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Executive Summary



Fairtrade is 
growing in the US



Label awareness & sustainable shopping is 
on the rise in the US.



Certification can help reach and retain 
consumers.



There’s an opportunity to be on the growth 
edge with Fairtrade in the US.



1. Trends in label awareness 
and sustainable shopping



More than 8 in 10 US consumers recall seeing some sort 
of  ethical or sustainability label in their shopping.



►

►

61% of US 
consumers recognize 
the Fairtrade Mark



Awareness of the Fairtrade label has rapidly increased in 
just the last 4 years, more than doubling the number of 
US shoppers who recognize the certification.



Trust is high among 
consumers who know 
Fairtrade.







Trust in Fairtrade has seen a significant increase among 
all consumers since 2021 and remained steady among 
those aware of the Mark.



Visibility of Fairtrade products has increased since 2021 
for nearly all major product categories in the US.



2. Reaching and Retaining 
Consumers



Shoppers see inflation as the most important challenge 
facing the world in 2023, followed by poverty and climate 
change.



Despite increased cost of living, 2/3 of shoppers who know 
Fairtrade are willing to pay more for certified products.



Shoppers are most motivated by promises of reduced 
pesticides and chemicals, no child labor and improved 
living standards for farmers and workers.



Shoppers’ purchase motivators and associations with 
Fairtrade’s impact are closely linked.



Shoppers recognize Fairtrade’s key benefits for farming 
communities.



Consumers will pay a higher premium for certified 
products, and the acceptable price difference has grown 
since 2021.









Fairtrade purchase frequency has steadily increased over 
the last decade. Today, 91% of shoppers who know the 
Fairtrade label report occasional or regular purchases.



85% of US shoppers said that carrying the Fairtrade label 
would make a positive impact on their impressions of a 
brand.



Around 4 in 5 consumers are willing to pay more for a 
product to ensure producers are paid a fair price.



Shoppers show high degrees of commitment to ethical 
sourcing regardless of their preferred retailers.



Two in three consumers who know Fairtrade prefer to 
shop at retailers that carry certified products.



3. Opportunities to grow



Recognition among Gen Z and millennials has 
significantly increased since 2021 and is growing fastest.



Emotional connection to Fairtrade among younger 
shoppers has strengthened significantly since 2021.



25–34-year-olds are the most likely to regularly purchase 
Fairtrade products.



Shoppers looking for Fairtrade would buy more if it was 
more accessible in their preferred stores.



Google and product packaging are shoppers’ main 
sources of information about Fairtrade. 



Consumers are eager to know more about the source of 
their favorite products and would be more likely to buy if 
they did.



Let’s Talk!

mailto:questions@fairtradeamerica.org
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