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Overview of Fairtrade as Social Innovation
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Vision and
Mission

Our Mission 3w 3v

To connect disadvantaged producers and consumers, promote
fairer trading conditions and empower producers to combat poverty,
strengthen their position and take more control over their lives.

PF G TSI BEEZEEHEELEDLGE, LYNIERE SD A E R
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Fairtrade’s scope tHRK LAY

For consumers: 332 E1
* Labelling Initiatives &

Marketing Organizations for 26

countries
TINIHEERB20NETER
* Products available in 70
countries
T 7N —RFREEE G /0NETRE

For producers: & E&{

* 3 Producer Networks

* 60 producer countries
604 EE. SEEERYNT—T
A clear focus on the Global

South \
HEEILTONZRIZFE]
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Fairtrade in Action

Strong consistent market growth

BEELEREERHTZI7 7N —RIBEH BOTHS

€4.36 Billion
43.6/1—0O
(2010)
4360

in Million Euros

Estimated Global Retail Sales

2004 2005 2006 2007 2008 2009 2010 . "
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Product
scope

Over 27 000 product lines available in over 70 countries
70HELL E 27,0008, EOBERT1V M RE

o N 3 * coffee * fruit
g ol H'i @ i 4 o
- =
R . . - [ I
'\'Wnﬁ‘illma\iu ° sugar * herbs, spices
5%, LY “"/; * cocoa * nuts
~3% v 1_:' Zy - A B tcolirect
0 Bt e
ﬁﬂl‘ _ * cotton ° grains, pulses,
Qlﬂi - ¢ wine and oilseeds
.
‘ ° sports balls flowers &
ornamental
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g plants O@
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FAIRTRADE Certification Mark

Jx 7N —REREE
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*GlobeScan, sample size 17 000 in 24 countries, 2010

INIL

The most widely-recognized ethical label in the world
R THREBIMSINE=TOHIL(GIER ) TNIL

Means that producers and traders have met the Fairtrade
standards A EEITTa<EE A - /IS - lRGEICEDLAEBL T
T —REEZTF OB RICHTONE TN

Supported by an independent, transparent and globally-
consistent certification system accredited by ISO 65

IS065 WEEZITERMELEHRLIMIBRBICLDTO—/ L THi—
SNFEFREEY AT I

72% believe independent certification best way to verify
ethical claims* 72%MOEEENMRENEREZERAT2ICFE=
B RALMANANE AL A E *

57% have seen the FAIRTRADE Mark, 90% of those trust
it* 57%DBEEN T TN —RBIIINILEREIENHBHEEE.

5590% M T NILE(FHREE B * OD
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Fairtrade Standards = 7R —RE#E

Producers benefit from — 4$EEADF L

* A guaranteed minimum price FH{EMBDIRE

- Fairtrade Premium to invest in community & business 7z 7k —K-
TLE7 ALATERRTHOAIA T AEEDRAANDERE

* Long-term commitments from buyers E\FA50REAGIZYRAUS
- Better access to pre-financing gsiAL I E

So they can FHICKYERTEZL

- Secure workers’ rights @& DEF DORER

*  Protect local environment #higinIREF#E

* Improve sustainable farm management #F#rleER 2ERE

- Decide democratically on managing Fairtrade premium in line
with own development needs #igDBER=-—RIcEIE AEEBS \
NEEMIZTITZN—R-TLIT7LOERERETED
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Social Movement #H&EEELTOTIT 7N —R

Strong global grassroots base of citizens / consumers

TJO—NIVIZIEADTTE - HEE T HDES)
The Fairtrade Towns campaign 7T 7h—R47> & &

* 1000+ Fairtrade Towns in 24 countries
(London, San Francisco, Rome)

OVRy o750 xR0, O0—<BE24AFIZ1,000LL £
DI TR —RIT

* 5 goals to increase Fairtrade availability
& awareness

Jx 7 —RE B DEE T AME EIZmF=bE%E

* Grassroots-led: city council, business,
schools, media, etc.

EORZEHNODLEMNY: TR EVRAEIZ—, O@
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Corporate Engagement £t 2—0OEEA

Dozens of 100% Fairtrade companies + 100%
commitments from global brands:
Jx7h—FEE- REICINA, 7O—/NILTSURIZES
100% 77N —RYIYEZ~DE)E

Starbucks R&—/\wH Rt Nestle KitKat XL #t¥vhAvk
100% Fairtrade espresso in
Europe *  100% Fairtrade in UK & Ireland
Doubling of Fairtrade purchases in
2009 Ben & Jerry’s Ry &¥r)—(F7A4X
$20M small farmer loan program B TSR

Cadbury Dairy Milk R/
J—TA)—3LY

100% Fairtrade in UK, Ireland, &
Canada, Australia, New Zealand O
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100% Fairtrade in Europe
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Case Study — coffee from Democratic
Republic of Congo

F—XZR3T4 —aVdRFTHMEOI—E—

1,300 farmers in the Sopacdi co-operative from the
troubled Lake Kuvu region in the eastern Congo are
supplying Sainsbury‘s with Fairtrade coffee. =&a> I - 77 #
D&Y, 1.300BRAVN—AINB T 20— —ELEEZMBEM.
AFVAKFRA—/N— Y AR—~T 7N —RO—E—%E 5T

Most coffee from this part of DRC is smuggled across the
lake to Rwanda at night and 1,000 people drown each year |
in the process. COHiEMASDI—E—DIFEAENHEE>TILTY |
SR, |
Support to develop women’s co-operative from TWIN |
TWINICE DAY N—DIRDEEEZE B ERILA~DHR—b

Quality and trading advice from coffee roaster Matthew

Algie I&piZEEMatthew Algiel=k 2 8 - E5|I12B8d 515E

Improvement to quality and productivity through ICO e dmewo L Tes
project and DRC government. (COLa>THMOTOSTIMER  smmiss Eitas S |50
L=-RE - EEERE~OREA ﬁ%} S | . ks

Fairtrade investment funded by DFID support for
development of impact in conflict-affected areas.
DFID(REEERFEE) MoDOESEBICEY, MRl ET 5%
BEELTIZ TN —R~DEE FAIRTRADE
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Case Study —raisins from Afghanistan
T—RRBATA —FIHZRZVDL—XY

The Shomali Plain used to be known as the “garden of Kabul” and
supplied high-quality raisins S &&EL— X DOHFiE#E > a< TR

3 decades of conflict have prevented farmers from using improved ““’Q’{/y rOLAES
technology to improve yields and access to markets has been lost. 2= W
30FITIRAHMPFICKRY EEMR LOBEMBEFLT =7 b7 7RO T rawsins
i-li:" iﬁ burstingsxri‘k:'lilea‘::: ;)

from the Shomali
Plain, Afghanistan

Fairtrade project is partnership of UK trader Tropical Wholefoods,
international NGO Mercy Corps and the Parwan Raisin Producer
Co-operative (PRPC) with 300 members +F)XnZEZETropical
Wholefoods#t. EIBENGO-Mery Corps, 300AV N—MINB T BL— X4 EER
BTN =2y TERAH T T —RTOP T IR A

Mercy Corps' Global Development Alliance programme has helped
the farmers with water and soil management, disease control,
providing drying mats to improve quality and trellised grape
production to increase yields. Mercy Corps® 5 O—/NILERETZSA T XS
A7 S LICEY, KR TEEECRIEEDCEE, §80RESE A EEM L
DI=HDEIRTINET L EE R

Tropical Wholefoods have collaborated with Roshan, Afghanistan’s
largest mobile service provider, so that farmers can get up-to-date
market information and get the best price for their crop. BXRABE5

DINEY Iz L BMEE TEE|E T 52ENTESLS. Tropical Wholefoods#t(d,
TIHZRBZVBRADERTEFZ T —ERATONA A —LIREL, ERVARFTOI—T FAIRTRADE
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Thank you
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