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Growth of Fairtrade
� Sales in 2009 = almost £800 million (up 14% on ‘08)



5%

Cocoa

Fruit, Veg & Juice

Other Food & Wine

4%

Flowers

Bananas

Products Decomposition at Wholesale Value, 2009
£m

‘Core’ product categories now represent c.85% of 
total Fairtrade sales in the UK

Cotton Products

Sugar

19%

Coffee

8%

Tea

6%

Source: Fairtrade data, OC&C Analysis
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The number of certified producers has 
steadily grown...

Evolution of Producer Organisations
#

Fairtrade 
works with 
over 1.2 
million 

producers 

496

200920082007200620052004

producers 
worldwide
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...however the share of product sold as 
Fairtrade remains low

Fairtrade Sales as Proportion of Producer Capacity,  2009 Producer 
Audit
% total production (MT) sold as Fairtrade

Honey

Banana

Cocoa

� Low proportion of product sold 
into Fairtrade usage due to the 
fact that

– Crop is not all of export quality

– Product may not have the right 
taste profile (particularly tea)

Overview
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Source: Management Data, OC&C analysis

Herbs and 
Spices

Coffee

Nuts and 
Oilseeds

Seed 
Cotton

Tea

Wine 
Grapes

taste profile (particularly tea)

– Low demand

– High level of local demand eg 
Honey

� Significant recent sales growth in 
specific categories will also have 
resulted in much higher 
proportions being sold into 
Fairtrade, in particular

– Sugar: Expansion of Tate and 
Llye sales

– Cocoa: Cadbury and Nestle 
account growth
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Fairtrade producer groups
Human Development Index (HDI) By Country

Non-Fairtrade Countries:
� Niger
� Afghanistan
� Central African Rep
� Chad
� Burundi

� Guinea-Bissau
� Guinea
� Liberia
� Gambia
� Eritrea

Fairtrade have launched 
producers relationships with 
new geographies including 
Palestine, Afghanistan and 
Congo

10 Producer Countries
169 Producer Organisations
17 Per Country

35 Producer Countries
289 Producer Organisations
8 Per Country

14 Producer Countries
42 Producer Organisations
3 Per Country

Non-Fairtrade Producer 
Country
Fairtrade Producer Country
Entered the Scheme 2007-9
Left the Scheme 2007-9

1

12
7

12
1

11
5

10
9

10
3

97918579736761554943373125191371 18
1

17
5

16
9

16
3

15
7

15
1

14
5

13
9

13
3High Human 

Development Medium Human 
Development

Low Human 
Development

Source: United Nations Development Programme, Fairtrade data, OC&C analysis

0% of Countries Are
Fairtrade Producers

22% of Countries Are
Fairtrade Producers

47% of Countries Are
Fairtrade Producers 58% of Countries Are

Fairtrade Producers

1. HDI is a comparative measure of life expectancy, literacy, education and standard of living across countries

Fairtrade have 
deepen relationships 
with some of the 
poorest countries eg 
Malawi now has 9 
producers up from 2 
in 2006
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Very High Human 
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Over 70% of people recognise the Fairtrade 
MARK

+22%

Recognition 1 of the FAIRTRADE Mark
%

1

20092008200720062005200420032002200120001999 2010

Source: MORI /TNS Omnibus studies

1. Recognition = % of people who recognize the FAIRTRADE Mark
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Building the Fairtrade Movement
� 500 Fairtrade Towns in the UK 
� 845 Fairtrade Towns in 18 countries
� 500 Fairtrade Schools and over 4,000 registered 
� Almost 6,500 Fairtrade churches plus faith schemes
� 132 Fairtrade Universities & colleges� 132 Fairtrade Universities & colleges
� 22 Fairtrade Boroughs in London
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What’s happening in 2011?



Launch of Fairtrade and Fairmined Gold
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www.fairtradefairminedgold.org.uk



The Fairtrade Certification Mark (as it has been in  the past) is used 

FAIRTRADE Mark is changing
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The Fairtrade Certification Mark (as it has been in  the past) is used 
to endorse licensee products

The Fairtrade Movement Mark is used when expressing  our values 
generally and when not specifically endorsing a pro duct. It is only 
used by Fairtrade stakeholders. 



Grow sales of the Fairtrade category by 20% during Fairtrade Fortnight
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Materials
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Show off the label
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Focus on cotton
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Show off your label game
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� 2 weeks of challenges – 1/2 challenges a day
� Opportunity for licensees & stakeholders to get involved: 

offer prizes, build awareness of producer impact



Resources
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Calendar of events

� Cotton campaign ongoing 
www.fairtrade.org.uk/cotton

� Launch of Fairtrade and Fairmined Gold – 14 
February www.fairtradefairminedgold.org.uk

� Fairtrade Fortnight – 28 February to 13 March � Fairtrade Fortnight – 28 February to 13 March 
www.fairtrade.org.uk/fortnight

� World Fair Trade Day – Saturday 14 May
� The Big Lunch – Sunday 5 June 

www.thebiglunch.com

� Supporter Conference & Fairtrade Fortnight 
Awards – October 19



Thank you!
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veronica.pasteur@fairtrade.org.uk


