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Fairtrade America is the US representative of
Fairtrade International, the most recognized ethical
label in the world. Fairtrade America works with
American brands, shoppers, NGOS and governments
to advocate for better trading conditions for farmers

and workers.



f}{uow(LSMm

[ lllll
[HI:HMIGE

NS

AVAILABLE AT RETAILERS NATIONWIDE

1 & B

NNNNNNNNNNNNN



Research Methodology ®
ﬂw"“' Ay
4

3

£l

| During February and March 2021, GlobeScan conducted
the Fairtrade Consumer Brand study survey in 15
markets.

| The research in the United States was conducted from
12th March 2021 to 30th March via an online consumer

survey of 2,387 adults.

15,418 consumers

| Since 2008, GlobeScan has partnered with Fairtrade to
provide contextual consumer insight on Fairtrade
shoppers. Their advanced research offerings have been
used by industry-leading organizations like 3M, IKEA,
Johnson & Johnson and Unilever.



Fairtrade is gaining momentum in the US

Of U.S. shoppers
recognize the
Fairtrade
International Mark.
This is an increase of
46% from 2019.

Of U.S. consumers
trust the Fairtrade
International Mark.
Among shoppers
familiar with
Fairtrade, 85% trust
the Mark.

18%

Of Fairtrade shoppers
would recommend
Fairtrade products to a
friend or colleague. This
is among the highest
recommendation rates
globally.
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1. Awareness and Trust



41 % of U.S.

consumers recognize
the Fairtrade Mark.

» Since 2019, recognition of the Mark
has increased significantly

» Globally, 67% of consumers
recognize the Fairtrade Mark.

FAIRTRADE




Awareness of many labels has increased since 2019

90

80

70

60

50

40

30

20

10

rL()Q% rLQ'\Q rLQ'\'\ rLQ'\% @0\6 7«0\1

“Seen often” + “Seen occasionally," 2008-2021 (U.S.)
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® 82%

/ 73%
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51%

42%
41%

35%
30%

® USDA Organic

= Non-GMO Project

= Rainforest Alliance

Fair Trade USA

= Fairtrade

== Fair for Life
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Across major cities, consumer awareness of the Fairtrade O
America Mark is growing. FARTRADE

B Seen often M Seen occasionally

+13% +19% +8% +20% +27% +6% +8%

56% 53%

48% 46%

U.S. Total Los Angeles New York Chicago Washington, San Francisco Dallas &
D.C. Fort Worth

Awareness of Fairtrade Mark, Prompted, by Metropolitan City, 2021
n



Shoppers with high levels of income
and education are most aware of and
most trust Fairtrade America.

ElS

Consumers with “high” education Consumers with "high" income

63%

AWARENESS




Trust in the Fairtrade
America Mark increased

by 19% from 2019 to*
2021 and is now at

57%
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2. Shoppers & Products
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84% of shoppers
that have seen the
Mark buy Fairtrade

products regularly
or occasionally.
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62% of middle-aged
shoppers who have seen
the Mark buy Fairtrade
products every month.
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TOP CHOICE

Shoppers prefer the Fairtrade
America Mark over the Fair Trade
USA or Rainforest Alliance labels
when buying...

Coffee

Bananas

Tea

Chocolate

Flowers
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Shoppers are willing to pay more for ®

Fairtrade products

+43%/1b of bananas

+35%/lb of coffee

+30%/bar of
chocolate

Overall, 73% of Fairtrade
shoppers are willing to pay more
for a product to ensure producers
are paid a fair price.



Shoppers looking for ethical

Child Labor

products are most concerned

. Poverty/Farmer Living Standards
about child labor, poverty,
deforestation, and working Deforestator

conditions. Farmer Working Conditions
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Frequent Fairtrade shoppers care
more than average about...

Climate/Environmental Causes Women’s Causes

56% 29%
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Fairtrade shoppers
are advocates.

» Nearly 8in 10 (78%) would
recommend Fairtrade
America products to
friends or colleagues.




of
shoppers who recognize the
Mark associate Fairtrade with
premium, high-quality brands.
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12% of Fairtrade shoppers
said they are proud to shop
at retailers that support
Fairtrade.
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Very positive impact

80% of consumers would
feel more positively abouta
brand if it started carrying
the Fairtrade Mark.

m Positive impact
®m No impact
Negative impact

Very negative impact

Total Positive Impact
80%

Impact of Fairtrade Mark on Brand Perceptions, 2021 24



Among all shoppers,
Whole Foods Market,
Amazon, and TraderJoe’s
customers are most likely
to see, trust and value the
Fairtrade Mark.

MARIKET




Coming out of COVID, Fairtrade shoppers (B}
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have strong connections to the movement.

“When | buy Fairtrade, |
feel | am standing together
with the farmers and
producers who grow our
food.”

15%

agree + strongly agree

“By buying Fairtrade | feel
part of a community
standing up for fairness
and justice.’

13%

agree + strongly agree

“Following the COVID pandemic,
it is more important than ever to
support Fairtrade in building a
better economy for all.

14%

agree + strongly agree
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Fairtrade Canada Shopper Insights
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Awareness of the Fairtrade Mark

Awareness of the Fairtrade Mark in Canada is at its highest
ever, increasing by 6 points for a total of 42% recognition

2021
6% since 2019

42%

7,

7, N
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36%

°Seen

occasionally
© Seen often

2015 ' 2017 ' 2019 ' 2021
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Awareness of the Fairtrade Mark

55% of 18-34
vear-olds say they
have seen the mark

Young Canadian consumers
between the ages of 18-34 are
most likely to recognize the
Fairtrade Mark
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Trust in the Fairtrade Mark amongst

Canadian consumers who have seen the Mark

90%

85%

Trust levels remain
consistently high amongst
consumers who already

_ © A lot of trust
know the Fairtrade Mark 2015 2017 5019

39% 44% 40% 41%

% Some trust

30



Recommending Fairtrade Products

Not at all likely

/ Very likely to
to recommend

recommend

- 2021 |

2019

Nearly 8/10 Canadian
shoppers say they'd be likely
to recommend Fairtrade
products to friends or
colleagues

2017

2015 25%

31



Summingitall up...

Fairtrade is gaining Shoppers are buying
momentum and Fairtrade products

increasing awareness regularly and prefer

across North America. our Fairtrade Mark for
most products.

FAIRTRADE
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Fairtrade America and
Fairtrade Canada are
investing heavily in

market researchin
2021. More insights on
Fairtrade shoppers will
be outin Q3.
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Questions?

Let's continue the conversation -

blew@fairtradeamerica.org
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Appendix
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Consumers are willing to pay 43 percent more for a Fairtrade .
Certified pound of bananas, but a price increase of 86 percent is @
considered overpriced.

Price Sensitivity for a Pound of Bananas, 2021
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30.0%
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0.0%

Overpriced for Fairtrade
Median reasonable bananas
FT price: $1.00

Reasonable Fairtrade

bananas price
Median
overpriced FT = Resonable bananas price
< price: $1.30

/

—— __ Lessthan $1.10: more people think the

price is reasonable for Fairtrade bananas

Median
regsonable More than $1.10: more people think the
price: $0.70 price is overpriced for Fairtrade bananas

FAIRTRADE

Consumers on average feel a
price increase of 43% (or
$0.30) is reasonable for a
Fairtrade-certified pound of
bananas, while a price
increase of 86% (or $0.60) is
overpriced for Fairtrade
certified pound of bananas.



Consumers are willing to pay 35 percent more for a Fairtrade
certified pound bag of coffee, but a price increase of 62 percent is

considered overpriced.

Price Sensitivity for a Pound Bag of Coffee, 2021
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Median

reasonable
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6%
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7.60%

Median reasonable
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S

Less than $7.80: more people think the
price is reasonable for a pound bag of

\

8%
8.40%
8.80%
9.20%
9.60%

coffee

Overpriced for Fairtrade
coffee

) Reasonable Fairtrade coffee
Median price
overpriced FT

price: $8.40

= Resonable coffee price

More than $7.80: more people think the
price is overpriced for a pound bag of

coffee

10%
10.40%
10.80%

11.20%
11.60%

12%
12.40%
12.80%
13.20%
13.60%

14
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15.60%

16%
16.40%
16.80%
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17.60%

18%
18.40%
18.80%
20.20%
20.60%

30%
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Consumers on average feel a
price increase of 35% (or
$1.80) is reasonable for
Fairtrade certified coffee,
while a price increase of 62%
(or $3.20) is overpriced.

Note - those that selected below
$4.00 for the starting reasonable
coffee price were excluded from the
analysis, as a pound bag of coffee
priced below $4.00 is unrealistic.
The resulting sample size for this
guestion is lower.



Consumers are willing to pay 30 percent more for a Fairtrade- @
certified bar of chocolate, but a price increase of 100 percent is @
considered overpriced. FAIRTRADE

Price Sensitivity for a Bar of Chocolate, 2021

100.0%
Median
90.0% reasonable
i price: $1.00
80.0% Median " Consumers on average feel
reasonable ; ; . .
FT price: $1.30 Overpriced for Fairtrade chocolate a price increase Of 30%
70.0% - q
’ . . ($0.30) is reasonable for a
Median Reasonable Fairtrade chocolate price . e
£0.0% overpriced price: Fairtrade certified bar of
' = Resonable chocolate price chocolate, while a price
$2.00
50.0% Less than $1.60: more people increase of 100% ($1.00) is
think the price is reasonable for overpriced.
40.0% \ Fairtrade certified bar of
chocolate
30.0% More than $1.60: more people
think the price is overpriced for
20.0% Fairtrade certified bar of
chocolate
10.0%
0.0%



Fairtrade is generally preferred over Rainforest Alliance and Fair O
Trade USA for all products except sugar, where Rainforest Alliance is FRTRADE
preferred

= Fairtrade Fair Trade USA m Rainforest Alliance = No preference

Bananas (n=209) 30%

Chocolate/cocoa

(n=305) 28%

Flowers (n=108) 22% 35% 8%

Tea (n=292) 22% 29% 14%

Coffee (n=387) 24% 31% 13%

Sugar (n=230) 45% 13%

Purchase Preference for Different Products with Fairtrade vs Fair Trade USA and Rainforest Alliance Labels, 2021 38



