that
certification, as part of the CSR strategy, will gain them a better position in the market. The
main thing that corporations try to achieve with CSR is the avoidance of being written off as
‘bad practice’ in the media (Castaldo et al., 2009). Certification then involves the show off of
‘good practices’, and thus certification involves branding (Font, 2007; Font & Epler Wood,
2007; Honey, 2002; Mahony, 2007).
According to Nicolau (2008), CSR is not only useful for its commercial and cost saving
functions. Customer satisfaction is an important benefit as well, it is the key driver of market
value and thus reputation (Nicolau, 2008). Especially in the tourism industry reputation is
important, because people ought to put their trust in wholesalers. In this sense, tourists might
think that taking care of society, and thus choosing for certification, is equivalent to taking
care of themselves (Nicolau, 2008). Certification, as a CSR strategy, becomes a means to
communicate and overcome lack of trust. UNEP (2005) supports this view on CSR and
certification: “The main drivers for sustainability are not linked to consumption, but to
employee concerns, access to capital and reputational risk management, or protecting the
‘licence to operate’” (in Font, 2007, p. 395). Mahony (2007) conclude that true demand for
certification does not come from the consumer, but from the larger corporations (Mahony,
2007).
Certification in tourism is therefore not only seen as a way of promoting good consuming
behaviour, the marketing of morals. As the above mentioned critics try to clarify, the true
demand for certification comes from the larger corporations, as a form of benchmarking.
However, interesting is the connection made with reputation and trust. Consumer put their
trust in wholesalers, and CSR practice becomes a way to overcome a lack of trust among
consumers. This means that wholesalers work with certification for other reasons than
certification programmes and consumers may expect.
The problems described in previous sections of this paragraph show that it is difficult to reach
the consumer and that corporations use certification for benchmarking purposes. It can then
be assumed that the intention to promote responsible behaviour in the tourism industry should
come from the certification programmes themselves.
However, according to Font & Harris (2004), certification programmes themselves need to
deal with some problems first. According to Font (2007), the main problem that certification
programmes face is finance. There are hardly any self-financing certification programmes
(Font, 2007). Many certification programmes are secured by donor funds. This makes it
difficult to run certification programmes in the long term (Font, 2007). The lack of finance
also makes it difficult for the certification programmes to market their certification, especially
when the goal is to inform the consumers (Font, 2007).
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This problem is related to the certification programmes inability to brand their trademark. A
well-known trademark will help consumers to overcome their confusion (Font & Epler Wood,
2007). However, in branding, certification programmes often appear to be their own worst
enemies. A change of name or a change of logo often leads to a new start in branding the
certification (Font & Epler Wood, 2007). Besides, Font (2007) and Font & Epler Wood
(2007) argue, that consumer loyalty in tourism is so small, because of the lack of repeated
travels, that branding basically does not make much sense.
Bien (2005; in Font & Epler Wood, 2007, p. 10) mentions four reasons for failure of the
promotion of certification in the tourism industry. First, there are not enough certified
products. Second, the costs of promoting directly to consumer are high. Third, the costs of a
promotional programme are be high, too. And last, the certification programmes do not have
employees with marketing skills (Font & Epler Wood, 2007).
If wholesalers promote the certification for different reasons, mainly benchmarking, and if
certification programmes face problems at managerial and marketing level, then the question
remains: how should the ethics of care, and thus ethical consumption in the tourism industry
be promoted? A closer look at the promotion strategy, regarding certification in tourism may
help to get a better insight on why the consumer is not reached.
In the tourism certification sector there are two distinctive ways of promotion among
consumers (Bustam et al., 2012). First, direct promotion, certification programmes promote
their own certifications directly to possible consumers. And second, indirect promotion,
certification programmes make use of wholesalers to sell and promote their certified products
and services (Bustam et al., 2012). According to Font & Epler Wood (2007), the promotion of
certification programmes and its product/services must be understood through indirect
promotion. Since, the effort to promote certified products and services directly to consumer
fails, as explained in the previous section, promotion should, thus, mainly be done in an
indirect way (Font & Epler Wood, 2007).
As this recommendation of Font & Epler Wood (2007) is followed in practice, wholesalers
should promote tourism certifications among consumers. This also means that wholesalers
have the huge task to produce and distribute knowledge of the new concept of ‘Fair Trade in
tourism’.
However, as explained in previous sections, wholesalers use certification to show off their
CSR purposes and they will aim to promote their own CSR goals, and not the certification
programme’s goals (Font, 2007). According to Buckley (2002), if wholesalers are willing to
promote the certification, they are expected by the certification programmes to market the
products as specified in the certification guidelines. These guidelines do not include other
attributes where consumers look at (i.e. quality), but are completely based on certification
philosophy and criteria. Therefore, these guidelines are hard to implement for corporations in
their own way of marketing (Buckley, 2002). UNEP (in Font, 2007) argues here that the only
solution to this problem is to mainstream certification. In other words, make certification a
requirement to trade. Wholesalers are then obligated to help the certified SMEs in the ‘South’
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to meet required standards, to ensure justice and to remove barriers to access the tourism
markets (Font, 2007). In this case, the involvement of government is important, the
government should regulate certification as a requirement (Font, 2007).
Shortly said, the still growing numbers of tourism certification programmes seek
unsuccessfully for ways to get better recognised in the market. While at the same moment,
their main ‘buyers’ - the wholesalers - are not highlighting their products as ‘certified’.
Wholesalers do not highlight the certified products for two reasons (Font & Epler Wood,
2007). First, because certifications are not global and consistently known around the world.
And second, certifications are not (yet) of any added value for the consumer (Font & Epler
Wood, 2007).
These difficulties in the promotion of responsible behaviour in the tourism industry may result
in the question: Who is responsible for the promotion of the certification? In order words,
who should market the moral obligations of the consumer? However, critics provide contested
answers in this debate. Besides, critics do not only emphasise the problems of promotion.
Other critiques of certification in tourism are abundant and the main conclusion is that
certification is perceived as a meaningless practice.
As such, Honey (2002) argues that corporations might try to avoid ‘greenwashing’ and/or
‘sweetwashing’ claims of the media, through CSR and certifications. However, in this group
of corporations appear, when the certification standards and criteria are not detailed enough,
‘sweetwashing’ practices as well. Honey (2002) refers to these organisations as ‘cowboys’.
According to Honey (2002), this is besides the struggle in the promotion of certification,
another reason that result in meaningless certification.
Related to this there is the critique that certification programmes are mainly certifying the
converted (Mahony, 2007). This means that corporations already performing good are
obviously the ones aiming for certification. In this sense, certification only covers those who
are already responsible. This makes certifying a meaningless practice, as well (Mahony,
2007).
According to Mahony (2007), the extent to which consumers are influenced by these tourism
certification schemes is still open to debate. Tearfund (2001, in Mahony, 2007, p. 394) argues
that tourists decisions are more and more affected by the global issues of environmental and
social impact of tourism. This is mainly because other attributes such as quality and price are
satisfactory and thus tourists can start looking at other attributes. Other organisations (such as
WWF and Synergy, in Mahony, 2007, p. 394) argue the contrary. Tourists may show more
interest towards the environmental and social issues of tourism and indicate that they would
like to behave differently. However, other motives still play a more important role.

2.4 Concluding remarks
Despite certification programmes often being put off as meaningless. Mahony (2007) shows
that the ‘real’ demand for certification is still to come. Other motives in holiday decisionmaking must be satisfied first. The conclusion that can be drawn here is that the contested
views on certification of tourism, show that many views are based on assumptions. For
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example, critics assume that there is a market for certified products and assume that
consumers need them (Black & Crabtree, 2007). These assumptions seem to be more the
result of trends than of scientific underlying arguments. Therefore, it becomes easy to
challenge the idea of certification, instead of supporting it. This leads to an one-sided view in
the literature about certification in tourism. However, the number of certification programmes
continues to grow (Font, 2007). There are now over 250 certifications worldwide, more than
60 in Europe alone and there are at least 47 tourism certifications worldwide (EcolabelIndex,
2013; Font & Buckley, 2001).
According to Nicolau (2008), CSR, in whatever field this appears, becomes also more and
more popular among corporations. This also means, that in whatever way it happens, ‘good
practice’ does occur, but is not always visible for the consumer. As such, the main challenge
is, how to market certification in such a way that consumers start to pay attention? Maybe, the
by Bien (2005) ‘promised’ growing consumer demand in certifications indeed only starts to
occur after 8 to 15 years (in Font & Epler Wood, 2007, p. 154). And that indeed, as Bien
(2005) adds to this argument, safety and quality needs must be satisfied first, before
consumers will consider other attributes, which takes time as well (in Font & Epler Wood,
2007, p. 154).
The conceptual framework, shows that ‘Fair Trade in tourism’ is not a straightforward
approach. The concepts whereupon ‘Fair Trade in tourism is built are highly contested. It
seems that ‘Fair Trade in tourism’ involves several debates where many different issues are at
stake. There debates involve care and morality, ethical consumption, Fair Trade and
certification in tourism. The representation of ‘Fair Trade in tourism’, as examined in this
thesis, is assumed to be built upon these contested concepts. The analysis of online
promotional material and interviews (elaborated on in the following chapters) will show how
and to what extent the contested concepts influence the way wholesalers and certification
programmes represent ‘Fair Trade in tourism’.
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CHAPTER 3: METHODOLOGY & METHODS
In order to respond to the research questions as described in chapter 1, there is searched for a
way to make sense of a world of complex, confusing and contested concepts and theories
described in the conceptual framework. Besides, there is searched for a way to related the
conceptual framework with issues of Fair Trade certification in tourism as emerged from the
study. In this chapter the research methodology is outlined. Underneath the epistemology,
data collection, data analysis, research scope, research challenges and research limitations are
discussed.

3.1 Epistemology
The contested nature of the concepts behind Fair Trade (certification) in tourism, renders that
there is no objective truth. Even if someone claims something to be true this, can only be
based on interpretation of social contexts.
Looking at the world in this way means that the researcher look at this study as a
constructionist (Hall, 1997). Constructionists regard knowledge as constructed and are
concerned with how knowledge is created. For constructionists there is no single objective
truth that can be discovered. It is interesting to focus on how meaning is constructed when
wholesalers and certification programmes represent the concept of ‘Fair Trade in tourism’.
Through detailed analysis of the collected data, and thus through the interpretation of what
others perceive as ‘real’. This thesis defines what perspectives there are on ‘Fair Trade in
tourism’. This provides an understanding on the current discourse of ‘Fair Trade in tourism’.
It is through our existence and the engagement with the things that interest us, that we
construct meaning and ‘reality’. If meaning is constructed, it is likely that for every
phenomenon there are different views on what is ‘reality’ is. These different views are
constructed, shared and defended through language in daily life. Thus people construct
meaning using representational systems, concepts and signs (Hall, 1997). In this approach, it
is not the ‘thing’ (or object) that constructs meaning in life, but meaning is constructed
through concepts that are represented in our language system (Hall, 1997). More about this in
§3.2.1.
Along these lines, language also influences people, and thus the researcher as well. People use
past experiences to interpret and to predict new occurrences, and therefore the way the
researcher uses language to interpret how others construct meaning and to understand the
current discourse of ‘Fair Trade in tourism’ is influenced by the researcher’s own past
experiences as well. This means that the researcher’s own knowledge is limited to its own
understandings and knowledge, as obtained by past experiences. As the researcher cannot
separate itself as person from itself as ‘the researcher’, this study will be slightly biased.
Although, one tries to be objective, not to interfere with the data and one continually seeks
new and challenging information and experiences. The interpretation of others perspectives
on the concept of ‘Fair Trade in tourism’ are, are also constructed on and influenced by the
researchers view on what is ‘reality’. The correct implementation of research methods should
help to avoid a biased interpretation as much as possible.
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3.2 Methodological framework
As said in the previous paragraph, “it is not the ‘thing’ (or object) that constructs meaning in
life, but meaning is constructed through concepts that are represented in our language system”
(Hall, 1997). How this meaning is constructed and presented by people is explained in the
following paragraphs.
3.2.1 Language, representation and discourse
Representation is the production of meaning of concepts in mind through language (Hall,
1997). Otherwise said, representation is how meaning is giving to things through language.
Representation is an essential part of the process wherein meaning is produced and exchanged
between members of a culture. There are two systems of representation. First, mental
representation, which means that all things are attached to concepts in mind. We can share our
ideas because we share conceptual mental maps with others. Mental representations are the
same within cultures. And second, language, we do not only need a shared culture, we also
need a shared language in order to be able to communicate or represent something (Hall,
1997, pp. 17 - 19). Language in this case does not refer to talking, but to language as a
practice made up of signs (words, but also images, sounds, meanings and so on) (Hall, 1997).
If people from the same culture share a similar mental conceptual map, then they must also
share the same way of interpreting the signs of a language (Hall, 1997). Meaning is
constructed through this system of representation, the constructed meaning is fixed by a code
(Hall, 1997).
If language is used to represent something and meaning is constructed through the system of
representation, it becomes important to pay attention to the way certain language is used to
represent something. In order to understand the promotion of, or the production of knowledge
about the concept of ‘Fair Trade in tourism’, one must understand what language is used and
why this language is used.
According to Saussure (in Hall, 1997), signs do consist of two elements, being the signifier
(the words or the image) and the signified (the concepts in mind). Only together they
construct meaning. Sign have an arbitrary nature. Once they are defined in relation to other
signs, they obtain meaning and this meaning can get learnt by people (Hall, 1997). Signs then
become members of a system and are defined in relation with other members of this system.
The meaning and the relationship between signs can change. This means that there is no
universal meaning, it depends on cultural history and context (Hall, 1997). Interpretation then
becomes an essential part in the process of meaning-production (Hall, 1997).
In this sense, ‘Fair Trade in tourism’ will be interpreted differently by all people. Yet,
similarities are there within people of the same culture. People of the same culture, will
understand the language that one of them uses to represent ‘Fair Trade in tourism’. At the
same moment, these people may use other language to represent the concept themself.
This view of Saussure of representation and language, is better known as semiotics. Semiotics
seems to limit the process of representation to language. It is often treated as a static system
(Hall, 1997). However, it seems that some people had more power to speak about certain
objects than others. Therefore, Foucault implemented the idea of power and knowledge into
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models of representation (Hall, 1997). This is why Foucault introduces a discourse approach.
According to Foucault (1980) it is not language but discourse that is the system of
representation (in Hall, 1997). Foucault considers knowledge and power to be constructed
within a set of social practices. Discourse accordingly is “a group of statements which provide
a language for talking about, and (thus) a way of representing the knowledge about, a
particular topic at a particular historical moment, discourse is (then) about the production of
knowledge through language” (in Hall, 1997, p. 44).
As such, language is thus used to represent knowledge about ‘Fair Trade in tourism’. The
production of knowledge, the actual discourse, is influenced by everyone around us.
Whenever we talk about ‘Fair Trade in tourism’ we produce knowledge.
Discourse consists of a way of thinking or state of knowledge that appears in a range of texts
and as forms of conducts, at different institutions within the society (Fairclough, Muldering,
& Wodak, 2011). Discourse defines the rules of how people talk about a topic, defines our
knowledge and defines rules for the sharing of knowledge. In this sense, discourse regulates
our ideas (Hall, 1997). Outside discourse, nothing has meaning. In other words, without
discourse it is not possible to interpret objects, writings, speeches and so on.
Therefore it can then be said, that ‘Fair Trade in tourism’ has no meaning if there is no
discourse to define our knowledge. However, this knowledge also depends on the other,
historical, discourse(s). This could possibly be the discourse of Fair Trade, the discourse of
certification, the discourse of tourism. And it could also possibly be that even these discourses
were constructed on other discourses.
Things, language and people do only mean something to someone and to social groups, if the
historical and social context of discourse is known (Hall, 1997). Besides, discourse is history
and culture specific. Outside a certain time or culture discourse has no meaning. As a result,
everything in life is socially constructed. Language is used to represent, and thus helps to put
together the discourse (Hall, 1997). Foucault was concerned with the way how institutions
make use of discursive practice to regulate the conduct of others. Foucault used the discourse
analysis to foreground the relation between discourse, knowledge and power (in Hall, 1997).
In Foucault’s view, power produces knowledge, power and knowledge are directly implying
one another, and thus there is no power relation without knowledge, and no knowledge
without power relations (in Hall, 1997). If this is true, then truth “is a thing of this world”
(Foucault, 1980) and is constructed through discourse (in Hall, 1997, p. 49).
The way ‘Fair Trade in tourism’ is given meaning and how ‘Fair Trade in tourism’ is “a thing
of this world” can be interpreted through the analysis of discourse. This means that the study
also involves the analysis of the representation of knowledge through language. And, the
analysis of the social and historical context of the discourse can be used to interpret this
meaning. In this study, the concept of ‘Fair Trade in tourism’ is understood through these
analyses.
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3.2.2 Critical discourse analysis
Foucault was clear on the use of discourse to study social structure, discursive practices,
power relations and knowledge production. He was, however, less clear on how to study this.
According to van Dijk (in Wodak & Meyer, 2009, pp. 63 - 64) the critical discourse analysis
aims to analyse the understanding and the solution of, serious social problems. Especially,
those that are caused by public text and talk. The critical discourse analysis seeks to uncover
opaque and transparent structural relations of power and control (Van Dijk, 2003; Wodak &
Meyer, 2009). In this sense, texts can never be understood by ‘itself’. Texts can only be
understood in relation with other texts and/or in relation to its social context (Guest, Namey,
& Mitchell, 2013; Jorgensen & Phillips, 2002).
In order to understand how and why ‘Fair Trade in tourism’ is represented through certain
language the way it is. This study seeks to uncover the social context and the relation of
power and knowledge production of this concept. It is in this sense that it was decided to
make use of the critical discourse analysis. This provides the ability to understand and
interpret concepts and discursive practices and their relation to social practices. It is exactly
this, what other discourse analyses lack (Haig, 2004). Other discourse analyses focus on the
micro-level of text and do not provide the ability to connect the micro level with social
practices, the macro level (Haig, 2004).
However, this is also exactly one of the threats of using critical discourse analysis. The usage
of many concepts and theories can be a source of contradiction, which does not help to
produce a systematic theory (Haig, 2004). These concepts and theories used in critical
discourse are often problematic, as social phenomena are favoured to be cast in certain lights
and theories. The concepts and theories take its philosophical foundation for granted (Haig,
2004). Another critique of the critical discourse analysis is that the analysis observes social
phenomena, which we often dislike (Haig, 2004). Then it tries to understand why the social
phenomena appear the way they are. But it consequently misses the ability to suggest practical
solution, because the approach does not provide the solution, but only explains the
phenomena. According to the critics (Haig, 2004; Henderson, 2005), it is this lack of
providing practical solutions, that has helped powerful people to construct powerful
discourses. A solution to these issues were not offered but a detailed analysis on how the
discourse is constructed is made public (Haig, 2004; Henderson, 2005). Another point of
critique is that critical discourse analysis has the tendency for the over-interpretation of data
(the tendency to look for certain social practice). This results in the tendency to interpret
results more than is in its validity (Haig, 2004). As such, these critics (Haig, 2004; Henderson,
2005) are wondering, whether critical discourse analysis can in this case still produce valid
knowledge?
On the contrary, critical discourse analysis aims at achieving more than any other kind of
discourse analysis (Haig, 2004). Similar to other discourse analyses it does aim for the
understanding of discursive practice. But besides, it also aims at understanding social
practices and the society as a whole; what is wrong with them and why (Jorgensen & Phillips,
2002). The critical discourse analysis aims at analysing discourse in a much ‘deeper’ way than
other discourse approaches. It is exactly this social practice in relation to ‘Fair Trade in
tourism’ that the researcher will try to interpret in this study.
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Rather, than being a methodological approach or framework itself, critical discourse analysis
covers several approaches that have been developed by critical analysts. Despite their
different theoretical and philosophical perspectives, all approaches are concerned with the
analysing of how discourse produces, reproduces and transforms social structures and how
these social structures and power relations are embedded and maintained in discourse. It is
possible to classify five common features among different approaches (in Jorgensen &
Phillips, 2002, pp. 60 - 64):
1. it is partly through text production and consumption, called discursive practices, that
social and cultural reproduction and change take place;
2. discourse forms the social world, but discourse is at the same time formed by social
practices (dialectical);
3. language is used in social interaction, and must therefore be empirically analysed in its
social context, especially the way how this social context is controlled;
4. discourse contributes to the creation and reproduction of unequal power relations
between social groups. The effects of these are understood as ideological. It is in this
sense that critical discourse theory is ‘critical’, for it seeks to reveal the role of
discursive practices in the restructuring or reproducing of the social world; and
5. critical discourse analysis is not politically neutral, but committed to social change
(Jorgensen & Phillips, 2002).
According to van Dijk (in Wodak & Meyer, 2009, p. 56), good critical discourse analysis
includes the best work of many people, therefore critical discourse analysis is diverse and
interdisciplinary.
3.2.3 Fairclough’s dialectical-relational approach
As stated in the previous paragraph, there several approaches to perform a critical discourse
analysis. In this study the approach of Fairclough is used. Fairclough’s dialectical-relational
approach considers a relationship between language, ideology and power (in Wodak &
Meyer, 2009, pp. 162 - 186). Dialectical means that discourse works two ways, discourse
influences social structure, but social structure also influences discourse. According to
Fairclough et al. (2011, p. 364), texts (writings, speeches, images, multimedia, internet and so
on) are part of a linguistic semiotic element of social events. For this reason discourse
contributes to the construction of:
1. social identities;
2. social relations;
3. systems of knowledge and meaning (Fairclough et al., 2011).
Fairclough (2000) also states that discourse is shaped and constrained by:
1. social structure (class, status, age, ethnic identity, and gender);
2. culture;
3. discourse (in McGregor, 2003).
Discourse helps to shape and constrain our identities, relationships, and systems of knowledge
and beliefs. Discourses are thus affected by other discourses and as explained previously
constructed on other (historical) discourses. As a result, discourse always involves power
relations and ideologies. Discourse is connected to the past as well as to current context. And
discourse is interpreted differently by different people because of different backgrounds,
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knowledge and power positions (Fairclough et al., 2011; Jorgensen & Phillips, 2002; Wodak
& Meyer, 2009).
This specific approach is used, because the approach focuses on socially constrained concepts
and shows ideological backgrounds. The production of knowledge, and thus the discourse, is
the central point of this type of analysis. Furthermore, the analysis provides multiple points of
entry. Hence, how analysis is carry out accordingly this approach is not the most important
things. In the end the most important thing of this approach is to combine all results of
analyses and show their interconnectedness in terms of social context (Henderson, 2005). It is
this interconnection that the researcher uses to interpret the discourse of ‘Fair Trade in
tourism’. It is also through the interpretation of discourse in dialectical relationship with the
social structures - that society is shaped and will be further shaped - that there cannot be an
objective ground truth or meaning. Social reality is constructed through discourse and will
continually be reshaped. As explained, the language used to represent a concept is never
exactly the same for different people and is thus unique per person. The ‘truth’ is as such
based on the interpretation of language in social context, and so also depends on what does
one know. The approach I use for this research is then, as said before, one of constructionism.

3.3 Data Collection
The study involves a critical discourse analysis of ‘Fair Trade in tourism’. The focus is on
Fair Trade certification in tourism because this is still a quite new concept in certification.
Besides, the certification becomes an interesting subject because it is built on the several
contested concept of care, morality, ethical consumption, Fair Trade and certification in
tourism. Differently from what one may expect, Fair Trade is not necessary a ‘South’ –
‘North’ approach. Even in Europe, one can try to improve local (economic) circumstances and
aim for local development through ‘Fair Trade in tourism’.
The conceptual framework shows that the ability to understand the concept of ‘Fair Trade in
tourism’ in social context is related to many concepts. Such as, for instance the ability to careat-a-distance, the ability to support ethical consumption and/or Fair Trade and the ability to
see the usefulness of certification. These are all highly contested concepts. The field of ‘Fair
Trade in tourism’ is thus a complex one and an interesting one to study.
3.3.1 Study site
The field study took place from July 2013 to October 2013 and was done in the Netherlands.
The study consists of a critical discourse analysis, as explained in §3.2, and includes online
promotional material and interviews with tourism wholesalers based in Western-Europe.
3.3.2 Sample
Interviews were conducted in collaboration with three certification programmes.
1. Fair Trade Tourism (FTT) certification programme, originally established in South
Africa, now focused on Southern Africa and beyond. An interesting certification
programme with a high historical context (the Apartheid) and world’s first tourismrelated certification focused on the Fair Trade aspects of corporations
(FairTradeTourism, 2013a);
2. Malta eco-certification, established by the Malta Tourism Authority (MTA), a small
certification programme for hotels on the Maltese Islands. This programme is
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reflecting the Global Sustainable Tourism Council (GSTC) criteria. This means that
apart from Fair Trade-like criteria the certified hotels must also apply for
environmental, social, economic and management criteria (MaltaTourismAuthority,
2010);
3. Biosphere Responsible Tourism, a certification programme for tourism entities as well
as complete destinations. This certification programme is established by the
Responsible Tourism Institute (RTI), as response on the vulnerability of the
environment in tourist’s destinations. But it does include social/Fair Trade-like criteria
as well (BiosphereResponsibleTourism, 2013). Like the Malta eco-certification (and
FTT) this programme also reflects the GSTC criteria. However, it is interesting that
this certification programme covers a much bigger scope, including Central America,
South America and Western Europe (BiosphereResponsibleTourism, 2013).
(See Appendix 1 for more information about these three certification programmes).
The interviews were conducted with employees of wholesalers in Western-Europe in, which
includes the following countries: Germany, the Netherlands, Switzerland and the United
Kingdom. The wholesalers that participated in this study sell holidays and/or accommodations
that were certified by one (or more) of the three certification programmes elaborated on in the
previous section. The interviewees represented the following wholesalers and travel agencies:
Baobab Travel, Dreamtime Travel, Expedia Inc., Kuoni Group, Travel Unique, Traverdo, and
Tui Nederland (see Appendix 3 for a list of interviewees).
Additional, an interview was conducted with a representative of Max Havelaar. Max Havelaar
is the Dutch Fair Trade Foundation and promotes the well-known Fair Trade brand in the
Netherlands. As explained in §2.3, the tourism industry divers from the product industry
because tourism is a service and thus intangible and more complex. This interview therefore
has the purpose to gain a better understand of Fair Trade (for products), as it is likely that
representations of ‘Fair Trade in tourism’ is connected to their understanding of Fair Trade. It
is by no means the intention to study the representation of Fair Trade (for products).
All interviews were semi-structured so that a more conversation-like interview would take
place (see Appendix 4 for the interview questions).
The online promotional material consisted of information gained about the certification
programmes on the websites of wholesalers and certification programmes. The information
used originated from websites of the following tourism organisations: Baobab Travel,
DerTour, Dreamtime Travel, Expedia Inc., Fair Trade Tourism, Hays Travel, Holiday
Lettings, Imagine Travel Service, Institute of Responsible Tourism, Kuoni Switzerland,
Kuoni UK, Malta Tourism Authority, Max Havelaar, Responsible Travel, SKR Reisen,
Thomas Cook, Nolitours, Travel Unique, Traverdo, Tui Travel/Nederland, Useeka Travel,
WeHoliday.
The website of the Global Sustainable Tourism Council (GSTC) was additionally visited.
Analysis showed that representations found in the online promotional material and in the
interviews were based on the GSTC criteria (see Appendix 2 for a list of analysed websites
and webpages).
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3.4 Data Analysis
To avoid issues of misinterpretation, the interviews were recorded. The recordings were
transcribed ‘ad verbatim’, or word-for-word (see Appendix 5 for all interview transcriptions).
Four interviews were conducted in Dutch, all phrases that are used in the analysis are
translated to English literally. Besides, not all websites visited and used were in English, other
languages that used as part of this analysis were Dutch, German and Swiss. Also in these
cases all Dutch, German and Swiss phrases used in the analysis were translated to English,
literally.
The interviews has been analysed following Fairclough’s three-dimensional framework and
the text analysis techniques of Huckin, based on Foucault’s discourse analysis.
3.4.1 Fairclough’s three-dimensional framework
The analysis of critical discourse analysis involves a deeper understanding of text. The idea is
that text is read thoroughly in order to find the underlying meanings of this text. This is done
in order to understand a social practice in a particular field. The three-dimensional framework
of Fairclough (see Figure 1) tries to unite the relationship between three levels of analysis
(Jorgensen & Phillips, 2002). This is done to uncover opaque and transparent structural
relations of dominance, power and control and their influences on social practice (Jorgensen
& Phillips, 2002). These three levels of analysis (Jorgensen & Phillips, 2002) are:
1. the actual text. In text is an event communicated and text involves the presentation of
facts and beliefs of the one communicating it.
2. discursive practice. This involves the production and construction of text. While rules,
norms and mental models of socially acceptable behaviour are used to produce,
receive and interpret the text. The discursive practice involves ‘ways of being’
symbolising ones social identities.
3. social practice. This involves the wider context, or setting, wherein the discursive
practice occurs (in Jorgensen & Phillips, 2002, pp. 66 - 68).

Figure 1: Fairclough’s three-dimensional framework (Jorgensen & Phillips, 2002)

The level of text involves an analysis of vocabulary, transitivity, modality, metaphor and
includes a description of the linguistic phenomena therein (Fairclough et al., 2011).
Discursive practice are the spoken and unspoken rules that controls the way individuals learn
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to think, to act, and to speak in the social positions they occur in (Fairclough et al., 2011).
This involves an interpretation of linguistic patterns, considered is who produced the text, for
whom, and for what purpose (Wodak & Meyer, 2009). And the social practice is the setting
wherein the discursive practice occurs and how this influences the way discourse arises. This
level involves an explanation of the relationship between discursive processes and the social
context within they are produced, for example ideological struggle (Fairclough et al., 2011;
Wodak & Meyer, 2009).
Fairclough’s approach is criticised for being unclear on several issues (Henderson, 2005).
Since, the discursive dimension and the social dimension of the study are in dialectical
relationship with each other, it is difficult to be clear on where the social practice ends and
where the discursive practice begins. This often leads to over-analysing of the data (Haig,
2004). Another mentioned critique is that the model does not account for the fact that subjects
are not completely controlled by discourses. According to Haig (2004), all people have some
ability to engage in resistance and people can also act as agents of social change. Besides,
Fairclough’s model lacks the inclusion of cognitive phenomena (Henderson, 2005). Saussure
(in Hall, 1997) states that the system of representation consist of two phases, the mental
representation and language. The mental representation, involves how things are attached to
concepts in one’s mind. How conceptual mental maps are related to the text and discourse
lacks attention in Fairclough’s approach (Henderson, 2005). A last point at which
Fairclough’s approach is unclear, is the way text should be analysed, which might cause a too
subjective interpretation (Henderson, 2005). Therefore, this study makes use of Huckin’s
tools to analyse the online promotional material, as well as, the interviews.
3.4.2 The text analysis techniques of Huckin
Within the critical discourse analysis power is given to the written and spoken word
(Fairclough et al., 2011). By analysing text discursive sources of power, dominance,
inequality and bias and their influences on specific social, economic, political and historical
contexts, are revealed (Fairclough et al., 2011). The use of language on websites and in indepth interviews allows the study to look at the representation of Fair Trade (certification) in
tourism from the wholesalers’, as well as from the certification programmes’, angle.
According to McGregor (2003), to be able to critically analyse a discourse, one must read a
text through revisiting the text at different levels. McGregor (2003) describes three levels: the
first level is the genre, a genre is a presentation of fact and beliefs, which are often ideological
(websites, policy documents, journal articles, research reports and so on). Each genre has a
style of its own and has different building blocks that make the genre unique from other types
of documents. The second level is framing, still looking at the text as a whole, it is now time
to look what sort of perspectives are presented. The third level is the analysis of specific
sentences, phrases and words. Now no longer looking at the text as a whole, but on a more
detailed level of analysis (McGregor, 2003). The text analysis techniques of Huckin help to
examine ways to revisiting the text at different levels, see Table 1 (p.43).
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Table 1: Critical analysis of discourse text (Huckin, 2002, pp. 7 - 10)

Genre: recognize the type of text
Framing: analysis on text level (the ability to cast the story in a certain light)
Heteroglossia
Coherence
Extended
metaphors
Foregrounding
Backgrounding
Omission
Auxiliary
embellishments

Identifying of different ‘voices’ in text to point out intertextual linkages
The ability to ‘hang together’ of a text, active interpretation and drawing on background knowledge of the
reader/listener
Exploitation of a single metaphor at length, it continues beyond a single sentence
Usage of headings and keywords to emphasise certain concepts
Text is de-emphasised or minimised, in order words there is a lack of attention for a certain concept in a
text
An ultimate form of backgrounding, text is left completely out. Assuming that when it is not mentioned to
reader/listener will not recognise it absence
Choosing and placing of photographs, diagrams, sketches and so on. They draw attention and leave a
powerful impression

Analysis of specific sentences, phrases and words (sentence/utterance level):
Transitivity

Deletion
Topicalisation
Register
Politeness
Presupposition
Insinuation
Intertextuality

How the main action of a sentence is encoded, if a text consistently has the same agent from sentence to
sentence (more power than patient often), then it is that status the agent prefers and thus power relations
are emphasised
The omission of information in a sentence (leaving intentionally text/words out)
Framing the sentence, choosing what to put in the topic position (foregrounding and backgrounding)
Manipulating the reader/listener by using selective voices in order to let the reader/listener think that the
message is correct, legitimate or reliable
Interpersonal stance (negative: privacy and independence; positive: solidarity)
Manipulating the reader/listener by assuming truth of the sentence wherein it is found, statements appear
to be taken for granted.
Manipulating the reader/listener by or carrying double meaning and leaving a part out, or by assuming
that one has enough background knowledge to understand certain terms, but in reality the other does not
Borrowing words or phrases from another source, such as sayings, aphorism, and other fixed phrases

Analysis of specific sentences, phrases and words (phrase/word level):
Classification
Connotation
Metaphor
Presuppositions
Modality
Register

The way how things and events are labelled and named
Words that cannot be found back in the dictionary, but are assigned on the cultural knowledge of the
reader/listener. A special type of connotation is code word
A figure of speech that describes a subject by asserting that it is the same as another (unrelated) object. In
this way this subject is casted in a certain light
Manipulating readers/listeners by using certain words that take certain ideas for granted, in a way that
there seems to be no alternative. These words assume the truth of the statements in which they are found
The use of modal verbs and phrases like might, should, will, we think, without a doubt, it is possible that,
probably etc. These words assume a degree of certainty and authority
Single words can convey register, which connects a linguistic of a discourse with a discursive activity or
group. Register can be affected by choice of person, first person or third person. One of phony register
induces mistrust and scepticism

Huckin (2002) and Fairclough (in Jorgensen & Phillips, 2002) give a good insight in the
dialectical-relational approach and on how to analyse text. However, as said earlier, some
insights from other approaches will be used as well. In the course of analysing, one must be
aware of interdiscursivity (Wodak & Meyer, 2009), a form of intertextuality (communicative
events drawn on earlier events). In interdiscursivity different discursive practices are
creatively combined into new discourses (Wodak & Meyer, 2009). In the course of analysis
one must also be aware of hybrid discourses (Wodak & Meyer, 2009), i.e. an academic
discourse is combined with a popular discourse.
According to Fairclough et al. (2011), Jorgensen & Phillips (2002) and Van Dijk (2003), the
mixture of discourse and the change towards new discourse is seen as a sign for both the
stability and instability, and the continuity and change of discourse.
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Secondly, one must also be aware that texts may have several meaning potentials that may
contradict each other, and are open for different interpretations (Wodak & Meyer, 2009). This
has to do with the urge to process meaning in everyday life and at the same time the urge to
maintenance social order (Wodak & Meyer, 2009). In this sense, meaning thus needs to be
mobilised, which refers to ideological discourse. People can be positioned in different
ideologies through power relations, which leads to contradicting meaning potentials (Wodak
& Meyer, 2009). However, when this occurs it is likely that people create awareness of these
ideological effects. This leads to negotiations of meaning which results in a ‘social
agreement’ concerning the meaning. These ‘social agreements’ can be found in the form of
laws, rules, norms, habits (this phenomenon is called hegemony) and thus may result in a new
discourse (Fairclough et al., 2011; Jorgensen & Phillips, 2002; Van Dijk, 2003).
Therefore, besides analysing the text accordingly the techniques of Huckin, the researcher
also looks for interdiscursivity, hybrids and ‘social agreements’ in the text.

3.5 Research limits
The choice for a certain kind of methods and to focus on certain kind of organisations always
results in limitations. In this paragraph, the research limits are described.
First of all, the study seeks to come to respond to the research question and sub-research
questions as described in §1.2.2. This thesis is written to respond to these research questions
and therefore, no claims are made about other (may or may not) related concepts and contexts.
Moreover, analysis is done on the basis of the interview questions (see Appendix 4). The
same questions are also used to select data for the analysis of online promotional material.
Research findings follow from the analysis of the answers given on these interview questions.
Therefore, conclusions can only be made in the light of these answers given on the interview
questions. Last, analysis is done accordingly the techniques of Huckin and in light of
Fairclough’s three-dimensional framework, as explained in §3.4. This means that the research
findings emerged from these methods. Research findings may be different if another method
was used.
Research is limited because of its research scope. Figure 2 provides an illustration of the
research scope. The research scope involves:
1. The contested concepts. The research question: “How is the concept of ‘Fair trade in
tourism’ represented by wholesalers and certification programmes and in what way
can differences between them be explained (taking into account the concepts of care,
morality, ethical consumption and certification)? is researched in the context of the
contested concepts as described and discussed in chapter 2.
2. Western-European wholesalers. The decision to focus on wholesalers has been made
at the beginning of this study. It was assumed that wholesalers have an important role
in the promotion of certification. The importance of wholesalers in the promotion of
certification programmes is also discussed in chapter 2. Some research on the internet
revealed that the FTT packages were only sold by wholesalers in Western-Europe.
Therefore the study only involves wholesalers in Western-Europe.
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3. Three certification programmes. The choice to focus on three different certification
programmes rests on the fact that Fair Trade Tourism packages are only promoted by
a limited number of wholesalers. Therefore, two more certification programmes are
included in the study, both with Fair Trade-like criteria. The first one is focused on
only one country. Malta eco-certification only certifies three (and more) star
accommodations on the island of Malta. And the second is a larger certification
programme, Biosphere Responsible Tourism. This certification programme is focused
on popular Spanish speaking countries, in Europe and in South America.
4. Tourism. The study focuses on ‘Fair Trade in tourism’ and involves wholesalers and
certification programmes in the tourism industry. Therefore, results cannot be used in
the light of other industries.

Figure 2: An illustration of the research scope

Shortly said, the research scope does not involve:
1. Other contested concepts. Concepts that emerge in the representation of ‘Fair Trade in
tourism’ are researched in the context of the contested concepts. It is possible that in
the course of analysis other (contested) concepts arise. Concepts that cannot be
explained in the context of the contested concept as described and discussed in chapter
2. These concepts are be acknowledged and explained. However, strong statements
about these emerging concepts cannot be made, for background knowledge is missing.
2. Wholesalers outside Western-Europe. The Western-European wholesalers involved in
this research involve wholesalers from different countries, big and small wholesalers,
wholesalers with ‘common’ target groups and ‘alternative’ target groups and so on.
However, as explained in §3.2, discourse is culture specific and therefore no claims
can be made about the representation of ‘Fair Trade in tourism’ by non-Western (Europe) wholesalers.
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3. Other certification programmes. The representation of ‘Fair Trade in tourism’ is
researched in light of three certification programmes. No claims can be made about
how other certification programmes are representing ‘Fair Trade in tourism’.
4. Consumers and tourism businesses. The two other agents of certification (consumers
and tourism businesses) are excluded from this study. Therefore, no claims can be
made about how their representation of ‘Fair Trade in tourism’.

3.6 Challenges and limitations
During the period of data collection several challenges were faced. Some being solved in
course of time, other challenges ended up in limitations as described below.
3.6.1 Challenges
The biggest challenge within the data collection, was to arrange participants willing to be
interviewed. Data collection was planned in the summer months and many responded that
they were on holiday or that they were too busy because of the high season (or both).
Therefore, the scope of interviews was not as big as planned, in terms of different
organisations. The scope ranged from key players, as Tui Nederland, to small players like
Dreamtime Travel. Especially the small organisations are overrepresented in this study.
Additionally, in terms of differences in the certification programmes supported by the
wholesalers, organisations supporting Fair Trade Tourism are overrepresented. Only Tui
Nederland, Expedia Inc. and Traverdo also support Malta eco-certification and Biosphere
Responsible tourism certification. This has, however, been useful to interpret the
representation of ‘sustainable tourism’.
Another organisation that was difficult to reach, was the GSTC. Once it become clear that it
would be good, not only to interview a representative of a ‘Fair Trade’ organisation, but also
the organisation behind the ‘Sustainable tourism’ standards in tourism. The researcher did not
get hold on GSTC.
In the research methodology, there was a preference to use Skype to interview the
international representatives. However, in the end, many interviewees were busy and all
preferred a telephone interview. This led to the limitation that it was impossible to ‘read’ nonverbal signs.
Another challenge involved the data collection of online promotional material. Information
can quickly change on a website. The information collected in July, may has changed
completely or has even been removed by the end of August. Data collection is, in this sense, a
snapshot of the situation at the moment data was collected. Another online promotional
material related challenge is the language. The researcher does have some basic knowledge of
German. But, Swiss still is not exactly the same as German, and thus translation has been
difficult sometimes. Fortunately, most information was in English or Dutch.
The last challenge this study came across is the language difference. All interviews were
conducted in Dutch or English. English was not always the mother tongue of the interviewees.
Hence, transcribing resulted sometimes in quite weird sentences, but also in wondering
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whether interviewees really meant to say what they actually said. Related to this challenge
was the translation of the Dutch interviews to English, i.e. many used the word ‘eerlijke
handel’ to explain ‘Fair Trade’. ‘Eerlijke handel’ is basically the literal translation and thus
translation would lead to the translation “‘Fair Trade’ is ‘Fair Trade’”. However, the word
‘Fair Trade’ is known and used by most Dutch people, and through translating it to Dutch
people try to give meaning to the word in their own mother tongue. It is assumed that these
kinds of issues also play a role when someone’s mother tongue is German or Swiss and tries
to represent ‘Fair Trade’ in English.
3.6.2 Limitations
The major limitations of this study are, therefore, related to language. Translating of
transcriptions and online promotional material means some loss of ‘literal’ meaning. It is
impossible to translate word-by-word and still have a meaningful sentence. The same applies
for interviewees that were interviewed in English, but do have another mother tongue and
limited knowledge of the English language. It is impossible to know for sure that they have
said what they meant to say. The critical discourse analysis is focused on how people say
something and how they use language to represent ‘Fair Trade in tourism’. Meaning,
therefore, is important, but misinterpretations of what someone meant to say because of
language differences, is almost unavoidable.
Related to the challenges of data collection, another limitation of this study is that a number of
organisations have not been interviewed. Such as SKR Reisen and Imagine Travel Service
(two organisations promoting Fair Trade holidays). But also key players in the tourism
industry, such as DerTour and Thomas Cook, have not been interviewed. Companies who do
not promote Fair Trade holidays, but they do promote the other two certification programmes.
Last, but not least, the GSTC has not been interviewed. An interview with these organisations
could not be arranged. Especially the above mentioned organisations could have had a
valuable contributed to the study.
For this study, consumers and individual entrepreneurs (and employees of certified tourism
business) were not interviewed. However, the wholesalers and certification programmes are
powerful players in the discourse of ‘Fair Trade in tourism’ because they are the ones
promoting the concept to the ‘world out there’. Discourse is, as explained in §3.2, constrained
by social structure, culture and already existing discourse. Therefore, ‘Fair Trade in tourism’
could be represented completely different by consumers or entrepreneurs and employees. In
this sense, the study is limited to representations of wholesalers and certification programmes,
and may not apply for other groups involved in the tourism industry.
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CHAPTER 4: RESEARCH FINDINGS – TEXT ANALYSIS
This chapter outlines the results of the text analysis in the online promotional material and the
interviews. The data collected was analysed accordingly the text analysis techniques of
Huckin (explained in §3.4.2).
The analysis of online promotional material and interviews is used to understand the way
‘Fair Trade’ is represented in the tourism industry. The first step is to analysis the data at text
level, accordingly the techniques of Huckin. The results of this analysis are used to formulate
power relations in the production of this knowledge about the concept of ‘Fair Trade in
tourism’. The results of this analysis at text level are also used to formulate the main themes
that are used in the representation of ‘Fair Trade in tourism’ (see chapter 5). These themes
will describe ‘Fair Trade in tourism’ as a discursive practice in relation to social context.
For this chapter is an understanding of the two different agents in the analysis needed:
The focus of this research is on three certification programme, Malta eco-certification and
Biosphere Responsible tourism promote ‘sustainable tourism’, and Fair Trade Tourism
promotes ‘Fair Trade in tourism’. Further explanation of the organisations behind the
certification programmes is given in §4.1.
The research involves 18 wholesalers, which can be divided into four groups:
 Wholesalers that are internet-based and are market leaders on the web. These
wholesalers target ‘everyone’ and show the consumer all possible kinds of holidays
and also many kinds of certifications. For example, Expedia and Holiday Lettings.
 Wholesalers that are not (only) internet-based, but market leaders. These wholesalers
also target ‘everyone’, but have ‘experts’ helping the consumer to make thoughtful
holiday choices accordingly their preferences. These wholesalers do not promote all
possible kinds of certification programmes. A condition is that the certification
programme is GSTC-recognised. For example, TuiNederland and Kuoni Group.
 Wholesalers that are specialised. These wholesalers focus on small groups, on tailormade holidays and on certain regions in the world. These wholesalers present
themselves as experts in certain holiday destinations. And these wholesalers carefully
choose the certification programmes they promote. For example, Dreamtime Travel.
 Wholesalers that are specialised in ‘sustainable tourism’. These wholesalers focus on
the conscious traveller and promote ‘sustainable tourism’. They also carefully choose
the certification programmes they promote. For example, Baobab Travel.
§4.1 outlines how ‘Fair Trade in tourism’ is framed by the two different agents at stake in the
online promotional material. Because the Malta eco-certification and Biosphere Responsible
Tourism are ‘sustainable tourism’ schemes, there is also analysed how ‘sustainable tourism’ is
framed in online promotional material. Consequently, §4.2 outlines how ‘Fair Trade in
tourism’ is framed in the interviews. In §4.3, power relations between the different
certification programmes and wholesalers are described in relation to the framing of ‘Fair
Trade in tourism’.
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4.1 Analysis of online promotional material
In the analysis of the online promotional material differences are found between sustainable
tourism certification programmes and the Fair Trade certification programme, therefore
results of the text analysis will be explained separately.
The genre of all online promotional material involves websites.
In the case of wholesalers the genre involves holiday advertisement websites. This means that
wholesalers address consumers in a personal and persuasive way, so that consumers will buy
the products they sell.
In the case of the certification programmes the genre involves advertisement but more often
has the purpose to inform. The websites of the certification programmes are aiming foremost
on the tourism businesses. Certification programmes inform these tourism businesses in a
formal way about the positive sides of getting certified. The website of FTT involves a section
for the consumer. In this section of the FTT website the genre shifts to a personal and
persuasive way of informing the consumer to book (at) a Fair Trade accommodation or
holiday. The FTT website then refers the consumer to several accommodations and
wholesalers in order to book this holiday options.
4.1.1 Sustainable tourism certification programmes
Certification programmes:
The Malta eco-certification and Biosphere Responsible Tourism certification programmes are
‘sustainable tourism’ certification programmes. The certification programmes have ‘Fair
Trade’-like criteria. But they use ‘sustainable tourism’ on the websites.
Malta eco-certification is given out since 2002 by the Malta Tourism Authority (MTA) to
tourism businesses on the islands of Malta. The MTA, a governmental organisation, has a
diverse role, but is “all about creating and fostering relationships” (MaltaTourismAuthority,
2010). Accordingly, MTA is the “tourism industry’s regulator and motivator” for all tourism
stakeholders, and thus gives itself a central role in tourism on the islands of Malta. The
ideology behind the certification programme is described as to “ensure the environmental,
socioeconomic, and cultural sustainability of hotels on the Maltese Islands”
(MaltaTourismAuthority, 2010). This shows that the organisation is concerned with the
current situation of the sustainability of hotels.
The MTA frames ‘sustainable tourism’ as “the introduction of sustainable management
criteria, focusing on social and environmental responsibility, economic and cultural impacts,
quality and health & safety” (MaltaTourismAuthority, 2010). The usage of the word
“introduction” indicates that sustainable management criteria were missing. This is
explainable, because the Malta eco-certification was established in 2002 as an environmental
programme, and only shifted to ‘sustainable tourism’ in 2008. MTA emphasises on the
reason, and foregrounds this reason, to do this “as to be in line with the GSTC-criteria”
(MaltaTourismAuthority, 2010). The MTA foregrounds one main keyword, in the text the
topicalisation of the word “environment” takes place. And “environment” is framed by using
keywords such as “waste”, “energy”, “water” and so on (MaltaTourismAuthority, 2010). This
also shows a deletion of the other two aspects of sustainability as described in the ideology of
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MTA, namely the “socioeconomic” and the “cultural” (MaltaTourismAuthority, 2010). The
“introduction” of “sustainable management criteria” is thus not visible in the way MTA
frames ‘sustainable tourism’. Therefore, it can be said that MTA promotes the ‘environmental
sustainability’ of the tourism industry on the islands of Malta.
Biosphere Responsible Tourism was created in 1995 by the Institute of Responsible Tourism
(IRT), and is given to different Spanish speaking countries around the world both in
developing and in-developing countries. The IRT’s, a non-profit organisation, framed its
mission as “the promotion of touristic management models that effectively contribute to the
maintenance and protection of cultural and natural heritage into the touristic destination”
(InstituteofResponsibleTourism, 2013). This ideology shows that IRT has a role as ‘promoter’
of sustainable touristic management models to “maintain” and to “protect”. This indicates that
IRT (compared with MTA) is not concerned with the current sustainable situation in the
tourism industry, but with what the future might bring. Therefore, the current sustainable
situation should be maintained. Besides the IRT foregrounds its collaboration with
governmental and non-governmental organisations, such as Unesco, WTO and GSTC,
because all of these “look for real sustainable development” (BiosphereResponsibleTourism,
2013).
The IRT frames the certification programme as “based on the principles of sustainable
tourism” (BiosphereResponsibleTourism, 2013). These principle are described as “stimulating
sustainable development such as social responsibility, conservation of cultural property,
meeting the expectations of tourists about the destination, increasing the quality of life and
host population and so on” (BiosphereResponsibleTourism, 2013). Framing ‘sustainable
tourism’ as such shows a contradiction with the ideology of IRT, because words as
‘development’ and ‘increasing’, shows an aim for the improvement, and not only the
maintenance, of the situation. The words ‘such as’ and ‘and so on’ indicate that there are more
sustainable development aspects. There is a deletion of these other aspects. Keywords such as
‘sustainable’, ‘local’ and ‘environment’ are foregrounded. These concepts are emphasising
and revealing the (according to IRT) most important aspects of the certification programme.
This is in line with the way ‘principle of sustainable tourism’ is framed by the IRT. Therefore,
it can be said that the IRT promotes ‘sustainable development’ into the touristic destinations.
Wholesalers:
Discourse on the websites of wholesalers promoting sustainable tourism certification
programmes does not involve ‘Fair Trade in tourism’, but ‘sustainable tourism’. Therefore, in
this section is used to describe how wholesalers use language to frame ‘sustainable tourism’.
Wholesalers representing ‘sustainable tourism’ are DerTour, Expedia Inc., Hays Travel,
Holiday Lettings, Kuoni Switzerland, Thomas Cook, Nolitours, Traverdo, Tui Travel, Useeka
Travel and WeHoliday. Note that all wholesalers, except from Useeka Travel and Traverdo,
belong to the larger wholesalers (key players) in the Western European market. All
wholesalers show similar ideologies, i.e. “Whether you want to go by car, plane or train.
Whether you want to stay in a hotel, a bungalow or an apartment. And whether you want a sea
voyage, a wellness or an active holiday: DerTour has it all. It is possible to book individual
holidays at the highest level” (DerTour, 2013). As such, these wholesalers aim to promote all
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kind of holidays, for all kind of consumers. The only differences are found in promotion
scope, i.e. DerTour is a key player in the German and Austian market. Kuoni’s main market is
Switzerland, and so on.
Useekatravel and Traverdo are exceptions. The ideology of these wholesalers involve, “to
minimise our impact on the planet and maximise our contribution to destination communities”
(UseekaTravel, 2013). These wholesalers aim an alternative group of consumers, those
looking for a more ‘responsible’ way of travelling.
Noted should be that the promotion of literally any kind of holiday, and thus aiming a large
scope of consumers, is based on the idea that decision-making power is given to the
consumer. Consumers are handed all information they need and then have to figure out what
they want. This informing is given without emphasising, and thus the consumers are not
encouraged to pay a lot of attention to the information about ‘sustainable tourism’.
Analysis of the text on these websites reveals that many wholesalers (Hays Travel, Holiday
Lettings, Kuoni Switzerland, Thomas Cook, Transat/Nolitours and WeHoliday) de-emphasise
certification programmes in the text. This is done by promotion certification programmes at
the end of a webpage. Examples of the promotion of certification programmes by wholesalers
are: “This property participates in Biosphere Hotels, a certification program. Certification
measures the impact of the accommodation on the environment, the community, the
culture/heritage and the local economy. The sustainable tourism practices of the hotel are
measured by an assessor or auditor that belongs to the certification programme” (Expedia,
2013a). And “Green accommodation - The hotel has the label Malta Eco Certification
authorised by the Malta Tourism Authority. This means that the property takes measures for
to reduce the use of water, energy and waste. In addition, the property uses local produced
food in the kitchen.” (HollandInternational, 2013).
DerTour, Nolitours, Traverdo and Useeka Travel make use of an ‘overview’ webpage for the
certification programmes that they support. A reference to this overview will be made in the
text where the promotion of the hotel can be found, i.e. “Commitment to sustainability: This
hotel has been certified for its commitment to sustainability. Information about the
certification programme can be found in this overview” (DerTour, 2013).
The examples show that the texts about the certification programme on the website are of
negative interpersonal stance. This done by use of professional jargon and being extremely
vague at the same moment. The negative interpersonal stance is used to maintain
independence. This is in line with the idea that consumers should be given all information for
the decision-making process. This professional jargon involves words such as “third-party
certification” (Expedia, 2013a), “authorised by” (HollandInternational, 2013) and “objective
assessment” (Expedia, 2013a). What these concepts exactly involve is not explained, but it
assumes the professionalism of the wholesaler. Other wholesalers use organisations with
authority to convince consumers of the professionalism of the certification programmes:
“Unesco” (DerTour, 2013), “WTO” (DerTour, 2013) and “GSTC” (Nolitours, 2013).
The text focuses on the topicalisation of “the certification programme”. But at the same time
backgrounds what this certification programme exactly involves. Sometimes it is not
mentioned at all, i.e. “It has been awarded the status of a Biosphere Hotel by the Spanish
government in recognition of its compliance with the environmental standards for responsible
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tourism set by UNESCO” (HolidayLettings, 2013). If it is mentioned (vaguely) what the
certification programme involves then this happens through a summarising form: “one or
more of the following: environment, community, cultural-heritage, the local economy”
(Expedia, 2013a). There is an omission of exact operational steps undertaken. However, the
usage of words such as ‘community’, ‘culture’, and ‘local economy’ show that the
certification programme involves more than just ‘the hotel’, but also local surroundings.
Regarding ‘sustainable tourism’, little is done to represent this concept. Key words in the texts
are ‘green’, ‘environment’, ‘sustainable tourism’ and ‘sustainable development’. ‘Sustainable
tourism’ is thus used as an adjective phrase in relation to the environment. As such, Traverdo
(2013), represents the certification programme as an adjective to environment, by using
keywords such as “improve the environmental standards”, “environmental awareness”,
“environmental management”, “energy”, and so on (Traverdo, 2013a).
The use of words such as “reduce”, “impact” “improve”, “protection”, “betterment” and
“development”, show that the wholesalers relate ‘sustainable tourism’ to the ‘improvement’
of a current situation. Backgrounded is what this currently situation is and why it should be
improved.
Remarkable, is the omission of the consumer. The consumer is not involved in the texts and
the text does not emphasise on the relation between consumer and the ‘need’ for certification
programmes. However, the focus is on the hotel and that it has undertaken ‘measurements’.
The wholesalers do not represent the certification programmes as something someone ‘must’
choose for, it is represented as part of the hotel, such as a golf course can be part of a hotel.
This section shows that the wholesalers do not represent ‘Fair Trade in tourism’, but
‘sustainable tourism’, as Malta eco-certification and Biosphere Responsible Tourism are
certifications for ‘sustainable tourism’. The social and historical context of the wholesalers
may explain the ‘vagueness’ of the given information, whereby these wholesalers are key
players in the tourism market and the target group is ‘everyone’. For this reason, these
wholesalers show all possible information that consumers might need to make their individual
holiday choices. This way of promoting holidays aims the individualisation of the customer.
There is no ‘expert’ needed and consumers are not ‘personally’ advised, because most of the
wholesalers are internet-based. Ideology of these wholesalers is to serve the consumer, by
giving as much information as possible, and to make profit. Because of this, there is a power
relation between ‘everyone’ (the consumers) and wholesalers. This power relation involves
that wholesalers cannot show any preference in type of holidays and cannot promote
preference, such as ‘buy green, sustainable or fair’. For this reason, ‘sustainable tourism’ is
framed without giving tourism a negative meaning. Consequently, the promotion of
‘sustainable tourism’ also lacks positive meaning and is framed by emphasising on its
credibility (by using words such as GSTC, Unesco, WTO, third-party certification, authorised
by and so on).
Interesting is the difference between the ideology of the certification programmes (to promote
sustainable development) and the wholesalers (to promote holidays). This difference may
explain the lack of in-depth information about certification and the emphasis on its credibility
on the wholesalers’ websites.
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However, framing the Malta eco-certification on the wholesalers’ websites as ‘environmental’
shows the influence of certification programmes (websites) on the promotion of these
programmes at the wholesalers’ websites. Other similarities involve the foregrounding of
organisations with authority and the emphasis on the ‘improvement’ of the current situation.
4.1.2 Fair Trade certification programme
Certification programme:
The Fair Trade Tourism certification programme is given out since 2001 to tourism
stakeholders in South Africa (soon they will expand to Southern Africa). The historical
context of the Fair Trade Tourism organisation can be found by the governmental ‘White
Paper’ where tourism was defined as “to promote economic growth, job creation, and poverty
alleviation” to solve, among others, the problem of “unemployment and inequality”. These are
defined as a result of Apartheid (Honey, 2002).
As such the FTT, a non-profit organisation, frames its mission as “to promote responsible
tourism in southern Africa and beyond” (FairTradeTourism, 2013a), aiming “to make tourism
more sustainable by ensuring that the people who contribute their land, resources, labour and
knowledge to tourism are the ones who reap the benefits” (FairTradeTourism, 2013a). This
ideology shows that FTT has a role as ‘promoter’ of ‘responsible tourism’. This involves the
‘benefiting’ of those who ‘contribute’. This indicates that FTT is concerned with the situation
of those people contributing their land, resources, labour and knowledge to tourism, and that
this situation should be improved.
The FTT frames the FTT certification programme as an assurance for ‘travellers’ that “their
holiday benefits local communities and economies, that the business is operated ethically and
in a socially and environmentally responsible manner, but they will also have a more fulfilling
holiday experience” (FairTradeTourism, 2013a). As such, the topicalisation of the travellers
indicates that the traveller is framed as a key player in ‘responsible tourism’. FTT also frames
their travellers as those “who want to make a difference” (FairTradeTourism, 2013a).
Travellers are given the power to make sure the people, who contribution to tourism, truly
benefit. This is different from MTA and IRT, who framed their certification programmes as
focused on tourism businesses.
The FTT certification programme is also framed as a way for ‘tourism businesses’ “to signify
their commitment to fair and responsible tourism” (FairTradeTourism, 2013a). As such, in
other sections of the text the topicalisation of the tourism businesses also takes place. And
thus, FTT follows the way MTA and IRT frame their certification programmes.
The Fair Trade aspect of the tourism certification is framed as “fair wages and working
conditions, fair purchasing and operations, equitable distribution of benefits and respect for
human rights, culture and the environment” (FairTradeTourism, 2013a). The words ‘fair’,
‘equitable distribution’ and ‘respect’ show that positive meanings are foregrounded. This
indicates that FTT is aiming for social change (towards ‘Fair Trade in tourism’).
The topicalisation of positive meanings is done through the whole website. This indicates that
FTT is not only the ‘promoter’ of ‘responsible tourism’, but also a ‘promoter’ of change.
Wholesalers:
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The wholesalers promoting FTT-certification involves a mix of organisations. The
wholesalers can be grouped together into three groups.
The first group involves Kuoni UK/CH and Tui Nederland. Kuoni UK/CH and Tui Nederland
are market leaders that aim to promote all kind of holidays, for all kind of consumers, as
explained in §4.1.1. Remarkable, for FTT they make an exception. Instead of the promotion
of a holiday i.e. by making use of a ‘standard’ text, as done by Tui Nederland. These
wholesalers use a ‘more in-depth’ text to promote the FTT certification programme. What
might imply that they ‘believe’ in the philosophy of the FTT certification programme, more
than in the philosophy behind Malta eco-tourism and Biosphere Responsible Tourism.
TuiNederland frames ‘Fair Trade in tourism’ as “the owners and staff receive[ing] a fair wage
and are working in good conditions. In addition, the tour contributes to development for
employees and the communities of Fair Trade certified accommodation in South Africa”
(HollandInternational, 2013). The topicalisation of positive meanings, such as ‘fair’, ‘good
conditions’, ‘contributes’ and ‘development’, shows that the current situation must be
improved, the aim is social change. Interesting is the positioning of the consumer in this
process, this is framed as “By choosing this trip, you will help” (HollandInternational, 2013).
In this phrase the interviewee, by means of modality and register (you will), indicates the
authority of the consumer. Besides, the positive interpersonal stance used in the text on the
website, also indicates the need for solidarity. This involves in this case, that the consumer
should contribute to the current situation in the tourism industry.
Kuoni frames ‘Fair Trade in tourism’ as “sustainable tourism development through companies
which commit themselves to the Fair Trade criteria of fair wages, fair working conditions, just
profit sharing and respect for human rights, culture and the environment” (KuoniCH, 2013;
KuoniUK, 2013). Just as other sentences in the promotion of the certification programme on
the websites of Kuoni, this shows intertextuality. This sentence and diverse other phrases are
‘borrowed’ from the FTT certification programme website. Interesting is the mixture of
‘voice’, one moment Kuoni emphasises on the travellers contribution to “the benefitting of
people” contributing to tourism. The next sentence is framed around the holiday experience
“spend your days experiencing unforgettable” (KuoniUK, 2013).
The second group involves SKR Reisen, Dreamtime Travel and Travel Unique. These
wholesalers are medium to small organisations, so-called specialist. All three are specialist in
holidays, “based on lifestyles” (SKRReisen, 2013), and are for those who like to travel in
small groups. The ideology behind this kind of holidays is the focus on tailor-made and to
“bring people with similar interests together” (SKRReisen, 2013). Travel Unique focuses on a
very special group of travellers, namely volunteers.
SKR Reisen frames ‘Fair Trade in tourism’ as meeting strict requirements that lead to
“socially and ethically responsible corporate governance and fair business” (SKRReisen,
2013). This framing involves insinuation, for people without the researcher’s background it is
difficult to understand the meaning of certain terms, such as corporate governance. The use of
this terms lays emphasise on ‘fair business’, because that is understandable and relatable to
‘Fair Trade in tourism’. A double meaning can be found in this framing of ‘Fair Trade in
tourism’. First, the promotion of fair business, the improvement of tourism. And second, the
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words ‘responsible corporate governance’ frames certification as used for benchmarking, as
explained in the conceptual framework (see §2.2.1). Attention is brought back to the positive
meaning of ‘Fair Trade in tourism’ by using keywords such as ‘fair’, ‘social security’ and
‘respect’. SKR frames the holiday by using the heading “Not only "fair", but also "fine"”.
This foregrounds the concept of ‘Fair Trade in tourism’, but also foregrounds the holiday
experience.
Dreamtime Travel frames ‘Fair Trade in tourism’ as “a community project to give you the
chance to experience a trip that is economically, ecologically and socially sustainable”
(DreamtimeTravel, 2013a). The topicalisation of ‘a community project’ indicates the
‘locality’ of ‘Fair Trade in tourism’. The positive interpersonal stance in this sentence
indicates solidarity. This interpersonal stance is used in combination with register. ‘You’, the
consumer, is given the chance to ‘experience’. This indicates not that the consumer should
contribute to a sustainable holiday, but more in a sense that the sustainable holiday is already
there and the consumer should ‘enjoy’ this sustainable holiday. Framing ‘Fair Trade in
tourism’ as economically, ecologically and socially sustainable is not done before. However
meaning is given to this sentence by using the same positive meanings as done by other
wholesalers, by making use of key words such as ‘fair’, ‘social security’ and ‘respect’.
Travel Unique frames ‘Fair Trade in tourism’ as “a promising new framework for equitable
and sustainable development in tourism. Fair Trade Tourism ensures that the people whose
land, natural resources, labour, knowledge and culture are used for tourism activities, actually
benefit from tourism” (TravelUnique, 2013b). The second sentence is ‘borrowed’ from the
FTT website. The foregrounding of ‘Fair Trade in tourism’ as a framework for ‘sustainable
development’, reveals a connection between these two concepts. However, this statement is
followed by the positive meanings of social change as done by other wholesalers and the FTT
too. These meanings involve the words ‘contribution’ and ‘benefitting’, which indicate
economic improvement. Travel Unique emphasise lengthy on ‘Fair Trade in tourism’, most
text is ‘borrowed’ from the FTT website. The wholesaler also emphasises lengthy on
‘sustainable tourism’, indicating that ‘sustainable tourism’ is a metaphor for "Fair Trade
Tourism", "voluntourism" and "community based tourism" (TravelUnique, 2013b).
The third group involves Baobab Travel and Imagine Travel Service. These two wholesalers
are ‘sustainable tourism’ specialists and only promoted holidays specialised on ‘sustainable
tourism’. Baobab Travel is framed on its website as an “independent travel company founded
to promote responsible tourism and alternative forms of travel in Africa” (BaobabTravel,
2013a), the itinerary involve tailor-made holidays. ‘Sustainable tourism’ is framed through
three aspects: “economically, ecologically, and socially sustainable” (BaobabTravel, 2013a).
The ideology of Imagine Travel Service is “to support sustainable tourism wherever possible”
(ImagineReiseService, 2013) and follows the ideology of Baobab Travel. These wholesalers
aim a specific target group, those with the same ideology.
Boabab Travel emphasises on ‘Fair Trade in tourism’ at length. The wholesaler frames the
concept as “a new and ground-breaking initiative, allowing you to extend your ethical
purchasing decisions beyond everyday products, such as coffee, tea and fruit, and to include
holidays that guarantee a better life for the people of South Africa” (BaobabTravel, 2013a).
Topicalisation of the positive meanings of certification programmes takes places. Positive
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meanings are abundantly used in these texts, such as “a new and ground-breaking initiative”
(BaobabTravel, 2013a). Boabab Travel also frames ‘Fair Trade in tourism’ as aiming “at
improving the living conditions of disadvantaged small entrepreneurs and employees in
tourism, at securing their livelihoods, and at enabling them to live in dignity” (BaobabTravel,
2013a). This way of framing also foregrounds positive meaning. Keywords in this way of
foregrounding are ‘ground-breaking’, ‘improving’, ‘security’ and ‘enabling’. Besides, by
foregrounding ‘allowing you’ (as the consumer), Baobab Travel uses a positive interpersonal
stance, to awaken feelings of solidarity. Both techniques, indicate the need for social change.
Imagine Travel Service frames ‘Fair Trade in tourism’ as “all components of a trip to South
Africa (wholesalers, activities and accommodation) and all contractual relationships within
the value chain based on standards were tested”. Foregrounded is “contractual relationships”,
more emphasise is given on this word by using ‘all components’, summarising of these
components and the ‘value chain’. This indicates negative interpersonal stance, the consumer
is not mentioned as part of ‘Fair Trade in tourism’. Imagine Travel Service uses the technique
of ultimate backgrounding, omission. The wholesaler does not emphasise on ‘Fair Trade in
tourism’ at all. The use of key words such as ‘fair’, ‘benefitting’, ‘contribution’ and so on,
indicates the foregrounding of the holiday experience.
Before moving on to the interview text: one must keep in mind that, besides the concept of
‘Fair Trade of tourism’ much of the texts is used (by all wholesalers) to frame the ‘holiday
experience’. The keywords used for this are ‘enjoy’ (BaobabTravel, 2013a), ‘extraordinary,
authentic travel experience’ (KuoniUK, 2013), ‘travel together’ (ImagineReiseService, 2013),
‘your own Fair Trade travel’ (ImagineReiseService, 2013), ‘relaxing holiday’
(DreamtimeTravel, 2013a), ‘attractive and relaxing holiday’(TravelUnique, 2013b) and so on.
Interesting is the difference between the ideology of the three groups of wholesalers. Despite
having other ‘believes’, most of them frame ‘Fair Trade in tourism’ in the same way. The
wholesalers are approved before they are given allowance to promote and sell FTT certified
holidays, by testing a set of requirements. This may be the reason why the same language is
used and only small differences appear. It could also be that information about the
certification programmes is provided by FTT.
This approval may also have effect on the differences between the way wholesalers promote
the ‘sustainable tourism’ certification programmes and the way they promote the FTT
certification programme. This approval changes the power relation between wholesaler and
certification programmes, the certification programmes now tests wholesalers’ commitments
to ‘Fair Trade in tourism’.

4.2 Analysis of interviews
Interviews were conducted with representatives of Max Havelaar, the three certification
programmes and seven wholesalers (one interview involves a written response). In this
paragraph are described the social and historical background of each organisation and how
‘Fair Trade in tourism’ was framed in the interviews, by use of language.
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Placing the text in its genre, the type of text involves speech in the form of in-depth
interviews (except from IRT, this involves a written response). The representatives of Max
Havelaar, certification programmes and wholesalers, may frame ‘Fair Trade in tourism’
differently and use other language to give meaning to the concept. This as a result of
differences in wholesalers’ ideologies. But also because the interviewees are individuals and
thus influenced by their own ideology.
Max Havelaar:
Max Havelaar is the Dutch FairTrade foundation following the ideology of Fair Trade as
described by FINE in §2.2. This means that Max Havelaar supports small producers in lessdeveloped countries that seek a better position in international trade. This in order to achieve a
better quality of life for the producers and the income to invest in a sustainable future. This
includes better trading conditions and security of rights of these producers (MaxHavelaar,
2013a). Max Havelaar was the first Fair Trade foundation in the world, and is established in
1988 (MaxHavelaar, 2013a). Nowadays, many countries in the world have a national or
regional Fair Trade organisation. Max Havelaar is the Dutch Fair Trade foundation and
therefore, focuses on promotion of the certification among a Dutch audience (MaxHavelaar,
2013a).
The interviewee frames Max Havelaar as “there is only a small group that consumes truly
sustainable, and consciously buys Fair Trade. We try to focus on the bigger group not buying
Fair Trade yet, to raise awareness” (line 49-50, MaxHavelaar, 2013b). The representative of
Max Havelaar frames ‘Fair Trade’ as “eerlijke handel” [ed. Fair Trade] (line 90,
MaxHavelaar, 2013b) and “farmers get through their trade, the ability to invest in the future.
And get fair chances. So yes, Fair Trade has actually started to invest in the coffee farmers, to
help them to invest in life” (line 99-101,MaxHavelaar, 2013b). Looking at the framing, key
words relate to ‘Fair Trade’ are ‘sustainable’, ‘trade’, ‘invest’, ‘fair’, ‘future’ and ‘eerlijke
handel’. Especially, ‘eerlijke handel’ is seen as an essential part of ‘Fair Trade’ for Max
Havelaar, because this phrase is what consumers use to explain Fair Trade. The topicalisation
of ‘fair’ and ‘trade’, indicates that some players are trading unfair and that this influences the
farmers. Furthermore, the interviewee emphasised several times that consumers know ‘Fair
Trade’ as ‘eerlijke handel’, and that consumers relate “fair price” (line 83, MaxHavelaar,
2013b) to this concept. According to the interviewee, not many consumers are able to explain
‘Fair Trade’ using other key words, only those ‘truly sustainable’. Therefore, he emphasises
on the need for ‘awareness raising’ and ‘promotion’ of the concept.
For this interviewee, ‘Fair Trade’ relates to the concern with the future of farmers and the
equal distribution of money in trade relation (‘a fair price’). He further relates ‘Fair Trade’
with the (un)conscious buying behaviour of consumers.
Biosphere Responsible Tourism
The certification programme and ideology of IRT are described in §4.1.1.
The interviewee frames ‘Fair Trade in tourism’ as “fair salary and fair labour conditions,
sustainable management and the prohibition of child exploitation” (line 46-47,
InstituteofResponsibleTourism, 2013). As such, “when people pay the real price for a holiday
product all other aspects [ed. fair salary, fair labour conditions, sustainable processes etc.] can
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be achieved” (line 50-51, InstituteofResponsibleTourism, 2013). The certification is framed as
a way to “promote the power of consumers to choose for economic and social sustainable
practices” (line 104-105, InstituteofResponsibleTourism, 2013). The key words ‘fair salary’
and ‘fair price’ are foregrounded. She relates ‘fair price’ to ‘fair labour’ conditions.
Backgrounded is why this is and how this happens. Another topic foregrounded is the ‘power’
of the consumer. The interview emphasises on the promotion of the ‘power’ of the consumer
to take responsibility and to choose for ‘economic and social sustainable practices’. This also
shows that interviewee relates ‘responsibility’ to ‘sustainability’. The power of the consumer,
‘responsibility’ related, is not only related to paying a ‘fair price’, but also to other
‘sustainability’ practices. ‘Sustainability’ and ‘sustainable management’ are key words and
related to the “protection of environment” and to “local heritage” (line 122,
InstituteofResponsibleTourism, 2013).
‘Fair Trade in tourism’ is, for this interviewee, related to ‘fair salary’ and ‘fair labour
conditions’. As well as, to the empowerment of the consumer in this process. The interviewee
emphasises on the need for change in the holiday decision-making process.
Malta eco-certification:
The certification programme and ideology of MTA are described in §4.1.1.
The interviewee frames the Malta eco-certification as “a sustainability scheme, where both
environmental and social count” (line 73-74, MaltaTourismAuthority, 2013). This involves
“the environment, but also the country and the people of the country and you have to look
after the culture of the country” (line 83-84, MaltaTourismAuthority, 2013). Key words used
are ‘environment’, ‘social aspects’ and ‘culture’. According to the interviewee, “a few years
ago we weren’t talking about fairness in tourism, there is a big-shift going on” (line 164-165,
MaltaTourismAuthority, 2013). Foregrounded in the interview in relation to this sentence, is
the need to ‘adjust’, which indicates continue social change.
The interviewee frames ‘Fair Trade in tourism’ as “men and woman are equal, legal
requirements, the protection of people under 16, minimum wages” (line 90-92,
MaltaTourismAuthority, 2013). By framing ‘Fair Trade in tourism’ as such, the interviewee
emphasises on how ‘Fair Trade’ works in the Malta eco-certification programme. According
to the interviewee, “these are quite easy to achieve”. The omission of economic aspects takes
place in this interview. It could be possible that the interviewee is doing this, because he looks
at ‘Fair Trade in tourism’ from a Maltase point of view. The topicalisation of the consumer,
by means of register, takes place frequently in the interview: “It is the tourist, they no longer
only look at the environment, but also at the country and the people of the country” (line 8182, MaltaTourismAuthority, 2013). This indicates that the consumers are in need for
certification programmes, because of trends and social change. Furthermore, it also indicated
that it are not the disadvantaged entrepreneurs/employees who need certification programmes.
The consumer in this sense is depicted as in power, and the disadvantaged
entrepreneurs/employees are backgrounded.
‘Fair Trade in tourism’ is, for the interviewee, related to equality and protection: gender
equality, wages equality for the lowest paid employees and protection of all children.
Additionally, trends in certification programmes are linked to the power of the consumer.
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Fair Trade Tourism:
The certification programme and the ideology are described in §4.1.2.
The interviewee frames ‘Fair Trade in tourism’ as a way to “make the industry more
sustainable and more fair” (line 350, FairTradeTourism, 2013b). The topicalisation of the
word ‘more’ indicates that the tourism industry is fair and sustainable, but not yet sustainable
and fair enough. At the same moment, the interviewee states that “the tourism sector is a very
bad employer. Tourism is kind of really damaging.” (line 337, FairTradeTourism, 2013b).
These statements show contradiction.
‘Fair Trade in tourism’ is referred to in combination with ‘create jobs’, ‘fair wages’, ‘local
projects’, ‘helping people’, ‘train the staff’ and “be environmentally responsible”
(FairTradeTourism, 2013b). This shows the foregrounding of positive meanings in an
economic aspect. But it also indicates that the interviewee not only emphasises on ‘people
contributing to tourism reap the benefits’ (as done on websites), but also on social aspects and
environmental aspects. Both on the website as well as in the interviewees ‘Fair Trade in
tourism’ as ‘sustainable’ is given prominence.
Foregrounded in the text is also that the FTT-certification “affects the entire value chain” (line
454, FairTradeTourism, 2013b) and “work[s] with the travel trade” (line 146,
FairTradeTourism, 2013b). Emphasised is here on the certifying of the entire value chain,
meaning that tourism business and wholesalers are both going through a certification/approval
process. This indicates that the certification programme influences the relationship between
wholesalers and tourism businesses, into a more equal one.
‘Fair Trade in tourism’ is, for the interviewee, related to positive economic impact (such as
job creation), but also to sustainability. Additionally, ‘Fair Trade in tourism’ is related to
equality in the value chain.
Baobab Travel:
The wholesaler’s ideology is described in §4.1.2.
The interviewee frames ‘Fair Trade in tourism’ as “difficult to define” (line 16,
BaobabTravel, 2013b). She also emphasises on ‘Fair Trade in tourism’ being a “bonus” (line
23, BaobabTravel, 2013b), because consumers are in general just “looking for a good holiday
experience” (line 20, BaobabTravel, 2013b). The interviewee indicates that the main purpose
of wholesalers is to sell the holiday. Specifically, the interviewee frames ‘Fair Trade in
tourism’ as a form of ‘sustainable tourism’ stating that “the economic, the social and the
environmental, Fair Trade doesn’t have the balance completely, but they are one of the better
ones” (line 114-116, BaobabTravel, 2013b). The interviewee frequently uses the keyword
‘balance’ in relation to ‘sustainable tourism’, and thus emphasises the importance of a
‘balance’ between the different levels of ‘sustainable tourism’. The interviewee states that the
“economic side and job development” (line 238, BaobabTravel, 2013b) are the most
important aspect of ‘Fair Trade in tourism’. This statement involves the topicalisation of “the
whole economic empowerment” (BaobabTravel, 2013b).
Where other wholesalers emphasise on the responsibility of the consumer, Baobab Travel
foregrounds the responsibility of the wholesalers: “the bigger operators have made the
conclusion that they have to be seen to be responsible to some extent” (line 32-33,
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BaobabTravel, 2013b), interesting is the usage of the word ‘they’. The interviewee
emphasises on the fact that this does not apply for Boabab Travel. However, this statement is
followed by “everybody is expecting these days all operators to be at least, in some way, to be
responsible” (line 35-36, BaobabTravel, 2013b). ‘All’ is this case is contradicting the ‘they’ in
the other sentence, is Baobab Travel excluded or included in these statements? Also
interesting is the foregrounding of ‘everybody’, meaning the consumers. The consumer is
here positioned in a powerful position. The interviewee uses the key word ‘trend’, to indicate
that wholesalers follow the consumers ‘wishes’. According to the interviewee, this is because
a lot of ‘greenwashing’ is going on and consumers has “become aware of what tourism can
do” (line 81, BaobabTravel, 2013b).
‘Fair Trade in tourism’ is, for the interviewee, related to ‘sustainable tourism’, involving a
‘balance’ in the ‘economic’, the ‘social’ and the ‘environment’. Additionally, responsibility in
the tourism industry is seen as a ‘trend’, which is introduced by consumers, and followed by
the tourism industry.
Kuoni Group:
Kuoni Group is a wholesaler aiming to promote all kind of holidays, for all kind of
consumers. Kuoni Group has a leading position in the European tourism market. The ideology
is to promote all sort of holidays, so that consumers have all necessary information for the
individual holiday decision-making process (as explained in §4.1.1).
The interviewee frames ‘Fair Trade in tourism’ as “a balance between the environmental,
social and economic part of sustainability” (line 239, KuoniGroup, 2013), but “it is probably
looking more into trade relationship” (line 242, KuoniGroup, 2013). The interviewee also
foregrounds the importance of ‘balance’ and its relation to ‘sustainability’. Besides, the word
‘more’ indicates that ‘Fair Trade in tourism’ is different from ‘sustainable tourism’.
Furthermore, there is a constant topicalisation of the word ‘trade’ in relation to ‘relation’ and
‘fairness’. The interviewee states that this ‘trade approach’ is “really unique” (line 197,
KuoniGroup, 2013) and therefore gives positive meaning to ‘Fair Trade in tourism’. Key
words are ‘fair’, ‘value chain’, ‘trade’, ‘sustainable tourism’, ‘social standards’, ‘labour
conditions’ and ‘gets paid better’. These keywords indicate again the importance of trade
relationships, the economic aspects, but also sustainability.
The statement “it just a part of everybody’s responsibility to respect places, meaning people
and the environment” (line 72, KuoniGroup, 2013) foregrounds all actors in the value chain
(‘the tourism industry as a whole’) as responsible, including the consumer. According to the
interviewee, this is ‘part of the culture’ and connected to ‘respect’. Related to responsibility,
the text also includes statements about that wholesalers also have to meet standard
requirements. And thus, the interviewee connects the key words ‘responsibility’ to
‘credibility’. In this way, interviewee makes use of intertextuality, relating the text about
‘responsibility’ to the text about ‘credibility’. The interviewee also makes statements about
the importance of being ‘GSTC-recognised’ in order to be credible.
‘Fair Trade in tourism’ is, for the interviewee, related to ‘sustainability’, involving a ‘balance’
between the ‘environmental’, ‘social’ and the ‘economic’. Additionally, ‘Fair Trade in
tourism’ involves a unique trade approach.
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Tui Nederland:
Tui Nederland is a wholesaler aiming to promote all kind of holidays, for all kind of
consumers. It is the leading wholesaler in the Netherlands, and also operates in other WesternEuropean countries. The ideology is to promote all sort of holidays, so that consumers have
all necessary information for the individual holiday decision-making process (as explained in
§4.1.1).
The interviewee frames ‘Fair Trade in tourism’ as “holidays with respect for people and
nature. That is the definition we use for sustainable tourism, and Fair Trade is part of that”
(line 104-106, TuiNederland, 2013). The interviewee foregrounds ‘sustainable tourism’ and
backgrounds ‘Fair Trade’. This seems to be a form of intertextuality, the phrase ‘holidays
with respect for people and nature’ is normally used to define ‘sustainable tourism’, but is
now used to explain ‘Fair Trade’. Furthermore, the interviewee states that “often, the social
impacts are forgotten and Fair Trade has them included for sure” (line 318, TuiNederland,
2013). This indicates that ‘Fair Trade in tourism’ is focused on the social. Key words in the
interview are ‘sustainable tourism’, ‘respect’, ‘trade’, ‘good working conditions’ and ‘fair
wages’. These key words indicate that Tui Nederland’s vision on ‘sustainable tourism’ is
related to the way the interviewee frames ‘Fair Trade in tourism’.
The interviewee foregrounds Tui Nederland as ‘taking responsibility’: “Tui takes
responsibility for the development and future of your holiday destination” (line 447,
TuiNederland, 2013). The interviewee emphasises on taking ‘our’ responsibility, through
awareness raising and providing of information, and it is ‘our’ own choice to do this. At the
same time it foregrounds the future of ‘your’, the consumers, destination. By using these
registers the interviewee empowers Tui Nederland as a ‘responsible’ corporation.
‘Fair Trade in tourism’ is, for the interviewee, related to ‘sustainability’, involving ‘respect’
for ‘people’ and ‘environment’. Additionally, the interviewee frames Tui Nederland as a
‘responsible’ corporation, because it ‘takes’ responsibility.
Travel Unique:
Travel Unique is an organisation promoting and selling ‘voluntourism’ in South-Africa.
Additionally, the organisation promotes holidays, with the idea that volunteers would like to
travel after their volunteer experience. The ideology is to promote holidays that are
community-based, because the volunteer experience involved interaction with the local
community as well.
The interviewee frames ‘Fair Trade in tourism’ as “well-organised” (line 27, TravelUnique,
2013a) in terms of “people have good contracts, there are possibilities to attend additional
courses, and they have the opportunity to grow within the organisation” (line 28-30,
TravelUnique, 2013a). The interviewee is concerned with the situation of ‘contracts’ and on
how tourism businesses “deal with employees” (TravelUnique, 2013a). In the text, people
‘without contract’ are frequently foregrounded. This involves the positive interpersonal stance
of these people without contract. Key words in the interview are ‘trade’, ‘contracts’, ‘fair
prices’, ‘fair wages’ ‘social aspects’ and ‘environmental aspect’.
‘Fair Trade in tourism’ is, for the interviewee, related to ‘good organisation’ of ‘social
aspects’, such as ‘contracts’. And thus the interviewee frames ‘Fair Trade in tourism’ as the
social empowerment of employees.
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Dreamtime travel:
Dreamtime Travel is a specialised wholesaler, focused on the Oceania, South Africa and
South America and offers tailor-made holidays. The ideology is one of professionalism,
because Dreamtime Travel is only focused on a few destinations they are able to identify the
best quality.
The interviewee frames tourism as “a lot of people making a lot of profit, but that is kind of
having a negative impact on the whole supply chain” (line 18-19, DreamtimeTravel, 2013b).
The interview relates in this sentence, tourism to negative meanings. Related to this, the
interviewee, frames ‘Fair Trade in tourism’ as “the community also gaining some benefit”
(line 24, DreamtimeTravel, 2013b) from tourism. This involves “normal salaries and that
having a contract” (line 68, DreamtimeTravel, 2013b). The interviewee also frames ‘Fair
Trade in tourism’ as “all included” (line 96, DreamtimeTravel, 2013b), emphasising on this as
“having environmental things, as well as social things” (line 97, DreamtimeTravel, 2013b).
The interviewee starts with the foregrounded on negative meanings (tourism has a negative
impact), but slowly move to the foregrounding of positive meanings by using key words such
as ‘support’, ‘well-paid’, ‘good initiative’. The interviewee also frames ‘Fair Trade in
tourism’ through foregrounds positive meanings with emphasis on the benefits of FTT for
Dreamtime Travel. Key words that indicate this are: ‘take initiative’, ‘working together’ (with
other wholesalers), ‘no real competition’ and ‘I share the philosophy’.
‘Fair Trade in tourism’ is, for the interviewee, related to ‘benefit for the community’, ‘normal
salaries’, ‘environmental things’ and ‘social things’, but the interviewee also relates ‘Fair
Trade in tourism’ to ‘benefits for Dreamtime Travel’.
Expedia:
Expedia is a (internet-based) wholesaler aiming to promote all kind of holidays, for all kind of
consumers. This means that Expedia has no specific target group. It is the leading internetbased wholesaler in the Netherlands, and in the other Western-European countries. The
ideology is explained in §4.1.
The interviewee frames ‘Fair Trade in tourism’ as “it’s trading, using, buying, purchasing,
selling, all in a sustainable way. Expected is that the various people involved in the process of
trading all benefit” (line 15-17, Expedia, 2013b). Interview emphasises on the trade approach,
the benefiting of (various) people and sustainability. The interviewee foregrounds the word
‘more’ when talking about sustainability: do ‘more’ than a few measurements on energy
saving, ‘more’ and ‘more’ hotels are certified, ‘more’ hotel try to distinguish themselves and
the need for ‘more’ sustainability. By using ‘more’ as a key word in the text, the interviewee
indicates the need for improvement in the industry.
The interviewee also foregrounds the consumer, and uses the word ‘everyone’ to emphasise
on the position of the ‘general’ consumer. The interviewee sees everyone as ‘the target group’
and foregrounds its importance to have a ‘general’ message. All information needed in the
decision-making process is therefore provided to the consumer. This indicates that Expedia
cannot have a specific message, i.e. sustainable tourism.
‘Fair Trade in tourism’ is, for the interviewee, related to the ‘benefiting of various people’
through a (sustainable) trade approach. Additionally, the interviewee places the consumer in a
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powerful position, by following its wishes for ‘general’ information that is needed in the
holiday decision-making process.
Traverdo:
Traverdo is a platform for plenty of sustainable tourism projects, accommodations and
wholesalers. Traverdo promotes the sustainable tourism businesses and projects that provides
an income for local communities and contributes to the preservation of the environment.
At the beginning of the interview, the interviewee is using key words with negative meanings
in relation to tourism, such as “harming” (line 25, Traverdo, 2013b), “destroying the
destination” and “destroying of local communities” (line 31, Traverdo, 2013b).
The interviewee frames ‘Fair Trade in tourism’ as “everybody involved in the process or in
the tour gets paid in a fair way and everybody gets its fair part of the money that has been
generated by tourism” (line 20-22, Traverdo, 2013b). This means that the interviewee
emphasises on the trade approach and on economic aspects. The interviewee foregrounds the
fair distribution of income. Key words are ‘social aspect’, ‘fair’, ‘money’, ‘income’ and
‘living income’. These key words also indicate foregrounding of the economic aspects.
‘Fair Trade in tourism’ is, for the interviewee, related to fair distribution of income, and to
people earning a living income.
The differences between the interviewees in the way they frame ‘Fair Trade in tourism’ may
be explained because not all interviewees are ‘involved’ with ‘Fair Trade in tourism’. Despite
the different ideologies of DreamtimeTravel, TuiNederland, Kuoni Group and Baobab Travel
(interviewees that promote FTT), they frame ‘Fair Trade in tourism’ as (part of) ‘sustainable
tourism’ and foreground either the economic aspect or the trade aspect, or both. Traverdo and
Expedia (wholesalers that do not promote FTT) do not use ‘sustainable tourism’ to frame
‘Fair Trade in tourism’, but do foreground the economic and the trade aspects. Differences
between the certification programmes can be explained similar. FTT involves ‘Fair Trade in
tourism’ and spreads information about this certification programme, which is used by the
above mentioned wholesalers, and thus shows similarities. The two other certification
programmes promote ‘sustainable tourism’ and therefore have the tendency to frame
‘sustainable tourism’ and to frame ‘Fair Trade in tourism’ in the same way as Max Havelaar
frames ‘Fair Trade’.

4.3 Power relations
The analysis of text, accordingly the techniques of Huckin, reveals several power relations.
1. The power relation between ‘sustainable tourism’ certification programmes and
wholesalers promoting these certification programmes.
The text analysis in §4.1.1, reveals several differences between how MTA and IRT frame
‘sustainable tourism’ and the way in which ‘sustainable tourism’ was framed by the
wholesalers. The differences between the certification programmes and wholesalers are
explainable. The ideology of the wholesalers promoting these certification programmes are
indicated as a response to the individualisation of the consumers’ holiday decision-making
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process. Meaning that the wholesalers promote all kind of holidays for all kind of consumers.
Therefore, wholesalers promote a number of certification programmes, whereby a kind of
standard approach is use to explain this certification. Besides, the certification is ‘hidden’ and
involves little information that may reveals the preference of the wholesalers. This vagueness
in the framing of ‘sustainable tourism’ certifications indicates that the wholesalers
‘undermine’ the certification programmes, a power relation is set into place.
2. The power relation between FTT and the wholesalers promoting Fair Trade Tourism.
The text analysis in §4.1.2 and §4.2 reveals similarities between how different wholesalers
frame ‘Fair Trade in tourism’ and the way in which FTT frames ‘Fair Trade in tourism’.
Despite the different ideologies between the wholesalers, only small differences in the
framing of ‘Fair Trade in tourism’ can be found. This may be explainable for two reasons.
First, it is possible that the FFT provides the information about the certification programmes.
This explains why ‘Fair Trade in tourism’ is framed by frequent use of the same phrases.
However, this does not explain similarities in interviews. Secondly, it is possible that is
because of the approval process. The wholesalers have to go through an approval process in
order to be allowed to sell Fair Trade Travel packages. This approval process means that the
wholesalers have to meet a set of standards, related to the certification programme. It could be
that this process demands from the wholesalers to gain some knowledge about the
certification programme. The energy put in the certification programme, may result in an
increased interest in ‘Fair Trade in tourism. In both cases, a power relation with the
certification programme in the most powerful position, has been set.
3. The power relation between wholesalers reciprocally.
The text analysis in §4.1 and §4.2 reveals that wholesalers frame ‘sustainable tourism’ and
‘Fair Trade in tourism’ differently. This may be explained through the different ideological
backgrounds of these wholesalers. Some wholesalers focus on ‘everyone’, others focus on
more specialised target groups. The decision to follow a certain approach (ideology)
influences the choice of the wholesaler on whether and how to promote certification
programmes, on whether and how to promote preferences, and on whether and how to frame
‘sustainable tourism’ and ‘Fair Trade in tourism’. As such, the specialised wholesalers tend to
explain certification programmes more in-depth than the non-specialised wholesalers.
However, reciprocally the wholesalers have influence on each other’s choices, too. If a main
competitor starts promoting certification programmes, it is likely that other wholesalers
follow. Whether the intentions behind these actions are good in this case, is another question.
4. The power relation between certification programmes reciprocally.
The text analysis in §4.1 and §4.2 reveals that all three certification programmes promote
‘sustainable tourism’, and all three frame ‘sustainable tourism’ as the economic, the social and
the environmental. Differences can be found when analysing the certification programmes on
sentence and word level. MTA foregrounds the ‘environment’, IRT foregrounds ‘sustainable
development’ and FTT foregrounds the ‘economic’ and the ‘trade’. The three certification
programmes focus on different countries and/or regions in the world and may explain these
differences. Despite, focusing on different countries/regions, these certification programmes
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remain competitors and thus they all try to represent ‘sustainable tourism’ in a way that
attracts consumers. But it is exactly these the small differences in representation, that makes it
for the consumer difficult to understand what the exact differences are, and confuses the
consumer.
5. The power relation between wholesalers and consumers.
The text analysis in §4.1 and §4.2 reveals a power relation between the wholesalers and
consumers. It appears that the power relation in the process of responsibility is two-sided. On
the one hand, the consumer is framed as empowered in the decision-making process, the
consumer got the right to ‘choose’. For this reason, wholesalers should provide all
information that is needed to make decisions that lead towards responsibility among
consumers. On the other hand, the consumers expect wholesalers to be responsible and are in
‘need’ for certified holiday ‘products’. Therefore, wholesalers offer certified products. This
contradiction may indicate a social change, where individualism ‘flattens’ and focus is on
what the industry can achieve ‘together’. FTT already introduces an approach to make this
possible. Before wholesalers are allowed to offer and promote FTT holiday packages, they
have to do assessment for approval.
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CHAPTER 5: RESEARCH FINDINGS – DISCOURSE ANALYSIS
This chapter outlines the results of further analysis accordingly the three-dimensional
framework of Fairclough (explained in §3.4.1). The previous chapter showed the research
findings on text level. In this chapter is the connection with discursive practice and social
context made.

5.1 Key concepts and related themes
Chapter 5 shows that the distribution of knowledge about ‘Fair Trade in tourism’ is influenced
by power relations. These power relations (and ideologies behind the companies) stimulate
wholesalers to frame ‘Fair Trade in tourism’ in a certain way. This framing revealed four
main key concepts (see Table 2) in the representation of ‘Fair Trade in tourism’:
1.
Sustainable tourism. Chapter 5 shows that ‘Fair Trade in tourism’ is framed as
(part of) ‘sustainable tourism’. The discursive practice of ‘Fair Trade in tourism’
shows intertextuality with ‘sustainable tourism’. ‘Sustainable tourism’ was framed
by MTA and IRT (and the wholesalers) through the frequent use of the key words:
1.
environment (theme: environmentalism).
2.
sustainability (theme: economic / social / cultural / environment).
3.
authorised organisation GSTC (theme: GSTC-criteria).
2.
Fair Trade in tourism. Chapter 5 shows that ‘Fair Trade in tourism’ is framed in
several ways, but difference are small. Key words are:
1.
economic aspects (theme: economic development).
2.
sustainability (theme: sustainable development).
3.
(less-frequent) social aspects (theme: social development).
3.
Responsibility. Chapter 5 shows that ‘Fair Trade in tourism’ (as well as
‘sustainable tourism’) is framed through the topicalisation of the consumer. The
consumers’ connection with the way ‘Fair Trade in tourism’ is framed is related to
its responsibility. Key words are:
1.
awareness raising (theme: awareness raising).
2.
change (theme: change maker)
3.
feeling good.
4.
Trust & Credibility. Chapter 5 shows that, especially in the online promotional
material, authorised companies and professional jargon are used to framed
‘sustainable tourism’ and ‘Fair Trade in tourism. Key words are:
5.
GSTC (theme: GSTC-recognised).
6.
third-party, objective assessment and so on (theme: confidence).
7.
approval (theme: certified supply chain).
In the remainder of this chapter these key concepts and their themes will be further explored.
Discursive practice and social context are revealed. For this part of the analysis, the
conceptual framework will be used: key concepts are discussed in light of the contested
concepts. Each key concept has three themes, these themes will help to further analyse
discursive practice in social context.

63 | P a g e

Fair Trade in tourism: a critical discourse analysis

Table 2: Key concepts and related themes
Key concepts

THEMES

›››

‘SUSTAINABLE
TOURISM’
1. Environmentalism
‘Benchmarking &
Transformation’
2. Sustainability
‘Economic / Social / Cultural /
Environment’
3. GSTC criteria
‘As a standard’

‘FAIR TRADE
IN TOURISM’

RESPONSIBILITY

TRUST &
CREDIBILITY

1. Economic development
‘Fair Trade, not Aid’

1. Awareness raising
‘Negative impacts of tourism’

2. Social development
‘Quality of life’

2. Change maker
‘Ensure future of the holiday
destinations’
3. The good feeling
‘A guilt-free holiday’

1. GSTC-recognised
‘The only truly sustainable
practice’
2. Confidence
‘Stimulate consumer
confidence’
3. Certified supply chain (FTT)
‘If I am certified, then you
must be approved’

3. Sustainable development
‘Sustainable tourism’

5.2 Representing ‘Sustainable Tourism’
In the interviewees, while introducing ‘Fair Trade in tourism’, frequently framed ‘Fair Trade
in tourism’ as (part of) ‘sustainable tourism’ in the conversations. The interviewees talked
about their businesses as ‘sustainable’ and in the online promotional material certification
programmes were often promoted as ‘sustainable’ or ‘sustainable tourism’. An example is this
statement of the representative of Kuoni Group (2013):
“It [ed. Fair Trade] is part of the sustainable product approach, that we want to promote a more
sustainable product.” (line 232-233, KuoniGroup, 2013).

Therefore, I will look at how the way ‘sustainable tourism’ is framed in the text analysis can
be related to social context and to the contested concepts as described in the conceptual
framework. In the representations of ‘sustainable tourism’ three themes came forward:
1. Environmentalism: ‘Benchmarking & Transformation’ (see Table 3).
2. Sustainability: ‘Economic / Social / Cultural / Environmental’ (see Table 4).
3. GSTC-criteria: ‘As a standard’ (Table 5).
5.2.1 Environmentalism: ‘Benchmarking & Transformation’
The main aim of certification, is by many assumed to be influencing the choice of the
consumer (Schmelzer, 2010) as explained in §2.2. Certification is used to reduce negative
impacts of tourism (Sin, 2012). It should serve to help consumers in choosing a meaningful,
reliable and useful tourism destination (Buckley, 2002). However, certification is also used
for other reasons. As such, the representative of TravelUnique (2013a) clarifies:
“So, some will put a label on it to get like more customers and have it to increase their revenues
and stuff, instead of actually doing it to be a better tour operator.” (line 121-126, Traverdo, 2013b)

As explained in §2.2.1, certification can also be seen as a form of benchmarking. A way to
distinguish wholesalers as ‘different’ than others in order to obtain competition advantages in
the tourism market (Schmelzer, 2010). In the framing of ‘sustainable tourism’ and ‘Fair Trade
in tourism’ the aspect of benchmarking comes forward once. SKR uses ‘responsible corporate
governance’ to frame ‘Fair Trade in tourism’ and emphasises on the need to govern itself in a
responsible manner. The connection with roll-out neoliberalism can be made (§2.2).
Literature shows as a result of neoliberalism new form of regulation was introduced. SKR
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emphasises here on the need to regulate itself, where formerly organisations and citizens were
governed by the state. The broader social context here in one of continue social change.
Certification, and thus benchmarking, is part of the building of a ‘good image’ and
“reputation”. According to Nicolau (2008), §2.3, reputation is the key driver of market value
and is assumed to be important, and therefore part of CSR-strategy. Certification thus aims to
improve the tourism industry, but at the same moment it is used as a ‘licence to operate’
(Castaldo et al., 2009). This leads to the assumption that certification is not for all, but for
those willing to improve their management and to be different than others. This is in line with
what the interviewee, representing Kuoni Group, tries to clarify:
“the idea of certification is that you have, you highlight the really sustainable products. So it
should be kind of an exception ... So obviously, this is the approach, the certification schemes
should be for the ones that are really leading the path.” (line 335-340, KuoniGroup, 2013).
Table 3: Theme Environmentalism: 'Benchmarking & Transformation'

Environmentalism
‘Benchmarking
&
Transformation’

CONCEPT: ‘SUSTAINABLE TOURISM’
Keywords
Quotes
“Certification
programmes,
or
to become certified, happens often to
Benchmarking:




Reputation
Image-building
Increase revenues

Fragmentation:



Confusion
Hard to decide

Transformation:



Shift
Following of
trends

improve reputation” (line 215-216, TravelUnique, 2013a)
“People, kind of see, that we are selling this and that we are taking
care of where people go to and try to support a good initiative and in
end it is really good for the image of course.” (line 218-219,
DreamtimeTravel, 2013b)
“So, some will put a label on it to get like more customers and have it
to increase their revenues and stuff, instead of actually doing it to be
a better tour operator.” (line 121-126, Traverdo, 2013b)
“the challenges lie in the problem of fragmentation. A hotel ... can
choose out of a list with hundreds of programmes, and it is
completely not clear.” (line 203-205, Expedia, 2013b)
“there are so many different labels and it is hard decide on what you
want.” (line 88, DreamtimeTravel, 2013b)
“in tourism alone there are about a hundred and fifty different labels
around the world. It is confusing for consumers, it’s confusing for
everyone” (line 346-347, FairTradeTourism, 2013b)
“why we decided to change to the sustainability schemes, was
because the trends was shifting from the environmental scheme
towards sustainability schemes ... the tourists, they no longer only
look at the environment, but also at the country and the people of the
country and you have to look after the culture of the country.” (line
80-84, MaltaTourismAuthority, 2013)
“The drivers behind this change ... are the consumers and the general
trends in the society. If there would not be a trend in society ... to act
social and environmental friendly than they would not act so.” (line
263-269, KuoniGroup, 2013)

This form of benchmarking, namely certification, is represented as being for those that are an
exception in the industry, i.e. highlights the really sustainable products. Once a tourism
business is an exception, and distinguishes oneself from all other tourism business, it is
assumed to have competitive advantages. This can be related to the power relations between
wholesalers reciprocally that evolved from text analysis, as explained in §4.3. In this sense,
‘sustainable tourism’ certification can be seen as part of the capitalist system, where one tries
to be ahead of the competitors in order to achieve a good position in the market.
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At the same moment, certification is for the “environmentally-conscious visitor” (Traverdo,
2013a) a sign of ‘good practice’ and supports “improvement” (MaltaTourismAuthority, 2010)
in the industry. This can be related to text analysis, where the power relation between
wholesaler and consumer is clarified (see §4.3). The way the text is framed indicates that the
consumer is in ‘need’ for information about certification programmes. As these power
relations in text framing also shows is that this relation is two-sided. In a sense, that
information about certification also ‘empowers’ the individual consumer to take
responsibility. Therefore, certification is a way to mobilise and regulate the consumer. It can
be seen as a form of governmentality, because it reduces the need for greater formal
(governmental). As explained in §2.2.1, it is exactly this ‘good practice’ that other tourism
businesses try to emulate (Larner & Le Heron, 2004). This neoliberal mode of governance
thus stimulates further capitalist market forces, because it encourages tourism businesses to
constantly reinvent and innovate themselves. This indicates that certification, as a roll-out
neoliberal practice or form of governmentality, therefore stimulates capitalism. In this sense,
certification can be seen, in broader social context, as an element in social and economic
change.
As explained in §2.3, according to the literature one of the main problems of certification is
the huge number of certification programmes (Font & Epler Wood, 2007). This problem is
also acknowledged in the interviews, especially for an internet-based wholesaler such as
Expedia Inc. The ideology is to provide all necessary information (and thus all certification
programmes) for the holiday decision-making process of the consumer:
“the challenges lie in the problem of fragmentation. A hotel that will log-in at their content-options
and would like to indicate the certification programme wherefore it is certified, can choose out of a
list with hundreds of programmes, and it is completely not clear.” (line 203-205, Expedia, 2013b).

The willingness of wholesalers to give the consumers all this ‘necessary’ information leads
according to the interviewee (representing Expedia) to a confused consumer, not being able to
deduce meaning out of all different certification programmes. Literature shows that confusion
on the side of the consumer results in cynicism, or even worse leads to the phenomenon of
“label fatigue” (Kimura, 2010). It is commonly stated (Black & Crabtree, 2007; Buckley,
2002; Font, 2007; Font & Epler Wood, 2007; Honey, 2002; Mahony, 2007) that it is exactly
this fragmentation, that makes certification meaningless for the consumer. This is, however,
not explicitly endorsed by the interviewees and in the online promotional material.
Certification programmes appear to follow the latest trends in order to encourage ‘responsible
behaviour’ in the tourism industry, both tourism businesses and consumers. As described in
§4.3, the text analysis indicates a power relation between certification programmes, but also
wholesalers reciprocally. The competition between wholesalers and attempts of a wholesaler
to distinguish it from other wholesalers, also seem to follow the current consumer trends. In
other words, broader social change, and thus trends in the society, determines how
certification programmes represent their certifications. But this social change, also determine
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if and what kind of certification wholesalers use in order to distinguish themselves from other
businesses. In the course of data collection and analysis it was found that certification
programmes and wholesalers indeed ‘move and transform’ whenever the trend is shifting.
“why we decided to change to the sustainability schemes, was because the trends was shifting
from the environmental scheme towards sustainability schemes ... the tourists, they no longer only
look at the environment, but also at the country and the people of the country and you have to look
after the culture of the country.” (line 80-84, MaltaTourismAuthority, 2013).

This may explain why MTA frames ‘sustainable tourism’ by the topicalisation of environment
throughout the whole online promotion of the certification programme. Wholesalers also
foregrounds key words such as ‘green’ and ‘environment’ in online promotional material (i.e.
Tui Nederland (see §4.1.1)). Other wholesalers foreground the key word ‘trend’ in interviews
(i.e. Baobab Travel & Kuoni Group (see §4.1.2). This indicates that the current consumer
trends are an indication of the (changing) standards and criteria of the certification
programmes.
The above clarifies that a shift took place because of social change and general trends in the
society, from an environmental dimension to a sustainable dimension. This shift is also
recognised by Mundt (2011), as he recognised “a general shift from the environmental to even
more complex and less specific issues under the ‘sustainability’ headline”.
Shortly said: The shift from environmental to sustainable certification programmes indicates
the on-going reinvention and innovation of practices in the tourism industry, aiming for
competitive advantages. Transformation of certification programmes will, therefore always
continue, because it is part of the global capitalist market system, this phenomenon is
explained by (Larner & Le Heron, 2004). Besides, the intention to improve practice towards
sustainable tourism through benchmarking, as an alternative on pure profit-making, can be
perceived as reaction on neoliberal roll-out practice introducing governing ‘at a distance’
(Lockie & Goodman, 2006).
As administration of broader social change, the individual or citizen becomes the core of
responsibility and care, (this will be further explained in §5.4). This resulted in a more
collective responsibility (see §2.2), a task of the society as a whole trying to achieve social
justice (Peck & Tickell, 2002). In this sense, certification works within the capitalist system
and in the global neoliberalism market economy, and can therefore be seen as a political
action. This is because social decisions involving ethical judgement are considered when
taking economic decisions and is therefore only based on self-interest, but is assumed to have
an impact on the collective well-being (Boersma, 2009).
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5.2.2 Sustainability: ‘Economic / Social / Culture / Environment’
‘Sustainability’ (in any industry) has been envisioned for the consumers as the “3P’s”, known
as people, planet, profit, also called the ‘triple bottom line’ (Mundt, 2011). In tourism,
according to Mundt (2011), culture is sometimes added to this structure, because a sort of
‘cultural integrity’ is seen as part of ‘sustainable tourism’. This trend can be found back in the
online promotional material, as well as in the interviews. As explained in §4.1 and §4.2
‘sustainable tourism’ is framed as stimulating sustainable development involving the
‘environmental’, the ‘social’ and the ‘economic’. See Table 4, for examples in the framing of
‘sustainable tourism’.
Table 4: Theme Sustainability: 'Economic / Social / Cultural / Environmental'

Sustainability
‘Economic /
Social /
Cultural /
Environmental’

CONCEPT: ‘SUSTAINABLE TOURISM’
Keywords
Quotes
“All
of
them
are
our
focus,
because
Sustainable Tourism is all this.
Triple bottom
We support our messages with the three main objects of
line:
sustainability: environmental, social and economy.” (line 188-191,





People
Planet
Profit

Environment:


Environmental
friendly

Social/Cultural:




Respectful
Supportive
Locals

Economic:



Financial
contribution /
salaries
Most important

InstituteofResponsibleTourism, 2013)
“what we find important, the certifications are often focused on
environmental impacts, the environmental criteria, but we think it is
important to focus on social criteria as well. So basically, if you look
at the 3P’s, or social, economic, environmental impacts, those three
things, we want this as well.” (line 314-319, TuiNederland, 2013)
“But then on an international scale we were working with schemes
that were moving towards, so rather than environmental, they were
moving towards sustainability schemes, where both environmental
and social count.” (line 72-74, MaltaTourismAuthority, 2013)
“improve the environment, such as environmental and waste
management, procurement of energy and water, air quality, noise,
building and green areas” (Traverdo, 2013a)
“The hotel has taken a series of steps to minimise the environmental
impact of such waste, including use of recycled paper, the re-use of
waste paper for internal communications, and sorting at source.”
(ResponsibleTravel, 2013)
“the betterment of host communities” (Traverdo, 2013a)
“be respectful and supportive of local communities”
(BiosphereResponsibleTourism, 2013)
“local,
communal,
and
indigenous
rights”
(BiosphereResponsibleTourism, 2013)
“cultural heritage protection” (BiosphereResponsibleTourism, 2013)
“the establishment shall guarantee that its employees’ salaries are
sufficient
to
maintain
a
decent
quality
of
life”
(BiosphereResponsibleTourism, 2013)
“the promotion of direct employment, without discrimination of any
form, and direct and indirect financial contributions for local cultural
activities” (ResponsibleTravel, 2013)
“the establishment shall not jeopardise the normal running of local
services” (BiosphereResponsibleTourism, 2013)
“the most important thing is to make people earn, to have a living
income, because then they will get interest in protecting the
environment and those things” (line 138-149, Traverdo, 2013b).

As a result of environmental discourse many practices were labelled as environmental
damaging, think for example of CO2-emission of travel transport and the extreme water and
energy usage in the tourism industry. The environmental certification programmes, such as
eco-tourism and nature tourism, were first introduced. These environmental impacts are still
conceptualised in the online promotional material, for example:
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“improve the environment, such as environmental and waste management, procurement of energy
and water, air quality, noise, building and green areas” (Traverdo, 2013a).

The environmental aspect of ‘sustainable tourism’ is envisioned as optimal when “in perfect
harmony with its natural surroundings” (OnHolidayGroup, 2013). The environment is still an
important aspect of ‘sustainable tourism’ and (wanna-be) members of certification
programmes are, therefore, encouraged, among others, to “reduce the use of water, energy and
waste” (HollandInternational, 2013) and so on. As explained in chapter 4, ‘Sustainable
tourism’ is framed through the use of key words such as ‘maintenance’ and ‘protection’.
Representing ‘sustainable tourism’, as such, is a way to discard the image of tourism as
‘environmental-unfriendly’ and to show the intention of ‘improvement’.
The social aspect of ‘sustainable tourism’ is frequently used in the framing of ‘sustainable
tourism’, but lacks attention in the remainder of the texts. Few examples can be given, and it
has mainly been conceptualised through “protecting the cultural assets” (Traverdo, 2013a),
meaning cultural property as well as local culture. For more examples see Table 4. The
examples show that, obviously, the tourists (as well as tourism businesses) have abandoned
the rights of the local communities and have therefore been ‘disrespectful’. In this sense
tourism has not been supportive for local communities. By representing ‘sustainable tourism’
as socially accountable, the tourism industry can cast off the image of tourism businesses as
being disrespectful and unsupportive and shows the intention of ‘improvement’ of the current
situation.
The economic aspect of ‘sustainable tourism’ is frequently used in the framing of ‘sustainable
tourism’, but also lacks attention in the remainder of the texts. The interviewee, representing
Traverdo (Traverdo, 2013b), states:
“the most important thing is to make people earn, to have a living income, because then they will
get interest in protecting the environment and those things” (line 138-149, Traverdo, 2013b)

The interview indicates on the economic aspect of ‘sustainable tourism’ as solving
environmental related issues as well. Other examples are given in Table 4. By representing
‘sustainable tourism’ as economic accountable for local communities, the wholesalers and
certification programmes reinvent the image of tourism as a well-known instrument to create
jobs and in support of local economic development (Manente et al., 2012). In spite of tourism
being seen as the worsening of the global inequality of wealth (Nicolau, 2008), ‘sustainable
tourism’ represents tourism again as an instrument to increase “the quality of life of the host
population” (BiosphereResponsibleTourism, 2013).
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5.2.3 The GSTC criteria: ‘As a standard’
According to the interviewee, representing BaobabTravel (2013b):
“You can see the same with responsible, sustainable, it is all slightly different but use cross
terminology and I think that a lot of people find it difficult to define what the differences are” (line
16-18, BaobabTravel, 2013b).

The statement of the representative of BaobabTravel indicates that defining ‘Fair Trade in
tourism’, ‘sustainability’ and ‘sustainable development’ in tourism is an on-going debate.
What is ‘sustainability’ in tourism and when is tourism ‘truly’ sustainable are part of this ongoing debate (Mundt, 2011). According to Marien (in Mundt, 2011, p. 19), “people are either
fervently for sustainability, or they ignore it”. It is an ideological term, because it has been
used widely by political parties (and other people/organisations) to illustrate and describe
policies and political statements (Mundt, 2011, pp. 19-20). The term can be applied for almost
everything and is for this reason, highly contested.
Hence, a proper framework and guidelines for the ‘sustainable tourism’ sector was a
necessity. For this reason, the triple bottom line, as explained in the previous paragraph, is
given meaning (by certification programmes as well as wholesalers) through the emphasis
that is laid on the GSTC: certification programmes and wholesalers state that ‘our’
‘sustainable tourism’ “fully reflects the GSTC-criteria” (FairTradeTourism, 2013a;
InstituteofResponsibleTourism, 2013; KuoniGroup, 2013; MaltaTourismAuthority, 2013;
Traverdo, 2013a; TuiNederland, 2013; UseekaTravel, 2013), see Table 5. Chapter 4 also
shows that the use of authorised organisation, such as GSTC, takes an important place in the
framing of ‘sustainable tourism’. However, what these GSTC-criteria exactly include is not
further explained by neither the wholesalers, nor the certification programmes.
The importance of naming authorised organisation in promotional material is explained in
§4.1.1. The criteria of GSTC are discursively empowered in the online promotional material.
It ties ‘sustainable tourism’ to a certain representation, a framework. The ideological
background of the GSTC (2013) may be cleared up by its mission statement:
“Promoting the widespread adoption of global sustainable tourism standards to ensure the tourism
industry continues to drive conservation and poverty alleviation” (GSTC, 2013).

This text explains that the main goal of ‘sustainable tourism’ is a ‘tourism industry that
continues to drive conservation and poverty alleviation’. The word ‘continues’ shows that the
GSTC conceptualises the tourism industry as already conserving and alleviating poverty to
some extent, this because ‘global sustainable tourism standards’ are being adopted by the
tourism industry.
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Table 5: Theme GSTC Criteria: 'As a standard'

GSTC Criteria:

CONCEPT: ‘SUSTAINABLE TOURISM’
Keywords
Quotes
Highly contested: “You can see the same with responsible, sustainable, it is all slightly


‘As a standard’

Cross
terminology

Framework or
guideline:


Fully reflecting
the GSTC criteria

Four objects:





Environmental
Social
Cultural
Economic

different but use cross terminology and I think that a lot of people
find it difficult to define what the differences are” (line 16-18,
BaobabTravel, 2013b)
“in June 2012 where it was revised to be in line with the GSTC
criteria. GSTC fully recognised the updated criteria meaning that the
new sustainable tourism standard was reviewed by the Council’s
technical experts and Accreditation Panel.” (MaltaTourismAuthority,
2010)
“it is important that we had a credible certifications scheme, which is
GSTC-recognized or approved. We try to work with those GSTCschemes, but we see that there is no one-fit-all solution.” (line 177179, KuoniGroup, 2013)
“The Global Sustainable Tourism Council (GSTC) is a global,
membership-based organisation, formed to foster increased
knowledge and understanding of sustainable tourism practices, and
the adoption of universal sustainable tourism principles.”
(FairTradeTourism, 2013a)
“Our standard for ensuring the environmental, socioeconomic, and
cultural sustainability of hotels” (MaltaTourismAuthority, 2010)
“sustainability variables, such as environment, culture and socioeconomic development” (BiosphereResponsibleTourism, 2013)
“At TUI we have a very simple definition [ed. sustainable tourism],
that is: holidays with respect for people, animals and nature.” (line
36-37, TuiNederland, 2013)

In the mission statement ‘sustainable tourism’ is framed as a tool to conserve and to alleviate
poverty. However, what these ‘global sustainable tourism standards’ are, or what ‘sustainable
tourism’ is, is not explained in its mission statement. On the website, the following text may
explain more:
“The GSTC Criteria are the result of a worldwide effort to develop a common language about
sustainability in tourism. Focusing on social and environmental responsibility, as well as the
positive and negative economic and cultural impacts of tourism, the criteria are organized into four
topics:
 Sustainable management (including long-term management, international and local
legislation and regulation, training of personnel, customer satisfaction, complete
promotional material and sustainable design and construction of buildings and
infrastructure).
 Socioeconomic impacts (including initiatives for community development, employing
local residents, fair-trade services, opportunities for local SME’s, a code of conduct for
activities in the community, no child exploitation, hiring of woman and local minorities
and a living wage)
 Cultural impacts (including guidelines of behaviour to local sites, contribution to
protection of local sites, use of local art, architecture and cultural heritage and does not
sell, trade or display historical and archaeological artefacts).
 Environmental impacts (including consumption of resources, reducing pollution, and
conserving biodiversity and landscapes)” (GSTC, 2013).
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In this text, the GSTC explains that a ‘common language about sustainability in tourism’, is
about ‘social and environmental responsibility’ and ‘positive and negative economic and
cultural impacts of tourism’. The three objects of sustainability, or the so-called triple bottom
line, shifted in ‘sustainable tourism’ towards four objects (Mundt, 2011). Following; the
social, the cultural, the economic and the environmental. This is the way how, among others,
eco-certification Malta framed ‘sustainable tourism’ in the online promotion of the
certification programme (see §4.1.1):
“Our standard for ensuring the environmental, socioeconomic, and cultural sustainability of
hotels” (MaltaTourismAuthority, 2010).

However, the Malta Tourism Authority mingles the social and economic aspects, as if they
are connected. Chapter 4 shows, that this is indeed the ‘common’ way of framing ‘sustainable
tourism’. Chapter 4 will also show small differences but the GSTC-criteria are clearly used as
thread.
The GSTC initiative only has been ‘globally’ launched in 2008, but in the early 1990’s the
first large tourism organisation had adapted certain concepts of ‘sustainable tourism’ (Mundt,
2011). Hence, it can be said that the GSTC only has been discursively empowered in recent
years, while the term ‘sustainable tourism’ is used much longer. It is likely that the
‘sustainable tourism’ discourse has emerged from the broader debate on sustainable
development. According to Mundt (2011), this broader debate emerged from the discussions
around the projected consequences of global warming and climate change. This shift from
environmental discourse to sustainable discourse is explained in §5.2.1.
Yet, the mission statement of the GSTC, “Promoting the widespread adoption of global
sustainable tourism standards”, and “worldwide effort to develop a common language about
sustainability in tourism” (GSTC, 2013), explains that the discourse of ‘sustainable tourism’
has not (yet) been a worldwide phenomenon. Therefore, the development of a ‘common
language’ for the tourism industry takes place. This means that the idea of ‘sustainable
tourism’ conceptualised as ‘social, cultural, economic and environmental’ has been widely
spread among wholesalers and certification programmes. Currently, the ‘sustainable tourism’
sector tends to echo this perspective and the wholesalers and certification programmes
embody this ideology in their online promotional material, but also in the interviews.
5.2.4 Representing ‘Sustainable tourism’ in conclusion
In the online promotional material and interviews, ‘sustainable tourism’ has been represented
as related to the sustainable development trend. This trend emerged from the ongoing debate
about environmental issues and from ongoing social change. It is a way to distinguish a
tourism business from other more (‘conventional’) tourism businesses, and is, in this sense, a
form of benchmarking. Benchmarking works positive on the image and reputation building,
especially in the tourism industry were impacts can be encountered by the customers
themself. Besides, the GSTC is discursively empowered in the discourse of ‘sustainable
tourism’, because it provides the framework and guidelines on how ‘sustainable tourism’
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should look like. This representation of ‘sustainable tourism’ follows the well-known triple
bottom line of sustainable development: the social (and cultural), the economic and the
environmental.

5.3 Representing ‘Fair Trade in tourism’
As chapter 4 may already shows, the way ‘sustainable tourism’ is framed by the wholesalers
and certification programmes does not entirely determine the way meaning is given to the
concept of ‘Fair Trade in tourism’. In the representations of ‘Fair Trade in tourism’ three
themes came forward:
1. Economic development: ‘Fair Trade, is Aid’ (see Table 6).
2. Social development: a decent ‘Quality of life’ (see Table 7).
3. Sustainable development: ‘Sustainable tourism’ (see Table 8).
As the themes already clarify, ‘Fair Trade in tourism’ is envisioned by what it aims to achieve
in the destination, namely a ‘better life’ through economic development and subsequently a
decent ‘quality of life’ through social development. But in the end, as framing of ‘Fair Trade
tourism’ in chapter 4 also shows, it seems that ‘Fair Trade in tourism’ is just another form or
way of representing ‘sustainable tourism’. In §4.3 is explained, that this can be explained by
taking a closer look at the social and historical context of the different certification
programmes. Additionally, the different certification programmes are competitors and
therefore may choose to use ‘popular’ discourse (such as sustainable tourism, environment
and Fair Trade) to distinguish themselves from other certification programmes.
5.3.1 Economic development: ‘Fair Trade, is Aid’
Tourism is often framed through negative meanings by the use of key words and phrases,
such as ‘damaging’, ‘pretty bad boss’, ‘low wages’, ‘strong dependence on seasonal work’,
see §4.1 and §4.2 for more examples. The FTT certification programme represents itself and
is identified by wholesalers as ‘solving these problems’. This is done by using key words and
phrases with positive meaning, such as ‘benefitting’, ‘well-paid’, ‘fair wages’, ‘better paid’,
‘living’, see §4.1 and §4.2 for more examples.
‘Fair Trade’ is a well-known brand in the food-industry, repeatedly assumed by the
interviewees is that everyone knows Fair Trade coffee, tea and chocolate. According to the
interviewee, representing Max Havelaar, ‘Fair Trade’ is envisioned for the consumer by using
the following words:
“we ensure that farmers receive a fair price for their products, end.” (line 195, MaxHavelaar,
2013b).

Moreover,
“But overall, they say that farmers in developing countries get more and better opportunities to
invest in the future.” (line 175-177, MaxHavelaar, 2013b).

It is assumed by the interviewees that the consumers know this representation of the concept
of ‘Fair Trade’ and can envision it themselves. And, therefore are able to give meaning to the
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concept of ‘Fair Trade in tourism’. Many of the interviewees try envision ‘Fair Trade’ by
using words like ‘trade’, ‘fair wages’ and ‘contractual relationships’. Because, they assume
that the consumers is able to link these key words, also used by Max Havelaar, to the FTT
certification. ‘Fair Trade in tourism’ is further represented as a way to stimulate
straightforward economic opportunities for people contributing to tourism (as explained in
chapter 4). ‘Fair Trade in tourism’ is not only conceptualised as ‘fair’ for the individuals
contributing to tourism, but in the end it aims to contribute to “the economic development of
the region” (TravelUnique, 2013b). ‘Fair Trade in tourism’ is thus also conceptualised as
contributing the local community.
The most frequently used phrase in the online promotional material also foregrounds these
straightforward economic opportunities:
“This assures you that the people whose land, natural resources, labour, knowledge and culture are
used to support the tourism activities you are enjoying are actually benefiting fairly from them.”
(BaobabTravel, 2013a; KuoniUK, 2013; TravelUnique, 2013b; TuiNederland, 2013).
Table 6: Theme Economic Development: 'Fair Trade, is Aid'

CONCEPT: ‘FAIR TRADE IN TOURISM’
Economic
development:

Keywords
Fair Trade:



Trade
Value chain

‘Fair Trade, is Aid’
Economic
empowerment:




Fair Pay
Contractual
relationships
Living wages

Pro-poor:


Benefiting the
poor /
disadvantaged

Quotes
“guarantees Fair Trade standards at the certified FTTSA hotels and
tours in South Africa, but also includes the tour operators in South
Africa and Switzerland. The transport provider in South Africa must
comply to the criteria as well.” (KuoniCH, 2013)
“I think, the interesting part about Fair Trade, actually is like what I
said before, is the trade approach.” (line 191-192, KuoniGroup,
2013)
“Basically the principles of Fair Trade in tourism. I tell that there are
normal salaries and that they have a contract, which is not always the
case in South Africa. Yeah, all these kind of principles.” (line 67-69,
DreamtimeTravel, 2013b)
“People do not know that most people in Africa work for years at a
hotel without having a contract, a lot of people do not have a
contract” (line 146-147, TravelUnique, 2013a)
“people working in a hotel or working within the supply chain are
getting a better salary than they would get normally. That is a little
bit the basic approach. I pay more for the local worker, the local
worker gets paid better.” (line 100-102, KuoniGroup, 2013)
“Fair Trade in Tourism is a key aspect of sustainable tourism. It aims
to maximise the benefits from tourism for local destination
stakeholders through mutually beneficial and equitable partnerships
between national and international tourism stakeholders in the
destination.” (TourismConcern, 2013)
“This assures you that the people whose land, natural resources,
labour, knowledge and culture are used to support the tourism
activities you are enjoying are actually benefiting fairly from them.”
(BaobabTravel, 2013a; HollandInternational, 2013; KuoniUK, 2013;
TravelUnique, 2013b)
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As such, ‘Fair Trade in tourism’ is represented as a strategy for economic empowerment,
through the development of a global fair market economy. This global fair market economy in
the tourism industry is only obtainable if all unfair “contractual relationships within the value
chain” (DreamtimeTravel, 2013a) are tackled. In this sense, the ‘Fair Trade in tourism’ and
FTT certification becomes clearly a form of ‘governmentality’ (explained in §2.2).
‘Governmentality’, in this case, is a reaction on poverty and global wealth inequalities as a
result of tourism as a ‘pretty bad boss’. The tourism industry uses certification with a trade
approach to resist the impacts of ‘conventional tourism’ and to introduce an alternative for the
‘free trade’ market (Brown & Getz, 2008). Foregrounding more equal relations between the
different parties in the value chain. This indicates that the ultimate goal of Fair Trade is not to
achieve ‘real’ free trade, as proposed by Font & Harris (2004) and Schmelzer (2010) in §2.2.
But serves as a regulated form of trade, not regulated by the state, but by the tourism industry
itself.
The representative of Max Havelaar also states that by supporting the disadvantaged farmers
through a trade approach in an economic sense, ‘Fair Trade’ becomes a form of aid,
conceptualised by the interviewee as “Trade, not Aid” (MaxHavelaar, 2013b) and “Fair
Trade, is Aid” (MaxHavelaar, 2013b). If the assumption of the interviewees is right (an
understanding ‘Fair Trade’ leads to the ability to give meaning to ‘Fair Trade in tourism’).
Then this way of envisioning ‘Fair Trade’, ‘Fair Trade’ will always be linked to poverty, also
when the concept is used in relation to tourism. The poverty agenda has existed for decades,
but the stressing of poverty alleviation in tourism strategies is relatively new (Chok, Macbeth,
& Warren, 2007). There is a notable connection that can be made between ‘Fair Trade in
tourism’ and so called ‘pro-poor tourism’. ‘Pro-poor tourism’ is broadly defined as “tourism
that generates net benefit for the poor” (Chok et al., 2007, p. 147), and as tourism that enables
“the poor to actively participate in and significantly benefit from economic activity” (Chok et
al., 2007, p. 147). ‘Fair Trade in tourism’ has been defined as follows:
“Fair Trade in Tourism is a key aspect of sustainable tourism. It aims to maximise the benefits
from tourism for local destination stakeholders through mutually beneficial and equitable
partnerships between national and international tourism stakeholders in the destination. It also
supports the right of indigenous host communities, whether involved in tourism or not, to
participate as equal stakeholders and beneficiaries in the tourism development process.”
(TourismConcern, 2013).

Both arise from a belief that tourism can and should contribute to economic growth at the
local destination. However, ‘Fair Trade in tourism’ is here represented as a key aspect of
‘sustainable tourism’, where ‘pro-poor tourism’ is not a specific product or sector of tourism
but an approach to tourism management and development. Poor people and poverty are
placed in the centre and from there further development is planned - pro-poor tourism is seen
as an end (Chok et al., 2007, p. 149). This also means that as long as the poor reap benefits of
tourism activity in the region it can be classified as ‘pro-poor’, also if the rich reap more
benefits than the poor (Chok et al., 2007, p. 151). However, in the online promotional
material, Fair Trade frames ‘Fair Trade in tourism’ as:
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“‘Fair Trade in tourism’ is framed by FTT as “making tourism more sustainable by ensuring that
the people who contribute their land, resources, labour and knowledge to tourism are the ones who
reap the benefits” (FairTradeTourism, 2013b).

And thus, ‘Fair Trade in tourism’ aims for people contributing to tourism (or as said in the
definition of TourismConcern, “local destination stakeholders”) and has a much more specific
target group than ‘pro-poor tourism’. However, one should recognise that whenever ‘Fair
Trade in tourism’ benefits the poor, in economic sense, it can also be called ‘pro-poor
tourism’. Another difference is that ‘Fair Trade in tourism’ is framed as a trade approach
aiming the betterment of the trade positions and standards of these ‘people contributing to
tourism’. While the ‘pro-poor tourism’ involves a more broad approach, aiming participation,
holistic livelihoods, distribution, flexibility, commercial realism and learning; the five
principles of ‘pro-poor tourism’ (Ashley, Boyd, & Goodwin, 2000, p. 6).
Both approaches aim to make the poor, or disadvantaged, people benefit from tourism. It is
for this reason that aid organisations (NGO’s and INGO’s) have adapted the idea to use their
money on local tourism projects, in the “Trade, not Aid”-sense (Harrison, 2008). Meaning
that tourism, and thus trade, aims to improve the local economic situation of
disadvantage/poor people. In this sense, ‘Fair Trade in tourism’ remains an invention of the
‘North’, applied in the ‘South’. This is laying emphasise on the neediness of this ‘South’ and
positions the ‘North’ (inclusive its consumers and the wholesalers) as those powerful enough
to make a difference. It in a sense that post-colonial thinking is stimulated, as was also
declared by Schmelzer (2010) and Sin (2012), in §2.2. This way of representing ‘Fair Trade in
tourism’ encourages, as Getz & Shreck (2006) stress, consumer imagination. They change the
market through their holiday-purchase behaviour. It gives them the idea that problems will be
solved once they decide to go on a Fair Trade holiday. The danger here, according to Putnam
(2007) is the phenomenon of ‘geographical disappointment’, where consumer become
disillusioned and completely reject the concept of ‘Fair Trade in tourism’ once they
discovered that not all problems can be solved with this concept. This issue, however, is not
stressed in the interviews and in online promotional material. ‘Fair Trade in tourism’ is indeed
conceptualised as problem solving, for example, the way the interviewee, representing
Traverdo (2013b), conceptualises ‘Fair Trade in tourism’:
“Fair Trade that is when everybody involved in the process or in the tour gets paid in a fair way
and everybody gets its fair part of the money that has been generated by tourism.” (line 20-21,
Traverdo, 2013b).

‘Everybody’ involved in the process gets paid in a fair way and gets a fair part. If this indeed
true, problems at the destination (in terms of inequality of wealth) are solved. However, as
stated by Honey (2002) in §2.3, it is likely that the certification programmes certify the
converted. The converted are those who already meet the standards and criteria and already
have their ‘act’ together. The real problems with the real problematic organisations are not
challenged. Besides, Getz & Shreck (2006) explain (as described in §2.2.1), that certification
may introduce a growing inequality between those certified, benefitting from the certification,
and those not-certified, because they cannot meet criteria or cover costs. Representing ‘Fair
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Trade in tourism’ as affecting ‘everybody’ is therefore stimulating ‘geographical
disappointment’ (Putnam, 2007) by the consumer and may work counterproductive.
The economic development theme can be seen as the most important theme in the
representation of ‘Fair Trade in tourism’, as the interviewee (among others), representing
Traverdo (2013b), explains:
“the most important thing is to make people earn, to have a living income, because only then they
will get interest in protecting the environment and those things” (line 138-139, Traverdo, 2013b).

Once interviewees has conceptualised ‘Fair Trade in tourism’ in this way, they move on to
other ways of representing ‘Fair Trade in tourism’.
5.3.2 Social development: a decent ‘Quality of life’
Hence, supporters of ‘Fair Trade in tourism’ would like to see economic development at the
destination. Still assuming that consumers are building their understanding of ‘Fair Trade in
tourism’ on their understanding of ‘Fair Trade’ as proposed by interviewees. Then the way,
the representative of Max Havelaar, conceptualises ‘Fair Trade’, reveals another theme in the
concept of ‘Fair Trade in tourism’:
“The ultimate goal (ed. of Fair Trade) is that farmers can get a better life through fairer trade” (line
112, MaxHavelaar, 2013b).

A “better life” is a very broad explanation and can basically include anything. It this
paragraph a ‘better life’ is connected to more than only economic development. In the tourism
industry, the ideology behind ‘Fair Trade’ not only aims for ‘economic empowerment’, but by
the promotion of local economic development the wholesalers also promote social
development.
Table 7: Theme Social Development: a decent 'quality of life’

Social
development:

CONCEPT: ‘FAIR TRADE IN TOURISM’
Keywords
Quotes
“That farmers through their trade, can get further in life. And get fair
Better life:


Invest in the
future

A decent
‘quality of life’

Participation in
decision-making:


Fair Say

chances” (line 98-99, MaxHavelaar, 2013b)
“But overall, they say that farmers in developing countries get more
and better opportunities to invest in the future.” (line 175-177,
MaxHavelaar, 2013b)
“securing their livelihoods” (FairTradeTourism, 2013a; SKRReisen,
2013)
“enabling them to live in dignity” (FairTradeTourism, 2013a;
SKRReisen, 2013)
“the right and opportunity to participate in decisions that concern
them” (BaobabTravel, 2013a; FairTradeTourism, 2013a)
“respect for human rights” (HollandInternational, 2013)
“understanding and tolerance of socio-cultural norms”
(FairTradeTourism, 2013a)
“voice for employees” (DreamtimeTravel, 2013a)
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As explained in chapter 4, the social is part of the way ‘sustainable tourism’ is framed. Key
words use to emphasise on the social aspect are ‘fair say’, ‘securing their livelihoods’, ‘gender
equality’, ‘human rights’, ‘respect’, ‘democracy’ and so on (see also Table 7). In the end,
‘Fair Trade in Tourism’ aims to enable people “to live in dignity” (SKRReisen, 2013).
According to Micheletti & Follesdal (2007), this process of social development achieved
through responsible choices in holiday decision-making, can be seen as a form of ‘collective
action’ social practices, also known as social movements.
The discourse of economic issues, such as poverty and global wealth inequality, is articulated
with discourses representing social problems and policies, such as democracy, gender equality
and human rights. The bad circumstances around the local communities at the destination
introduced new social (consumer) movements. This form of ethical consumption can be seen
as a political action, addressing issues of social injustice, as explained by Watson (2007) in
§2.1.2. In this sense, the Fair Trade Tourism certification is introduced as a tool to achieve
this desired social justice at tourist destinations, meaning democracy, gender equality and
human right are supported. As ‘Fair Trade in tourism’ is a form of political action to address
social injustice, then it can be seen as a form of conscious buycott, a term used by Schmelzer
(2010). According to Schmelzer (2010), see §2.2, the ‘Fair Trade’ form of buycott addresses
labour conditions, the trade with producers and often takes place under transnational
circumstances. Analysis of online promotional material shows that ‘Fair Trade in tourism’
concentrates, apart from labour conditions and fair trading positions, on much ‘bigger’ social
issues in the world. This is corresponding with the CSR definition of the World Business
Council for Sustainable Development in §2.2.1, “CSR ... contribute to economic development
while improving the quality of life, of the workforce, and their families, as well as the local
community and society at large”. This definition also shows the strong connection between
economic development and social development.
Moreover, it seems that wholesalers and certification programmes represent ‘Fair Trade in
tourism’ in a way that reconstructs the power relations of the hegemonic and dominant
epistemology. It stimulates a movement-driven recognition of moral obligations, namely the
duty of the consumer to act responsible towards the people that do not life in social just
places, so that they can live with the same ‘quality of life’. It appears that for this reason,
these values (democracy, gender equality and human rights) are given high regard in the
online promotional material. The remaining question, is whether this is a just thing to do.
Emphasising on differences in culture around the world, what is perceived as socially just by
the consumer in the Netherlands, is may not perceived as socially just by people from another
culture. If this happens, not appreciated forms of social change take place. Another question,
these big issues of social justice (apart from labour conditions and fair trading positions) are
regionally and politically related. In order to change, local social movements should be
established.
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5.3.3 Sustainable development: ‘Sustainable tourism’
As explained in §5.2, sustainability is often conceptualised as the triple bottom line, this
means that the well-known three main objectives of sustainability are used: the environment,
the social and the economic (and as Mundt (2011) clarified in tourism also the culture).
This trend is also reflected in the interviews, ‘Fair Trade in tourism’ is framed as (part of)
‘sustainable tourism’, see Table 8 and chapter 4.
Table 8: Theme Sustainable development: 'Sustainable tourism'

Sustainable
development:
‘Sustainable
tourism’

CONCEPT: ‘FAIR TRADE IN TOURISM’
Keywords
Quotes
“It [ed. Fair Trade] is part of the sustainable product approach, that
Sustainability /
we want to promote a more sustainable product.” (line 232-233,
Triple bottom
KuoniGroup, 2013)
line:
“You know, to have truly sustainable operations, those three need to





Balance of
objects
Environmental
Social / Cultural
Economic

Cross
terminology

be quite balanced, so the economic, the social and the environmental
and Fair Trade don’t have the balance completely, but they are one of
the better ones, in my view” (line 111-117, BaobabTravel, 2013b)
“fair trade is leading the way for sustainable, environmentally and
socially sustainable development in tourism” (DreamtimeTravel,
2013a)
“Sustainable Tourism reflects respect for the culture of the people of
your destination and contributes to the economic development of the
region” (TravelUnique, 2013b)
“Fair Trade criteria of fair wages, fair working conditions, just profit
sharing and respect for human rights, culture and the environment”
(DreamtimeTravel, 2013a; FairTradeTourism, 2013a; KuoniCH,
2013; TravelUnique, 2013b)
“it is difficult to define Fair Trade. You can see the same with
responsible, sustainable, it is all slightly different but use cross
terminology” (line 16-18, BaobabTravel, 2013b)

Some interviewee (Kuoni Group and Baobab Travel) also emphasise on the need for a
‘balance’ between the three aspects of ‘sustainable tourism’ (see chapter 4). As such, the
interviewee, representing BaobabTravel (2013b), frames ‘Fair Trade in tourism’ as:
“You know, to have truly sustainable operations, those three need to be quite balanced, so the
economic, the social and the environmental and Fair Trade don’t have the balance completely, but
they are one of the better ones, in my view” (line 111-117, BaobabTravel, 2013b).

FTT also emphasises on ‘sustainable tourism’ in its mission “a fair, participatory and
sustainable tourism industry in South Africa” (FairTradeTourism, 2013a). Furthermore, in the
online promotional material, FTT represents ‘Fair Trade in tourism’, apart from what is
already discussed in chapter 4, through six principles. The six principles are “Fair Share, Fair
Say, Respect, Reliability, Transparency and Sustainability” (FairTradeTourism, 2013a).
Sustainability is explained by FTT as follows:
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“Increase knowledge through capacity-building, improved use of available resources through
networking and partnerships, economic viability through responsible use of resources, reduction of
leakage through local purchasing and employment and support to historically disadvantaged
entrepreneurs” (FairTradeTourism, 2013a).

Sustainability (and the six principles) in this sense, does not entirely follow the triple bottom
line, and pays more attention to the ‘economic and social objects’. The principles relate to the
two other themes of the ‘Fair Trade in tourism’ concept, social development and economic
development. This conceptualising of ‘Fair Trade in tourism’ is only used by BaobabTravel
(2013a), all other wholesalers choose not to use this conceptualisation. More often used in the
online promotional material is a way to conceptualise the ‘Fair Trade in tourism’ criteria:
“Fair Trade criteria of fair wages, fair working conditions, just profit sharing and respect for
human rights, culture and the environment” (DreamtimeTravel, 2013a; FairTradeTourism, 2013a;
KuoniCH, 2013; KuoniUK, 2013; TravelUnique, 2013b).

This representation of the Fair Trade criteria is clarifying the ‘sustainable development’ theme
more than FTT’s definition of ‘sustainability’, because it envisions the economic (fair
wages/profit sharing), the social (fair working conditions/human rights), the cultural and the
environmental. According to the following interviewees, representing BaobabTravel (2013b),
DreamtimeTravel (2013b), KuoniGroup (2013), TravelUnique (2013a), TuiNederland (2013),
it is important that “there is a balance between the environmental, social and the economic
part of sustainability” (line 238-239, KuoniGroup, 2013). It seems that the only difference (in
comparing to ‘conventional sustainable tourism’), accordingly these interviewees, is that it is
“looking more into the trade relationship” (line 241, KuoniGroup, 2013). Therefore, the
economic object of ‘sustainable tourism’ is foregrounded in the way ‘Fair Trade in tourism’ is
framed by wholesalers and certification programmes.
By representing ‘Fair Trade in tourism’ as (part of) ‘sustainable tourism’, FTT and the
wholesalers reinvent the image of ‘sustainable tourism’. As explained in §5.2, ‘sustainable
tourism’ is part of an ongoing debate on sustainable development (an ideological term) and
evolved from debates about global warming and climate change (Mundt, 2011). Resulting in
alternative tourism, such as eco-tourism, that resists the damage on nature by ‘mass’ or
‘conventional’ tourism. According to Ashley et al (2000, p. 1), ecotourism and communitybased tourism focus on the preservation of environmental and cultural objects of ‘sustainable
tourism’, but do not sufficiently take into account the “full range of impacts on the livelihoods
of the poor”. A reformulation or reinvention of ‘sustainable tourism’ seems to be needed,
because of a lack of attention for the economic and social development (Ashley et al., 2000).
Social change, therefore, has led to a shift of trend in society towards a more social approach.
This approach lays its emphasis on (poor) people, meaning that the social and the economic
are foregrounded. The connection with the ‘Fair Trade’ discourse, following the FINE
definition “Fair Trade ... contributes to sustainable development by offering better trading
conditions to, and securing the rights of, marginalized producers and workers – especially in
the South. ...” (Schmelzer, 2010, p. 229), a brand well-known in the society, was easily made.
‘Fair Trade in tourism’, therefore, is also an allegorical of the shift of trends in tourism. An
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allegorical of what was previously known as a social movement addressing global warming
and climate change to what is known as (balanced) ‘sustainable tourism’, thereafter to what is
known as the (socio-)economic object of sustainable tourism.
Remarkable, the GSTC is not foregrounded in the representation of ‘Fair Trade in tourism’, at
least not in a way as done in the representation of ‘sustainable tourism’, where certification
programmes where represented as “fully reflecting the GSTC-criteria” (see §5.2.3). It is only
mentioned on the FTT-website that the certification is GSTC-recognised. However, the
statements of TuiNederland (2013) and KuoniGroup (2013), representing GSTC-recognised
as a ‘must’, still apply for the FTT certification programme. It must be noted that the FTT
certification programme (see Appendix 1) follows exactly the four topics of GSTC’s
sustainability in tourism, in their own criteria for tourism corporations, namely: the
sustainable management, the socio-economic impacts, the cultural impacts and the
environmental impacts (FairTradeTourism, 2013a; GSTC, 2013).
5.3.4 Representing ‘Fair Trade in tourism’ in conclusion
The discourse of ‘Fair Trade in tourism’ evolved from two different social practices, namely
the ‘Fair Trade’ and the ‘sustainable development’ trends. In the representation of ‘Fair
Trade’ Max Havelaars’ way of giving meaning to ‘Fair Trade’ has been discursively used in
the promotion of ‘Fair Trade in tourism’. Assumed by wholesalers is that this leads to
recognition. ‘Fair Trade in tourism’ is represented as a form of aid, aiming economic and for
the less wealthy entrepreneurs and employees in the tourism industry, and therefore, can be
seen as a post-colonial practice. ‘Fair Trade in tourism’ also involves ‘social development’
aiming to solve big (unrealistic) issues, such as democracy. ‘Fair Trade in tourism’ is also
represented as part of ‘sustainable tourism’ and consequently can also be seen as a practice
evolved from the debate on environmental issues.
Notable, as ‘Fair Trade in tourism’ evolved from two other discourses, it still follows exactly
the four objects of GSTC’s sustainability in tourism, and therefore it can be questioned how
much ‘Fair Trade in tourism’ really differs from ‘sustainable tourism’, despite it being
represented in a different way. Accordingly, the discourse of ‘Fair Trade in tourism’ plays an
important role in the marketing strategy FTT certification programme.

5.4 Representing ‘Responsibility’
The fact that consumers can choose and book their holidays on the internet has empowered
the consumer and has given the consumer a more powerful position in the power relation with
the wholesaler (§4.3). New kind of internet-based wholesalers arose, and now the consumers
are expected to make their choices without help of a ‘travel expert’. Wholesalers make use of
this situation and recognise the individualisation of the consumer. The consumers are now
positioned as decision-makers and wholesalers try to waken the consumers’ feelings so that
they will act responsible. Three themes are foregrounded in the representation of the concept
of ‘responsibility’:
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1. Awareness raising: ‘Negative impacts of tourism’ (see Table 9).
2. Change maker: ‘Ensure the future of the holiday destination’ (see Table 10).
3. The good feeling: ‘A guilt-free holiday’ (see Table 11).
5.4.1 Awareness raising: ‘The negative impacts of tourism’
In the online promotional material, the consumer is made aware of the negative impacts of
tourism (see Table 9). Chapter 4 describes that tourism industry is framed as ‘damaging’,
‘destroying’ and ‘a pretty bad boss’, resulting in ‘low wages’, ‘strong dependence on seasonal
work’, ‘gender inequality’, ‘discrimination’ and so on (see also Table 9). And for this reason
the tourism industry has received “a lot of negative publicity in the recent years”
(BaobabTravel, 2013b). As the interviewee, representing FTT, states:
Table 9: Theme Awareness raising: 'Negative impacts of tourism'

Awareness raising:
‘Negative impacts
of tourism’

CONCEPT: ‘RESPONSIBILITY’
Keywords
Quotes
Negative impacts: “Because everyone knew tourism has huge




Environment
Local community
Local economy

Educate:




Traveller /
consumer
Wholesaler
Certification
programme

potential to create jobs,
but these are often not good jobs that they created, the tourism sector
is a very bad employer. Tourism is kind of really damaging.” (line
335-337, FairTradeTourism, 2013b)
“that have received a lot negative publicity, because that is the kind
of negative impact mass tourism has on destinations.” (line 94,
BaobabTravel, 2013b)
“people are making a lot of profit, but that this is kind of having a
negative impact on the whole supply chain.” (line 18-19,
DreamtimeTravel, 2013b)
“I think it is a huge responsibility to educate. Like they can go back
and then they can talk about it.” (line 438-439, FairTradeTourism,
2013b)
“The tourism industry as a whole, which is tour operators and the
certification schemes, they have a responsibility to communicate.”
(line 377-378, KuoniGroup, 2013)
“it is more the responsibility of the traveller to inform himself when
travelling to a certain destination. To read information, and do some
research on the internet” (line 85-87, KuoniGroup, 2013)
“The responsibility for some of the worst evils from which producers
suffer rests with the consumers, who seek the cheapest markets
regardless of how cheapness is brought about. It is, therefore, the
duty of consumers to find out under what conditions the articles they
purchase are produced and distributed.” (in Schmelzer, 2010, p. 225)

“Tourism is kind of really damaging.” (line 337, FairTradeTourism, 2013b).

It is in diverse ways explained in the interviews that whenever the consumer does not know
about these negative impacts, the consumer will not see it as their responsibility or duty to
make the ‘right choice’. In §4.3 is explained, that this involves the ‘other’ side of the power
relation between the wholesalers and the consumer (than is used in §5.2.1). Where the
wholesalers are empowered because they are the ones who provide the information for the
consumer. It is therefore, according to the interviewee, representing FTT, “a huge
responsibility to educate” (line 438, FairTradeTourism, 2013b). The wholesalers (and
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certification programmes), have, in this sense, empowered themself in the interviews as the
educator, educating the consumer about the negative impacts of tourism. However, more
important, it is the consumer that is discursively ‘empowered’ as key player in the
‘responsibilisation’ of the tourism industry. The wholesalers and certification programmes
raise awareness among the consumers, but it is the consumer that is foregrounded in this
process, because information about certification programmes is given as an reaction on the
‘needs’ of the consumer. According to the wholesalers, the consumers are given a lot of
“instruments” (line 77, TuiNederland, 2013), related to information, in order to make the
‘right choice’. The interviewee, representing KuoniGroup (2013), even explains:
“it is more the responsibility of the traveller to inform himself when travelling to a certain
destination. To read information, and do some research on the internet” (line 85-87, KuoniGroup,
2013).

In other words, all ‘instruments’ and information that the consumer needs to make the ‘right
choice’, are already provided on the internet, in travel magazines, travel brochures etc. The
interviewee, representing KuoniGroup, positions awareness as the duty of consumers
themself, but is willing to provide this information as wholesaler as well. The wholesalers and
certification programmes are conceptualised as educators. On the contrary, it is still a
voluntary choice to be educated, as consumers have to make the choice to look for the
required information. Consumers should undertake this voluntary action of awareness raising,
because related feelings of ‘responsibility’ are conceptualised by wholesalers and certification
programmes as a duty (see Table 9). Josephine Shaw Lowell (CEO of Consumers League
New York; in Schmelzer, 2010, p. 225), also represents responsibility in this way:
“The responsibility for some of the worst evils from which producers suffer rests with the
consumers, who seek the cheapest markets regardless of how cheapness is brought about. It is,
therefore, the duty of consumers to find out under what conditions the articles they purchase are
produced and distributed”.

In this sense, rising feelings of ‘responsibility’ through awareness raising, is a mixture of
strategy that can be related to deontology, or Kantian ethics (see §2.1.1), and to virtue theories
(see §2.2.1). According to the theory of Kant, all humans have the ability to reason and
therefore humans construct notions of ‘duty’ (Sander-Staudt, 2011). Hence, awareness raising
of the negative impacts of tourism is in the interviews represented as a way to rise these moral
feelings and to awaken this notions of ‘duty’. Consumers know (or have an intuition of) what
is good or wrong, and in order to make the ‘right choice’ their moral feelings need to be
woken up by means of awareness raising. At the same moment, the need for awareness raising
implies that the consumer does not know what is good or bad in the tourism industry. For this
reason, the consumer needs someone to explain that his or her travel behaviour is not
acceptable and what the expected moral obligations are accordingly. This follows Smith’s
theory of moral sentiments (in Watson, 2007) following the virtue theory (see §2.2.1).
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In one way or the other way, awareness raising is represented as a way to rise feelings of
‘responsibility’. In the interviews, the wholesalers and certification programmes empower
themselves as the ‘chosen ones’ to raise this awareness about the industry as ‘damaging’ and
as a ‘pretty bad boss’. Along these lines, certification is represented as a way to mobilise the
consumer in the decision-making process. For the consumer certification becomes a way to
self-govern oneself. This is in line with Micheletti & Follesdal (2007) explanation of the role
of political pull factors. The ‘Fair Trade in tourism’ niche market enlightens the consumers
with the politics of their holiday-consumption and shows their ‘duty’ or ‘moral obligations’.
Consumers are, except from being framed as the ‘not-informed’, also framed as part of a form
of ‘collective responsibility’. The tourism industry is expected to change their management
(the political push factors) and to inform the consumer about these changes. As such, the
consumers are encouraged to inform, mobilise and to self-govern themself in order to activate
moral feelings. These moral feelings should activate ‘responsible behaviour’ (the political pull
factors). This may be conceptualised as a ‘collective responsibilised’ tourism industry, in line
with ‘collective responsibility’ as a result of governmentality. Emphasising on both tourism
businesses, as well as consumers, that have a greater concern for the collective well-being
(Boersma, 2009). Micheletti & Follesdal (2007) argue that this political pull-factor is a fairweather option, which loses attraction if economy is not booming. The interviewee,
representative of Expedia (2013b), argues the same:
“since the crisis it is all about unemployment and the social system, and less about ecology and
sustainability in general.” (line 185-186, Expedia, 2013b).

Interesting, despite that the interviewee, representing Max Havelaar, sees awareness raising as
a tool to encourage consumers to make the ‘right choice’, he also emphasises on the fact that
Max Havelaar was established 25 years ago. The interviewee states, that “it takes some time
to reach this [ed. current] level” of consciousness. As the interviewee explains:
“slowly recognition raises. You can see that you need a lot of time to get attention, it is a matter of
repetition, repetition, repetition.” (line 73-75, MaxHavelaar, 2013b).

That it takes time to raise awareness and grow demand is in line with what Bien (2005) agues,
according to him it takes 8 to 15 years to obtain a worthy consumer demand (see §2.3). This
implies that ‘moral obligations’ are indeed something we need to learn (virtue theories) and
that it are not our innate intuitions that need to be awaken (theory of Kant) by means of
awareness raising. Although, the consumer has been empowered as a key player in the
‘responsibilisation’ of the tourism industry, and ‘responsibility’ is positioned as a ‘moral
obligation’ of the consumer. The question is, because of the above statements, whether the
consumers see their responsibility the same way as the wholesalers and certification
programmes frame it. Are consumers truly thoroughly social beings and do they truly care
about the collective well-being?
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5.4.2 Change maker: ‘Ensure the future of your holiday destination’
Overwhelmed with information, the consumer is encouraged to make a ‘responsible choice’.
It is the consumers’ the moral obligation as key player in the ‘responsibilisation’ of the
tourism industry. The activation of feelings of moral obligation is not only done by framing
tourism by the use of key words with negative meanings, such as ‘damaging’ and
‘destroying’. But the activation of moral obligation is also done by the use of key words and
phrases with positive meanings, for example: ‘be a difference’, ‘giving back to people and
environment’, ‘improve the quality of life’, ‘do the right thing’, ‘make positive travel
decisions’ and so on. As such, the consumer is conceptualised as a change maker. In other
words, the consumer is represented as the designated person to change tourism into a ‘good’
industry (see Table 10). It is assumed that this will encourage the consumer “to take care
about the places they travel to” (KuoniGroup, 2013).
Table 10: Theme Change maker: 'Ensure the future of the holiday destination'

Change maker:
‘Ensure the future
of the
holiday destination’

CONCEPT: ‘RESPONSIBILITY’
Keywords
Quotes
“there
is
a
huge
potential
for
doing good, for doing the right thing”
Positive travel
(line 124, FairTradeTourism, 2013b)
decisions:
“People like to make some kind of a difference, even if this





Do the right thing
Be a difference
Give back

Change tourism:



Benefitting locals
Ensure future of
the destination

difference has been a small one” (line 88-89, BaobabTravel, 2013b)
“The reason why they are doing is they give something back to do
community.” (line 56-57, MaltaTourismAuthority, 2013)
“FTT is about ensuring that the people whose land, natural resources,
labour, knowledge and culture are used for tourism activities,
actually benefit from tourism.” (BaobabTravel, 2013a; KuoniUK,
2013)
“it is everybody’s responsibility to take care about the places they
travel to” (line 75-76, KuoniGroup, 2013)
“you invest in the future of these people.” (line 179, MaxHavelaar,
2013b)

As such, this promotion strategy is, again, a way to waken the consumers’ moral thoughts on
what is good and bad. The strategy stimulates the consumers feelings of moral obligation and
thus it stimulates moral sentiments, following the virtues theory (Watson, 2007). Only now,
emphasis is laid on how tourism could be turned into something good. The moral obligation
of the consumer is framed as to make ‘positive travel decisions’ and ‘to be a difference’.
Hereby, the tourism industry lays emphasis on the inequality of wealth in the world. The
wholesalers and certification programme then represent ‘sustainable tourism’ and ‘Fair Trade
in tourism’ as a way to solve this inequality. In this sense, the consumer is made aware of the
connectedness of between ‘local’ and ‘global’ places. These economic connections are
represented as making the consumer responsible for these distant ‘global’ places (Sin, 2012).
Therefore, the wholesalers and certification programmes, reconstructs the power relations
between the ‘North’ and the ‘South’, by representing the ‘right choice’ as a moral obligation
of the wealthy tourists. It is through representing responsibility in this way, that the “Trade,
not Aid” or “Fair Trade, is Aid” ideology is stimulated again. The consumer is empowered to
change the situation of the less wealthy people in the ‘South’ and to think of ‘global’ places as
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economically connected. Consumer imagination, that they are responsible for the issues and
are able to make a difference, is here encouraged by post-colonial perspectives ‘invisibly’
adopted in the online promotional material.
It also shows that the consumer should serve as a key player in the ‘responsibilisation’ of the
tourism industry. In this sense, certification works within the global neo-liberal market
system, and can be seen as a political action. Decisions made by the consumer are not only
based on self-interest, and thus egoistic, but also involve the collective well-being (Boersma,
2009).
Warde (2005; in Barnett et al., 2010, pp. 67, ) argues that consumption is part of everyday
practice and is not a conscious practice of politics (see §2.1.2.1). The consumer is assumed to
be using certification to make the ‘right choice’ and thus to become a change maker. This is
not possible if consuming is part of a daily practice. Argued can be that a holiday is not
something people consume daily, still it is part of routine. As such, the interviewees,
representing FairTradeTourism (2013b), BaobabTravel (2013b) and KuoniGroup (2013), all
clarify:
“When someone wants to travel, people first choose the destination, they choose the kind of
holiday, is it adventure, is it relaxation, is it education, the moment that you travel, the length of
your travel and your budget. So there are all these factors that a person needs to consider, once got
your destination, your budget, then when they finally come down to a selection of option where
they could go ... If they are similar, similar kind of destination, similar price, then the fact that one
of them is Fair Trade influences their decision.” (line 52-60, FairTradeTourism, 2013b).

The representatives of wholesalers and certification programmes, argue that the ‘right choice’
is only made once a routine of ‘other decisions’ is finished. In §2.3, Buckley (2002), Font &
Epler Wood (2007), Honey (2002) and Mahony (2007) agree with this statement: consumers
pay attention to other, for them more important, attributes, such as price, quality, services,
departure date, weather, location and safety. It is not clear whether the consumers see this in
the same way and recognise themselves as change makers whenever they consume a holiday.
The representation of responsibility as such, shows that the consumption of holidays is not
(completely) egoistic, but that consumers are encouraged to self-govern their actions and
responsibilities. This implies that responsibility is represented through a mixture of theories.
5.4.3 The good feeling: ‘A guilt-free holiday’
Through the empowerment of the consumer as a change-maker, the industry awakes feelings
of ‘duty’ and ‘moral obligation’ by the consumer. At the same time, the wholesalers and
certification programmes ‘promises’ the consumer when making these ‘positive travel
decisions’, a ‘good feeling’ and a ‘guilt-free holiday’. According to the representative of Fair
Trade Tourism (2013b), this for the consumer the only “tangible benefit of certification”.
As such, the ‘true’ benefit of certification is represented as the well-being of oneself (see
Table 11). In this sense, consumers are individualistic, egoistic and concerned with selfinterest (in Barnett et al., 2010). The analysis of text, as described in §4.1, also shows that the
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holiday experience was foregrounded in the online promotional material and that it was
sometimes mixed with the promotion of certification programmes.
As such, the representative of KuoniGroup, explains “the holiday experience” as crucial for
the consumer:
“This is crucial for your holiday, like a crucial need, do you need to relax, you want to have fun, or
do you want to explore something, or active, or, there are unbelievable many types of holidays, in
terms of what are the basic needs.” (line 35-37, KuoniGroup, 2013).

Table 11: Theme A good feeling: 'A guilt-free holiday'

A good feeling:
‘A guilt free holiday’

CONCEPT: ‘RESPONSIBILITY’
Keywords
Quotes
“And it real, I think, the feel-good story, it is real tangible benefit of
Good feeling:




Feel-good factor
Tangible benefit
of certification
The holiday
experience

Guilt-free:


Leave the country
unharmed

certification.” (line 429, FairTradeTourism, 2013b)
“I think it is having a good feeling, which is the good-feeling factor.
So knowing that the product has been extraordinary verified and
checked.” (line 203-205, KuoniGroup, 2013)
“most people are looking for a good holiday experience. And the
holiday should be of a reasonable cost, price is pretty important to
people, and if that holiday is responsible, sustainable, Fair Trade or
whatever you want to call it, then that is bonus.” (line 20-23,
BaobabTravel, 2013b)
“This is crucial for your holiday, like a crucial need, do you need to
relax, you want to have fun, or do you want to explore something, or
active, or, there are unbelievable many types of holidays, in terms of
what are the basic needs.” (line 35-37, KuoniGroup, 2013)
“full of rich experiences” (SKRReisen, 2013)
“because they want to have a feel good holiday... they don’t want to
go on holiday and actually feel guilty being there.” (line 88-90,
BaobabTravel, 2013b)
“So I think people want a guilt free holiday” (line 95, BaobabTravel,
2013b)
“They don’t want to leave the country harmed, they want to leave it
as good as possible, maybe better than how it was. (line 199,
MaltaTourismAuthority, 2013)

In this sense, consumers are represented as being egoistic, thinking of what he or she wants
and aiming for the ultimate holiday experiences. According to the interviewees, representing
BaobabTravel (2013b), DreamtimeTravel (2013b), FairTradeTourism (2013b), KuoniGroup
(2013) and TravelUnique (2013a), consumers do look for alternative holiday experience,
because this results in a good feeling and a guilt-free holiday. Governing consumers in this
way, then becomes a form of reciprocal altruism, based on the theory of Fennell (2006a,
2006b). As explained in §2.1.1, reciprocal means that an act must increase the well-being of
the receiver as well as the actor, while altruism means that an act reduces the well-being of
the actor while increasing the well-being of the receiver. In order to behave ‘responsible’ the
consumer reduces its own well-being by choosing for a certified accommodation. This
because the certified accommodation is more expensive, or takes more decision time, or may
reduce comfort at the destination. At the same moment, the choice for a certified
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accommodation benefits the receiver: the disadvantaged employee, entrepreneur or
community. Once the consumer is on holiday its own well-being will be maximised, because
the holiday will be ‘guilt-free’ and results in a ‘good feeling’ for the consumer. It is for this
reason that wholesalers and certification programmes do not only represent responsibility as a
‘moral obligation’ for the consumer, but also as a way to improve the consumer’s owns wellbeing. This is done, because this is assumed to be the aim of holiday, to relax and to have fun.
Yet, remembered here must be that, as explained in §2.1.1 by Fennell (2006a, 2006b), the
absence of a (sustained) relation between host and guest may results in cheating on each other
to a point where problems occurs. Therefore, the responsible choice of the consumer does not
ensure success and may not result in the ‘promised’ holiday experience.
5.4.4 Representing ‘Responsibility’ in conclusion
Along these lines, ‘sustainable tourism’ and ‘Fair Trade in tourism’ can be framed as a way to
mobilised the consumer in the decision-making process. It is a way for consumers to selfgovern their travel decisions. By representing responsibility through awareness raising and by
positioning the consumer as a change maker, the moral sentiments of the consumers are
woken. This results in the collective well-being being taken into account when making
holiday decisions. In this process, the consumers become part of the ‘responsibilisation’ of the
tourism industry, or ‘collective responsibilised’ tourism industry. At the same moment, the
‘true’ benefits of these travel decisions are represented as improving the well-being of the
individual consumers. According to Fennell (2006b), Fieser (2003), Sander-Staudt (2011) and
Valasquez et al (1996) (see §2.1.1), it often appears that diverse absolute theories are mixed in
practice to explain care and morality phenomena. The care and morality phenomena used to
explain the representation of ‘responsibility’ are also mixed. Used are the theory of Kant,
Smith’s theory of moral sentiments and Fennell’s theory of reciprocal altruism.

5.5 Representing ‘Trust & Credibility’
With the arrival of internet-based wholesalers, such as Expedia, consumers are more and more
buying and choosing their holidays through information that they find on the web. Whether
consumers book a holiday on the web or at a travel agency, they ought to put their trust in the
wholesaler (Nicolau, 2008). Consumer, therefore, has the huge task to inform themself as
good as possible. As explained in §4.3, the consumer is empowered in the holiday decisionmaking process, and can decide completely on its own requirements where a holiday should
be based on.
According to Buckley (2002), Font & Epler Wood (2007), Honey (2002) and Mahony (2007),
the ‘good choice’ is not the first thing that comes up in the mind of the consumer. It arrives
after other requirements such as price, quality, services, departure date, weather, location and
safety etc. (see §2.3). Once arrived at the ‘good choice’ it is hard to judge for the consumer
whether a holiday or accommodation is truly committed to the ‘sustainable tourism’ or ‘Fair
Trade in tourism’ claim they communicate.
Whenever looking at the representations of ‘sustainable tourism’ and ‘Fair Trade in tourism’
certification, the consumer is informed that the credibility of certification programmes is not
an obvious one. Key words used to frame ‘sustainable tourism and ‘Fair Trade in tourism’
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that suggest credibility are: ‘GSTC-recognised’, ‘independently’ and ‘third-party audited’.
But also phrases such as ‘authorised by’ and ‘objective assessment’.
The credibility of a certification programme and what the intentions of tourism businesses are
with this certification are represented as difficult to proof. For this reason, certain
representations in the online promotional material and in the interviews are used to express
the credibility of a certification programme and to win the trust of the consumer. Three
themes are foregrounded in the representation of the concept of ‘trust and credibility’:
 GSTC-recognised: ‘The only truly sustainable practice’ (see Table 12).
 confidence: ‘Stimulate consumer confidence’ (see Table 13)
 certified supply chain: ‘If I am certified, then you must be approved’ (see Table 14).
5.5.1 GSTC-recognised: ‘The only truly sustainable practice’
The analysis of online promotional material and interviews show that the GSTC is not only
used to represent ‘sustainable tourism’ as a framework and through guidelines, but is also
used to represent the credibility of the certification programmes. All three of the researched
certification programmes are recognised by the GSTC as fully reflecting the ‘sustainable
tourism’ criteria, as outlined in §5.2.3.
In the interviews, wholesalers indicate that they cannot go to every accommodation and check
the intention and credibility of that accommodation. Therefore, the GSTC is used by
wholesalers to envision the credibility of the certification programmes. As the interviewee,
representing TuiNederland (2013) explains:
“All our certified accommodations have a GSTC recognized sustainability label (or are in the
possession of a verified environmental management system)” (line 219, TuiNederland, 2013).

Hence, the GSTC is discursively ‘empowered’ and is assumed to be, not only, trustworthy as
organisation, but as trustworthy in their judgements about certification programmes. By using
“GSTC-recognised” the wholesalers and certification programmes give meaning to the
certification and its credibility, see Table 12.
This also means that the credibility of a certification programme is not obvious. This while
certification programmes were established to verify and accredit. Lockie & Goodman (2006),
question the credibility of the certification programmes in §2.2.1, and wonder who is
regulating the third-parties on their trustfulness and fairness? As such, the interviewee,
representing BaobabTravel (2013b) explains:
“everybody is expecting these days, all operators, to be at least, in some way, to be responsible.
You know, it is some trend and it should probably, as you probably know, a lot of greenwashing is
going on as well. Because people basically want to follow the trend.” (line 35-38, BaobabTravel,
2013b).

Greenwashing (and sweetwashing) is a great concern among some of the wholesalers
(BaobabTravel, KuoniGroup, Traverdo). According to these wholesalers, some tourism
businesses would like to enjoy the competitive advantages of being certified too and will
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therefore “buy their way in” (line 111, Traverdo, 2013b). This argument is shared by Honey
(2002), as explained in §2.3, who says that among the group of certified corporations, when
the certification standards and criteria are not detailed enough, appear cheaters as well.
According to Lockie & Goodman (2006) and Renard (2005), corporations only apply for
certification programmes to ‘satisfy’ their consumers and not because they follow the
philosophy behind the certification programme. It is exactly for this reason that the
interviewee, representing DreamtimeTravel (2013b), thinks it is important to show that the
tourism businesses, but also the wholesalers, support the philosophy of a certification
programme:
“I mean it would be very easy for everybody to actually sell it and not following the philosophy
behind it and that would be for the brand a bit of bad news. So these people have allowed us to
show that we are really behind the idea” (line 110-112, DreamtimeTravel, 2013b).
Table 12: Theme GSTC-recognised: 'The only truly sustainable practice'

GSTC-recognised:

CONCEPT: ‘TRUST & CREDBILITY’
Keywords
Quotes
“We
support
GSTC
mission
of
making all tourism more sustainable”
Quality:


Trustworthy

‘The only truly
sustainable practice’

Green/sweetwashing:




Follow the trend
Buy your way in
Support the
philosophy

(MaltaTourismAuthority, 2010)
“The Global Tourism Sustainability Council acknowledges the Malta
Eco certification as one of the most successful national
environmental schemes in Europe.” (UseekaTravel, 2013)
“Biosphere Responsible Tourism is the first certification body
approved by the Global Sustainable Tourism Council” (Traverdo,
2013a)
“it is important that we had a credible certifications scheme, which is
GSTC-recognized or approved. We try to work with those GSTCschemes, but we see that there is no one-fit-all solution.” (line 177179, KuoniGroup, 2013)
“But of all criteria we think that this is most important, because then
we recognise it, and that is why we said that we, TUI Netherlands
and TUI travel, our parent company, only recognise the certification
programmes that are GSTC-recognised.” (line 319-322,
TuiNederland, 2013)
“everybody is expecting these days, all operators, to be at least, in
some way, to be responsible. You know, it is some trend and it
should probably, as you probably know, a lot of green washing is
going on as well. Because people basically want to follow the trend.”
(line 35-38, BaobabTravel, 2013b)
“there are a lot of certification programmes that, where you can just
buy your way in, in some way. You just have to pay a certain amount
and then basically certify yourself ... And we try to not pick those”
(line 110-113, Traverdo, 2013b)
“I mean it would be very easy for everybody to actually sell it and
not following the philosophy behind it and that would be for the
brand a bit of bad news. So these people have allowed us to show
that we are really behind the idea” (line 110-112, DreamtimeTravel,
2013b)
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Dreamtime Travel here emphasises on the ‘credibility’ of being approved as wholesaler (see
for more about this §5.5.3). According to Honey (2002), when standards and criteria are not
detailed enough, then greenwashing and sweetwashing would make the certification
meaningless. Therefore, the accreditation of the certification programmes by GSTC is
becoming a trend. GSTC accredits ‘sustainable tourism’ certification programmes and
publishes ‘credible’ certification programmes on the website (GSTC, 2013). For this reason,
GSTC-recognised certification programmes are ‘assumed’ to be the only ‘real’ sustainable
practice, by wholesalers. And for this reason, big wholesalers, such as TuiNederland (2013)
and KuoniGroup (2013), only make use of GSTC-recognised certification programmes.
5.5.2 Confidence: ‘Stimulate consumer confidence’
Trust is a very important aspect in the holiday decision-making process, but trust also rests on
other aspects than being GSTC-recognised. In the interviews, ‘GSTC-recognised’ has been
frequently foregrounded by the wholesalers. In the online promotional material (see Table
13), the wholesalers frame credibility by the use of key words and phrases such as:
‘independently’, ‘third-party audited’, ‘transparency’, ‘authorised by’, ‘objective assessment’
and so on. These key words indicate that the certification programmes are ‘measured’ for their
trustworthiness. The search of consumers for trustworthy accommodations and holidays is an
interesting search. In a sense that the consumer could be informed about greenwashing
practices as well, but it seems to be more obvious that consumers link trustworthiness to
quality.
As the interviewee, representing TuiNederland (2013), also explains:
“quote in a research report: Our customers satisfaction is significant higher in certified
accommodations than in not certified accommodations’, this will say that the customer satisfaction
is higher in accommodations with a label than in accommodations without a label.” (line 329-333,
TuiNederland, 2013).

The interviewee is emphasising that (according to this research report) that the ‘overall
quality’ is higher there where they show interest and work on sustainability. It is possible that
the consumer makes this connection between the quality of an accommodation and the fact
that it is certified with a certain label, too. And starts looking for it. This connection, between
quality and customer satisfaction, may exist, because benchmarking was long done by
governmental institutes and once started as quality assurance, for example in the food industry
(Larner & Le Heron, 2004). This quality assurance is now done through, among other tools,
standardisation and certification by (often) non-governmental organisations. However, it
could be that quality assurance is still linked to certification in the consumers mind. For this
reason, the keywords, (‘independently’, ‘third-party audited’, ‘objective assessment’ etc.), are
stimulating the consumers’ confidence in the holiday product.
The interviewees do not use these concepts when envisioning the credibility of the
certification programmes, in the interviews they elaborated on the importance of a “wellknown brand” (KuoniGroup, 2013) and the logo (see for more Table 13).
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“I think using logos is good because, people who don’t know the certification still think ‘okay,
they use a logo so it is fine’. So I think, that someone has checked it, is very important and then to
have a logo gives a kind of trust” (line 88-89, Traverdo, 2013b).

Following this statement, it is assumed, by Traverdo, that branding and a well-known logo are
a sign of quality and thus “add a certain credibility” (KuoniGroup, 2013). In this sense, the
trustworthiness of a certification programme is not only represented through the way
certification programmes were ‘measured’, but also through the representation of a wellknown brand and logo. According to Nicolau (2008), certification is a means to communicate
and to overcome lack of trust and in this sense, certification indeed involves branding (Font,
2007; Font & Epler Wood, 2007; Honey, 2002; Mahony, 2007). On the contrary, as explained
in §2.3, branding does only make sense if people repeat their travels and/or if the certification
programme is a global one (Font & Epler Wood, 2007). According to many interviewees
(BaobabTravel, 2013b; DreamtimeTravel, 2013b; KuoniGroup, 2013; TravelUnique, 2013a),
the Fair Trade logo and ‘name’ is well-known and has a very strong brand, but the FTT logo
is different and therefore not recognised by the consumer and lacks trust.
Table 13: Theme Confidence: 'Stimulate consumer confidence'

Confidence:

CONCEPT: ‘TRUST & CREDIBILITY’
Keywords
Quotes
“a
third-party
certification
programme
Quality:


‘Stimulate consumer

confidence’


Third-party
audited
Independent
Transparency

Well-known
brand


Join hands

that has been independently
certified.” (Expedia, 2013a)
“Third party audits are carried out every two years to ensure that the
hotels are meeting the requirements of the scheme.”
(MaltaTourismAuthority, 2010)
“which includes transparency in management and commercial
relationships” (MaltaTourismAuthority, 2010)
“all contractual relationships within the value chain were examined
by an independent accounting firm regarding the Fair Trade
standards” (DreamtimeTravel, 2013a)
“I think using logos is good because, people who don’t know the
certification still think ‘okay, they use a logo so it is fine’. So I think,
that someone has checked it, is very important and then to have a
logo gives a kind of trust” (line 88-89, Traverdo, 2013b)
“if we produce the very well-known Fair Trade brand, that would add
a certain credibility to the product. The consumer trusts somehow, I
would say somehow, trusts in certification and labelling” (line 204205, KuoniGroup, 2013)
“If we think that through certification we can make the industry more
sustainable and more fair, then we need to join hands, because none
of them are able to prove the business case, that it actually makes
economic sense.” (line 346-352, FairTradeTourism, 2013b)

5.5.3 Certified supply chain: ‘If I am certified, then you must be approved’
When focused on FTT, another way of representing the credibility of the certification
programme can be found. The interviewees represent the FTT certification as credible
because it leads to a ‘collective certified’ tourism industry. As such, the representative of
KuoniGroup (2013) (see Table 14 for more representations), explains:
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“If you want to sell a whole Fair Trade package, obviously, stakeholders in the whole supply and
value chain would have to meet the requirements. So I think it is crucial, so you have these
standard requirements in order to be credible towards the external stakeholders.” (line 140-143,
KuoniGroup, 2013).
Table 14: Theme Certified supply chain: 'If I am certified, then you must be approved'

Certified supply
chain:

CONCEPT: ‘TRUST & CREDIBILITY’
Keywords
Quotes
“All components of the travel range (tour operators, tours and
Collectively
accommodation) but also all contractual relationships within the
certified:
value chain were examined by an independent accounting firm



‘If I am certified,
then you must be
approved’



Tourism
businesses
certified
Wholesalers
approved

regarding the Fair Trade standards.” (DreamtimeTravel, 2013a)
“Fair Trade Travel (FTT) is a certification that guarantees Fair Trade
standards at the certified FTTSA hotels and tours in South Africa, but
also includes the tour operators in South Africa and Switzerland. The
transport provider in South Africa must comply to the criteria as
well.” (KuoniCH, 2013)
“If you want to sell a whole Fair Trade package, obviously,
stakeholders in the whole supply and value chain would have to meet
the requirements. So I think it is crucial, so you have these standard
requirements in order to be credible towards the external
stakeholders.” (line 140-143, KuoniGroup, 2013)
“you want them to act in a certain manner, then you must also act in
this manner, and that is why I think the programme is good.” (line
280-281, TravelUnique, 2013a)

The interviewee, representing KuoniGroup, emphasises on the fact that wholesalers have to
meet requirements in order to sell Fair Trade Tourism holiday-packages and thinks that this is
crucial for the credibility of the programme. In this sense, a ‘collectively certified’ tourism
industry adds to the credibility of the certification programme, because it assumes that
responsibility in the tourism industry is no longer a task of the consumer, the wholesaler or
the accommodations alone. It became the task of the travel industry as a whole. The
consumer, the certification programmes, the wholesaler and the tourism businesses aim for an
improvement in global welfare and well-being. This is in line with the ‘individualised
collective action’ of Micheletti & Follesdal (2007), in §2.1.2.1. Accordingly, the consumers
make individual responsibility choices, and this leads, whenever more consumers and
organisations decide to do so, to a collective responsible action. The difference is that it
involves not only the consumer, but also other actors. Collaboration has become a form of
credibility. Shortly said, the tourism industry that follows the FTT requirements, is
representing a ‘collective responsibilised’ industry in order to express the credibility of the
certification programme. Not only the consumer is encouraged to make the ‘good choice’, but
the whole industry (including wholesalers, tourism businesses and consumers) works on its
image as ‘damaging’ and explores a new ‘trusted and trouble-free’ identity. Consequently,
using collaboration as a way to express credibility of the industry becomes a political action,
whereby all actors engage in the ethical action, called ‘Fair Trade in tourism’. All actors
following this strategy are then placed in the privileged position, a position of trust and
credibility.
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As explained in §4.3, this collective action as changes the power relation between wholesaler
and certification programme. Normally the wholesaler is in power and decides on how to
promote a certification programme. In the case of FTT, the wholesaler needs to go through the
approval process. It looks like this has a possible effect on the way it promotes the
certification programme: it is foregrounded, it gets more attention and the framing of the main
concept, ‘Fair Trade in tourism’, shows less and smaller differences with the way the
certification programme promotes it. Therefore, it seems that certification programme gains
more power.
5.5.4 Representing Trust & Credibility in conclusion
The need for credibility, also showed in text analysis, indicates that consumers, not only do
not trust what wholesalers state about their products, but also that the consumers do not
always find certification programmes trustworthy. Even though these certification
programmes were established to hand the travel industry and consumer easy accessible
information to make the ‘good choice’ (Font & Epler Wood, 2007). New ways of constructing
trust and credibility are introduced. This resulted in organisations, such as GSTC, accrediting
certification programmes for its trust worthiness, but also in a new identity, one of ‘collective
certified’: taking responsibility together, as an industry. Here the connection between trust
and responsibility is clearly visible: taking responsibility together, is only possible when there
is a mutual trust. Trust, therefore, is represented at heart of responsibility. Credibility is
represented as the ‘licence to operate’ and the key driver to overcome ‘lack of trust’ (Castaldo
et al., 2009; Larner & Le Heron, 2004).

5.6 The discursive role of FTT in the promotion of the FTT certification
The representation of ‘Fair Trade in tourism’ is in the online promotional material and
interviews partly constructed on the ‘Fair Trade’ discourse and on the discourse of
‘sustainable development’. The FTT organisation is worlds’ first ‘Fair Trade in tourism’
programme, and therefore has the power to construct and distribute its own perspective on the
concept. However, FTT chose to construct ‘Fair Trade in tourism’ on two already existing
discourses. Interesting, according to some interviewees, it is exactly the ‘Fair Trade
movement’ that is assumed to be helpful in the promotion of FTT certification programme
and to construct knowledge in the ‘Fair Trade in tourism’ discourse. The current knowledge
about ‘Fair Trade’ in the society could according to several interviewees help the consumers
in their understanding of ‘Fair Trade in tourism’. On the condition that, the international ‘Fair
Trade’ brand and label are be used.
It is also acknowledged, by the wholesalers, that FTT is a small organisation and as such the
power of wholesalers and accommodations to represent ‘Fair Trade in tourism’ is much
bigger. The FTT promotion position is given meaning in the interviews by using key words
such as, ‘indirect exposure’, ‘power positions’, ‘supportive role’ and a ‘strong brand.
Foregrounding that FTT will benefit mainly from indirect promotion, by wholesalers and
accommodations Wholesalers expect a supportive role of FTT in the promotion, where FTT
provides them with information about certified accommodations (TuiNederland, 2013).
Examples given: a monthly newsletters with new certified accommodations and holidays (and
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organisations that are no longer certified) and success stories (TravelUnique, 2013a). Besides,
there is need for a well-known brand, so that consumers will recognise that FTT-certified
holidays and accommodations (BaobabTravel, 2013b; DreamtimeTravel, 2013b;
KuoniGroup, 2013).
The mean reason for the need of a well-known brand is because then consumers will show
that they have “trust in the trademark, the brand and the logo” (KuoniGroup, 2013). This
indicates that credibility and brand recognition are wedded and increase the trust worthiness
of the certification programme.
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CHAPTER 6: DISCUSSION
The conceptual framework outlines several contested concepts that may or may not produce
meaning in the representation of ‘Fair Trade in tourism’. In this chapter, the research findings
are discussed in the light of the conceptual framework as proposed in §2.4, and in the light of
the scientific objectives as determined in §1.2.2.

6.1 Discussion at text level
In this paragraph the text analysis as described in chapter 4 will be discussed.
§4.3 outlines that there are several power relations that affect the way ‘Fair Trade in tourism’
is framed by the different wholesalers and certification programmes. Therefore, difference
appeared in the way ‘Fair Trade in tourism’ was framed, these are:
1. Differences between certification programmes.
Each certification programme is framed as ‘sustainable tourism’. Differences only occur when
looking at text level. MTA foregrounds the ‘environment’, IRT foregrounds the ‘sustainable
development’ and FTT foregrounds the ‘economic’ and the ‘trade approach’. These
differences may occur because each certification programme focuses on another region in the
world. However, the question remains then, why are these certification programmes not just
called to the region they work in? i.e. ‘sustainable tourism in Malta’, ‘sustainable tourism in
Spain/Canary Islands’, ‘sustainable tourism in South Africa’ and so on. The differences show
that the certification try to promote themselves as distinguished from other certification
programmes. Therefore, these differences show a power relation, one of competitors.
2. Differences between wholesalers.
In this first place, wholesalers aim to make profit and thus all wholesalers foreground the
promotion of the ‘ultimate holiday experience’. Next to this, each wholesaler has its own
ideology. The internet-based wholesalers target ‘everyone’ and provide as much information
as possible. The market leader wholesalers also target everyone, but make conscious decisions
about what certifications they want to promote. The specialised wholesalers target small
groups of people, looking for high-level holidays and carefully choose their products. And the
wholesalers specialised in ‘sustainable tourism’. They target a niche-market, and carefully
choose their ‘sustainable’ products. When looking at the framing of ‘Fair Trade in tourism’
only small differences occur between the wholesalers promoting FTT certification
programme. This is explainable, because all wholesalers have to go through an approval
process. Two kinds of power relation play a role here. First, the power relation between
wholesaler and certification programme, a change is visible. The certification programme has
become more powerful. Second, the power relation between wholesaler and consumer. The
wholesaler is now able to show the consumer its commitment to a certification programme,
which introduces the idea of a ‘collective responsibilised’ industry. The question that remains,
would this approach work for the other certification programmes too?
3. Differences between how much wholesalers follow the certification programmes’
‘goals’ in the promotion of ‘sustainable tourism’ and ‘Fair Trade in tourism’.
A main difference between the FTT certification programmes and the two ‘sustainable
tourism’ certification programmes is that wholesalers promoting FTT certification frame ‘Fair
Trade in tourism’ as described on the FTT website. Besides, interviewees are able to frame
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‘Fair Trade in tourism’ making use of (almost) the same key words and phrases. The
wholesalers promoting the ‘sustainable tourism’ certification programme do often not frame
the certification programme as described on the MTA and IRT websites. It appears that
standard texts are used. As such, promotion is backgrounded, vague and misses in-depth. It
seems that these certification programmes are promoted without real knowledge of the
certification. As the representative of Expedia explains, they promoted ‘hundreds’ of
certification programmes and tourism businesses can indicate that they are promoted by use of
several standard texts. This shows, again, that the approval process of FTT may result in
better framing of ‘Fair Trade in tourism’.

6.2 Discussion at discourse level
In this paragraph the representation of ‘Fair Trade in tourism’ will be discussed at discursive
level.
The social and discursive contexts reflecting ‘Fair Trade’ and certification as described in the
conceptual framework represent theory and approaches from a much Western point of view.
Although, ‘Fair Trade in tourism’ being a quite new concept, it is in line with the theory of
Peck & Tickell (2002) that “Fair Trade is a response to the perverse political economic
consequences of free trade, whereby the wealthy ‘North’ benefits from the less-, or even, unwealthy ‘South’” (see §2.2). ‘Fair Trade in tourism’ is represented as a response to the
(perverse) consequences of free trade in the tourism industry and for this reason new
techniques for the regulation of the (travel) society were introduced.
In this case, the new technique is ‘Fair Trade in tourism’ certification, which involves
‘governance at-a-distance’, as an outcome of roll-out neo-liberal practices (Schmelzer, 2010;
Sin, 2012). As explained §5.4 and §5.5, ‘Fair Trade in tourism’ certification makes that the
core of responsibility is no longer directed on the individual but is a task of the society, a
collective responsibility. The goal of this collective responsibility, where individual
consumers and organisations together work towards a ‘collective responsibilised’ industry, by
means of certification. In this sense, ‘Fair Trade in tourism’ stimulates good practice in the
tourism industry.
In the light of the conceptual framework, as explained §2.2.1, it should be exactly this ‘good
practice’ of ‘Fair Trade in tourism’ certification that other tourism businesses will also try to
emulate. Tourism businesses (certification programmes as well as wholesalers) are
encouraged to constantly reinvent and innovate themselves in order to obtain some kind of
competitive advantage. The moving of the markets also reinvent the power relations (as
described in §4.3) between wholesalers reciprocally, between certifications reciprocally and
between wholesalers and certification programmes. As such, the power relations between
these organisations are continually changing following broader trends of social change, such
as the shift from environmentalism to sustainable development.
In this sense, ‘Fair Trade in tourism’ works both for and against the capitalist market system,
as it stimulates tourism businesses and consumers to act against the consequences of ‘free
trade’ (Peck & Tickell, 2002). Then tourism businesses and consumers oppose the capitalist
market system. At the same moment, it is a form of benchmarking and therefore stimulates
further competition in already existing competitive forces within the capitalist market system.
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These findings are all in line with theories of Peck & Tickell (2002), Schmelzer (2010) and
Sin (2012), as described in the conceptual framework.
There is another research finding in line with the conceptual framework. The research
findings clarifies that ‘Fair Trade in tourism’ is represented as a form of aid. Representing
‘Fair Trade in tourism’ as such results in power relations between the ‘North’ and ‘South’
being reinvented and reconstructed again and again. ‘Fair Trade in tourism’ therefore
stimulates post-colonial thinking in the ‘North’ (Popke, 2006; Schmelzer, 2010; Sin, 2012)
and restructures social structure (as explained in §3.2.2). Wholesalers and certification
programmes represents it as a moral obligation of the ‘North’ to take responsibility of
practices going-on in the ‘South’. The wholesalers and certification programmes position the
consumer as a key-player in the ‘responsibilisation’ of the tourism industry, but in this way
stimulates post-colonial thinking.
‘Fair Trade in tourism’ is also represented as a form of conscious buycott, a form of political
ethical consumption, addressing the (economic, as well as social) inequalities in the world
(Schmelzer, 2010). This shows, that the results of this study are in line with the critique of
Putnam (2007) and Popke (2006), as explained in §2.2.1. The Fair Trade movement and
certification faces a two-sided problem. On the one hand, it stimulates post-colonial thinking
by fetishizing the ‘Other’ (the ‘South’). On the other hand, Fair Trade aims to transform these
structures of colonialist production and thinking, by aiming a global fair market.
The in this section emphasised on dualities in the discourse of ‘Fair Trade in tourism’ may
stimulate an ideological struggle.
A critical discourse analysis of representations of ‘Fair Trade in tourism’ in the online
promotional material of wholesalers and certification programmes is not done before.
However, previous research identified that ethical consumption for consumers may have been
a consequence of colonial guilt and revealed a post-colonial perspective based on the
capitalist condition of their home country (Boluk, 2011b). This study shows similarities to
this research and reveals that ‘Fair Trade in tourism’ indeed represents ethical trading as a
form of aid, and therefore stimulates post-colonial thinking by consumers.
Nonetheless, the research findings show that ‘Fair Trade in tourism’ is not completely built on
the theories as the conceptual framework reflects, missing in the conceptual framework is the
notion of ‘sustainable tourism’ and ‘sustainable development’. ‘Fair Trade in tourism’ is
represented as a form of ‘sustainable tourism’, aiming economic development, social (and
cultural) development and environmental development. The discursive context of ‘Fair Trade
in tourism’ is, in this sense, not only interpreted as such proposed in the conceptual
framework, but also is also represented as a form of sustainable tourism, aiming sustainable
development. The presumption is made that this has resulted from broader social change.
Trends are constantly reinvented and reconstructed. The discourse of ‘Fair Trade in tourism’
indicates a shift from ‘environmentalism’ to ‘sustainable tourism’. This is endorsed by Mundt
(2011). However, Mundt (2011) also clarifies that ‘sustainable development’ and ‘sustainable
tourism’ are highly contested concepts. Throughout explanation of this discursive practice is
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not included in the thesis because the concept is missing in the conceptual framework and is
thus difficult to explain. Further research, could clarify the connection between ‘Fair Trade in
tourism’ and ‘sustainable tourism’, by preparing research through a conceptual framework
including sustainable tourism.
In the conceptual framework, ‘Fair Trade’ is discussed as a tool for benchmarking and as a
tool for the improvement of the local economic situation. In the analysis of text a third way of
representing ‘Fair Trade in tourism’ is found. The social development as part of certification
is slightly discussed in the conceptual framework. A connection between ethical consumption
as a political action (buycotting) (Schmelzer, 2010) and the social development theme of ‘Fair
Trade in tourism’ can be made. Social issues that are conceptualised in the conceptual
framework, are labour conditions and fair trading positions. The representation of social
development in ‘Fair Trade in tourism’ addresses much bigger social issues, such as
democracy, gender equality and human rights. These social issues stimulate (social)
movement-driven moral obligations. Consumers are encouraged to act responsible towards
people that live in social unjust places. However, as is emphasised on in chapter 5, when
looking at the differences in culture around the world. It may be discussed that addressing
these social issues brings the consumer in a difficult situation. Something may be just in the
Netherlands, may not involve social justice in another culture. This may result in notappreciated forms of social change taking place, because it is introduced by the people of
another culture. Besides, these big social issues are politically and regionally attached and in
order to achieve social change, local social movements should be established. In other words,
the scope of impact of the consumer is limited.
Another challenge, or shortcoming, is related to the concept of ‘responsibility’. Shortly said,
interviews are not conducted with the consumers. This means that ‘responsibility’ of the
consumers is framed by wholesalers and certification programmes and not by the consumers
themselves. The ‘responsibility’ of the consumers as represented by wholesalers and
certification programmes does not explain the gap between the intention to buy responsible
and the demand for responsible holidays and accommodations (in §2.3, argued by Black &
Crabtree (2007)). In this sense, whatever wholesalers and certification programmes may
represent, it remains a question how consumers themselves will represent ‘responsibility’.
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CHAPTER 7: CONCLUSION, FUTURE RESEARCH & PRACTICAL
APPLICATION
This study has attempted to examine how the concept of ‘Fair Trade in tourism’ is given
meaning in online promotional material and in interviews. The analysis of text reveals a
connection between the way ‘sustainable tourism’ and ‘Fair Trade in tourism’ are framed. For
this reason, it has been analysed on text level, how language is use in the representation of
‘sustainable tourism’.

7.1 Conclusion
The first research question aimed to understand the various agents of certification in the
tourism industry. The conceptual framework, as well as the analysis, show that there four
main agents in the value chain. The certification programme, the wholesalers, the tourism
businesses and the consumer.
The second research question aimed to understand the goal of the FTT certification. In the
conceptual framework, the interviews and the online promotional material, there are given
several reasons to become certified, to promote certification and to choose certified holiday
products:
The FTT frames the FTT certification as a way “to make tourism more sustainable by
ensuring that the people who contribute their land, resources, labour and knowledge to
tourism are the ones who reap the benefits”. This shows that the certification of tourism
businesses is a tool, an instrument the achieve the goal. The goal is to achieve a fair,
participatory and sustainable tourism industry (FTT’s vision).
The wholesalers frame FTT certification as a way to introduce a form of tourism that is
‘economically, ecologically and socially sustainable’ and ensures ‘that the people whose land,
natural resources, labour, knowledge and culture are used for tourism activities, actually
benefit from tourism’. In this sense, certification is represented as a tool. The main goal is
‘sustainable development’ at the destination.
The third research question aimed to understand why consumers are represented as
responsible. The analysis on discursive level shows that consumers have been mobilised and
governed in the tourism industry by encouraging them to choose for certified
accommodations and holidays. This is done by representing it as their moral obligation to do
so. Consumers are, by means of moral obligation, encouraged to mobilise and self-govern
oneself. This results in the consumer being discursively empowered as a key-player in the
‘responsibilisation’ of the tourism industry. The ‘true’ or ‘real’ benefit for the consumer is
represented as the improvement of its own well-being. Once consumers have chosen for a
guilt-free holiday, they will be rewarded with a good feeling. In this sense, taking care of the
society, becomes equivalent to taking care of oneself (Nicolau (2008), in §2.3).
In the case of ‘Fair Trade in tourism’, the real reason why the consumer is represented as
responsible cannot be found in the key concept of ‘responsibility’. IT can be found in the key
concept of ‘trust and credibility’. The FTT approves wholesalers before they are allowed to
sell and promote FTT certified holiday packages. As such, the FTT aims a collectively
certified tourism industry. This collaboration has become a form of credibility for the
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consumer. The consumer is not, just, represented as responsible, i.e. as a duty. But the concept
of credibility is assumed to encourage the consumer to become part of a ‘collective
responsibilised’ tourism industry. The consumer is still a key player in the ‘responsibilisation’
of the tourism industry, but now together with the wholesalers and the tourism businesses. All
actors in the value chain engage in this ethical action, called ‘Fair Trade in tourism’.
The fourth research question aimed to understand in what ways ‘Fair Trade in tourism’ is
represented. On text level ‘Fair Trade in tourism’ is framed as ‘sustainable tourism’. Many
different kinds of key words are used to frame ‘Fair Trade in tourism’ on sentence, phrase and
word level. These keywords are related to economic development, such as ‘fair wages’, ‘fair
price’, ‘job development’, ‘living income’ and so on. Key words are also related to trade, such
as ‘trade approach’, ‘trade relations’, ‘value chain’, and so on. Besides, keywords are related
to social development, such as ‘fair labour conditions’, ‘democracy’, ‘human rights’,
‘respect’, ‘voice’ and so on. Last, key words are related to sustainable development, such as
‘environmentally’, ‘economic aspects’, ‘social aspects’.
The analysis on text level also shows that the other certification programmes frame
‘sustainable tourism’ differently. Malta eco-certification is framed mainly through the
‘environmental’ aspect of ‘sustainable tourism’. Biosphere Responsible Tourism is framed
mainly through the emphasis on ‘balance’ between the three aspects of ‘sustainable tourism’.
The differences are explained in chapter 6. The differences and similarities between
wholesalers were analysed, these are also explained in chapter 6. Remarkable are the
similarities between the wholesalers (promoting FTT) in their framing of ‘Fair Trade in
tourism’. It is perceived that the approval process for wholesalers encourages the wholesalers
to represent ‘Fair Trade in tourism’ in a meaningful way at their websites.
The research findings reveal a connection between ‘Fair Trade in tourism’ and ‘sustainable
tourism’, see Table 15.
Table 15: Connection between 'Fair Trade in tourism' and 'Sustainable tourism'

Furthermore, in discursive practice, ‘Fair Trade in tourism’ is represented through three
themes. The first theme is economic development, arising from the debate on inequality of
wealth around the world. This theme matches the already existing ‘Fair Trade’ discourse, and
also matches ‘pro-poor tourism’ perspectives. The second theme is social development,
arising from the thought that values, represented through concepts such as gender equality,
human rights and democracy, should apply all around the world. Representing ‘Fair Trade in
tourism’ through the concept of social development implies that ‘Fair Trade in tourism’ is a
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form of ethical consumption that addresses social injustices. These two themes are produced
as following the ‘Fair Trade, is aid’ ideology. The third theme is sustainable development,
represented as the triple bottom line, conceptualising the economic, the social and the
environment. In this way, the connection between the representation of ‘sustainable tourism’
can clearly be made with the representation of ‘Fair Trade in tourism’ (as illustrated in Table
15). Economic and social development are objects of sustainability. The main difference in
the discursive practice of ‘Fair Trade in tourism’ and ‘sustainable tourism’ is that the
connection with trade and the supply chain is not produced and distributed in the ‘sustainable
tourism’ discourse, but are foregrounded in the ‘Fair Trade in tourism’ discourse. As such,
‘Fair Trade in tourism’ is built on two other discourses, the ‘sustainable development’
discourse and the ‘Fair Trade’ discourse. The mixture of this two discourses show a form of
intertextuality at discourse level.
The ‘broader’ concepts of care, morality, ethical consumption, Fair Trade and certification
shape the discourse of ‘Fair Trade in tourism’ in several ways:
1. The discourse of ‘Fair Trade in tourism’ matches the already existing discourse of
‘Fair Trade’.
2. ‘Fair Trade in tourism’ involves political action and thus is a form of ethical
consumption. This political action comes forward in ‘Fair Trade in tourism’ being
represented as a form of benchmarking. But also because the consumer consciously
chooses to consume ‘Fair Trade in tourism’ holidays.
3. ‘Fair Trade in tourism’ is seen as a way to act responsible and the wholesalers use
diverse approaches of care and morality theory to encourage the consumer to act
responsible. These are, the theory of Kant, Smith’s theory of moral sentiments and
Fennell’s theory of reciprocal altruism.
4. As ‘Fair Trade in tourism’ is a certification programme, the discourse is also fits into
the broader concept of certification. For example:
a. The FTT certification should be promoted indirectly, as also proposed by Font
& Epler Wood (2007) in the conceptual framework.
b. The FTT certification is used to promote awareness among and to influence
consumers’ behaviour. As proposed by Sin (2012) in the conceptual
framework.
c. The FTT certification is also used to benchmark, as proposed by Schmelzer
(2010) in the conceptual framework.
The way ‘Fair Trade in tourism’ is represented does not fit into the idea of certification
programmes as being meaningless (see §2.3). It is the number of certification that is indeed
perceived and represented as meaningless by wholesalers.
The discourse of ‘Fair Trade in tourism’ can be reduce to social context in several ways. First
of all, ‘Fair Trade in tourism’ is part of broader social change and involves social practices
such as:
 The shift from environmentalism to sustainable development
 The shift from neoliberal roll-back to neoliberal roll-out
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Secondly, ‘Fair Trade in tourism’ is part of broader social context involving cultural
differences and cultural change (which is explained in connection with the theme ‘social
development’).
Thirdly, ‘Fair Trade in tourism’ is represented as reinventing and reconstructing power
relations between the ‘North’ and ‘South’. Therefore, ‘Fair Trade in tourism’ stimulates postcolonial thinking
The scientific objective “How is the concept of ‘Fair trade in tourism’ represented by
wholesalers and certification programmes and in what way can differences between them be
explained (taking into account the concepts of care, morality, ethical consumption and
certification)?” could be answered as follows:
The concept of ‘Fair Trade in tourism’ is represented as tourism that involves economic
development, social development and sustainable development through the whole supply
chain. It is conceptualised as part of the ‘sustainable tourism’ sector and, therefore, follows
the GSTC criteria. At the same moment, it is also conceptualised as part of the ‘Fair Trade’
movement, and therefore, follows and foregrounds an economic and trade approach. The ‘Fair
Trade in tourism’ discourse can be recognised as a form of interdiscursivity. The ‘sustainable
development’ discourse and the ‘Fair Trade’ discourse are combined into one discourse. It is
likely that the ‘Fair Trade in tourism’ discourse will develop further on these discourses.
The difference in the representation of ‘Fair Trade in tourism’ between wholesalers
reciprocally, between certification programmes reciprocally and between wholesalers and
certification programmes can be explained by emphasising on the power relations between
them. These power relations are:
 Between ‘sustainable tourism’ certification programmes and wholesalers promoting
these certification programmes. In this power relation wholesalers have the power and
such they choose what certification programmes they promote and how they promote
it.
 Between FTT and the wholesalers promoting Fair Trade Tourism. In this power
relation the power of the wholesalers is reduced (in comparing with 1.), because
wholesalers need to go through an approval process before they are allowed to
promote the certification programme.
 The power relation between wholesalers reciprocally. In this power relation
competition plays a role. This competition is for wholesalers a reason to promote, or
not to promote, the certification programme in-depth. The wholesalers’ ideologies also
play a role in these decisions.
 The power relation between certification programmes reciprocally. In this power
relation ideologies play a main role. A closer look shows that competition also plays a
role here.

7.2 Future research
This study has several limitations, as explained in §3.6. However, all studies have limitations
and this study is not different. Nonetheless, this study can serve has a starting point for future
research related to ‘Fair Trade in tourism’ and in this paragraph possible directions for future
research will be given.
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As suggested by Fairclough (2000, in McGregor, 2003), discourse is based on social structure,
culture and discourse (see §3.2.2). Discourse changes depending on culture, class, age, ethnic
identity etc., but also on already existing discourses. It is, therefore, possible that the
consumers, as well as the disadvantaged entrepreneurs and employees, represent ‘Fair Trade
in tourism’ in a different way.
For this reason I recommend to take into account the consumers and disadvantaged
entrepreneurs and employees in future research.
A consumer oriented critical discourse analysis will be interesting to investigate whether
consumers are able to connect the ‘Fair Trade’ discourse with ‘Fair Trade in tourism’. And
whether their understanding of the concept of ‘Fair Trade in tourism’ and the languages they
use in the framing of ‘Fair Trade in tourism’, matches the way ‘Fair Trade in tourism’ is
represented by wholesalers and certification programmes. If not, it may be wise to represent
‘Fair Trade in tourism’ differently so that consumers are able to produce and distribute
knowledge about ‘Fair Trade in tourism’. In other words, start talking about it to friends,
family, colleagues etc. The consumer oriented research should take into account that
consumers from different areas or countries may represent ‘Fair Trade in tourism’ differently,
because discourse is culture specific. Shortly said, the consumer oriented critical discourse
analysis will help the tourism industry, and consumers to whom information is distributed, to
understand how language is used to represent ‘Fair Trade in tourism’.
A tourism business oriented critical discourse analysis, targeting entrepreneurs as well as
employees, will be interesting, too. As the conceptual framework showed, certification and
‘Fair Trade’ are both (often) inventions of the ‘North’ aiming a better quality of life in the
‘South’. It will be interesting to take into account the way entrepreneurs and employees
represent ‘Fair Trade in tourism’. Cultural influences may influence the way meaning is given
to the concept of ‘Fair Trade in tourism’. This study will be useful, because when people give
another meaning to the concept then the social practice on which this meaning is built will be
different as well. In this sense, promotion and knowledge production and distribution should
be adjusted so that a ‘common language’ of key words can be developed. Referring here to
the way GSTC-criteria are used to define the keywords ‘sustainable tourism’ as a form of
‘common language’. Both in line with the knowledge distribution of the wholesalers, but also
in line with the cultural and social structural differences of the entrepreneurs and employees.
Discourses are dynamic and evolve in course of time, as explained by Hall (1997) in §3.2.1. It
is possible that the wholesalers and certification programmes represent ‘Fair Trade in tourism’
differently by, i.e. 2016. The definition of key words for a kind of ‘common language’,
therefore, should follow these changes of discourses in society. Recommended is a regular
replication of this study, possibly including the above two suggestions for future research.
This will be of value for the reproducing and distribution of knowledge about ‘Fair Trade in
tourism’ in the society.
As explained in §3.6, other limitations are the amount of interviews conducted and language
difficulties. It is therefore, recommended to do data collection of future research not during
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the summer months, and to make use of translators, whose mother tongues match the
languages of the interviewees. In this sense, the researcher can attempt to come as close as
possible to the original meaning. However, it should not be forgotten that this critical
discourse analysis remains a constructionists’ approach and the researcher can only try to
come as close as possible to do original meaning of language.

7.3 Practical application
This study aims to understand the ‘Fair Trade in tourism’ discourse among wholesalers and
certification programmes. Once we understand the way ‘Fair Trade in tourism’ is represented
it will be possible to define a ‘common language’ of key words on how to promote ‘Fair
Trade in tourism’. As suggested in §7.2, important is to include the way consumers,
entrepreneurs and employees represent ‘Fair Trade in tourism’. They may produce and
distribute knowledge and attach meaning to the concept differently.
7.3.1 Fair Trade Tourism
The fifth research question aimed to understand the role of FTT in the promotion of the Fair
Trade Tourism certification. In the interviews, the FTT has been represented as an
organisation with a supportive role. It is assumed by these interviewees that the power
position of the certification programme is much smaller than those of wholesalers and
certified accommodation. Therefore, focus should be on indirect promotion. Besides, FTT
should work on the branding of the trademark and ‘name’.
Moreover, when looking at the way wholesalers and FTT represent ‘Fair Trade in tourism’,
small, however diverse, differences can be found. As explained in chapter 4, organisations
like TuiNederland give meaning to ‘Fair Trade in tourism’ using the triple bottom line, the
social, the economic and the environmental objects. BaobabTravel and Kuoni Group represent
‘Fair Trade in tourism’ making use of the three themes, economic development, social
development and sustainable development. These differences, however small, do not
encourage a common language of keywords, as explained below.
The ‘Fair Trade in tourism’ discourse is a form of interdiscursivity. Wholesalers are in
powerful positions to produce and distribute knowledge about ‘Fair Trade in tourism’ into the
consumer market. The threat here is that wholesalers tend to represent ‘Fair Trade in tourism’
and the FTT certification, as one of the two discourses whereupon the ‘Fair Trade in tourism’
discourse is built. For example, one wholesaler distributes knowledge about ‘Fair Trade in
tourism’ using the ‘sustainable development’ theme, while another wholesaler distributes
knowledge using the ‘economic development’ theme. For this reason, it is important to
develop a ‘common language’ of key words together with the wholesalers. Referring to the
way ‘sustainable tourism’ is represented through the triple bottom line, as promoted by
GSTC. In this sense, meaning needs to be mobilised and FTT and the wholesalers can act as
agents for this mobilisation.
Currently, the FTT uses the six principles of Fair Trade Tourism: Fair share, Fair say, respect,
reliability, transparency and sustainability, as an attempt to simplify the representation of
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‘Fair Trade in tourism’. At this moment, only Baobab Travel follows this attempt to produce
and distribute a ‘common language’ of key words in online promotional material. A
frequently used way to conceptualise the FTT certification in the online promotional material
is: “Fair Trade criteria of fair wages, fair working conditions, just profit sharing and respect
for human rights, culture and the environment”, including the economic, the social, the
cultural and the environmental. This may be used as ‘common language’ in the production
and distribution of knowledge about the FTT, but may be difficult because of the lack of key
words. The analysis shows that wholesalers ‘prefer’ to envision ‘Fair Trade in tourism’ and
thus the FTT certification for the consumers through the three themes, economic
development, social development and sustainable development. As such, wholesalers can
connect their commitment for ‘Fair Trade in tourism’ to the ‘sustainable tourism’ practices of
the organisation. The (well-known) triple bottom line is included. Recommended is to
produce and distribute a ‘common language’ of keywords, following the three themes. This
by using them as key words.
7.3.2 Tourism industry
Fair Trade Tourism is a small NGO focused on certifying the accommodations, excursions,
holidays etc. in the Southern African tourism industry. FTT was the first to introduce ‘Fair
Trade in tourism’. Assuming a new trend in ‘tourism society’, it is likely that other
organisations in other countries and regions soon follow. It is therefore, also important for the
wholesalers to agree on a ‘common language’ of key words to use for these kind of
certification programmes. This should take place in collaboration with the certification
programmes and accommodation.
Besides, the concept of ‘Fair Trade in tourism’ may be reproduced into other countries and
continents. Recommended is to examine the representations of ‘Fair Trade in tourism’ by the
diverse parties (consumers, wholesalers and disadvantaged entrepreneurs/employees) before
implementing this concept of ‘Fair Trade in tourism’ elsewhere. Discourse is shaped and
constrained by social structure, culture and already existing discourses. Thus, implementing
exactly the same concept and produce and distribute ‘Fair Trade in tourism’ in exactly the
same way but in other regions and areas may be problematic.

106 | P a g e

Fair Trade in tourism: a critical discourse analysis

REFERENCES
Ashley, C., Boyd, C., & Goodwin, H. (2000). Pro-poor tourism: Putting poverty at the heart
of the tourism agenda. Natural Resource perspectives (ODI), 51.
BaobabTravel. (2013a). BaobabTravel UK - Alternative roots to travel. Retrieved 03-072013, from http://www.baobabtravel.com/responsible_travel/fair_trade_tourism/.
BaobabTravel (2013b). [Interview].
Barnett, C., Cloke, P., Clarke, N., & Malpass, A. (2010). Globalizing responsibility: The
political rationalities of ethical consumption: Wiley-Blackwell.
BiosphereResponsibleTourism. (2013). Biosphere Responsible Tourism - Home. Retrieved
03-07-2013, from http://www.biospheretourism.com/
Black, R., & Crabtree, A. (2007). Quality assurance and certfication in tourism. Wallinford:
CABI Int.
Boersma, F. V. (2009). The urgency and necessity of a different type of market: The
perspective of producers organized within the Fair Trade market. Journal of Business
Ethics, 86(1), 51-61.
Boluk, K. (2011a). Fair Trade Tourism South Africa: A Pragmatic Poverty Reduction
Mechanism? Tourism Planning & Development, 8(3), 237-251.
Boluk, K. (2011b). In consideration of a new approach to tourism: A critical review of Fair
Trade Tourism. The Journal of Tourism and Peace Research, 2(1), 27-37.
Brown, S., & Getz, C. (2008). Privatizing farm worker justice: Regulating labor through
voluntary certification and labeling. Geoforum, 39(3), 1184-1196.
Buckley, R. (2002). Tourism ecolabels. Annals of Tourism Research, 29(1), 183-208.
Bustam, T. D., Buta, N., & Stein, T. V. (2012). The role of certification in international
ecotourism operators’ internet promotion of education. Journal of Ecotourism, 11(2),
85-101.
Castaldo, S., Perrini, F., Misani, N., & Tencati, A. (2009). The missing link between
corporate social responsibility and consumer trust: The case of Fair Trade products.
Journal of Business Ethics, 84(1), 1-15.
Chok, S., Macbeth, J., & Warren, C. (2007). Tourism as a tool for poverty alleviation: a
critical analysis of ‘pro-poor tourism’ and implications for sustainability. Current
Issues in Tourism, 10(2-3), 144-165.
Coles, T., Fenclova, E., & Dinan, C. (2013). Tourism and corporate social responsibility: A
critical review and research agenda. Tourism Management Perspectives, 6, 122-141.
DerTour. (2013). DerTour - und Sie bestimmen wo's langgeht Retrieved 03-07-2013, from
http://www.dertour.de/
DreamtimeTravel. (2013a). Dreamtime Travel Homepage. Retrieved 03-07-2013, from
http://www.dreamtime.ch/de/specialinterest/fairreisen/
DreamtimeTravel (2013b). [Interview].
EcolabelIndex. (2013). All ecolabels on tourism.
Retrieved 05-08-2013, from
http://www.ecolabelindex.com/ecolabels/?st=category,tourism
Expedia. (2013a). Expedia.nl - op je lijf geschreven. Retrieved 03-07-2013, from
http://www.expedia.nl/Malta-Hotels-Hilton-Malta.h520403.Hotelinfo?chkin=24-072013&chkout=25-07-2013&rm1=a2&
Expedia (2013b). [Interview].
Fairclough, N., Muldering, J., & Wodak, R. (2011). Critical discourse analysis. In T. Van Dijk
(Ed.), Discourse studies: A multidisciplinary introduction (pp. 357-378): SAGE
Publications Limited.
FairTrade. (2011). Fair Trade: Facts and Figures (2008-2009). Retrieved 10-11-2013, from
http://www.info.fairtrade.net/info-facts-figures.0.html

107 | P a g e

Fair Trade in tourism: a critical discourse analysis

FairTradeTourism. (2013a). FairTradeTourism: The mark of a good holiday. Retrieved 1005-2013, from http://www.fairtradetourism.org.za/
FairTradeTourism (2013b). [Interview].
Fennell, D. A. (2006a). Evolution in tourism: The theory of reciprocal altruism and tourist–
host interactions. Current Issues in Tourism, 9(2), 105-124.
Fennell, D. A. (2006b). Tourism ethics. Clevedon: Channel View Publications.
Fieser, J. (2003, 10-05-2009). Internet Encyclopedia of Philospohy: a peer-reviewed academic
resource. Ethics. Retrieved 17-05-2012, from http://www.iep.utm.edu/ethics/
Font, X. (2007). Ecotourism certification: potential and challenges. In J. Higham (Ed.),
Critical issues in ecotourism: understanding a complex tourism phenomenon. Oxford,
UK: Elsevier.
Font, X., & Buckley, R. (2001). Tourism ecolabelling: certification and promotion of
sustainable management. Wallingford: CABI Publishing.
Font, X., & Epler Wood, M. (2007). Sustainable Tourism Certification Marketing and its
contribution to SME Market Access. In R. Black & A. Crabtree (Eds.), Quality
assurance and certification in ecotourism. Wallingford: CABI Int.
Font, X., & Harris, C. (2004). Rethinking standards from green to sustainable. Annals of
Tourism Research, 31(4), 986-1007.
Getz, C., & Shreck, A. (2006). What organic and Fair Trade labels do not tell us: towards a
place-based understanding of certification. International Journal of Consumer Studies,
30(5), 490-501.
GSTC. (2013). Global Sustainable Tourism Council.
Retrieved 28-10-2013, from
http://www.gstcouncil.org/
Guest, G., Namey, E. E., & Mitchell, M. L. (2013). Qualitative research: defining and
designing. In G. Guest, E. E. Namey & M. L. Mitchell (Eds.), Collectng Qualitative
Data: A field manuel for applied research. Thousand oaks, California: Sage
Publications.
Haig, E. (2004). Some observations on the critique of critical discourse analysis. Studies in
Language and Culture (Nagoya University, Faculty of Language and Culture), 25(2),
129-149.
Hall, S. (1997). The work of representation. In S. Hall (Ed.), Representation: Cultural
representations and signifying practices (pp. 13 - 63). Thousand oaks, California:
Sage Publications.
Harrison, D. (2008). Pro-poor tourism: A critique. Third World Quarterly, 29(5), 851-868.
Henderson, R. (2005). A Faircloughian approach to CDA: Principled eclecticism or a method
searching for a theory? Critical Studies in Education, 46(2), 9-24.
Hilton, M. (2005). Globalising consumers: the history of consumerism as a socio-political
movement. Paper presented at the Conference on Politicised Consumption–Consumed
Politics, Giessen.
HolidayLettings. (2013). HolidayLettings: from Tripadvisor. Retrieved 10-07-2013, from
http://www.holidaylettings.co.uk/
HollandInternational. (2013). Holland International - Wij begrijpen waar u heen wilt
Retrieved
03-07-2013,
from
http://www.verantwoordopvakantie.nl/rondreis/footprints-in-het-noorden-8-of-9daagse-individuele-rondreis-per-huurauto
Honey, M. (2002). Ecotourism and certification: setting standards in practice. Washington
DC: Island Press.
ImagineReiseService. (2013). Imagine - besser informiert reisen. Retrieved 10-07-2013, from
http://www.reiseservice.ch/laender/suedafrika/fair-trade-reise-durch-suedafrika.html
InstituteofResponsibleTourism (2013). [Interview].

108 | P a g e

Fair Trade in tourism: a critical discourse analysis

Jorgensen, M., & Phillips, L. J. (2002). Crtitical discourse analysis. In M. Jorgensen & L. J.
Phillips (Eds.), Discourse Analysis: as theory and method (pp. 60 - 96). London: Sage.
Kimura, A. H. (2010). Between technocracy and democracy: An experimental approach to
certification of food products by Japanese consumer cooperative women. Journal of
Rural Studies, 26(2), 130-140.
KuoniCH. (2013). Kuoni Reisen - Ferien und Reisen in alle Welt, für jeden Geschmack und
jedes Budget. Profitieren Sie von unserer über 100-jährig. Retrieved 03-07-2013,
from
http://www.kuoni.ch/ueber-kuoni/mediencommunications/medieninformationen/archiv-2013/040313-fair-unterwegs-insuedafrika-mit-kuoni/
KuoniGroup (2013). [Interview].
KuoniUK. (2013). Luxury holidays, tailor made holidays, escorted tours and safaris - Kuoni
Travel. Retrieved 03-07-2013, from http://www.kuoni.co.uk/south-africa/gardenroute/tours/fair-trade-south-africa-garden-route
Larner, W., & Le Heron, R. (2004). Global benchmarking: Participating "at a distance" in the
globalising economy. In W. Larner & W. Walters (Eds.), Global governmentality:
Governing international spaces (pp. 212 - 232). London: Routledge.
Lekakis, E. J. (2013). A liquid politics? Conceptualising the politics of fair trade consumption
and consumer citizenship. ephemera: theory & politics in organization, 13(2), 317338.
Lockie, S., & Goodman, M. (2006). Neoliberalism and the problem of space: Competing
rationalities of governance in fair trade and mainstream agri-environmental networks.
Research in Rural Sociology and Development, 12, 95-117.
Mahony, K. (2007). Certification in the South African tourism industry: the case of Fair Trade
in Tourism. Development Southern Africa, 24(3), 393-408.
MaltaTourismAuthority. (2010). MTA - ECO Certification - Malta Tourism Authority.
Retrieved 25-06-2013, from http://www.mta.com.mt/eco-certification
MaltaTourismAuthority (2013). [Interview].
Manente, M., Minghetti, V., & Mingotto, E. (2012). Ranking assessment systems for
responsible tourism products and corporate social responsibility practices. Anatolia,
23(1), 75-89.
MaxHavelaar. (2013a). Fair Trade Nederland - Max Havelaar Retrieved 03-07-2013, from
http://www.maxhavelaar.nl/
MaxHavelaar (2013b). [Interview].
McGregor, S. L. T. (2003, 05-11-2004). Critical discourse analysis: a primer. Critical Science
and
Critical
Discourse
Analysis.
Retrieved
03-06-2013,
from
http://www.kon.org/archives/forum/15-1/mcgregorcda.html/
Micheletti, M., & Follesdal, A. (2007). Shopping for human rights. An introduction to the
special issue. Journal of Consumer Policy, 30(3), 167-175.
Mohan, S. (2009). Fair Trade and corporate social responsibility. Economic Affairs, 29(4), 2228.
Mundt, J. W. (2011). Tourism and sustainable development: Reconsidering a concept of
vague policies. Berlin: Erich Schmidt Verlag.
Nicolau, J. L. (2008). Corporate Social Responsibility: Worth-Creating activities. Annals of
Tourism Research, 35(4), 990-1006.
O'Rourke, D. (2003). Outsourcing regulation: Analyzing nongovernmental systems of labor
standards and monitoring. Policy Studies Journal, 31(1), 1-29.
OnHolidayGroup. (2013). On Holiday Group.
Retrieved 10-07-2013, from
http://www.onholidaygroup.co.uk/hotel/jardim-atlantico/52676410/
Peck, J., & Tickell, A. (2002). Neoliberalizing space. Antipode, 34(3), 380-404.

109 | P a g e

Fair Trade in tourism: a critical discourse analysis

Popke, J. (2006). Geography and Ethics: Everyday Meditations Through Care and
Consumption. Progress in Human Geography, 30, 504-512.
Putnam, H. R. (2007). Meaning and progress in the Fair Trade movement. (Doctoral degree),
University of Kansas.
Renard, M.-C. (2005). Quality certification, regulation and power in fair trade. Journal of
Rural Studies, 21(4), 419-431.
ResponsibleTravel. (2013). ResponsibleTravel.com - Travel like a local. Retrieved 10-072013, from http://www.responsibletravel.com/accommodation/8061/la-gomera-hotelcanary-islands
Sander-Staudt, M. (2011, 19-03-2011). Internet Encyclopedia of Philosophy: a peer-reviewed
academic
resource.
Care
Ethics.
Retrieved
17-05-2013,
from
http://www.iep.utm.edu/care-eth/
Sayer, A. (2004). Restoring the moral dimension in social scientific accounts: a qualified
ethical naturalist approach. In A. Collier, M. S. Archer & W. Outhwaite (Eds.),
Defending objectivity: essays in honour of Andrew Collier. London: Routledge.
Schmelzer, M. (2010). Marketing morals, moralizing markets: Assessing the effectiveness of
fair trade as a form of boycott. Management & Organizational History, 5(2), 221-250.
Sin, H. L. (2012). Negotiating Social Responsibilities in Tourism. (PhD), University of
London, Unpublished.
SKRReisen. (2013). SKR - Reisen in kleiner Gruppe. Retrieved 03-07-2013, from
http://www.skr.de/journal/nachhaltiges%20reisen/133/
TourismConcern. (2013). Tourism Concern: action for ethical tourism - about us. Retrieved
09-06-2013, from http://www.tourismconcern.org.uk/about-us.html
TravelUnique (2013a). [Interview].
TravelUnique. (2013b). Travel Unique: do something amazing. Retrieved 03-07-2013, from
http://travelunique.nl/
Traverdo. (2013a). Home | Traverdo.de - Portal für Nachhaltiges Reisen. Retrieved 03-072013, from http://www.traverdo.de/Kempinski-San-Lawrenz-Exklusiv#top
Traverdo (2013b). [Interview].
TuiNederland (2013). [Interview].
UseekaTravel. (2013). Useeka Travel - feel good holidays. Retrieved 10-07-2013, from
http://www.useeka.com/information/certification-partners.htm
Van Dijk, T. A. (2003). Critical discourse analysis. In D. Schiffrin, D. Tannen & H. E.
Hamilton (Eds.), The handbook of discourse analysis (Vol. 18, pp. 872): WileyBlackwell.
Velasquez, M., Andre, C., Shanks, T., & Meyer, M. (1996). Thinking ethically. Issues in
Ethics, 2-5.
Watson, M. (2007). Trade justice and individual consumption choices: Adam smith's
spectator theory and the moral constitution of the fair trade consumer. European
Journal of International Relations, 13(2), 263-288.
Wodak, R., & Meyer, M. (2009). Methods of critical discourse analysis. London: Sage.

110 | P a g e

Fair Trade in tourism: a critical discourse analysis

APPENDICES
Appendix 1: Certification programmes
Appendix 2: List of analysed websites and webpages
Appendix 3: List of interviewees
Appendix 4: Semi-structured interview questions
Appendix 5: Interview transcriptions

111 | P a g e

