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FAIRTRADE IN AUSTRIA

REGINA DICKEN, MSC
HEAD OF MARKETING & BUSINESS RELATIONS  



FAIRTRADE Österreich |  2016 3



AT A GLANCE: FAIRTRADE IN ÖSTERREICH

FAIRTRADE Österreich |  2016 4

PRODUCTS OUTLETS OUT OF HOME

LICENCEES FAIRTRADE TOWNS & SCHOOLS



OUR LICENCEES AND TRADE PARTNERS 

~ 120 Licencees
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Food/Non-Food Trade                                            
5000 outlets

http://www.merkurmarkt.at/merkurmarkt/
http://www.merkurmarkt.at/merkurmarkt/
http://www.mpreis.at/
http://www.mpreis.at/
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Turnover by productgroups 2015



of Austrian consumers say they 
have seen the Fairtrade Mark 
often or occasionally 

92%

Coffee and chocolate are the 
most visible Fairtrade 
products in Austria

Coffee and tea are the 
products consumers most 
want to see used in the 
Gastronomie industry

Fairtrade in Austria

More than 4 in 5 consumers 
who have seen the Fairtrade 
Mark claim it has a positive 
impact on their perceptions of 
labelled brands

have a lot of trust in the 
Fairtrade label 87%
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Impact of Fairtrade Mark on Brand Perceptions in Austria

Austria, prompted, 2008–2015
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Very positive impact Positive impact No impact Negative impact Very negative impact

Base: Asked only of those who have seen the mark “often” or “occasionally” (in 2015 Fairtrade: n=942)

Prezentator
Notatki do prezentacji
Q9. If a branded product that you normally buy began carrying the [Fairtrade] label, how would that change your impression of the branded product, if at all?
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Very likely to recommend (5) (4) (3) (2) Not at all likely to recommend (1)

More Austrian consumers are “very likely” to recommend 
Fairtrade products compared to 2011

Base:  Those who have purchased Fairtrade based on Q8 (2015: n=921)

Women are significantly more likely than men to recommend Fairtrade products to their 
friends and colleagues. 
The older consumers are, the more likely they are of recommending Fairtrade 
products.

Austria, prompted, 2008–2015

Would Recommend Fairtrade Products to Friends/Colleagues 

Prezentator
Notatki do prezentacji
Q27t. From all of your experiences with Fairtrade, how likely are you to recommend buying and supporting Fairtrade products to a friend or colleague? Please use a scale from 1 to 5, where 1 is "not at all likely" and 5 is "very likely."
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HOW DID WE DO IT?
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MULTISTAKEHOLDER GOVERNANCE 

EMPOWERMENT OF PRODUCERS   

SOVEREIGNTY 

IMPACT ON SOCIETY =  
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LICENSE TO MANAGE

TRUST BASED IN SOCIETY:
VALUE CREATION THROUGH 
MULTISTAKEHOLDER GOVERNANCE

TRUST BASE FOR PRODUCERS 
AND WORKERS: VALUE 
CREATION THROUGH  IMPACT  
AND EMPOWERMENT

TRUST BASE FOR PARTNERS : 
SUSTAINABLE FUNDING MODEL 
& INNOVATION

TRUST BASE FOR CONSUMERS:
VALUE OF MARK  & CIVIL SOCIETY 
ENGAGEMENT

INDICATORS FOR VALUE CREATION FOR FAIRTRADE:

Prezentator
Notatki do prezentacji
Die Auslöser für Vertrauen und Relevanz für die Lizense to manage im Überlick.

G: Werte durch die Mitglieder der Wertschöpfungskette: Produzentennetzwerke in der Governance, bzw. Mitgliedsgesellschaften aus der Zivilgesellschaft in der Governance (je nach Land)

E: Empowerment statt Philantropie, Selbstbestimmung statt Nord-Süd-Spendenrichtlinien

S: Vertrauen bei den kommerziellen Partnern: Langfristigkeit der Finanzierung an FT bringt Innovationskraft

I: Bekanntheit des GS bringt Vertrauen 



LICENSE 
TO 

SUSTAIN
ABILITY

LICENSE TO 
IMPACT

LICENSE  
TO 

EMPOWER
MENT

LICENSE TO MANAGE FOR FAIRTRADE

Prezentator
Notatki do prezentacji
Kritische Betrachtung für NGOs:
Großer Impakt im Entwicklungsland, wenig bekannt bei den Konsumenten? 
NGO wird von kommerziellen Stakeholdern beeinflusst, welches Vertrauen hat sie bei den Konsumenten?
NGO arbeitet anlassbezogen/projektbezogen, wie groß kann hier ein nachhaltiger Impakt in den Entwicklungsländern sein, wenn das Geld ausgeht? 



„We would have never thought …. we come so far!“ 
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All the best TO FAIRTRADE Poland! 
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