
F
rom cocoa to tea, food and drink giants are setting
their own standards for ethical sourcing of raw mate-
rials, moving away from third-party labels such as

Fairtrade. Mondelez International, owner of chocolate
brands Cadbury and Toblerone, Unilever, behind tea
brands such as Lipton and PG Tips, and Barry Callebaut,
the world’s biggest producer of chocolate and cocoa prod-
ucts, have all introduced their own schemes. They say their
targets are more comprehensive and some claim their
schemes are more effective in tracking whether a product
is ethically sourced every step of the way. With companies
under financial pressure, analysts say it has also been a
way to save money.

But critics are worried that the standards that third-party
groups such as UTZ Certified or Rainforest Alliance have
fought to establish risk being muddled and what is deemed
ethical and sustainable could become more ambiguous.
“Standards measuring environmental and social issues need
to be transparent because, once this process happens
behind closed doors, it is difficult to see how companies and
farms apply them,” said Sloane Hamilton, labour rights policy
advisor at Oxfam, a charity focused on alleviating poverty.
“We don’t want to see standards watered down, and neither
do we want customers to be faced by a bewildering prolifer-
ation of different certification schemes.”

Third-party certifiers are not opposed to all self-certifica-
tion, even though the loss of fees could threaten their future.
Rather, they are worried standards could become meaning-
less if too many companies set their own criteria. Mondelez
started selling the first Green & Black’s chocolate in the UK
without a Fairtrade logo in August, more than 23 years after
the brand’s Maya Gold bar received Britain’s first mark.

The bar instead carries the stamp of “Cocoa Life”, a
Mondelez scheme started in 2012 with broad goals includ-
ing improved productivity, protection of fertile land and
gender equality in farming communities. Mondelez says
Fairtrade is still an “implementing partner” and the group’s
auditing arm is used to vet cocoa sourced through “Cocoa
Life”. Fairtrade, a non-profit, aims to push for a better deal for
farmers and workers in developing nations. It sets standards,
including a minimum price for raw materials, and requires
companies to contribute towards businesses or community
projects, in exchange for the Fairtrade stamp.

But as the concept of ethically-sourced ingredients has
become better understood by consumers, brands have
started adopting standards that work for their business and
image. “It’s opened the door for companies to say ‘well let’s
develop a standard that suits our business and also has the
impact that we want to have on the ground,” said Alan

Rownan, ethical labels analyst at Euromonitor. Crafting in-
house standards has also become a way to trim costs for big
companies under financial pressure as economic growth
slows and consumers opt for healthier snacks or smaller,
more artisan brands.

“When the whole market is certified, the ability to have a
higher price for it becomes less,” said Jon Cox, analyst at
Kepler Cheuvreux in Zurich, who follows companies such as
Nestle and Barry Callebaut. “So why not bring it in-house
anyway and save money? And if they can convince con-
sumers that it’s as good as some of the independents, if not
better, then that maybe helps them as well.”

Deeper Involvement
While third-party labels have had a leading role in the

drive to stamp out practices such as deforestation and child
labour on farms, they have also faced criticism. Think-tanks
and industry groups say the way they enforce standards is
not transparent enough and they have failed to align their
programmes to reduce complexity. Rainforest Alliance and
UTZ Certified are now expected to streamline their stan-
dards after recently announcing plans to merge.

With consumer awareness growing, companies are also
seeking to track more closely the sourcing of their ingredi-
ents and show the impact of certification to their con-
sumers. Fairtrade ensures that the sourcing of raw materials
including coffee and bananas can be traced at every step of
farming and processing but it does not provide the same
guarantee for cocoa and tea. It says certified cocoa beans are
difficult to track as they can get mixed with conventional
beans at the processing stage in countries that do not have
the capacity to keep them separate.

This means a Fairtrade chocolate bar may be made
with certified and conventional cocoa, with the label only
guaranteeing that the company buys a percentage of
Fairtrade beans and that any premium paid goes to farm-
ers certified by the organization. Some food and drinks
companies say, as part of their move to new standards,
they are taking a more active role in sourcing to show con-
sumers a clearer link. 

For example, Barry Callebaut built a dedicated ethically-
sourced cocoa butter tank in a factory in Belgium and it has
launched a mobile app aimed at improving traceability on
farms in the Ivory Coast. Mondelez does not track cocoa
through the entire supply chain, but it says Cocoa Life has
allowed for a deeper involvement with farmers. The compa-
ny uses digital mapping in Ghana, Ivory Coast and Indonesia
to boost transparency and traceability from farm to process-
ing facility. “When you’re simply a buyer of raw materials,

then in a typical supply chain, you’re not involved directly on
the ground,” said Jonathan Horrell, global director of sustain-
ability for Mondelez.

Some companies have also set deadlines for eliminating
unsustainable practices from their supply chain and, as they
approach, the pressure to find solutions has intensified.
Unilever has promised to source 100 percent of its materials
sustainably by 2020 using both certification and its own
“Unilever Sustainable Agriculture Code”. Barry Callebaut is
also aiming to source 100 percent of its ingredients sustain-
ably by 2025, up from 23 percent in 2015. It buys cocoa
through external schemes and its own “Cocoa Horizons” pro-
gram. “They’re under pressure to reach these (goals),”
Rownan said. “And it’s not always easy to reach 100 percent
targets following these mainstream, rigid certifications.”

Savvy Consumers
While critics of self-certification worry about muddling

standards, consumers are growing savvier. The companies
say they risk a fierce backlash if they try to loosen the rules.
“If you connect your name to it...then you want to make sure
what you’re putting out there is absolutely credible,” said
Christiaan Prins, head of external affairs for Barry Callebaut.
“The consumer nowadays can no longer be tricked in any
sense.” Sainsbury’s angered consumers and watchdogs in
June when it replaced the Fairtrade mark on its own-brand
tea with its pilot “Fairly Traded” version, with an eye to possi-
bly extending it to other products such as coffee and
bananas. Under “Fairly Traded”, farmers will get “above and
beyond” what they were receiving from Fairtrade and it
should help make them more resilient to climate change,
said Sainsbury’s head of media relations David Nieberg.

But critics say the scheme takes control away from farmer
organizations, who will no longer directly receive a premium
for their tea. The premium will be managed by the
Sainsbury’s Foundation and will be used to fund farmers’
strategic projects. Sainsbury’s will not pay licensing fees to
Fairtrade but will continue to buy tea from farmers certified
by the group. It will also purchase from farmers vetted by
other groups if it decides they meet its in-house rules for
ethical sourcing, Nieberg said.

Consumer scrutiny is likely to be even greater towards
companies using self-made schemes to meet ambitious tar-
gets for “sustainable” sourcing - a label that is already
ambiguous because it has many standards and meanings.
“When companies move away from certifiers and all of a
sudden are able to far more easily achieve their sustainabili-
ty goals - well what’s changed?” said Rownan. “I think con-
sumers will want to know.” — Reuters 

J
uicy lab-grown steaks and burgers made of plant-
based meat could soon be tempting hardened carni-
vores scanning restaurant menus in the world’s

biggest cities, as food producers explore fresh ways to feed
booming populations. With people pouring into cities
across the developing world, rocketing demand for meat
and dairy products will make it essential to find high-pro-
tein alternatives that have a lower environmental impact,
some experts say.

“The food of the future, as we become more and more
urban, will continue to be meat but it won’t be meat from
industrialised animal agriculture,” said Bruce Friedrich,
executive director of the Washington-based Good Food
Institute. “It will be meat made from plants, and it will be
meat grown in factories without farmers and slaughter-
houses,” said Friedrich, who calculates that traditional meat
will be eliminated in high-income countries by 2050.

Others predict bugs or high-protein algae such as spir-
ulina will be high on the list of future foods, along with fish
produced in deep-sea farms or vast urban warehouses. But
with a 50 percent jump in agricultural production needed
to support nearly 10 billion people by 2050 as climate
change bites, according to the U.N. Food and Agriculture
Organization (FAO), more obvious solutions may lie in cut-
ting calories and animal protein in the diets of the rich,
making agriculture more efficient, and reducing the one-
third of food that is wasted.

About 80 percent of all agricultural land is dedicated
to grazing or growing feed for animals, the FAO says. In
addition, the livestock industry consumes 10 percent of
the world’s freshwater, while generating methane and
other planet-warming emissions, and causing large-scale
deforestation.

Kind to Animals
A handful of companies are racing to develop tech-

nology that could drastically reduce the price of so-
called “cultured” or “clean” meat, grown from starter cells
taken from live animals. They say it could eventually be
produced in urban “breweries”, would cost less than real
meat, and use 99 percent less land. “Meat-eaters in a few
years will be able to choose between traditional meat
that includes animal suffering and non-animal suffering
meat that is 100 percent meat and resembles meat’s tex-
ture, taste and look,” said Yaron Bogin, CEO of the Israel-
based Modern Agriculture Foundation.

Elsewhere, start-ups are using “cellular agriculture” to
develop animal-free eggs, milk and fish. San Francisco-
based Hampton Creek wants to get the first clean meat
product to consumers next year, but industry watchers
and other companies say huge technological and regula-
tory hurdles mean it will take five years for the food to
arrive in high-end restaurants and a decade to reach
mass-market consumers.

“You’ll be able to create food you can store and trans-
port easily,” said Ido Savir, chief executive of Israeli firm
SuperMeat, whose cultured chicken will be kosher and
halal. The technology will help feed people in develop-
ing countries who now consume almost no meat or have
a poor-quality diet, he added. Big producers in the $750-
billion meat market are also looking at alternatives. Top
US meat processor Tyson Foods has set up a $150-million
fund to develop cheap, alternative protein sources and
invested in plant-based meat company Beyond Meat.
Meanwhile, Bill Gates, Richard Branson and commodities
giant Cargill have sunk money into California’s Memphis
Meats which is developing “clean” poultry, beef and pork.

Bet on Bugs
Other entrepreneurs are eyeing protein-rich bugs,

already eaten by billions, which could easily be bred in
cities on urban farms that don’t take up large slabs of

pricey real estate. New York’s Terreform ONE has devel-
oped a futuristic modular shelter and cricket farm,
crowned with spiky quills, ideal for cultivating high-pro-
tein crickets that can be ground into flour. “You can see
protein changing because it can be produced inside
cities,” said Mitchell Joachim, Terreform co-founder.

“It makes a lot of sense to do it in the case of insects -
pound for pound it’s a crushing difference. It’s almost
1,000 times less water, 300 times less carbon. It’s incredi-
bly cheap to make bugs in cities,” he added. Affordable
pricing and astute marketing are key to convincing con-
sumers to try radically new foods, particularly as they
find it harder to ignore the ethical and environmental
impact of their purchases. “It’s always money; it’s avail-
ability,” said Morgaine Gaye, a food futurologist. “We’d
like to think it’s about how good it tastes, but that’s actu-
ally pretty far down the line as you’ve got to get some-
one to pick it off the shelf.” The “celebrity cool factor” can
make a big difference to sales, if companies can get stars
to endorse brands, she added.

Despite the buzz around future foods, countries could
still manage to meet growing demand and environmen-
tal targets using what we eat today if they make key
changes to the food system, said Lorenzo Giovanni Bell˘,
a senior economist with the FAO. Methods like precision
agriculture, tailored to the exact requirements of crops,
could make production more efficient, while using more
renewable energy would cut carbon emissions, said Bell˘.

Diets also need to become better balanced to cut
over-eating, especially of meat, while increasing the
amount of animal protein available to the poor, he
added. Many simple solutions exist that can harness
what the world already knows, he emphasised, includ-
ing adapting existing technologies for poorer countries.
“We have a lot of things to do before eating insects,” he
said. — Reuters 
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Meaty challenge: What’s on the menu for cities?

T
urkey and Russia are inching towards an accord
for the first major Turkish weapons purchase from
Moscow, troubling Ankara’s allies in NATO even

though the deal may not ultimately materialize.
According to Turkish and Russian officials, all prepara-
tions have been made for the purchase of a sophisticat-
ed S-400 missile defense system, Ankara’s most signifi-
cant accord with a non-NATO supplier. But despite con-
fident proclamations, the deal has yet to be officially
inked. Analysts remain skeptical over whether Turkey
will ever take delivery of the surface-to-air missile
defense batteries. Some argue the message sent to the
West matters more than the actual acquisition.

The Pentagon has already sounded alarm, saying
bluntly that “generally it’s a good idea” for NATO allies to
buy inter-operable equipment.  But President Recep
Tayyip Erdogan boasted that “God willing we will see
the S-400s in our country”.  Erdogan has argued that
Turkey’s fellow NATO member and occasional regional
foe Greece has Russian-made S-300 batteries on its
southern island of Crete, originally bought by Cyprus in
the late 1990s but passed on to Greece to prevent esca-
lation on the divided island. 

‘Show dissatisfaction’
Dmitry Shugaev, the head of Russia’s military-techni-

cal cooperation agency, told the Kommersant daily that
the deal was “almost done” with just some “subtleties” to
solve. The United States “may be indignant but Turkey is
an independent state and can decide itself,” he said.
However Igor Delanoe, Deputy Director of the French-
Russian Analytical Centre in Moscow, said he was “very
sceptical” that the deal would come to fruition.

Russia was uncomfortable with the transfer of tech-
nology and production localization demanded by
Turkey, he said. Moscow also had a demand backlog to
its own forces but also to key client China. “Both
Moscow and Ankara use this story on the political level
to show their respective dissatisfaction to the West,”
Delanoe said. Russia’s relations with NATO have been in
crisis over its annexation of Crimea from Ukraine and
for backing pro-Moscow separatists in eastern Ukraine. 

But while still a key member of NATO, Turkey’s ties
with the United States in particular have been strained
over Washington’s support of the People’s Protection
Units (YPG) Syrian Kurd militia which Ankara considers a
terror group. “Ankara is also tempted to use (the S-400
issue) since it has been deeply frustrated by America’s
ongoing military cooperation with the Syrian Kurds,”
said Delanoe.

Timur Akhmetov, Ankara-based Turkey expert at the
Russian International Affairs Council, said the talks
helped Russia promote its arms systems and corrode
trust among NATO members, while Turkey wanted to
show its Western allies it has a strategic choice in its
relationships. “The longer the talks on the S-400 sys-
tems are on the agenda, the better for Russia and
Turkey’s respective interests,” he said. 

‘No trust’ 
The fact the two countries are even discussing the

purchase is a rich symbol of the transformation in rela-
tions since a reconciliation deal last summer following
the shooting down by Turkey of a Russian plane over
the Syrian border in Nov 2015. Moscow and Ankara
remain on opposed sides in the Syrian conflict with
Russia backing the Damascus regime and Turkey the
rebels. In 2012, Turkish jets forced a Syrian plane flying
from Moscow to Damascus to land at Ankara airport on
the grounds it was carrying military equipment, report-
edly radar parts for a Syrian air defense system.

The two post-imperial states both show an ability to
compartmentalize relations by not letting a centuries
old and persistent regional rivalry pollute potentially
fruitful, but limited, areas of cooperation. Yet analysts
say talk of the S-400 deal is far short of an indication of
a major strategic alliance. “The only thing that makes
both Turkey and Moscow drift to each other is their
intention to pressure their own respective relations
with the West,” said Akhmetov.

Delanoe said “both partners do not trust each other”
but “have built a geoeconomic partnership mainly
based on energy” with work in progress on the
TurkStream pipeline to pump Russian gas under the
Black Sea. According to a study by Can Kasapoglu of the
EDAM center for economic and foreign policy studies,
Turkey’s desire to obtain the weapons is also motivated
by its dearth of qualified military pilots due to the
purges that followed the July 15, 2016 failed coup
which has necessitated an urgent shoring up of air
defenses. Were Turkey to get its hands on the S-400 sys-
tem, it would produce an outcome where NATO mem-
bers Turkey and Greece were both operating Russian-
made weapons, risking the same “vicious circle” that
sees Moscow supplying bitter foes Armenia and
Azerbaijan, he added. —AFP 
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