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What Fairtrade
delivers

 Fairtrade International is managed as a Non for Profit organization
but working with business

 Fairtrade Mission and Vision are aiming to improve lives of producers
and connect them with Consumers by fair trade

 Producers are always in the focus of Fairtrade decisions 

 With Fairtrade, retail, trade and consumers get a direct chance to
change trade and improve the livelihoods of producers with their
trading and purchasing choices

Fairtrade – Important facts
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Producer networks have 

equal voting rights in 

Fairtrade’s highest 

decision-making body, 

the General Assembly.

© Mimundo.org
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International Brand Mark

 Key Symbol

 Purpose: allow more creativity
and inspiration in promoting
the Fairtrade movement

 Strength through unity

FAIRTRADE Certification Mark
 Means that producers and traders have met the 

Fairtrade standards

 Supported by an independent, transparent and 
globally-consistent certification system  (FLO-CERT) 
, accredited by ISO 65
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• coffee

• tea

• sugar

• cocoa

• cotton

• bananas

• flowers

• herbs, spices, nuts

• gold

• composite products

• rice

• fresh fruits

• fruit juices

• Sport balls

• wine

Prezentator
Notatki do prezentacji
New products: 
Gold
Argan
Oil
Blueberries
Fresh peas & beans
Baobab
Marula




Fairtrade facts

8Fairtrade International  |  Annual Report Highlights 2014-2015
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Producers 
Benefits
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How effective is Fairtrade?

11

© Suzanne Lee

Fairtrade International  |  Annual Report Highlights 2014-2015
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Agrocel Pure & Fair 
Rice Growers, India.
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A local village school 
supported by Fairtrade 
Premium
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Small girls having lunch 
at kindergarten canteen.
BANELINO Bananas

Dominican
Premium Project
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Benefits for 
Business

 Fairtrade offers companies a credible way to

ensure that their trade has a positive impact for

the people at the end of the chain. 

 FLOCERT is the one and only ethical certifier 

with an ISO 65 accreditation

 Fairtrade supports sustainable CSR policies

 Fairtrade Producer Networks are strong partner 

for sourcing 

 Fairtrade offers a strong USP and shows 

high growth rates in retail sales. 



Fairtrade global market 
Annual report highlights 2014-2015

Global change,
Local leadership

© Nathalie Bertrams
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New Markets
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National Fairtrade Organizations

Fairtrade Marketing Organizations

New Markets: 
Where they are

New Markets

FMO markets

Current FMO’s 
2009       Czech Republic

+ Slovakia (2014)
2010 South Korea
2012 Hong Kong
2013 Kenya

2013 India
2015 Brazil
2015       Poland (launch 2016)

2015 Taiwan
2015       Philippines
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Fairtrade Partner
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Fairtrade partner
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Category Conversion 
- Fairtrade bananas
- Fairtrade retail bagged sugar
- Tea for sale in retail and cafés

 All bananas - 100% Fairtrade between February and July 
2007

 Immediate benefit of £3.89 million in Social Premiums (2009)

 Further Fairtrade products sold are
T-Shirts, confectionery, hot chocolate, herbs, spices, rice, 

nuts

 Sustainability plan „20 by 20“ with 20 goals including
- all key raw materials and commodities will be sourced sustainable to

an independant standard

- our sales of fairly traded products will hit £ 1 billion

Prezentator
Notatki do prezentacji
Both Sainsbury’s and Waitrose have switched their entire banana category to Fairtrade.

Since Sainsbury’s switched all its bananas to 100% Fairtrade, sales have risen by 10%, which means customers buy up an extra 1 million bananas every week.

The Compass Group announced their category switch to Fairtrade bananas during Fairtrade Fortnight 2008 and expect to sell approximately 1 565 tonnes of bananas in 2008.
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GAM Accounts 
Actual

We are already partnering with:



FAIRTRADE Germany



Retail Sales 2001 - 2015

Fairtrade presentation name  |  Date 25

Umsatz von Fairtrade-zertifizierten Produkten in Deutschland 
(in Mio.EUR - auf Basis von durchschnittlichen 

Endverbraucherpreisen)

978 MILLIONEN EURO +18 % vs 2014
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Volume of sales 2015

Product categories
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Raw Coffee
41%

Banana
21%

Cocoa 
Beans
16%

Roses
16%

Cotton
3%

Sugar
2%

Tea
1%

Coffee
14%

Banana/ 
Tropical 
Fruits
68%

Flowers
7%

Cocoa/
Chocolate

2%

Textiles
4%

Sugar / 
Sweets

5% Tea
0%

Premium paid 2015
16.011.617 € (+30%)



German 
Market

365

For Sales in 
non 

German 
Markets

65

No of New product registrations

Total 430 
New Product

New Fairtrade Products 2015

Fairtrade presentation name  |  Date 27

With Organic 
Label 53%

Conventional 
47%

Organic Certification



FAIRTRADE- Coffee Market
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Frost damage 
in Brazil 1994

Drought in Brazil 
1999

May 1997 
20-year high - supply 
concerns & aggressive 
speculator activity

1989 Collapse of 
International 
Coffee Agreement 

NB Fairtrade Price = Fairtrade Minimum Price* of 140 cents/lb + 20 cents/lb Fairtrade Premium**
When the New York price is 140 cents or above, the Fairtrade Price = New York price + 20 cents 
*Fairtrade Minimum Price was increased on 1 June 2008 & 1 April 2011 **Fairtrade Premium was increased on 1 June 2007 & 1 April 2011
The New York price is the daily settlement price of the 2nd position Coffee C Futures contract at ICE Futures U.S. 
© Fairtrade Foundation

October 2001
30-year low of 45 cents -
oversupply of coffee 

May 2011
34-year high of 308.90 cents -
concerns about supply from Brazil & 
Colombia and aggressive speculator 
activity

Oct 1989 Sept 1992 Dec 1999 Nov 2002 May 2007 Jan 2015Jan1996

May 2011 - Dec 2013 
Prices fall by 65% - Euro crisis
& oversupply of coffee

April 2014
2-year high -
drought in 
Brazil



FAIRTRADE-Coffee
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Coffee Labels – DARBOVEN and TCHIBO

Prezentator
Notatki do prezentacji
Darboven, Present in Kaufland for example, and Tschibo are the two most relevant coffee licensees on the German market. Darboven has had Fairtrade at the heart of its strategy for more than 20 years now and Tschibo has started to work with Fairtrade more than 10 years ago. Also two examples for why brands make a strong commitment to Fairtrade. Darboven is a family business committed to society and high quality, Fairtrade fitted perfectly within this strategy. Tschibo has steadily increased its commitment to sustainability in their supply chains during the last year and has therefor increased the share of Fairtrade sales within their portfolio. Tschibo has additionally started to cooperate in a joint in-origin project to promote organizational development and climate resilience.
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Thank You very much
Dziękuję Ci bardzo !
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