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Our partners are making a difference



Research Methodology









Fairtrade is gaining momentum in the US



1. Awareness and Trust



►

►

41% of U.S. 
consumers recognize 
the Fairtrade Mark.
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Shoppers with high levels of income 
and education are most aware of and 
most trust Fairtrade America. 





2. Shoppers & Products



84% of shoppers
that have seen the 
Mark buy Fairtrade 
products regularly 
or occasionally.



62% of middle-aged 
shoppers who have seen 
the Mark buy Fairtrade 
products every month.



TOP CHOICE

► Coffee
► Bananas
► Tea
► Chocolate 
► Flowers



Shoppers are willing to pay more for 
Fairtrade products



Shoppers looking for ethical 

products are most concerned 

about child labor, poverty, 

deforestation, and working 

conditions.



Frequent Fairtrade shoppers care 
more than average about…

Climate/Environmental Causes Women’s Causes



►

Fairtrade shoppers 
are advocates.







80% of consumers would 
feel more positively about a 

brand if it started carrying 
the Fairtrade Mark.



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



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



Fairtrade Canada Shopper Insights
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Summing it all up…



Questions?



Appendix
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