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I oRrEWORD

The Heinrich Boll Foundation is proud to have
funded the study “Facts and Figures on Fair Trade
in 25 European countries”. Why did we support this
research?

One of the main aims of the Foundation is to find
ways to address the unequal global trading relations
between the North and the South. The development
of Fair Trade is a positive step towards achieving the
goals that the Foundation has as its guiding prin-
ciples. As stated in our statutes, “The Foundation’s
work is oriented towards the fundamental political
principles of ecology, democracy, solidarity and non-
violence (...) the Foundation encourages and supports
groups and individuals observing their responsibility
to shape the world more peacefully, to conserve our
natural environment and to advance the world-wide
recognition of human rights”.

Fair Trade enables small farmers and producers to
maintain a decent standard of living through their
economic activities. It also allows consumers to
actively make a positive contribution towards a change
in trading and production practices. The development
of Fair Trade sales from specialist outlets to main-
stream supermarket chains will hopefully contribute
towards more just and equitable trading relations on
an international scale.

As Fair Trade continues to develop and consumption
continues to increase, the European Union will
have to demonstrate its commitment to Fair Trade.
Developing countries need to be sustained in their
quest to improve the social and economic living
conditions of their populations.

Infrastructure within the developing countries will
improve as a result, giving small scale farmers and
rural entrepreneurs the opportunity to increase the
added-value of their products. With a greater percent-
age of processed farm products, the developing world
will be able to improve their commercial trade balance.

Fair Trade is not the magic wand that will solve
all global injustices but it is undoubtedly one
key element in changing the complex and
unjust trading realities for the better.

Claude Weinber

Director

Heinrich Boll Foundation

EU Regional Office - Brussels



I InTRODUCTION

Fair Trade is entering a new stage. From modest
beginnings in the 1950s it has now
developed into a worldwide movement,
benefiting millions of producers and
their families, farmers and workers in
developing countries. International
Fair Trade sales have been growing
more than 20% every year since
the beginning of the 21st century.
More and more consumers want
to be sure that producers receive

a fair deal for their products.
They want to know the condi-
tions under which the chocolate

or bananas they are eating have
been produced. They want to be
confident that the jewellery or
clothes they wear have provided
the producers with the means to
pay for their food and housing and
enabled them to send their children
to school.

This piece of research proves the success
of Fair Trade in Europe. Fair Trade has
become much more than a “niche market” for
socially-aware and middle-class Northern consumers.
It is expanding into mainstream distribution channels
and is increasingly being recognised by consumers,
public authorities and even private companies as an
efficient tool for poverty eradication and sustainable
development.

However, a lot of work needs to be done to sustain
this growth and to extend the related benefits to
even more producers. Europe is the biggest market
for Fair Trade products with an estimated 60 to 70%
of all global sales and there is a huge potential for
further growth. By collecting the available data, this
research is one important step in identifying new
and innovative ways to fulfil this potential.

Certain conclusions can be drawn from the study.
A major conclusion is the importance for the Fair
Trade market of a strong Fair Trade movement, often
sustained by volunteers, who organise public events,
Fair Trade breakfasts or fairs or who convince their
local authorities to become a Fair Trade town.

Additionally, the retailers - both the specialised Fair
Trade shops (the “Worldshops”) and the supermarket
chains that prominently place Fair Trade products on
their shelves - are key in the progress of Fair Trade
consumption.

Public institutions can also play a strong role.
Thanks to the pressure of many members of the
European Parliament, Fair Trade coffee and tea is
now being served at all the parliament meetings.
Civil servants of the European Commission can buy
Fair Trade products in their cafeterias and many local
authorities have included Fair Trade requirements in
their public procurement policies or in their tenders
for school catering services. Public purchasing
policies should always include fair criteria.

FACTS AND FIGURES ON FAIR TRADE IN 25 EUROPEAN COUNTRIES
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For funding and practical reasons, this study - which
builds on a previous survey carried out in the year
2000 - had to focus on Europe only. But the Fair
Trade movement is truly global, with members in
more than 60 countries worldwide. Figures about
Fair Trade trends in North America and the Pacific
Rim are currently being collected by the US based
Fair Trade Federation.

A comprehensive collection of data about Fair Trade
producers is another important task ahead. Much
research has been carried out to assess the impact of
Fair Trade on producers in developing countries but
so far there is no clear methodology as how to best
quantify this impact. And while we know that many
women are involved with Fair Trade, particularly in
the production of handicrafts, we do not have a sys-
tematic analysis of the impact on the lives of women
which would enable the Fair Trade movement to draw
conclusions for further improvements.

South-South Fair Trade, with Southern producers and
exporters increasingly selling their products on local
markets or to neighbouring countries, represents a
new stage in the evolution of Fair Trade. Estimations
show that Fair Trade sales in producing countries are
growing dramatically. How can this trend be sustained
and further developed?

These are only some of the many areas where further
investigation is needed. A systematic collection of all
research available would be a very useful first step.

The study also shows that Fair Trade is much more
than a business. It is an instrument to make poverty
history. The mission of the international Fair Trade
movement is that all trade should be fair. Our experi-
ence demonstrates that fair and responsible trading
relationships are possible. Based on this knowledge
we ask other companies to review their current way of
working and to incorporate fair principles into their
business practices. We also ask trade policy makers
to take the needs and concerns of small producers
into account. After several rounds of international
trade negotiations, the world trading system is still
deeply unfair and needs to drastically change if it
is to contribute to sustainable development and
poverty reduction.

FAIR TRADE IN EUROPE 2005

There are some lessons to be learned from Fair Trade
for trade policy making, such as the need to protect
and support the weaker partners in the trading
relationship and to take the social and environmental
conditions of production into account in trade ne-
gotiations, in order to avoid a constant race to the
bottom in the global market place.

For the first time, this research was jointly carried out
by four international Fair Trade associations, namely
FLO (Fairtrade Labelling Organizations), IFAT (Inter-
national Fair Trade Association), NEWS! (Network of
European Worldshops) and EFTA (European Fair Trade
Association). It demonstrates the increased collabo-
ration among these four associations who now have
a joint advocacy office in Brussels.

We are very grateful to the author of the survey,
Jean-Marie Krier, who patiently awaited and chased
the questionnaire responses of 126 organisations and
other contacts throughout Europe, and carefully col-
lected and evaluated all answers, filling in the remain-
ing gaps wherever possible. We are also grateful to
the Heinrich Boll Foundation who funded this survey
and with whom we hope to work on future projects.

Anja Osterhaus
Fair Trade Advocacy Co-ordinator



3 xecuTIVE SUMMARY

FAIR TRADE IN EUROPE: AN ONGOING SUCCESS STORY

With Fair Trade products now available from nearly
79,000 points of sales throughout Europe, the
concept of a fairer exchange between marginalised
producers in Africa, Asia and Latin America and con-
sumers in the industrialised countries has become
firmly grounded.

This survey collects data from national and interna-
tional Fair Trade organisations in 25 European coun-
tries and reveals that the annual aggregate net re-
tail value of Fair Trade products (labelled and
non-labelled) sold in Europe now exceeds € 660m'.
This is considerably over double the figure five years
ago, when it was estimated to be about €260m. The
increase of 154% over 5 years represents a sustained
average annual increase of about 20% per year.

Fair Trade has thus become one of the fastest grow-
ing markets in the world. About €120m of the
annual retail sales are generated through sales via
the Worldshops. There are now over 2,800 of these
specialist shops within Europe, stocking almost ex-
clusively Fair Trade products.

As pioneers of the Fair Trade movement they count
on the contribution of about 100,000 volunteers all
over Europe. In recent years many activities aimed
at professionalizing the Worldshops have been high-
ly successful.

In the 25 countries dealt with in this survey about
200 Fair Trade importing organisations contribute
to the Fair Trade market, by either supplying the tra-
ditional Fair Trade markets (i.e. Worldshops, church
and solidarity groups, etc.) or the commercial mar-
ket, or both. Many new companies have entered the
market in the last five years and -apart from a few
rare exceptions- older players have seen their turno-
ver increase substantially in the last few years.

The most significant part of the overall increase of
Fair Trade sales has been achieved with labelled prod-
ucts, particularly with coffee and bananas. There are
now Fairtrade labelling initiatives in 15 European
countries, including Spain, the latest newcomer. The
total value of products sold under Fair Trade labels in
14 European countries? is about €597m.

A large part of this growth would not have been
possible without a growing number of commercial
partners becoming involved through the Fairtrade
labelling schemes. Some of these partners have
invested heavily in bringing Fair Trade to their
national supermarkets. Today Fairtrade labelled
products can be bought in about 55,000 super-
markets all over Europe.

The market impact is becoming impressive.

In Switzerland 47% of all bananas, 28% of the flowers
and 9% of the sugar sold are now Fairtrade labelled.
And in the UK, a market with eight times the popula-
tion of Switzerland, Fairtrade labelled products have
achieved a 5% market share of tea, a 5.5% share of
bananas and a 20% share of ground coffee.

Much of the recent success is also due to increasing
cooperation between the traditional Fair Trade players
in Europe. Importing organisations, Worldshops and
labelling organisations have built up their inter-
national networks, and these networks are also
cooperating intensively at European and even global
level.

The situation of Fair Trade in Europe varies, with the
establishment of very new markets (especially in the
new Eastern EU-member countries) to countries with
very mature markets and organisations.

The situation also differs greatly depending on which
specific aspects are taken into account. Neverthe-
less, Fair Trade players identified the most important
challenges as follows®:

For the Worldshops, which represent the oldest pil-
lar of Fair Trade, the key challenges are:

e To identify further sources of growth by continuing
to professionalize the operations of Worldshops.

® To develop a well-balanced monitoring system in
order to gain credibility in the eyes of the con-
sumer.

® To find the right balance between their business
operations and the mission to provide space for
political action.

FACTS AND FIGURES ON FAIR TRADE IN 25 EUROPEAN COUNTRIES
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For the labelling organisations (the most recent
newcomers to the Fair Trade movement), the situa-
tion looks quite different:

e Firstly they will need to effectively manage their
considerable growth, which is likely to continue
for some time.

e Secondly, with more of the big players and multi-
nationals showing an interest in Fair Trade label-
ling, it will be crucial to find innovative ways to
co-operate with multinationals, yet still remain
critical where necessary.

e Thirdly, a balance needs to be found between the
desired need for standardization on the one hand,
and tendencies of overregulation from official
bodies on the other.

FAIR TRADE IN EUROPE 2005

Importing organisations, who
often find themselves situated
between competing demands
from producers on the one
hand and consumers on the
other, face the three fol-
lowing most important

market-oriented  chal-
lenges:
® The importance of

building greater brand
and company loyalty in
the face of increasing
competition.

® The need for importers
to identify new sources of
growth outside of the su-
permarkets.

® The need to further
strengthen cooperation be-
tween importing organisations
through the establishment of joint
activities.

Market research in most countries indicates
that public awareness of Fair Trade is increasing
and gaining wider appreciation.

Through the involvement of both the traditional Fair
Trade players (importers, Worldshops and labelling or-
ganisations) along with the increasing number of com-
mercial partners, prospects for continuing to deliver
positive benefits to Fair Trade producers are high.

The Fair Trade success story is obviously destined
to continue for a while yet!

1 Most detailed figures that go into this aggregate figure refer to the finan-
cial year 2004, i.e. ending between 1 July 2004 and 30 June 2005

2 Without Spain, where the label was launched in October 2005 only

3 See the respective chapter for more details



Table 1: Five years of Fair Trade dynamics in Europe: A statistical overview

Importing organisations

Paid staff (full-time equivalent)

Importing organisations 746 851 + 14
Worldshops associations 32 107 + 234
Labelling organisations 71 113 +59
TOTAL 849 1,071 + 26

Education / PR / marketing, in 000 €

Importing organisations 5,600 11,400 + 104
Worldshops associations 1,000 1,700 +70
Labelling organisations 3,500 5,100 + 46
TOTAL 10,100 18,300 + 81

All Fair Trade products, in 000 €
Net retail value, estimate

Remarks

1. All figures are minimum figures as they do not
include those organisations which have not con-
tributed.

2. It is important to understand that in many cases
the above comparisons do not refer to the same
sample, organisations included in 2001 are not
necessarily included in 2005 and vice versa, de-
pending on the willingness of the organisations
to contribute to this survey.

260,000

660,000

+ 154

3. More details can be found in the country chapters
and in Annex 2, which gives the exact breakdown

of the above figures at national level.

4. For a comprehensive understanding of the above
figures see the explanations given in Annex 3.

4 As presented in the “Fair Trade in Europe 2001" edition

5 In general these figures relate to 2004, i.e. the financial year ending
between 1 July 2004 up till 30 June 2005; in a few exceptional cases

figures are from 2003

FACTS AND FIGURES ON FAIR TRADE IN 25 EUROPEAN COUNTRIES
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JIZAPPING FAIR TRADE IN EUROPE

A: NUMBER OF WORLDSHOPS (0CTOBER 2005)

NOTES

- Norway: 0

- For the 9 countries not
listed in the table ((Z,
GR, HU, LV, LT, MT, PL,
SK and SL) figures are
not yet available as Fair
Trade is just about to
start there. See the
respective country
chapter for more details

France

Po
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B: SUPERMARKETS SELLING FAIR TRADE PRODUCTS (0CTOBER 2005)

NOTES

- Portugal, Spain, Sweden:
figures not available 23.000

- For the 9 countries not
listed in the table (CZ,
GR, HU, LV, LT, MT, PL, SK
and SL) figures are not
yet available as Fair Trade
is just about to start
there. See the respective
country chapter for more
details

Po
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C: PAID STAFF IN FAIR TRADE ORGANISATIONS (FULL-TIME EQUIVALENTS - OCTOBER 2005)

NOTES
- Staff employed in 246

- For the 9 countries not

12

individual Worldshops
not included

listed in the table (CZ,

GR, HU, LV, LT, MT, PL, SK
and SL) figures are not yet
available as Fair Trade is
Just about to start there.
See the respective country
chapter for more details

ZI.

Lu_xemb rg

France
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D: TURNOVER IMPORTING ORGANISATIONS IN 000 € (0CTOBER 2005)

NOTES 59.556

- Luxembourg: direct imports
by Worldshops

- Norway: 0

- For the 9 countries not
listed in the table (CZ,
GR, HU, LV, LT, MT, PL, SK
and SL) figures are not yet
available as Fair Trade is
Just about to start there.
See the respective country
chapter for more details

Finland

France
Po
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E: TURNOVER WORLDSHOPS IN 000 € (OCTOBER 2005)

NOTES

- Italy: figures not
available

- Norway: 0 30,340

- For the 9 countries not
listed in the table (CZ,
GR, HU, LV, LT, MT, PL, SK
and SL) figures are not yet
available as Fair Trade is
Just about to start there.
See the respective country
chapter for more details

12,262

Pori
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F: RETAIL VALUE LABELLING ORGANISATIONS IN 000 € (0CTOBER 2005)

NOTES
- Portugal, Spain: not
applicable 206,289
- For the 9 countries not
listed in the table ((Z,
GR, HU, LV, LT, MT, PL, SK
and SL) figures are not yet
available as Fair Trade is
Jjust about to start there.
See the respective country
chapter for more details

°
B

" 5 7,700

RS Finland
if Koy 4,540
%4 Norway

(e

136,028 12,000

(’;4 k

35,000
Netherlands

Po
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G: NUMBER OF LICENSEES (0CTOBER 2005)

178

NOTES

- Italy: not available

- Portugal: not applicable

- For the 9 countries not
listed in the table ((Z,
GR, HU, LV, LT, MT, PL, SK
and SL) figures are not yet
available as Fair Trade is
Jjust about to start there.
See the respective country
chapter for more details
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H: EXPENDITURES ON PR, EDUCATION AND MARKETING IN 000 € (0CTOBER 2005)

NOTES

- For the 9 countries not
listed in the table (CZ,
GR, HU, LV, LT, MT, PL, SK
and SL) figures are not yet
available as Fair Trade is
Jjust about to start there.
See the respective country
chapter for more details

Netherlands

France

Po
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PART ONE

Facts and Figures
on Fair Trade in Europe



1.1. WHAT IS THE OBJECTIVE OF THIS STUDY?
The objective of the survey is to provide a com-
prehensive up-to-date overview of the extent, the
structure, the activities and the impact of the Fair
Trade movement in Europe (including the effects
of Fair Trade labelling initiatives) on the European
mainstream market.

1.2. WHO IS BEHIND THIS STUDY?

This survey was commissioned by FINE, the infor-
mal coordination of the four international Fair Trade
networks: Fairtrade Labelling Organizations (FLO),
International Fair Trade Association (IFAT), Network
of European Worldshops (NEWS!) and European Fair
Trade Association (EFTA).®

1.3. WHICH COUNTRIES ARE COVERED

BY THIS STUDY?

This survey, the fourth of its kind, covers 25 coun-
tries compared with 18 countries in 20017, 16 in
1998 and 14 countries in 1995.

Countries included are all those 23 EU member coun-
tries where Fair Trade activities can be found (i.e.
the 25 member states minus Cyprus and Estonia)
plus Norway and Switzerland.

The Czech Republic, Hungary, Latvia, Lithuania,
Poland, Slovakia and Slovenia appear for the first
time.

1.4. WHAT KIND OF ACTIVITIES

ARE CONCERNED BY THIS STUDY?

Because Fair Trade began as a decentralized move-
ment, it is inevitable that for many years there has
been a variety of definitions of Fair Trade around.

A first definition that was shared by all the main
players was adopted in April 1999 at the FINE level,
i.e. between the four most important international
Fair Trade networks.

This first definition of Fair Trade was fully revised
and agreed upon in October 2001.

20  FAIR TRADE IN EUROPE 2005

SCOPE OF THE SURVEY AND METHODOLOGY

1.5. WHICH CATEGORIES OF PRODUCTS ARE

CONCERNED BY THIS STUDY?

This report concentrates on two categories of

products:

e Goods imported and sold by Fair Trade organisa-
tions members of the FINE networks (mainly im-
porting organisations and Worldshops) according
to Fair Trade criteria, sourced mainly from small-
scale producers.

® Goods imported and sold commercially with the
Fairtrade label, indicating that the conditions of
trade for these products have been certified by an
independent organisation as meeting their crite-
ria and standards.

The research does not include wholesalers and retail-
ers whose claim to trade fairly cannot be substanti-
ated through a guarantee or independent monitor-
ing or certification scheme.

1.6. HOW WAS THIS SURVEY CONDUCTED?
A separate questionnaire was developed for each of
the four different types of organisations:

e the importing organisations;

e the national Worldshops associations;
e the labelling organisations;

e the international networks themselves.

The organisations were identified and contacted via
the membership lists of the four international Fair
Trade networks working in Europe, namely FLO, IFAT,
NEWS! and EFTA. In countries with sparse contacts,
some private persons were contacted along the
institutional contacts to help with identifying other
or new potentially relevant organisations.

The questionnaires were sent via e-mail to a total of
126 organisations and persons at the end of March
2005.

75 questionnaires out of the 126 were finally re-
turned®. One reason for the relatively low turnout
and the slow response might be the high workload
on most people involved in Fair Trade as well as the
ever-growing number of studies, researches, question-
naires, etc. in which the Fair Trade organisations are
asked to cooperate.



The organisations which returned the questionnaire
are all listed in Annex 1. The returned questionnaires
represent 35 importing organisations®, 13 Worldshops
associations, 13 labelling organisations'® and 4 inter-
national networks, as well as 10 organisations and
private persons from the new EU-member countries.

Basic facts and figures are presented in a table for
each of the country chapters. A condensed overview
of this information is presented in Table 1 (see execu-
tive summary), and a more detailed summary table is
available as Annex 2.

Data contained in this survey generally reflect the
situation in the different countries as per summer
2005.

6 See below for more details

7 In comparison with figures from the 2001 edition (they mostly referred
to the years 1999 or 2000) it will read “five years ago”; the 2001 edi-
tion was prepared by Jean-Marie Krier on behalf of EFTA — the European
Fair Trade Association — under the title “Fair Trade in Europe 2001.
Facts and Figures on the Fair Trade sector in 18 European countries”;
the previous editions can all be downloaded from EFTA’s website
www.eftafairtrade.org

8 Five years ago this figure was 59 out of 76

9 Although Ctm altromercato from Italy and claro fair trade from Switzerland
are importers and Worldshops associations at the same time, they have
been counted as importers only

10 The only one missing out was Fairtrade-TransFair Italy

Definition of Fair Trade:

Fair Trade is a trading partnership, based
on dialogue, transparency and respect, that
seeks greater equity in international trade.
It contributes to sustainable development
by offering better trading conditions to, and
securing the rights of, marginalised produc-
ers and workers — especially in the South.
Fair Trade organisations (backed by con-
sumers) are actively engaged in supporting
producers, in awareness raising and in cam-
paigning for changes in the rules and prac-
tices of conventional international trade.

The essence of Fair Trade

Fair Trade’s strategic intent is:

deliberately to work with marginalised
producers and workers in order to help
them move from a position of vulner-
ability to security and economic self-
suﬂiciency;

to empower producers and workers as
stakeholders in their own organisations;
actively to play a wider role in the global
arena to achieve greater equity in inter-

national trade.

FINE, October 2001

FACTS AND FIGURES ON FAIR TRADE IN 25 EUROPEAN COUNTRIES
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2.1. FAIR TRADE ORGANISATIONS

There are four types of established Fair Trade organi-
sations, which all assume different roles within the
trading chain from producers in the South to con-
sumers in the North.

Producer organisations cultivate or produce a wide
variety of marketable products (food products like
coffee, cocoa, tea, fresh and dried fruit, spices, etc.
as well as a wide variety of handicrafts including
baskets, glassware, jewellery, musical instruments,
toys, etc.) and export them to the consumer coun-
tries. The producers are at the very heart of the Fair
Trade system.

Fair Trade importing organisations buy products
from producer organisations at a “fair price”*'. In
their respective home countries the importing or-
ganisations operate as wholesalers or retailers, or
sometimes as a combination of both.

Importing organisations assist their producer part-
ners in many different ways: they advise them on
product development; they help them with skill and
management training or offer them additional sup-
port in difficult economic and social conditions.

In their home markets they sell the products through
a wide variety of different channels: often through
specialist shops (“Worldshops”) and local groups or
representatives. Many of them also use other chan-
nels such as commercial stores, organic or whole
food shops, gift shops, supermarkets, mail order
catalogues, or internet-based online shops. Some
are also active in the catering market.

They initiate or participate in campaigns aimed at
raising consumer awareness on North-South issues.
They promote Fair Trade as an alternative to the un-
fair practices of international trade and lobby for
change at the political level. For this advocacy work
they link up with a wide variety of organisations
working on related issues (development NGOs, aid
agencies, education centres etc.).

Worldshops are specialist shops for Fair Trade prod-
ucts. They sell Fair Trade products to consumers, but
they also organise informative and educational Fair
Trade promotional activities for the public. They en-

22  FAIR TRADE IN EUROPE 2005
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courage their customers to join campaigns on North-
South issues and to lobby their local and/or national
decision-makers.

Worldshops are run mainly by locally based associa-
tions of dedicated people. Although they generally
organise their activities in a business-like way, they
take pride in the fact that they are “not-for-profit”
organisations. In most Worldshops, volunteers do
most of the work.

In most countries the Worldshops have formed
national associations to facilitate regular cooperation
and communication. Many of the shops are support-
ed in a variety of ways by local solidarity groups.

Fairtrade labelling initiatives: the success of Fair
Trade in recent years can be attributed to the de-
velopments which have taken place within Fairtrade
labelling, allowing many commercial companies to
become new Fair Trade partners.

The first Fairtrade labelling scheme was developed
under the name “Max Havelaar” in the Netherlands
in 1988. This example has since been followed in
many other countries, mainly throughout Europe and
North America. Today there are 20 national labelling
initiatives around the world (the latest initiatives
being in Mexico and Spain) responsible for promot-
ing and licensing the Fairtrade label in their respec-
tive countries. The Fairtrade label guarantees that a
particular product conforms to Fair Trade standards
and contributes to the development of disadvan-
taged producers and workers.

The initiatives are known, amongst others as Max
Havelaar, TransFair and the Fairtrade Mark. These
initiatives are generally developed and sustained by
broad coalitions of concerned organisations (devel-
opmental or environmental NGOs, church organisa-
tions, trade unions, consumer organisations etc) who
commit themselves to introducing labelled products
into mainstream sales outlets such as supermarkets,
the catering business and public institutions.

Under their worldwide umbrella organisation “Fair-
trade Labelling Organizations International” (FLO?)
the national initiatives are continuously extending
the Fairtrade labelled product range. This is im-



portant because it creates new opportunities for
producers of existing products and it also allows
new producers and workers to join the Fair Trade
system.

2.2. FAIR TRADE RELATED ORGANISATIONS
Apart from the organisations mentioned previously,
there are many others which also have links with
Fair Trade:

e STEP and Rugmark are two specialist labelling or-
ganisations dealing with labour conditions in the
worldwide carpet industry. Although they have a
single-product focus only, they largely share the
same beliefs and make use of the same instru-
ments as the Fair Trade labelling organisations in
order to convey their message.

The Flower Label Program (FLP) also falls within
the same category.

e Organisations which aim to help producers to meet
European market requirements through providing
consultancy services, help with product develop-
ment and skills training etc. They may be part of
a traditional Fair Trade organisation or be a sepa-
rate legal entity, for example Traidcraft Exchange
for Traidcraft plc in the United Kingdom.

® NGOs directing some of their awareness-raising
activities towards responsible consumerism or
fairer trade rules and practices between the North
and the South. The internationally active “Clean
Clothes Campaign” is one example, working to-
wards improving labour conditions and empower-
ing workers in the global garment and sportswear
industry.

Many of these organisations are in such close col-
laboration with Fair Trade that they have recently
opted to become members of IFAT, the International
Fair Trade Association.

Last but not least, it is worthwhile mentioning that
the extraordinary growth of the established Fair
Trade sector would not have been possible without
the adequate means to finance this growth.

Financing organisations with a relatively strong
commitment to Fair Trade such as Triodos Bank,

Oikocredit and Shared Interest have all proved very
helpful in this context.

Triodos Bank, with its headquarters in Zeist in the
Netherlands, is a pioneering force in the world of
sustainable banking and has offices in the Nether-
lands, Belgium, the United Kingdom and Spain.

The bank provides transaction-based finance to Fair
Trade or organic producer organisations in develop-
ing countries or Central and Eastern Europe. The aim
is to enable them to export their products directly
and at a fair price. The volume of credits given is
based on a certain percentage of the export con-
tracts of, for example, coffee, tea or other Fair Trade
products. Organisations wishing to apply for trading
finance need to be registered with FLO or need to be
engaged in certified organic production.

Oikocredit’s funding consists primarily of sharecapi-
tal (€226m December 2005) provided by a network
of 600 institutional and 23,000 individual investors
from all over the world. Based on Oikocredit’s inter-
national network of 11 regional offices, 18 country
offices and the headquarters in the Netherlands,
Oikocredit provides different types of financing to
cooperatives and finance institutions as well as to
small and medium-sized enterprises.

During the UN Year of Microcredit 2005, Oikocredit
attracted special attention at international level,
being the world’s largest source of private finance
within the micro-financing sector, with an active
investment portfolio of more than €160 million of
which €107 million outstanding (December 2005)
in micro-finance institutions in Africa, Asia and Lat-
in America. This enables local partner organisations
to provide the economically poor with micro-loans
so that they can create their own jobs and income.

Oikocredit is also actively involved in Fair Trade
financing. In December 2005, Oikocredit had €11.2m
of outstanding credits provided to either Fair Trade

11 Fair Trade producers receive a “fair price” for their products. This price
is mutually agreed between Fair Trade producers and buyers with the
objective of providing a living wage and of covering the costs of sustai-
nable production (all production costs are taken into account). For the
Fairtrade labelled products, this also implies the setting of a minimum
price.

12 See below for details
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producer organisations in the South or importers/
wholesalers. This represented some 5% of the
organisation’s total loan portfolio.

Shared Interest, based in Newcastle Upon Tyne in
the United Kingdom, is a specialist in Fair Trade
financing. It has over 8,000 members and a total
share value of more than €30m. Its sole aim is to
provide credit to Fair Trade organisations through its
Clearing House and through providing loans.

Membership of the Clearing House is open to both
buyer and producer members of IFAT and producers
certified by FLO. In 2004 Shared Interest had 365
producer organisations receiving payments worth a
total value of over €28.5m.

2.3. FAIR TRADE'S COMMERCIAL PARTNERS
The labelling schemes have attracted many commer-
cial companies to Fair Trade. Aided by the guidance
and services of the national labelling initiatives as
well as by FLO-Cert, the international certification
body, these schemes have become one of the main
driving forces behind the enormous growth of the
past five years.

Some of them, like the Co-op chains in the UK,
Switzerland and Italy, have been making impressive
efforts to expand the Fair Trade market. In many cases
these new commercial partners have invested vast
amounts of time and money in promoting Fair Trade,
often with a great deal of success and consequently
bringing enormous benefits to producers.

There are now approximately 500 commercial ex-
porters, importers, processors and distributors
registered with FLO-Cert and a further 500 licensees
of the national initiatives brought to Fair Trade via
the labelling scheme. Many of the big European
distributors and supermarket chains such as Auchan,
Casino, Cora, Monoprix and Leclerc in France and
Metro, Rewe, Edeka, Spar/Eurospar, Karstatdt/Hertie,
Kaiser's Tengelmann in Germany, are now Fair Trade
commercial partners.

In many cases, market success would not have been
possible without specific companies moving in to
bridge the gap between Fair Trade producers and
supermarket customers. Companies like AlterEco (in
France), AgroFair (in the Netherlands), CaféDirect
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and the Day Chocolate Company (both from the UK)
have been highly successful at bridging this gap.

An interesting new development, where commercial
partners start switching their whole product line to
meet Fair Trade standards can be seen in markets
where the Fairtrade labelled product range is already
well developed. In Switzerland for example, Co-op,
one of the two big players in the Swiss retail food
market, has decided to sell all of its bananas under
the Max Havelaar label. In the UK the Co-op Group
supermarkets have switched a 100% of their choco-
late range to Fair Trade; Marks & Spencer’s in-store
cafés sell 100% Fair Trade coffee, as does the AMT
chain of over 35 coffee bars.

2.4, INTERNATIONAL FAIR TRADE ORGANISA-
TIONS IN EUROPE

Four multinational Fair Trade organisations are cur-
rently active in Europe:

IFAT (International Fair Trade Association)®* was
established in 1989. It is a global association of
nearly 300 organizations in over 60 countries, who
have the concept of Fair Trade at the heart of their
mission and at the core of what they do. Members
are producer co-operatives and associations, export
marketing companies, importers, retailers, national
and regional Fair Trade networks and Fair Trade Sup-
port Organisations.

Approximately 65% of the members are based in
the South (in Asia, Africa and Latin America) with
the rest coming from Europe, North America, Japan,
Australia and New Zealand.

IFAT’s mission is to improve the livelihoods and well
being of disadvantaged producers by linking and
promoting Fair Trade Organizations and speaking out
for greater justice in world trade. IFAT’s core fields
of activities are:

® Developing the market for Fair Trade. It does so by
providing information on market opportunities to
members, organizing workshops and acting as an
information point. On the IFAT website and in the
Catgen (Catalogue of Catalogues) on line data-
base, buyers can look for Fair Trade producers and
products. IFAT members also jointly participate in
international trade fairs.



® Building trust in Fair Trade. In order to build trust
in Fair Trade, IFAT operates a 3 tier monitoring sys-
tem consisting of self-assessment, mutual review
and external verification. This system is acces-
sible, participatory and cost effective. Members
who have successfully completed their self-as-
sessment can use the FTO Mark (the “Verification
of true Fair Trade Organizations”).

® Speaking out for Fair Trade. With the “Global Jour-
ney” a banner showing the FTO Mark is being car-
ried around the world to spread the Fair Trade
message and to call for greater equity in interna-
tional trade. Setting off in January 2004 from one
of the poorest districts in Mumbai (India), the
Global Journey passed through Asia, Latin America,
North America and Canada and is continuing its
journey through Africa and Europe.

e Providing networking opportunities through or-
ganizing a global conference every two years (in
2005 it took place in Quito, Ecuador), as well as
regional conferences in the years in between.

e Empowering the regions. The 3 Southern regions
have a formal legal status and secretariat: AFTF
(Asia Fair Trade Forum), COFTA (Cooperation for
Fair Trade in Africa) and Asociaci6n Latinoameri-
cana de Comercio Justo.

EFTA (European Fair Trade Association), established
in 1987, is an association of 11 importing organisa-
tions in 9 European countries.

The aim of EFTA is to support its member organisa-
tions in their work, encouraging them to cooperate
and coordinate. It facilitates the exchange of infor-
mation and networking, it enables the division of la-
bour and it identifies and develops joint projects. It
does this by organizing meetings between members
(on food, handicrafts, marketing, management) and
by circulating relevant information to them.

It also maintains a database of EFTA suppliers called
Fairdata. EFTA has an office in Brussels which is
responsible for the execution of the Fair Procura
project, co-financed by the European Commission.
The aim of this project is to make public authorities
and institutional buyers locally active within the
sustainable development framework.

NEWS! (Network of European Worldshops), estab-
lished in 1994, is a network of 15 national associa-
tions of Worldshops, representing about 2,400 shops
in thirteen countries. Italy and Switzerland both
have two member organisations in NEWS!

The network facilitates cooperation and network-
ing between its members by providing information
(NEWSletter, website, workshops, etc.) and by organ-
ising a bi-annual European Worldshops conference.
It develops and coordinates European-wide cam-
paign activities and provides members with the ma-
terials needed to participate. The newest campaign
under the title “Stand Up for Their Rights!” is about
exploitative child labour and runs from May 2005 to
July 2007. Worldshops in 11 European countries are
participating in this campaign.

FLO (Fairtrade Labelling Organizations Inter-
national), established in 1997, is a network of
20 national label initiatives. Fairtrade labelling or-
ganisations exist in 15 European countries as well
as in Canada, the United States, Mexico, Japan and
Australia/New Zealand.

FLO is one of the biggest international certification
organisations that focus on social and environmen-
tal issues. It reqularly inspects and certifies about
420 producer organisations in 50 countries in Africa,
Asia and Latin America, encompassing approximately
800,000 families of farmers and workers.

FLO is made up of two organisations:

® FLO e.V. is a multi-stakeholder association involv-
ing FLO's 20 member organisations (or “National
Initiatives”), producer organisations, traders and
external experts. It develops and reviews standards
and assists producers in gaining and maintaining
certification in order to capitalize on market op-
portunities.

e FLO-Cert works with over 60 trained local inspec-
tors. FLO-Cert co-ordinates all tasks and processes
all information related to the inspection of pro-
ducers, trade auditing and certification. Operating
independently from any other Fair Trade interests,

13 Initially IFAT stood for “International Federation for Alternative Trade”
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it follows the ISO Standards for Certification
Bodies (ISO 65).

For historical reasons, Fairtrade labelling schemes
have been operating under different names (such as
Max Havelaar, TransFair or Fairtrade Mark) and differ-
ent certification marks for many years. In 2003 the
same label was adopted by all FLO National Initia-
tives (except Switzerland), and in many countries the
“Fairtrade” entitled label is already complementing
or even replacing the original name of the label. In
Austria, even the name of the organisation was changed
from TransFair Austria to FAIRTRADE Austria.

Since 1996, cooperation between these four interna-
tional networks has developed considerably. Under the
acronym of FINE (standing for the first letters of FLO,
IFAT, NEWS! and EFTA respectively) representatives
hold regular meetings to coordinate their work. FINE
is particularly involved in developing an integrated
monitoring system for the whole Fair Trade movement
and in advocacy work at the international level.

Since April 2004 FINE runs the Fair Trade Advoca-
cy Office in Brussels. Its role is to co-ordinate the
advocacy activities of the international Fair Trade
movement at both the European and the interna-
tional levels. The aim of the office is to step up
public support for Fair Trade and to speak out for
trade justice.

2.5. COOPERATION IN EUROPE

Fair Trade has taken up the challenge of European
integration and is improving cooperation within
Europe. Regular meetings at the European level,
between and within the four international networks,
help to foster a European approach to Fair Trade
activities and commitments.

In the last few years Fair Trade has expanded into
new countries, mainly in the eastern part of Europe.
The EU co-financed project “NEWS goes East!” co-
ordinated by NEWS! is one of the main focuses of
this expansion.

The overall aim of the project, which started in
August 2004, is to help organisations in the new EU
Member States' develop their own Fair Trade struc-
tures and strategies. This is being done through
an exchange of experience and expertise between
long-standing Fair Traders in the West and engaged
church organisations, environmental or development
NGOs and voluntary organisations in the new mem-
ber countries. Activities include the organisation of
seminars, the publication of a “Best practice hand-
book”, the setting up of a contact database and the
provision of internship opportunities in Fair Trade
organisations for interested people. In summer 2005
a new website was launched (www.newsgoeseast.org)
to make the details of the project available to as
broad a public as possible.

Table 2: International Fair Trade organisations in Europe (Summer 2005)

Established 1997 1989 1994 1987
Type of members National labelling | Producer org., National Importing
organisations importing org., Worldshops organisations

others associations

Members 20 in 280 in 15 in 11in

In countries 20 countries 62 countries 13 countries 9 countries

Members 15 in 63 in All All

In Europe 15 countries 12 countries

Head office Bonn, Germany Culemborg, Mainz, Maastricht,
The Netherlands Germany The Netherlands
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The European perspective has become vital for the
political activities and the further development of
Fair Trade organisations.

A perfect example of this growing cooperation is the
European Worldshops Day. Since it began in 1996,
the European Worldshops Day has become a major
highlight of Fair Trade activity within Europe (and
even outside Europe). Most of the Worldshops and
many importing organisations, from Ireland to
Austria and from Northern Sweden to Sicily, have
come together in order to participate in common
activities, which have successfully resulted in
increasing public awareness over the years.

In recent years this idea was transferred to a global
level by IFAT. Since 2002, the “World Fair Trade Day”
is celebrated each year on the second weekend in
May (see www.wftday.org).

Fair Trade organisations have realised that in order to
be effective in the political field, they need to relate
activities at national level to centralised activities at
the European level. Since its establishment in April
2004, the Fair Trade Advocacy Office in Brussels has
played a crucial role in promoting Fair Trade to the
European institutions, in speaking out for trade jus-
tice and in supporting national advocacy activities.

Although European policy-makers have repeatedly
recognized Fair Trade as an important tool for sus-
tainable development, poverty eradication and con-
sumer awareness®®, there is no EU-wide policy on
Fair Trade as of yet. In order to develop this type of
policy, the international Fair Trade movement pre-
sented its demands to European decision makers in
May 2005 and has since been lobbying for a public
recognition of Fair Trade and Fair Trade organisa-
tions, for a co-ordination of Fair Trade related ac-
tivities among the relevant services in the European
Commission and for fair purchasing policies.

Members of the European Parliament set up a work-
ing group on Fair Trade in late 2004 and organised
several events (including an exhibition, a conference
and a Fair Trade reception) in the European Parlia-
ment in cooperation with the Fair Trade Advocacy
Office. In July 2005 a petition requesting increased
availability and visibility of Fair Trade in the Euro-
pean Parliament buildings was signed by more than
400 Members of the European Parliament, their as-
sistants and other European Parliament staff.

One of the great successes is that the international
Fair Trade movement is now speaking with one voice
to European and international decision makers. For
the first time, a joint Fair Trade position on WTO
negotiations was presented to the World Trade Or-
ganisation’s 6th Ministerial Conference in Hong Kong
(December 2005). Other joint positions and decla-
rations were established for the reform of the EU
sugar regime (March 2005) and for the meeting of
the United Nations Conference on Development in
Sao Paolo (UNCTAD XI, June 2004).

Despite the growing cooperation at European and
international levels, the Fair Trade movement con-
tinues to be characterised by a wide diversity of
style, organisation, activity and focus. A major chal-
lenge for Fair Trade in the years to come will be to
integrate and implement this diversity into a strong
strategy at the international level.

14 The project does not include Cyprus and Malta and thus covers only 8 of
the 10 new EU Member States.

15 Relevant documents include the European Parliament Resolution on
Fair Trade, 0J C 226/73, 20.07.1998; the EC Communication on “Fair
Trade”, COM(1999) 619 final, 29.11.1999; and the reference to Fair
Trade in many EU official documents, such as the EC Communication
“Policy Coherence for Development - Accelerating progress towards
attaining the Millennium Development Goals”, COM(2005) 134 final,
12.04.2005; the Cotonou Agreement, Art.23 and the Compendium, the
EU Commodities Action Plan, COM(2004) 89 final, etc.
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IN EUROPE

3.1. FAIR TRADE IMPORTERS

In the 25 countries dealt with in this survey, about
200 importing organisations are involved in
the Fair Trade market. They range from very small
organisations, sometimes run by just one or two
dedicated people to the largest full-range!® Fair
Trade importers in the world i.e. gepa in Germany
and Ctm altromercato in Italy.

The importing organisations that responded to the
survey's questionnaire account for an aggregate net
turnover of over €229m excluding VAT.

Some €14 million or more are made by organisa-
tions which have not contributed to this survey,
but are nevertheless too important not to take their
turnover into account when analysing national situ-
ations, e.g. Eine-Welt-Handel in Austria, EL PUENTE
in Germany and Oxfam-Magasins du monde in
Belgium. Altogether these organisations represent
an overall net turnover of about €243m per annum.

Seven of the largest importing organisations have
an annual turnover exceeding €10m. Taken together
they have seen their sales figures increase in five
years from just over €92m to more than €167m in
2004, i.e. an increase of 80%.

FAIR TRADE MARKET DEVELOPMENTS

Most of the bigger importing organisations are
members of EFTA, the European Fair Trade Associa-
tion. Taken together the organisation’s 11 members
represent a net turnover of about €169m compared
to approximately €100m for 12 organisations five
years ago?. This turnover translates into a total re-
tail value of €196m for all goods sold by the EFTA
members during their financial year 2004.

3.2. FAIR TRADE RETAILERS

Fair Trade products reach the end consumer in many
ways but most significantly through the Worldshops
and the supermarkets.

There are about 2,800 Worldshops in Europe, out
of which nearly 2,400 are organised within NEWS!
Compared with the situation five years ago, this
number has not changed. The decrease of British
Worldshops due to the restructuring of Oxfam shops in
the UK was more than compensated by the growth in
the number of Worldshops in many other countries?.

The overall retail value of sales through Worldshops
reaches approximately €103m. Figures were provided
by 14 countries accounting for 2,354 shops. The av-
erage turnover per shop is thus €43,800. However,
there are large variations in turnover between coun-
tries and even within countries. Bigger shops can
reach a turnover of €121,000 compared to an aver-

Table 3: The Top European Fair Trade importers

Organisation®’ Country Turnover financial year 2004 | Turnover five years ago®
gepa Germany 39.7 29.8
Ctm altromercato Ttaly 34.320 9.3
Cafédirect United Kingdom 25.2 12.0
Fair Trade Organisatie | Netherlands 20.7 15.9
Traidcraft United Kingdom 20.6% 12.4
Oxfam Fairtrade? Belgium 15.5 5.0
claro fair trade Switzerland 11.5 8.3
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Table 4: The impact of the Fairtrade

labelling organisations in Europe

net retail value | per capita
in 000€ in euros
United Kingdom 206,289 3.46
Switzerland 136,028 18.47
France 69,000 1.15
Germany 58,000 0.70
The Netherlands 35,000 2.15
Belgium 20,000 1.92
Italy 20,000 0.35
Austria 15,781 1.94
Denmark 12,000 2.22
Finland 7,700 1.48
Sweden 5,480 0.61
Ireland 5,000 1.24
Norway 4,540 0.99
Luxembourg 2,000 4.43
TOTAL 596,818 1.51

age of €13,000 for the smallest shops in French-
speaking Belgium?.

In top locations in big cities, Worldshops can easily
receive an annual turnover of €250,000 or more?°.

Assuming that the remaining 500 shops in Europe
attain 80% of the calculated average (just to be on
the cautious side), we arrive at an estimated to-
tal net retail value of over €120m for all European
Worldshops?.

Thanks to the Fair Trade labelling schemes, Fair
Trade products are now available in about 57,000
supermarkets throughout Europe.

Other retail channels are local solidarity groups,
organic food shops, whole food shops, independ-
ent commercial stores and institutional clients such
as schools or local administrational organisations.
They represent about another 20,000 selling points
where Fair Trade products are directly available for
consumption.

The development of the Internet has opened up new
ways of delivering products to consumers and many
organisations have put into place user-friendly on-
line shopping facilities or sophisticated business-to-
business order systems.

3.3. FAIRTRADE LABELLING

Since 1988 the market for Fair Trade products in Eu-
rope has changed considerably. There are now label-
ling initiatives in 15 European countries, including
the latest newcomer Spain. These have been instru-
mental in extending the market for Fair Trade by
introducing the Fair Trade concept to supermarkets
and other commercial outlets.

More complete information is available for the sales
of Fairtrade labelled products than for non-labelled
products. The total for products sold under Fair-
trade labels in 14 countries is about €597m. The
average per capita consumption per year of Fair Trade

16 i.e. an organisation importing both a great variety of handicrafts and
food products

17 See the country chapters for more details on the different organisa-
tions

18 2004 figures relate to the financial year ending in the period from 1
July 2004 up to 30 June 2005

19 As presented in the “Fair Trade in Europe 2001” edition

20 This figure relates to the 2003 financial year

21 Idem

22 Oxfam Fairtrade, Belgium; 2001 figures are from Oxfam-Wereldwinkels

23 Oxfam GB has left; see also country chapter on UK

24 Up until this point, a large proportion of the Oxfam shops were heavily
involved in Fair Trade and could easily be considered as Worldshops.
However, this has now changed. Today Oxfam GB runs a network of
about 700 shops in the UK, with a very strong focus on reselling second
hand products. Some 450 of them continue to sell Fair Trade products,
but only a certain range.

25 These are the 2004 figures for the so-called MM+ and MM4 shops res-
pectively

26 Examples are the shops in the Citypark shopping mall in Graz, Austria,
or the one near St. Stephen’s Cathedral in Vienna, Austria

27 80% of 43,800 gives 35,000 multiplied by 500 shops is €17.5m that
have to be added to €103m

28 The figure for TransFair-Italy is from 2003
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products for these countries is €1.51, with huge
variations between a minimum level of consumption
in Italy (€0.35) and the maximum level of €18.47
in Switzerland. In the following table, Luxembourg
ranks second and the United Kingdom third.

In countries where Fairtrade labelling organisations
are active, market research surveys are used regular-
ly to assess market potential and to evaluate market
performance.

In general, knowledge of the Fairtrade label seems
to be steadily increasing, in certain cases reaching a
level of awareness that would not have been imagi-
nable a few years ago.

For instance, surveys done in 2005 showed that 74%
of the French population seem to understand the
Fair Trade concept, and that 50% of the adult popu-
lation in the UK recognise the Fairtrade Mark.

In general, higher percentages of public awareness
usually reflect the maturity of the Fair Trade market
in a particular country.

Ultimately, the impact of labelling can only be
measured by the market share achieved for a par-
ticular product. Most figures still fall far short of the
supposed market potential and thus reflect one of
the future challenges for Fair Trade: to really become
mainstream.

Top performers like Max Havelaar in Switzerland
and the Fairtrade Foundation in the UK are not only
highly successful in penetrating the coffee and ba-
nana market but have also achieved the highest
market penetration of Fair Trade products in main-
stream retailing in other product ranges too. Their
success demonstrates the potential for Fair Trade in
other European countries.

Table 5: Market shares of Fairtrade labelled coffee?® and bananas
in 14 European countries

Coffee vellable | agee | anemes e |
United Kingdom 20.0 1.5 Switzerland 47.0 15.0
Switzerland 6.0 3.0 United Kingdom 5.5 <1.0
Austria 2.3 0.7 Finland 5.0 n/a
Denmark 2.0 1.8 Belgium 4.0 0.6
Ireland 2.0 0.5 Austria 2.7 n/a
Belgium 1.7 1.0 Sweden <1.0 1.8
Germany 1.0 1.0 Denmark 0.9 2.0
Sweden <1.0 0.8 Norway 0.6 n/a
Norway 0.9 0.3 Ireland 0.5 n/a
Finland 0.4 0.3 The Netherlands n/a 4.2
Luxembourg n/a 3.3 Luxembourg n/a 4.0
The Netherlands n/a 2.7 Ttaly n/a 1.2
Ttaly n/a 0.1 Germany n/a <1.0
France n/a 0.1 France n/a n/a
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Table 6: Market shares of top performing labelling organisations

;:'a‘l;/l:et share Bananas Coffee Flowers Honey Sugar Tea
Switzerland 47.0 6.0 28.0 14.0 9.0 5.0
United Kingdom 5.5 20.0 n/a n/a n/a 5.0

It is clear that this impressive market success has
started to concern some of the global players, who
are loosing market shares to their Fair Trade com-
petitors. Many, such as McDonalds, Dole, Chiquita
and Nestlé are exploring ways of how to satisfy the
ever increasing demand for products that are made
under ethical and sustainable conditions. Some of
them have chosen to work with Fairtrade labelling
while others are developing alternative schemes
with lower standards.

3.4. AWARENESS RAISING AND CAMPAIGNING
Fair Trade would not be what it is without its incred-
ible variety of awareness-raising and campaigning
activities on behalf of excluded and disadvantaged
producers. More than €18.3m is spent annually on
education, public relations and marketing (€11.4m
by importing organisations, €1.7m by Worldshops
associations, and €5.1m by labelling initiatives)*,
the biggest share being spent by Fair Trade organisa-
tions in the United Kingdom.

The Oxfam organisations in Belgium staged 300 dif-
ferent activities around the “Fair Play? Fair Pay! -
Olympic campaign for labour rights” in 2004. The
campaign culminated in a big party in Brussels to
celebrate 40 years of Oxfam in Belgium.

The Italian Ctm altromercato launched a campaign
on banana workers’ rights in May 2005.

The aim is to inform the public about the denial of
worker and consumer rights, the environmental costs
of the conventional banana market and on possible
ways to change this®.

Within the last ten years, Fair Trade campaigning
activities have gone beyond the national level. One
initiative is often duplicated in several countries (for
example the Fair Trade Town scheme which operates
in the UK, Ireland and Belgium) or the Fair Trade
weeks/fortnights which are now organised on an an-
nual basis in France, the UK, Ireland and Germany, to
name but a few. In some cases many organisations
also join forces to work together on a common is-
sue. This is regularly the case in the international
campaigns coordinated by NEWS!. It also applies to
the “Make Trade Fair” campaign strongly supported
by Oxfam organisations all over the world, some of
them being also important Fair Trade players, like in
Belgium and in Spain.

3.5. FIVE YEARS OF FAIR TRADE DYNAMICS
IN EUROPE: A STATISTICAL OVERVIEW

The substantial growth of the Fair Trade sector has
also had a positive effect on job creation within
this field. Today importing organisations, Worldshop
associations and labelling organisations together
offer more than 1,070 full-time paid jobs. Along
with an estimated 450 more full-time equivalent
jobs in the Worldshops. Fair Trade organisations in
Europe provide more than 1,500 job opportunities
for dedicated people wishing to bridge the gap
between business thinking and ethical values. In the
last five years, 250 new jobs have been created.

29 Ground coffee only; the market shares for instant coffee are much
lower

30 As presented in the “Fair Trade in Europe 2001” edition

31 The figures for 2001 were 10.1 for the total and 5.6, 1.0 and 3.5
respectively

32 Many more examples can be found in the country chapters
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Nevertheless, most of the work in the traditional
Fair Trade sector, especially in Worldshops and soli-
darity groups is still carried out by volunteers. It is
estimated that there are about 100,000 volunteers
who are actively involved in the Fair Trade sector
in Europe, with Germany accounting for half of
this volunteer workforce alone, followed by the
Netherlands with some 12,000 regular volunteers. In
Flanders (Belgium), 1 out of 6000 inhabitants is a
Fair Trade volunteer.

In the end it is the everyday choices of consumers
which determine the success of Fair Trade. Perform-
ance of the Fair Trade market is at this point best
measured by the value of Fair Trade products sold to
the final consumers.

What is the current retail value of all Fair Trade
products (both labelled and non-labelled) sold in
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Europe in one year? The answer to this
question involves several dimen-
sions:

1) The retail value of labelled
products provided by the
labelling  organisations,
is reported to be around
€597m. Labelling howev-
er applies almost exclu-
sively to food products.

2) Non-labelled handi-

craft  products sold

through the traditional

Fair Trade channels,
i.e. mostly through the
Worldshops, have to be
added to this figure. It
is reasonable to estimate
the non-food share in an
average Worldshop to be at
least 50% of total sales®.

This translates into about
€60m of non-food sales through
Worldshops in Europe, i.e. 50% of
the above €120m of total sales.

The sum of these non-overlapping turnover
figures leads to a figure of €657m. This figure
is a minimum. It includes neither non-labelled food
products sold in Worldshops (for example spices,
alcoholic beverages, and other yet-to-be-labelled
foods) nor does it take into consideration non-food
products sold through channels other than World-
shops.

In conclusion it can be stated with certainty that
the annual aggregate net retail value of Fair Trade
products (labelled and non-labelled) sold in Europe
through alternative channels and supermarkets
exceeds €660m per annum. Compared with the
€260m of five years ago this reflects an increase
of 154%3.

33 For a sample of 756 worldshops from 4 countries where detailed figures
are available, the overall average share of handicraft sales is 61.4%;
national average percentages vary a lot from 35% in the French-
speaking parts of Switzerland up to 75% in the Dutch world shops

34 See the 2001 edition “Fair Trade in Europe 2001: Facts and Figures on
the Fair Trade sector in 18 European countries”, p. 21



Fair Trade came into existence more than four dec-
ades ago. But only recently, due to its considerable
success in recent years, has it managed to estab-
lish a concrete position in the mainstream market.
Although this is something to be praised, it also
leads to many new challenges.

The situation still varies largely between countries.
For Fair Trade «newcomersy, like the Eastern European
countries or Portugal and Greece, the situation is
totally different from that of the mature Fair Trade
markets in the Netherlands, Switzerland or the United
Kingdom.

And even within the same country the situation can
widely differ depending on the way in which it is
assessed. For example, the challenges faced by a
labelling organisation in a specific country may be
perceived in a totally different way by the national
Worldshops association in the same country.

It is therefore helpful to rely on data collected at
the international level and which is substantiated by
data originating from single organisations®.

The Worldshops represent the longest-standing en-
tities of the Fair Trade setup.

From the available data, the following three chal-
lenges are apparent:

e Worldshops need to continue with programmes to
professionalize. This includes moving to better
locations, regulating opening hours, improving
the use of a common identity and paying person-
nel to complement and support volunteers. Ex-
amples from different countries show that “going
professional” often leads to Worldshop turnovers
doubling within a short space of a time. There is
still a tremendous potential for growth within the
Worldshops which needs to be materialised.

e Worldshops represent the strongest direct link be-
tween Fair Trade and consumers. The question of
credibility is therefore crucial. It is in the interest
of all Worldshops to ensure that they can give
their consumers a guarantee that all operations
along the supply chain are being carried out ac-
cording to Fair Trade standards. In a world where
an increasing number of competitors are claiming

THE CHALLENGES AHEAD

to practise “Fair Trade”, a well-balanced moni-
toring system will become indispensable.

e A considerable amount of Worldshop customers
are not only interested in purchasing attrac-
tive, ethical products but rather they perceive
the Worldshop as a point of communication and
networking from where they can get involved in
different campaigns. In some countries, like
Belgium or Italy, this dimension is essential to the
identity of the Worldshops. It is therefore impor-
tant that the Worldshops maintain the political
role that they play, as well as operating as a
business. The development of new campaigns at
European or worldwide level is therefore of great
importance.

For the labelling organisations the situation is very
different and they seem to be facing the following
challenges:

e Most of the labelling organisations have witnessed
an extraordinary expansion in recent years. The
introduction of new products has occurred in para-
llel with obtaining new licensees and tapping
new market opportunities. As the retail value of
products being sold under Fairtrade labels begins
(or continues) to soar, it will be important for
these organisations to manage their own growth
in the best possible way, i.e. coping with grow-
ing demands from outside, the need for more re-
sources in terms of personnel and finances, the
risk of becoming dependent on just a few very big
licensees, etc.

e The considerable growth in the Fair Trade mar-
ket has attracted the big multinationals active
in the worldwide food-sourcing sector. As Fair
Trade organisations often stem from movements
developed in clear and strong opposition to these
multinationals like Nestlé or Dole, it will be cru-
cial to find innovative ways to co-operate with
multinationals and still continue to maintain
a critical perspective wherever and whenever
they act to the detriment of people and/or the
environment. In this context it will also become

35 All the questionnaires forming the basis of this survey had one question
dealing with the challenges ahead
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necessary to develop strong and clear positions
on competing ethical schemes.

e The setting up of the labelling organisations has
made it necessary to cast long-standing practice
of Fair Trade organisations into clearly defined
regulations and standards. This has naturally
attracted institutions and bodies involved in
standard setting procedures. It will be important
for Fair Trade to find a good balance between
the desired need for standardization and the
potentially dangerous tendencies towards over-
regulation from official bodies.

The importing organisations are in general locat-
ed between competing interests, starting from the
needs and wishes of producer organisations, the
pressure for standardized approaches from the label-
ling organisations and the never-ending demands of
their buyers for new and more attractive products
with improved rebate conditions.

Among the challenges for importing organisations the
following three may be seen as the most important as
far as market-oriented activities are concerned>¢:

e With the increasing attractiveness of the Fair
Trade market many new players have entered the
scene. Under conditions of growing competition it
will become more and more important for importers
to sharpen their individual profile and thus build
greater brand and company loyalty.

e As competition in the supermarket sector will
continue to strengthen, importing organisations
should develop new sources for growth outside
of the supermarkets. For example Fair Trade cof-
fee shops or travelling public procurement fairs
could be organised, and money could be invested
to professionalize the Worldshops.

e last but not least, the importing organisations,
although competing offensively, need to further
strengthen their cooperation. This may involve
joint activities (e.g. in the context of national
Fair Trade weeks) or joint ventures (like setting
up jointly-owned companies)®” both at national
and international level. Co-operation helps to
maintain innovation and in a situation where
similar organisations find themselves under differ-
ent national market conditions, experiences can
be shared and consequently large savings can be
generated.
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An overarching challenge for everyone involved in
Fair Trade is presented by the natural ageing of a
movement which started in the 1970s and in which
many grass roots people of that time continue to be
actively involved.

Fair Trade will only survive if it succeeds to attract
younger people to take over and to further develop
what has been achieved so far.

Fortunately some organisations such as the Ger-
man Worldshop association are already taking up
this challenge with its EU co-financed project “The
World in a Shop - Worldshops mobilizing youngsters
for Fair Trade”, jointly undertaken with the Austrian
Worldshops association.

Last but not least the author of this study feels that
a lot could be gained if Fair Trade was to make posi-
tive use of all the research that is currently being
done at high schools, universities, research insti-
tutes and the like. The setting up of an interna-
tional Fair Trade Training and Research Centre®®
could significantly aid in bridging gaps between
theory and practice.

36 Producer-oriented activities are not being considered here

37 See information on Twin Trading in the country chapter on the United
Kingdom

38 In Austria preliminary steps are already being taken towards setting up
a so-called “Fair Trade Academy”
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AUSTRIA

THE STRUCTURE OF FAIR TRADE

EZA Fairer Handel (EZA Fair Trade), founded in
1975 with support of the Dutch SOS Wereldhandel
(now Fair Trade Organisatie), is by far the largest im-
porting organisation. It accounts for about 75% of
the sales of Austrian Worldshops and runs three flag-
ship stores of its own in Salzburg and in Vienna.

In the summer of 2005 EZA moved to a new com-
bined office and central warehouse building approxi-
mately 25 kilometres north of Salzburg. In the short
time since then the building has already received
many awards as a pioneering and highly energy-
efficient building. Solar panels, the heat from compu-
ter servers and natural body heat from the workers,
along with a bio-mass based heating serving as a
fallback system under conditions of extreme cold,
have replaced the use of fossil fuels.

The second largest organisation is Eine-Welt-Handel,
which formerly specialised in basket products but in
the last few years has considerably diversified their
product range once specialized mainly in handicrafts.
In the last years they have diversified their range
considerably and have now a wide variety of products
on offer. In 2001 Eine-Welt-Handel became the first
Fair Trade organisation in Austria to be changed into
a public company, with some shares being held by
producer organisations in India and Bangladesh
respectively. They manage a network of 13 franchise
shops in Austria and are expanding into the neigh-
bouring part of Southern Germany.

Both organisations arrange trips for workers in the
Worldshops to go and visit producer organisations in
the South, with follow up educational and promo-
tional work, benefiting the entire Worldshop move-
ment in Austria.

A few more organisations fulfil the Austrian Worldshops
association criteria for accreditation of suppliers to
Worldshops, among them CONA (very active in trans-
ferring solar drying technologies to small producer
groups to Central America under ,CONA solar”), LiCok
and dwp mensch + zukunft eG from Germany.

Austria has 100 Worldshops, of which 87 are mem-
bers of the ARGE Weltladen, the Austrian World-
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shops Association. The 13 franchise-bound shops
from Eine-Welt-Handel are not yet members of the
national association. Since 1995 all member World-
shops have operated under the same name and logo.
They also have a common marketing and communi-
cation plan and engage in many joint activities all
the year round.

Following the implementation of programmes to pro-
fessionalize the Worldshops during the early nine-
ties, the typical shop now has one paid part-time
coordinator working with a group of between 6 and
20 volunteers.

An increasing number of shops, including those in
Germany, are switching to a special computer plus
software package, developed by the shop in Saalfelden
with the support of the shops association®.

The association organises three national conferences
a year (some with more than 60 shops and 150 peo-
ple attending), coordinates regional networking be-
tween shops, runs training courses, interfaces with
the national media, coordinates European World-
shops Day events, etc.

The association has signed contracts of cooperation
with the recognized importers, leading to long-term
planning security on both sides.

Since 1993 FAIRTRADE Austria (formerly: TransFair
Austria) has been involved in bringing Fair Trade
products into the supermarkets. With the help of
23 licensees Fairtrade labelled products are today
available in more than 3,300 outlets nationwide.

A national Fair Trade Forum was established in 2002
through the initiative of the world shops associa-
tion. It has 10 members and brings together the
most important commercial Austrian players with
educational and awareness-raising organisations
such as the Clean Clothes Campaign, Siidwind or the
umbrella organisation of developmental and envi-
ronmental NGOs named AGEZ.



THE FAIR TRADE MARKET IN AUSTRIA

The Austrian market has been very dynamic in recent
years.

EZA Fairer Handel has doubled its sales between 2000
and 2005, reaching a turnover of €9.5m. Together
with Eine-Welt-Handel the two largest importing
organisations now have a joint turnover of around
€12.6 m (about €6.5m in 2000). The Worldshops
organised in the national association represent a net
retail value of €7.5m (€4.9m in 2000).

After a few difficult early years, FAIRTRADE with its
membership base of 28 organisations has not only been
able to catch the attention of the political authorities
but has also managed to gain important financial sup-
port from government sources. After staging the first
national poster campaign as well as showing FAIRTRADE
adverts on national television in autumn 2001 the
market has begun to expand considerably.

Through these activities it has been possible to ex-
tend FAIRTRADE's line of licensees and to broaden
the range of products now on offer in supermarkets
throughout Austria. The launch of organic bananas
in supermarkets has been a great success. Among
others, the premium chocolate company Zotter has
started producing its whole assortment under Fair
Trade conditions, thus introducing the Fair Trade
concept to many new consumers in Austria.

Whereas the net retail value of sales of labelled
goods was around €3.1m in 2000, it is now in the
range of €15.8 m. The market shares of FAIRTRADE
labelled products have steadily gone up after 2001
and now lie between 2.1 and 2.3 percent for coffee,
tea and bananas respectively.

Many prominent institutions have switched to Fair Trade
coffee and tea in recent years. Places where FAIRTRADE
labelled products are being served regularly include the
Presidential Palace, several provincial governments,
the Federation of Austrian Trade Unions, etc.

Pro-Fair Trade resolutions have been passed at
many different levels, local, regional and national.
There are a significant number of groups working to
transform these resolutions into concrete acts of
purchasing and procurement.

Austria

Fair Trade in Europe 2005

Importing organisations

Paid staff (in full-time equiv.)
Importing organisations 38.9
Worldshops association 2.6
Labelling organisation 7.0
TOTAL 48.5

Education / PR / marketing

in 000 €
Importing organisations 232
Worldshops association 142
Labelling organisation 325
TOTAL 699

Number of label licensees

The alliance established between Fair Trade and the
Austrian organic farmers movement in 1998 has been
growing over the years through many joint activities.
Building on this EZA Fairer Handel took the initiative
to start a pilot shop concept together with a dis-
tributor and a producer of organic products in 2004.
In the small organic model village of Seeham outside
Salzburg organic and fairly traded products are now
being sold together in a shop named “bio+fair”.

39 For more information contact Andreas Wenger at info@wenger-edv.at
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BELGIUM

THE STRUCTURE OF FAIR TRADE

In 2003 Oxfam-Wereldwinkels, one of the two tra-
ditional big players on the Belgian Fair Trade market,
chose to establish a strict separation between the
educational and lobbying side of Fair Trade on the
one hand and the purely business side on the other.

All the importing and wholesaling activities were
transferred into a separate subsidiary called Oxfam
Fairtrade. The organisation concentrates exclusively
on food products. The success of this specialization
is reflected in the fact that many of its products, like
the Equita chocolate range or the Chilean wines, are
also well known outside of Belgium. The organisa-
tion has achieved tremendous growth in recent years
and now employs 39 people.

Oxfam-Wereldwinkels remains the political arm of
the Flemish Fair Trade setup and focuses its work on
three main areas: the importance of being a demo-
cratic movement of volunteers (not only as an in-
strument to help Fair Trade but as an aim in itself),
the fight for fair structures in global trade, and the
close cooperation and networking with other NGOs
fighting for human dignity. Oxfam-Wereldwinkels runs
205 shops in the Flemish-speaking part of Belgium.
These shops are operated by 7,100 volunteers and
sell food products imported by Oxfam Fairtrade as
well as handicrafts imported by Oxfam-Magasins du
monde and Fair Trade Organisatie.

Oxfam-Magasins du monde, in the French-speaking
part of Belgium, describes itself as a democratic and
participative educational movement, aiming to lead
“Fair Trade actions in solidarity and change actions
in favour of a sustainable, social and fair develop-
ment”“.

As far as the business side of its operations is con-
cerned, the organisation has a clear division of tasks
with its counterpart in the Flemish part of Belgium,
specializing in handicraft products to complement
Oxfam Fairtrade’s work in the field of food products.
Oxfam-Magasins du monde runs nearly 70 Worldshops,
involving some 3,000 volunteers. It also operates 65
“Jeunes Magasins du Monde” (young Worldshops),
a special scheme incorporating small sales outlets
based in schools which are ran by groups of young
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secondary school students, each group being sup-
ported by two teachers.

The French-speaking Worldshops sell food products
imported by Oxfam Fairtrade and handicrafts
(including clothes and cosmetics) imported by
Oxfam-Magasins du monde and carrying the brand
name “Made in dignity”.

Smaller importers in Belgium are Fair Trade Organisatie
in Bierbeek (totalling sales of €1.5m through a staff
of 6 people, with 60% of handicrafts and 27% of
coffee), Citizen Dream and Maya Fair Trading. The
latter is an organisation concentrating strictly on
honey and honey-based products, sourced from Gua-
temala and Mexico.

Max Havelaar Belgium, the national Fairtrade
labelling organisation, is backed by a coalition of 23
member organisations and 7 additional partner or-
ganisations which provide support in the marketing
and financing of the label. With 32 license contracts
having been signed, Max Havelaar labelled products
can now be found in more than 1,000 supermarkets
in Belgium.

Max Havelaar Belgium has recently started labelling
cotton products under the brands of La Redoute,
Kindy, Influx/Cora and Celio, consequently becom-
ing the second country to do so after France.

In September 2005 the first labelled flowers, namely
roses, have hit the Belgian market, following
the examples from both the United Kingdom and
Switzerland.

Money from the federal government has made it
possible to set up a Fair Trade Centre in Brussels.
While previously acting as a kind of national Fair
Trade platform, the Fair Trade Centre is now a spe-
cial programme of the Belgian Technical Coopera-
tion (the executive agency of the Belgian Develop-
ment Cooperation). Its aim is to support Fair Trade
through, notably, the co-ordination of the Fair Trade
Week (taking place every year in October) and the
support to product development initiatives. Its role
is also to collect and circulate to Belgian actors all
relevant information (studies, reports, market devel-
opments...) related to Fair Trade.



THE FAIR TRADE MARKET IN BELGIUM

In 2004 the turnover of Oxfam Fairtrade reached
€15.5 m, of which 59% was created through the
Worldshops in the Flemish and the Walloon part of
Belgium.

Oxfam-Magasins du monde had an aggregate turno-
ver of nearly €4.8m in 2004.

2003 has been the real take-off year for Fairtrade
labelled products in Belgium. Max Havelaar-labelled
coffee and bananas showed spectacular growth rates
and newly introduced products like chocolate, tea,
fruit juices, sugar, rice and honey added to the grow-
ing general interest in Fair Trade products.

In 2004 different fresh fruit, soft drinks and bis-
cuits were added to the labelled product range. With
growth rates of 50% for the bananas and 7% for
coffee in 2004, this meant that the total retail value
of labelled products reached €20m at the end of
the year (compared to €5m in 1999/2000). While
Fair Trade coffee accounts for 1.7% of the national
market, bananas have been successful in rapidly
achieving a market share of roughly 4%.

The general public’s awareness of Fair Trade has been
steadily rising, increasing from 32% in 2002 to 66%
of the population in 2004. This has been attributed,
among other explanations, to the annual National
Fair Trade Week, involving all major Fair Trade play-
ers and with many events (conferences, concerts,
product tastings, etc.) being organised all over the
country.

The Belgian Oxfams, with their broad network of
world shops and supporters, are one of the strongest
social movements in Belgium. They are consequently
very active in lobbying both the national authorities
and the Brussels-based European institutions.

In the last few years they have been involved in
actions and campaigns dealing with the worldwide
coffee crisis, different WTO-related issues, the work-
ing conditions in the sports garment industry (in
2004 they staged an “Olympic campaign for labour
rights” under the title “Fair Play? Fair Pay!”) and
other similar issues.

Fair Trade in Europe 2005

Belgium

Importing organisations

Paid staff (in full-time equiv.)

Importing organisations 44.7
Worldshops association 30.0
Labelling organisation 8.5

TOTAL 83.2

Education / PR / marketing

in 000 €
Importing organisations 200
Worldshops association 81
Labelling organisation 288
TOTAL 569

Number of label licensees

All these political contacts have also contributed to
winning the political decision-makers over to the Fair
Trade idea. In the meantime a significant number of
institutions (for example, the entire administration
of both the Flemish Community and of the Walloon
Region, the Royal Palace, the administration of the
City of Brussels, as well as many other towns) have
switched to Fair Trade coffee or tea.

40 From the organisation’s strategic plan 2005-2008
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CZECH REPUBLI

Although Fair Trade is a rather new concept in the
Czech Republic, there are already a few organisations
that have started to build it up.

Jeden Svét (One World) is the organisation behind
the oldest Worldshop in Prague at 60 Korunni Street.
Besides traditional handicrafts the shop also sells
handmade products from local non-profit organisa-
tions supporting disabled Czech citizens. Recently
the organisation has opened a second shop in Prague
at Klimentska Street.

Ekumenicka Akademie is a wholesale distributor
based in Prague and supplies the supermarket chain
Carrefour in the Czech Republic and in Slovakia.

The Society for Fair Trade and Development Education
(Spole¢nost pro Fair Trade a rozvojové vzdélavani)
was founded in October 2003. It acts as a wholesaler
and a retailer and manages educational and promo-
tional activities as well. It has two active groups, one

in Prague and one in Brno. Both groups manage retail
sales points, at Panska 9 in Brno and Senovazne na-
mesti 24, in the capital Prague.

Products are imported from EZA Fairer Handel (Austria),
EL PUENTE (Germany) and Commercio Alternativo (Italy).

In summer 2004 the three organisations joined forces to
establish a national platform, entitled the Association
for Fair Trade. It has its offices at the Ecumenical
Academy in Prague.

So far the Fair Trade activities seem very promising. A
large number of development and environmental NGOs
are interested in Fair Trade issues and Fair Trade is
increasingly being publicised in the media, serving to
widen public awareness of and interest in Fair Trade.

The drivers behind the Fair Trade movement believe
that there is a growing potential for other towns to
have local active groups promoting Fair Trade.

THE STRUCTURE OF FAIR TRADE

Until recently there were two importers of Fair Trade
products in Denmark. Following the dissolution of
Fair Trade Import in summer 2005, the only remain-
ing organisation is Fair Trade Gruppen.

Fair Trade Gruppen (the successor of U-Landsforeningen
Svalerne) imports handicrafts predominantly from
Asia and concentrates heavily on handicrafts from
Bangladesh.

Along with six world shops, Fair Trade Gruppen forms
Fair Trade Denmark, the Danish association of
Worldshops established in 1995. Additionally, there
are some quasi-world shops in Denmark who have so
far chosen to remain outside the association.

Fair Trade Denmark brings its members closer togeth-
er through seminars and joint campaigning and advo-
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cacy initiatives. The organisation is well established
within the Danish NGO circuit and collaborates with
Danida (the Danish Association for International De-
velopment) and the Danish-92-Group, a coalition of
21 environmental and development NGOs working on
environmental questions and development issues.

The Worldshops have a high percentage of handicraft-
based sales, namely around 80%. The food products
marketed in this channel are largely imported /
provided by Urtekram, a specialist in organic and
natural products.

The shops are predominantly based on the work of
volunteers, with only 2 people employed in the shops
and one in the association.

The Danish labelling organisation Max Havelaar
Denmark was launched in 1995. It manages
12 license contracts covering bananas, cocoa/



chocolate, coffee, honey, sugar/sweets, tea and
the recently introduced orange-juice. These labelled
products are currently available in more than 1,000
supermarkets in Denmark.

All the Fair Trade organisations together employ less
than 10 people on a full-time basis.

THE FAIR TRADE MARKET IN DENMARK

Worldshop sales have stagnated for many years, the
net retail value remaining more or less stable at
around €400,000.

Max Havelaar Denmark received a huge boost with
the launch of Fairtrade bananas in November 1997.
Since then Fairtrade labelled products have found
their way into many supermarkets. The market shares
for coffee and bananas, the two products which ac-
count together for nearly 90% of total license fees,
reached 2% and 0.9% respectively. In terms of the
organic banana niche market, the latter figure how-
ever translates into a market share of 70% of Max
Havelaar labelled bananas. The net retail value of
labelled products sold in Denmark exceeds €12m,
illustrating definite progress on the 2000 figure of
roughly €8m.

Compared to the increase in volumes witnessed in
other countries between 2000 and 2005 the Danish
market seems to have the capacity to expand fur-
ther.

The same conclusion emerges from market research
conducted on behalf of Fair Trade Denmark in 2004.
Based on 1,010 telephone interviews it showed that
only 8% of the Danish population were aware that
there are Fair Trade shops in Denmark. Of those in-
formed, 25% said to have made a purchase in a Fair
Trade shop within the last two years.

The Fair Trade organisations in Denmark are aware of
the need to expand the Fair Trade market. Whereas the

Denmark

Fair Trade in Europe 2005

Importing organisations

Paid staff (in full-time equiv.)
Importing organisations 0.3
Worldshops association 1.0
Labelling organisation 4.0
TOTAL 5.3

Education / PR / marketing

in 000 €
Importing organisations 2
Worldshops association 125
Labelling organisation 400
TOTAL 527

Number of label licensees

labelling organisation is active in preparing the intro-
duction of new products onto the market, the Danish
association of Worldshops aims at opening more
shops through increasing the number of awareness-
raising activities, like the successful Fair Trade week
in September 2005.

FACTS AND FIGURES ON FAIR TRADE IN 25 EUROPEAN COUNTRIES 41




FINLAND

THE STRUCTURE OF FAIR TRADE

Finland has five importing organisations, of which
Tampere ATO is the only one focusing solely on the
wholesale business. The other four are both whole-
salers and retailers at the same time (Juuttiputiikki
in Oulu, A-Star Ltd. in Helsinki, Aamutdhti in Turku
and Eldmanlanka in Kuopio).

Additionally, product procurement for the Finnish
Worldshops from other European importers seems to
be on the increase.

The Finnish Association of Worldshops Maailman-
kauppojen liitto ry was set up in 1986. It has 28
members who run approximately 25 shops and who
generally operate independently of one another - a
necessity in a huge and sparsely populated country.
Apart from their sales activities Finnish Worldshops
are also deeply involved in development activities.
Many of them have development cooperation projects
with their trading partners or with other counterparts
in their trading partners’ countries.

There are about 700 volunteers engaged in running
the Finnish Worldshops.

Finland has Europe’s only Fair Trade ship. The Estelle,
a three masted steel schooner, renovated in 1997,
serves as an attractive information point on Fair
Trade, wherever she docks. She is also used as a
cargo ship to transport Fair Trade goods from one
place to another.

The Finnish labelling organisation Reilun kaupan
edistamisyditys ry. (Finnish Association for Promot-
ing Fair Trade) was founded in 1998. It has 24 member
associations, including the Worldshops Association,
trade unions, as well as environmental, development
and church organisations. The Finnish label appears
on a wide range of different products, including rice,
mangoes, pineapple and oranges, available in more
than 3,000 outlets all over Finland.

In their educational and promotional work the Finn-
ish Fair Trade organisations are helped by Pro Fair
Trade Finland (Reilun kaupan puolesta ry). This is
a volunteer operation that organises education and
training, product promotions and tastings, campaign-
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Finland
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Importing organisations

Paid staff (in full-time equiv.)
Importing organisations 7
Worldshops association 20
Labelling organisation 5
TOTAL 32

Education / PR / marketing

in 000 €
Importing organisations 20
Worldshops association 41
Labelling organisation 239
TOTAL 300

Number of label licensees

ing, and offers its motivated volunteer workforce of
about 400 people for Fair Trade related activities.

THE FAIR TRADE MARKET IN FINLAND

Sales through the 25 Finnish Worldshops have an es-
timated retail value of about €790,000.

This sum is largely exceeded by the value of products
sold under the FAIRTRADE label, the estimated retail-
ing value attaining about €7.7m.



Following the introduction of Fairtrade labelled prod-
ucts in 1999, it has been possible to persuade many
institutions to switch to Fair Trade products. Most
prominent among them are the Presidential Palace
and the cafeteria of the Parliament House both in
Helsinki, more than 130 parishes all over the country,
as well as some communal administrations, like the
town councils of Kerava, Utajdrvi and Paltamo.

The labelling organisation is working hard to encou-
rage companies and businesses to introduce Fair Trade
tea and coffee procurement. Interesting packages are
being offered to companies trying to test Fair Trade
products, along with advice on how to change to Fair
Trade coffee and tea provision.

Nevertheless, the market share of coffee remains
relatively low at 0.4% in a country with one of the
highest level of per capita coffee consumption in the
world (around 10 kilos per person per year).

The introduction of FAIRTRADE labelled bananas has
proved a great success, achieving a market share of
5% within a short time, thus making bananas by far
the most important source of license fee income for the
labelling organisation.

Building on the success of banana sales, further fresh
fruits such as lemons, oranges, pineapples, mangos
and avocados have also been introduced. They are
available all year round whereas South African grapes
can only be bought from December to April.

A market study completed last spring revealed that
although 73% of the Finnish population were aware
of Fair Trade bananas, only 2-3% knew of labelled
oranges or pineapples, and consequently a large cam-
paign to increase public awareness of labelled fresh
fruit took place in autumn 2005.

FRANCE

THE STRUCTURE OF FAIR TRADE

The largest importing organisation in France is
Solidar'Monde, founded in 1984. It imports more
than 80% of all goods sold in French Worldshops.
With a team of 24 people Solidar'Monde imports from
approximately 120 different producer groups in more
than 40 countries. SolidarMonde offers a wide range
of around 1,500 food and handicraft products.

Alter Eco, founded in 1999 to import and sell Fair
Trade products, has achieved remarkable success.
After setting up two shops of their own they decided
to close them down again and to refocus their activi-
ties towards importing and wholesaling. After only a
few years, Alter Eco has managed to establish a wide
range of food products and has succeeded in enter-
ing into some of the very big supermarket chains in
France like Monoprix, Cora, Leclerc, Match, etc. This
makes up for annual sales of about €5.4m.

There is a large number of smaller importing organi-
sations of which Artisanat SEL and Andines are the
largest ones.
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Artisanat SEL is an organisation importing food and
handicraft products from about 20 producer organisa-
tions and selling to consumers via world shops, bi-
annual catalogues and a well-developed web shop. It
has a turnover of €1.8m.

The organisation Andines was founded in 1987. It
trades with 250 producer groups in 20 countries and
has a turnover of €1.0m.

France has more than 160 Worldshops which are mem-
bers of the national association Fédération Artisans du
Monde (Artisans of the World Association). The shops
are run by about 5,000 volunteers. The national secre-
tariat, which is staffed by 21 employees, offers services
to the member shops such as the production of literature
(onvolunteer management, campaign organisation, etc.),
training courses (on marketing, consumer education,
etc.) and advice on matters such as accounting, finance,
and business management. All members use the same
logo and the same means of communication in the
shops. The association is very active in campaigning
and acts as a powerful national partner for international
activities, like those ofthe Clean Clothes Campaign and
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activities relating to the 2005 WTO conference in Hong
Kong. In this context the association cooperates closely
with other social movements such as the Farmers’ Trade
unions and Attac.

In France Fairtrade labelling has been slower to take
off than in other countries. However, since 1998
things have been moving fast and the last few years
have been an incredible success for Max Havelaar
France. Until present, Max Havelaar has attracted 74
licensees to join its scheme, so that today Fairtrade
labelled products can be found in more than 10,000
French supermarkets.

A national Fair Trade forum, the Plate-Forme pour
le Commerce Equitable (PFCE), was set up in 1997.
The platform consists of more than 30 member
organisations (importers and retailers, promotion
organisations, etc.) which have signed a charter with
a common set of rules and a shared vision. A further
20 organisations are currently awaiting full-member-
ship. The aims of the platform are to defend the
common interests of the organisations, to continue
the promotion of Fair Trade in France and to lead a
constructive dialogue with national and international
decision-makers.

THE FAIR TRADE MARKET IN FRANCE

SolidarMonde has seen its turnover grow substan-
tially in the last few years, increasing from €4.5m
to €7.7m within two years. This growth applies pre-
dominantly to food products, owing to the success-
ful enlargement of the consumer base. The share of
handicraft products, which was for many years well
above 50%, has decreased to around 30%.

The French Worldshops have also experienced a steep
increase in their turnover, which rose from €6.3m to
€9.3m in only two years. Half of the turnover of the
French Worldshops is derived from the sale of food
products, the other half from handicrafts.

Max Havelaar France has come a long way since the
first Fairtrade labelled product hit the shelves of many
supermarkets in 1998. Coffee still continues to be the
most important product in terms of licensing contracts
(48) and in terms of income, it is responsible for
generating more than 60% of Max Havelaar’s license
fees. With growth rates of between 80 and 100% in
the last three years, the net retail value of all products
sold under the label is now estimated at €69m.
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France

Fair Trade in Europe 2005

Importing organisations

Paid staff (in full-time equiv.)
Importing organisations 39
Worldshops association 21
Labelling organisation 25
TOTAL 85

Education / PR / marketing

in 000 €
Importing organisations 223
Worldshops association 500
Labelling organisation 750
TOTAL 1,473

Number of label licensees

Today Fairtrade labelled coffee is served in the French
Parliament (Assemblée Nationale), the French Senate,
the Ministry of Foreign Affairs, in many local admin-
istrations as well as in the offices of the President of
the Republic (Palais de U'Elysée).

Awareness of Fair Trade amongst the French public
has taken an impressive leap forward in recent years.
Whereas only 9% of those asked in 2000 said that
they knew about Fair Trade, this figure has been ris-
ing for some years, reaching 56% in June 2004 and
74% in June 2005 (research by IPSOS on behalf of
Max Havelaar France).

This progress is attributed to the increasing public
visibility of Fair Trade actors through an improved
and increased number of coordinated activities such



as the “Quinzaine du Commerce Equitable” (Fair Trade
Fortnight) with its 5th edition in 2005. With the na-
tional platform (see above) acting as a coordinator,
this fortnight consisted of over 2,600 single events
and activities throughout France, which resulted in
significant media coverage.

This strengthened position of Fair Trade has led to
the official recognition of the national associations’
educational work by the Ministry of Education and
the Government’s High Council on International Co-
operation (Haut Conseil de la coopération interna-
tionale). This in turn has promoted the development
of many new local groups.

Putting Fair Trade on the political agenda has also
meant that the new Secrétariat d’Etat a I'Economie
solidaire (Secretary of State for a Solidarity-oriented
Economy) started working intensively on fair and
ethical trade issues in 2002. This work will draw to
a close at the end of 2005, not without having
experienced a certain amount of controversy and
criticism from different parties involved. The contro-
versial issue at the centre of this debate is whether
and to what point it may make sense to cast Fair
Trade into a legal framework or to even set legally
binding standards.

GERMANY

THE STRUCTURE OF FAIR TRADE

Germany has three main importing organisations
namely gepa, dwp mensch + zukunft eG and EL
PUENTE.

gepa, based in Wuppertal, is the Fair Trade importer
with the highest turnover in the world. It achieved
sales of €39.6m in the 2004/5 financial year, com-
pared to €29.8m in 2000. gepa imports a wide range
of foods and handicrafts from over 140 producer
groups. It also imports on behalf of smaller Fair Trade
organisations in other European countries. The 140
employees provide goods, information and education-
al material to a huge network of outlets, consisting
of about 800 Worldshops, 6,000 (solidarity) groups,
3,000 institutions and a further 3,000 commercial
outlets (supermarkets and independent stores). gepa
has been celebrating its 30th anniversary throughout
the year 2005 under the motto “fair forever”.

dwp mensch + zukunft eG has a turnover of €4.1m,
derived from a wide range of products and 17 em-
ployees. dwp mensch + zukunft has significantly built
upon on a long-standing relationship with Preda
Fair Trade Center (Philippines) and have developed a
whole range of Preda-sourced mango-based products.
Its educational and lobbying work also focuses on
supporting Preda in its fight for children’s rights.

After a rigorous phase of restructuring EL PUENTE
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(last known turnover was €3.6m) seems to be mov-
ing forward again.

More than 70 wholesalers are involved in the German
Fair Trade market. 41 of these wholesalers have had
their Fair Trade credentials verified in detail by the
German Worldshops association.

Apart from the three organisations mentioned above,
only seven more importing organisations are in full
compliance with the seven criteria. They include
smaller organisations such as Podi-Mohair, Fairkauf
Handelskontor eG (last known turnover in 2003 was
€1m), Nature and Art (€700.000in 2003), APROSAS
and RISB Regenwaldladen as well as BanaFair (the
specialist in Fair Trade bananas with an annual turn-
over of approx. €2m) and Contigo. The Gottingen-
based Contigo reaches sales of €3.1m a year with a
network of 8 franchise shops modelled after 2 shops
of its own and through wholesaling to the independ-
ent Worldshops.

Following its restructuring in 1998 the German World-
shops association Weltladen-Dachverband (Worldshops
Umbrella Organisation) has seen its membership rise
from 280 in 1998 to 450 in 2005, now bringing to-
gether more than half of the existing Worldshops in
Germany.

A corporate identity for members has been developed
in the last few years and is being adopted by an

45



increasing number of shops. A significant amount of
emphasis is being placed on professionalizing and
modernizing the shops under the programme “Welt-
laden 2006” (Worldshop 2006). The first shops to
participate in this new programme have seen their
turnovers rise substantially after moving to better
locations and refurbishing their shops in accordance
with the new corporate design line.

Only very few shops have paid staff; most shops are
run by volunteers. It is estimated that some 50,000
volunteers are active in Worldshops and Fair Trade
groups throughout Germany.

Since the opening of a national secretariat in Mainz
in the late nineties the association now offers a wide
variety of services to its members, such as general
coordination, political representation, development
and coordination of campaigns and training or
lobbying.

TransFair Germany, the German labelling organisation,
was set up in 1992. Its success has significantly con-
tributed to raising the profile of Fair Trade in Germany.
To date, 85 licensing contracts have been signed. Prod-
ucts sold in Germany under the TRANSFAIR label include
coffee, tea, cocoa/chocolate, honey, sugar/sweets,
bananas, orange-juice and many others.

Fairtrade labelled products are found in most major
supermarkets, constituting 23,000 outlets through-
out Germany.

After several years of increasing cooperation between
the major players, a national Fair Trade Forum (Forum
Fairer Handel) was founded in November 2002 in the
aftermath of the first German Fair Trade week held
two months earlier. Since then this event has taken
place every September, each year proving more suc-
cessful than the previous. The 15 founding members
include internationally known development organisa-
tions like “Brot fiir die Welt” (Bread for the World)
or Misereor and others such as a national consumers’
union, the German Catholic Youth and the German
Protestant Youth. The Forum now has a small secre-
tariat based in Mainz.

THE FAIR TRADE MARKET IN GERMANY
The three largest importers alone have combined
sales of more than €47.3m (compared to €34.6m
in 2000).

The TRANSFAIR label has opened up new channels
for Fair Trade products and thus generated large
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Fair Trade in Europe 2005

Germany

Importing organisations

Paid staff (in full-time equiv.)
Importing organisations 187.0
Worldshops association 7.3
Labelling organisation 9.0
TOTAL 203.3

Education / PR / marketing

in 000 €
Importing organisations 1,441
Worldshops association 445
Labelling organisation 600
TOTAL 2,486

Number of label licensees

additional volumes of sales. The net retail value of
labelled goods in Germany is now around €58m. In-
terestingly enough this figure has remained rather
stable in the last few years.

But the year 2004 may have paved the way for fur-
ther positive developments. 2004 saw the successful
introduction of organic Fair Trade bananas to super-
markets nationwide. TransFair has also managed to
enter into the catering sector, converting canteens
of large corporations like Volkswagen, Henkel, to Fair
Trade products as well as many universities. There
has consequently been a substantial rise in Fair Trade
coffee sales.

Many prominent personalities and institutions have
switched to Fair Trade coffee and tea. The list in-



cludes many conference centres and university can-
teens as well as some regional Parliaments, the na-
tional Parliament (Bundestag) and the President of
the Republic at his Schloss Bellevue in Berlin.

Since 1998 the national government has given wide
and continuous support to Fair Trade activities in
Germany. Between 2003 and 2005 a huge campaign
under the slogan “fair feels good” has aimed very
successfully at raising the image of Fair Trade and
at making Fair Trade actors, concepts and products
better known to the broader public.

The organisation of “Fair Trade weeks” with hundreds
of activities all over Germany has significantly con-
tributed to increased media attention. The results
seem to point in the right direction.

A representative piece of market research showed that
the percentage of Fair Trade customers has increased
from 22 to 25.8% of the population between 2004
and 2005. As this increase represents 2.5 million ad-
ditional consumers, the turnover and the impact of
the Fair Trade movement in Germany is set to increase
in the years to come.

GREECE

THE STRUCTURE OF FAIR TRADE
AND THE FAIR TRADE MARKET

In Greece Fair Trade is still in its early stages of de-
velopment.

With the help of a small grant from a European Pro-
gramme Fair Trade Hellas was founded in 2004.
Since then the founding members along with the
board members and around 10 active volunteers have
been establishing an interesting set of activities
aimed at making Fair Trade known in Greece. They
have participated in different events, festivals and
fairs, where they have sold food products imported
from Ctm altromercato in Italy.

Interest in North-South issues in general, or in Fair
Trade issues in particular, is still rather small in
Greece. Public and political awareness of, and support
for NGOs and development matters, continue to be
less well developed than in other European countries.
Nevertheless the Greek market is thought to have a
strong potential for developing Fair Trade activities
in the future, provided the public gets a clearer idea
of what Fair Trade is all about.

Awareness-raising is therefore a priority for the Fair
Trade movement in Greece. Within a short period of
time they have succeeded in gaining substantial na-
tional media coverage, with articles published in the
national editions of National Geographic and ELLE
magazine, Athens News (the major English weekly
newspaper) and in Athens Voice (the free distributed
weekly newspaper of the City of Athens).

Fair Trade Hellas also acts as the Greek member of
the Clean Clothes Campaign and is part of the Greek
platform of the Global Call To Action Against Poverty.
Fair Trade Hellas is already exploring ways to run edu-
cational programmes in schools as well.

The first Fair Trade shop in Greece is scheduled to
open in spring 2006; located in a highly visible place
near the new premises of Fair Trade Hellas in the
Kolonaki district, one of the most fashionable and
trendy shopping areas in Athens.

Good relations with a fair number of NGO's and other
organisations such as the Trade Union Associations,
along with an extensive database of highly interested
people should provide a good customer base to render
this shop a commercial success.
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HUNGARY

An early attempt in 1995 to establish Fair Trade in
Hungary involved the opening of a Fair Trade shop in
Pécs, the fifth-largest town in Hungary, with strong
support from EZA in Austria. This initial endeavour
unfortunately failed due to lack of purchasing power
and prohibitive tariffs on coffee imports, and the
shop consequently had to close down after approxi-
mately 18 months of operation.

In 2004 activities aimed at setting up Fair Trade
structures in Hungary were resumed through the
initiative of Utilapu Halézat. This is the Hungarian
branch of Service Civil International (SCI), an inter-
national association organising worldwide voluntary
work for young people, mainly in the form of summer
work camps.

Utilapu Halozat was rapidly joined by Protect the Fu-
ture (Védegylet), a civil NGO, whose aim is to raise
public awareness about our responsibility for the
environment. Recent activities include a successful
information campaign on the WTO and its effects on
sustainability, participation in international debates
on the social and ecological impacts of globalization
and close cooperation with other NGOS within the
Seattle to Brussels Network.

In spring 2005 Védegylet organised an eco-festival
(called the “Festival of Alternatives”) where a Fair
Trade café, offering coffee, tea, chocolate and some
locally developed awareness-raising material was set
up. The festival proved that there is a reasonable in-
terest for Fair Trade products in Hungary, especially
for coffee, tea, chocolate and handicrafts. The travel-
ling café was also invited to other events and festi-
vals during the summer.
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In May 2005, a conference was organised that brought
together international Fair Trade organisations, new
Fair Trade organisations from Central Europe and Hun-
garian NGOs that were interested in playing an active
role in introducing the Fair Trade concept in Hungary.
The conference enabled established Fair Trade orga-
nisations in Western Europe to share their experiences
with new organisations and to discuss Hungarian ex-
perts” knowledge of the market in Hungary, through
lectures, workshops and case studies. The aim was
to enable the people driving Fair Trade forward in
Hungary to opt for the most appropriate scenario for
Hungary and to adopt an action plan, clearly defining
the tasks of each participating NGO.

In the meantime more partner organisations have
joined the two initial partners, including the BUDS
Foundation for Human and Nature Protection (Riigyec-
skék), the Association of Conscious Consumers (Tuda-
tos Vasarlok Egyesiilete), the Planet Club — Network
for Sustainable Development and the Hungarian Waste
Management Group (Hulladék Munkaszovetség).

There are now plans to establish a Hungarian Fair
Trade Association with a broad membership base
comprised of different Hungarian NGOs. Its primary
task will be to continue with awareness-raising ac-
tivities, such as participating in festivals and press
conferences and therefore ensuring media coverage.

Everyone involved is aware that people in Hungary
are still rather price-conscious and less aware of their
consumer behaviour. Awareness-raising and cam-
paigning for a Fair Trade approach to consumerism
will consequently take up a large amount of time and
resources in the near future.



IRELAND

THE STRUCTURE OF FAIR TRADE

The restructuring of Oxfam’s operations in the United
Kingdom** has also impacted on the Fair Trade struc-
tures in Ireland.

Oxfam Ireland / Northern Ireland has a specialized
division working as an importing organisation for its
own three Fair Trade shops in Ireland. One of them
is in Belfast, and the other two in the Republic of
Ireland, namely in Galway and in Dublin.

These are the only remaining specialist shops for Fair
Trade products in Ireland. In order to clearly separate
them from Oxfam’s second hand clothes shops a new
brand identity has been developed in the last two
years including a new logo, shop fronts and leaflets.
These shops offer a wide range of products from pro-
ducer groups in over 20 countries. Handicrafts ac-
count for nearly two thirds of the shops turnover.

As a member of the large Oxfam network, Oxfam Ire-
land/Northern Ireland is also highly active in the
Oxfam campaign for trade justice “Make trade fair”
through collecting relevant petitions and recruiting
campaigners.

Some 30 or more shops sell products imported by
Dakini Fair Trade Ltd., a traditional player in the
Fair Trade field, founded in 1996 and sourcing mainly
from Thailand and Nepal. These shops are not special-
ist shops but as gift or household decoration shops
they simply want to add Fair Trade products to their
ranges.

In Northern Ireland the Fair Trade sector is largely
dominated by the same organisations known in the
United Kingdom, such as Traidcraft and others (See
UK country chapter for more details on Traidcraft).
Two specialized Fair Trade shops operate in Belfast:
the Pueblos Fair Trade shop and the Spires Fair Trade
shop in the Spires Centre shopping mall.

The establishment of the Irish labelling organisa-
tion Fairtrade Mark Ireland has introduced a new
dynamic to the Irish Fair Trade market. The labelling
organisation is supported by strong organisations
like ActionAid Ireland, Amnesty International (Irish
Section), Christian Aid Ireland, and the Irish Congress
of Trade Unions.

Fair Trade in Europe 2005 Ireland

Importing organisations

Paid staff (in full-time equiv.)
Importing organisations 6.8
Worldshops association no
Labelling organisation 2.3
TOTAL 9.1

Education / PR / marketing

in 000 €
Importing organisations 28
Worldshops association no
Labelling organisation 50
TOTAL 78

Number of label licensees

Nine years after the introduction of coffee as the first
Fair Trade product, the market impact of this small
organisation with less than a handful of employees
is impressive. A growing range of Fairtrade labelled
products like coffee, tea, chocolate, fruit, cocoa,
snacks and biscuits is no longer only available from a
very few specialist shops but can now be bought from
more than 250 outlets.

41 See chapter on United Kingdom
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THE FAIR TRADE MARKET IN IRELAND

The net retail value of the Oxfam Fair Trade shops in
the whole of Ireland is €0.7m.

Sales under the FAIRTRADE Mark have risen from a
net retail value of €3m in 2003 to €5m in 2004.
In 2005 sales are expected to be over €6.5 million.
Market shares are now at 2% for coffee and 0.5% for
both tea and bananas.

At the same time public recognition of the FAIRTRADE
Mark in Ireland has grown from a modest 16% in
2002 to 44% in 2004.

Ever since it was first celebrated in March 2001, the
annual Fair Trade Fortnight has become increasingly
successful from one year to the next.

In 2003 the concept of Fair Trade towns was intro-
duced and Clonakilty near Cork became Ireland’s first
Fair Trade town. The scheme certifies towns that fulfil
certain conditions, such as the stocking of FAIRTRADE
Mark products in shops and cafés and the passing of a
motion in support of Fair Trade by the Town Council.

In June 2005 there was a question about Fair Trade in
the state exams for senior level students.

In autumn 2005 four more towns have been certi-
fied, namely Kinsale, Kilkenny, Cork and Waterford. At
present there are over 30 groups of dedicated people
working to get their local councils moving forward on
the Fair Trade town initiative.

All these activities have attracted growing attention
from the media, therefore promoting an increase in
commercial and political support for Fair Trade. Many
prominent institutions such as the Prime Minister’s office
(Department of the Taoiseach) and the Department of
Foreign Affairs have switched to Fair Trade coffee.

As a result the attitude of the general public towards
Fair Trade is increasingly positive. A recent Irish
Government survey showed that almost 9 out of
10 Irish people thought fairer trade with people in
developing countries was important and that nearly
three quarters of Irish people were more likely to buy
a product with the FAIRTRADE Mark than a similar
product without it.

ITALY

THE STRUCTURE OF FAIR TRADE

Since its beginnings in 1988 the pioneering Ctm
altromercato has grown to become one of the largest
Fair Trade importing organisations in Europe, and by
far the largest one in Italy. With about 80 employ-
ees, the organisation is in regular contact with, and
imports goods from 150 producer groups. It supplies
products to about 500 Worldshops and about 2,000
more customers through almost 500 supermarkets.

Handicraft products account for some 15% of the
overall turnover.

In 1998 the original co-operative was transformed
into a consortium of Worldshops, currently consisting
of 124 Worldshops with 350 sales outlets throughout
Ttaly.

Ctm altromercato continues to be one of the most
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innovative Fair Trade organisations. Recent market
successesincludetheintroduction of FairTrade products
in public school canteens (the first experience of “fair
procurement” in Italy), the launch of the “natyr” Fair
Trade natural cosmetics line and the introduction of
a Fair Trade baby clothes line (branded “Birbanda”)
made with organic cotton.

Ttaly’s second largest Fair Trade importeris Commercio
Alternativo, based in Ferrara. Its 40 employees cre-
ate over 70% of their turnover with handicrafts which
they sell mainly to the independent Worldshops.

ROBA dell’Altro Mondo imports and wholesales
handicrafts only, which come predominantly from
Asia. As ROBA has a focus on clothes and related
products it has initiated a huge public campaign on
cotton and international trade, under the title “La via
del Cotone” (The way of the cotton).



There are some other importing organisations in Italy,
including a few more IFAT-members like Equo Mercato,
Liberomondo, Equoland or the Co-operativa Chico
Mendes.

The Worldshops association Associazione Botteghe
del Mondo has seen its membership rise from 65 to
124 member associations in the last five years with
many of these local associations or cooperatives
operating more than one shop. In total they represent
about 300 points of sale.

The association provides many services for its mem-
bers. These include the production and distribution of
campaign and educational material, the organisation
of meetings and discussions, the political representa-
tion of shops and the organisation of the annual Fair
Trade fair “Tuttunaltracosa” (“something completely
different”).%

Associazione Botteghe del Mondo plays a leading role
in many campaigns at the national level and is an ac-
tive member of the “Rete Lilliput” (Lilliput network),
a broad NGO coalition against globalisation.

The Italian labelling organisation TransFair Italy is
backed by a coalition of 20 member organisations
whose awareness-raising and mobilising power
have successfully brought labelled products to the
mainstream market. Today labelled products can be
purchased in about 2,900 supermarkets in Italy.

In 1999 a national Fair Trade forum was established.
In 2003 it adopted the form of an association called
AGICES - Assemblea Generale Italiana del Commercio
Equo e Solidale (Italian General Assembly of Fair and
Solidarity Trade). It has more than 100 members
representing 213 Worldshops and including 10
importing organisations.

THE FAIR TRADE MARKET IN ITALY

In recent years the Italian Fair Trade market has con-
tinued to grow significantly.

Ctm altromercato has experienced a steep increase in
its turnover, which increased from 22.4m to 34.3m
in only two years. Commercio Alternativo and ROBA
dell’Altro Mondo represent turnovers of €4.8m and
€0.9m respectively.

Although the largest importing organisation Ctm has
dissociated from TransFair Italy, the labelled market is

Fair Trade in Europe 2005

Importing organisations

Paid staff (in full-time equiv.)
Importing organisations 128.0
Worldshops association 0.5
Labelling organisation n/a
TOTAL 128.5

Education / PR / marketing

in 000 €
Importing organisations 210
Worldshops association n/a
Labelling organisation n/a
TOTAL 210

Number of label licensees

also successful. Sales generated under labelled products
represent a net retail value of approximately €20m.

After the first three regional parliaments passed reso-
lutions and legal texts regarding Fair Trade in 1999,
many more local and regional bodies have followed.
There are also a growing number of public authorities
in cities such as Rome, Turin or Genova, who have
started to buy Fair Trade products.

Through the different lobbying activities and against
the background of rising consumer awareness, the
importance of Fair Trade is beginning to gain
recognition in the political arena too. A few members

42 The 2005 edition of the fair was held in Parma and visited by more
than 30,000 people
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of the Italian parliament came together in December
2004 to create the “Associazione dei parlamentari
per il Commercio Equo - AIES” (association of par-
liamentarians for Fair Trade). This association should
facilitate the participation of the Italian Fair Trade
movement in the legal work of the commissions and
chambers of the Italian Parliament.

The second Fair Trade week organised in Italy involved
3,000 points of sale in October 2005 and started with
the declaration of the capital Rome as Italy’s first Fair
Trade city. Many VIPs from the sport, media and cul-

tural world are now supporting Fair Trade activities.
Many of the organisations involved see Fair Trade as
only one part of a broader political concept®. They
therefore invest a considerable amount of time in
integrating Fair Trade into a broader vision for the
entire non-for profit sector, including trying to incor-
porate the Fair Trade concept into the different areas
of the social economy, co-operative movements, as-
sociations and NGOs

43 As shown e.g. by the slogan “Ctm altromercato: Fair Trade for a Fair Economy”

LATVIA

To date, there are no formal Fair Trade structures in
Latvia. Nevertheless, Fair Trade tea and coffee are
already available. There is one private company im-
porting tea and coffee into Latvia from “Clipper teas”
(Dorset, UK). The products can be bought in a few of
the Finnish chain supermarkets «Stockmanny, in 2-3
organic and/or health shops in the capital Riga and
from a stall in the central market of Liepaja, the third
largest town of the country.

GLEN Latvia, one of the local partner organisations
for the NEWS!-project “NEWS! goes East”* includes
Fair Trade as one of the topics in its global education
activities on international trade and sustainability.
Another NGO called “Green Liberty”* has also been
participating in the project and is developing ideas
and plans for the development of Fair Trade in Latvia.

The national NGDO platform LAPAS has also been in-

volved but has not yet taken decisions on further Fair
Trade related activities.

To date, no NGO has started importing and / or retail-
ing, although a certain number of discussions on the
topic have been organised and some international
contacts and links have been built up.

Although some NGOs have become highly interested
in Fair Trade and have the intention to promote Fair
Trade widely, none of them have decided to focus on
Fair Trade specifically. All of them have projects of
their own with which they are preoccupied. It there-
fore seems that it may take some time before Fair
Trade structures are in place and products are widely
accessible within Latvia.

44 See chapter on Part I point 2.2.5 on Cooperation in Europe
45 www.zb-zeme.lv

LITHUANIA

In Lithuania Fair Trade is still at its very beginning.

The Environmental Information Centre (Aplinko-
saugos informacijos centro) in Vilnius which acts as a
contact point for the “NEWS! goes East”-programme?*
is therefore currently focusing on getting the Fair
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Trade concept more widely known in Lithuania.

Different articles on Fair Trade started appearing in
certain Lithuanian media at the start of 2005.

46 For details see Part I, point 2.2.5 Cooperation in Europe



LUXEMBOURG

THE STRUCTURE OF FAIR TRADE

Due to the fact that it is located at the heart of
Europe, bordered by three countries with extensive
Fair Trade networks, Luxembourg has never needed to
develop an importing capacity of its own. Its World-
shops have traditionally bought goods from Fair Trade
importers in Belgium (Oxfam Fairtrade and Oxfam-
Magasins du monde) or Germany (gepa).

Luxembourg has a population of 450,000 and
6 Worldshops. The shops are run by approximately
200 volunteers.

In 1992 the labelling organisation TransFair-Minka
Luxembourg was founded. It has a broad basis of 32
member organisations from the Third World solidar-
ity, environmental, church, union and youth sectors.
Since all Worldshops are also members of the organi-
sation, TransFair-Minka has been acting as a kind of
national shop association as well.

Due to the fact that it sources products from neigh-
bouring countries, for many years, the Luxembourgian
market has had to accommodate both the Max
Havelaar and the TransFair labels. With the unifica-
tion of the Fair Trade logo in 2003, this situation
has now changed for the better. Although there still
remains some overlap as far as the names are con-
cerned (TransFair, Max Havelaar and TransFair-Minka)
all three now have the same visual logo. Today, Fair
Trade products can be purchased in about 90 outlets
throughout the country, including Worldshops and
two of the main supermarket chains.

In 1999 the shops formed a separate organisation
called “Arbechtsgrupp Drett-Welt-Butteker” (Third
World shops working group), which aims to improve
the coordination of the marketing activities of the
shops at the national level.

It is interesting to note that Luxembourg is the last
place in Europe where the title “third world shop”
continues to exist.
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Importing organisations

Paid staff (in full-time equiv.)
Importing organisations 128.0
Worldshops association 0.5
Labelling organisation n/a
TOTAL 128.5

Education / PR / marketing

in 000 €
Importing organisations 210
Worldshops association n/a
Labelling organisation n/a
TOTAL 210

Number of label licensees

THE FAIR TRADE MARKET
IN LUXEMBOURG

The Luxembourg Fair Trade market reflects the small
size of the population. The net retail value of the
Worldshops is estimated to be somewhere around
€700,000, with the largest shop in the capital reach-
ing approximately €230,000 a year.

Through an annual expenditure of €100,000 on edu-
cation and informative activities, TransFair-Minka has
succeeded in developing a high degree of Fair Trade
awareness among the population. The introduction of
new products such as sports balls and fresh fruit has
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helped improve consumer awareness, but coffee and
bananas still remain the dominant product ranges.

The net retail value of goods sold under Fairtrade
labels in Luxembourg amounts to approximately €2m.
This means that Luxembourg has the second highest
per capita consumption of Fairtrade labelled products
in the world (after Switzerland), with a value of €3,90
per capita against €14 for Switzerland in 2003%.

Although Luxembourg has a few national Fair Trade
licensees, the most significant quantities are dis-
tributed by Belgian, German and Dutch licensees.
Between 2002 and 2005 awareness of TransFair has
increased by 32% and the logo is now recognized by
63% of the population. A survey performed by ILReS
in February 2005 reveals that aside from the 14%
of the population who have already tried Fair Trade
labelled products, a further 57% are prepared to buy
this type of product.

The organisation of “Fair Trade Fortnights” in large

shopping centres throughout the country, offer-
ing a mixed programme of information on products,
Fair Trade tastings, music, exhibitions and children’s
animation, help to spread the Fair Trade message. In
Luxembourgish this message is promoted under the
slogan “Gutt a fair”, which has the double meaning of
both “good plus fair” as well as and “a good bargain”.

In the meantime a broad coalition of development
and environmental NGOs along with some trade
unions and Transfair-Minka has been actively lobbying
local administrations to embrace social, environmen-
tal and ethically sound procurement policies. Up until
now 24 administrations out of 116 have positively
responded to this lobbying.

In the last few years, TransFair-Minka has also
received the support of the Granduke of Luxembourg
and Fairtrade labelled products are now being served
at the Grand-Ducal palace.

47 See also table 4 in chapter 3.3

MALTA

Malta may be regarded as the Fair Trade pioneer
among the new EU-member states.

Fair Trade was introduced in Malta in 1996, when
Koperattiva Kummerc Gust (Fair Trade Cooperative)
was officially registered. Today the cooperative con-
sists of over 100 members. The day-to-day work of
the cooperative is carried out by 4 volunteers and
three part-time employees.

Most sales are derived through the world shop L-arka,
which opened in the capital La Valletta in 1997.
Plans are now being made to move to a bigger, more
central location.

Further sales are generated through stalls at two ma-
jor public events held each year in May on the World
Fair Trade day (“Worldfest”) and in November (“Taste
the World” festival). Smaller events are organised in
different parishes by the same group.

The Fair Trade products imported by Koperattiva
come mainly from Italy (predominantly from Ctm
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altromercato and from Commercio Alternativo),
although a small amount comes from Equal Exchange
in Edinburgh in Scotland.

The Koperattiva has always seen itself as an integral
part of the wider Fair Trade movement and has therefore
chosen to become a member of both Ctm altromercato
in Italy and the International Fair Trade Association
(IFAT). Members of the cooperative participate regu-
larly in seminars and general assemblies held by Ctm
and have attended the latest IFAT conferences.

At present, Fair Trade only reaches a small proportion
of the population, but there are high prospects for
increasing this reach.

Building on the growing support from many NGOs,
schools and other institutions, political authorities
have also started to take Fair Trade more seriously.
The Minister for Environment has recently started
to purchase Fair Trade coffee for his offices and has
invited the cooperative Kummerc Gust to take part in
an important public event on World Environment Day.



THE NETHERLANDS

THE STRUCTURE OF FAIR TRADE

The Netherlands has one of the most mature Fair Trade
markets in Europe with a large number of importing
organisations, a very dense network of Worldshops
and one of Europe’s biggest labelling organisations.
As such it has often served as a model for others. In
the seventies, Fair Trade Organisatie (or more cor-
rectly, its predecessor SOS Wereldhandel) helped to
develop Fair Trade organisations in neighbouring
countries and in the nineties the Max Havelaar Foun-
dation served as the model to be followed by label-
ling initiatives all over the world.

Fair Trade Organisatie is by far the largest Fair Trade
importer, accounting for roughly 60% of all sales made
by the Dutch Worldshops. The organisation is staffed by
80 employees, providing the Dutch market with a broad
food range and 2,500 handicraft products, sourced
from approximately 90 producer groups. Fair Trade
Organisatie runs 8 Fair Trade shops, 3 of them as their
own shops and the other 5 under a franchising contract.

Sales are supported by the publication of 4 cata-
logues per year. The budget for public awareness &
marketing totals around €100,000.

Fair Trade Organisatie also puts a lot of emphasis on
strengthening the social economic business capacity
of its trading partners and producer groups. For this
purpose the organisation has established a special
“Partner Development & Policy Department”.

The second largest importer, De Evenaar, has a mar-
ket share of about 15% in the Worldshops, and con-
centrates on handicrafts rather than on food.

Both importers top a list of 29 certified Fair Trade
suppliers which have been officially recognised by the
Dutch Worldshops association. Whereas the big sup-
pliers provide both food and non-food products, the
smaller ones focus exclusively on handicrafts, many
of them sourcing from one or two countries only.
21 of these suppliers are members of the NIVAH
(Nederlandse Importeurs Vereniging Alternatieve
Handel), the Dutch Association of Fair Trade Importers.

The first Dutch Worldshop opened in 1969. Today
the Dutch Worldshops Association, the Landelijke
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Importing organisations

Paid staff (in full-time equiv.)
Importing organisations 82.4
Worldshops association 171
Labelling organisation 7.2
TOTAL 106.7

Education / PR / marketing

in 000 €
Importing organisations 104
Worldshops association 320
Labelling organisation 325
TOTAL 749

Number of label licensees

Vereniging van Wereldwinkels (LVWW), has 388
member shops. The organisation has 17 employees
and helps Worldshops with sales development, pub-
lic relations and political action. This assistance is
provided through courses, publication of material,
advice on shop management and on public relations,
ready made advertisements for local shops, hosting
visits by producers from the South and supply of ma-
terials and advice for campaigning.

Under the “Transformatie” (transformation) project,

48 Previously known as Fair Trade Assistance
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250 shops have in recent years undergone a com-
prehensive programme aimed at making the World-
shops even more attractive to the public. Four differ-
ent shop profiles have helped to clarify the identity
and the image of the shops and have lead to better
recognition of Worldshops. The association has also
invested heavily in improving the communication
network with and between its members, through in-
stalling an extranet and a communication package for
the member shops.

Although some Worldshops do have paid staff, Fair
Trade in the Netherlands would not be possible with-
out the dedication of approximately 12,000 people
working on a voluntary basis in the Worldshops and
for the Fair Trade groups.

The Stichting Max Havelaar, the Dutch labelling or-
ganisation, has played a pioneering role in opening
up supermarkets to Fair Trade products. In addition
to the traditional products like coffee, tea, honey,
cocoa/chocolate, bananas and orange-juice Max
Havelaar has also launched quite a few new products
such as fresh fruit (wine grapes, oranges, pineapples,
etc.), wine and others. About 30 licensing contracts
ensure that Fairtrade labelled food products are now
available in 3,500 outlets all over the country.

There is no formal national forum for cooperation
between the different Fair Trade players but there
are many irregular, informal meetings and contacts
between the organisations.
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THE FAIR TRADE MARKET
IN THE NETHERLANDS

As the oldest Fair Trade organisation in the Netherlands
Fair Trade Organisatie has a turnover of €20.6m,
derived in more or less equal proportions from coffee,
other food products and handicrafts. The Worldshops
network represents €30.3m net retail value, compared
to €20.4m in 1999/2000, when the number of shops in
operation was not much different from today’s. Handi-
crafts account for 75% of this amount.

The net retail value of products sold under the Max
Havelaar label is about €35m, a figure that has
remained pretty stable over the last few years. Per
capita retail value of labelled products has reached
€2.15, the fifth highest value in Europe.

In the highly competitive Dutch market it is impor-
tant to keep public interest alive through the con-
tinual introduction of new products. After launching
mangos and avocados in June 2004 for example, more
than 155,000 kilos were sold in just 7 months.

Many public institutions have switched to Max
Havelaar coffee and tea. Many schools and the major-
ity of Dutch municipalities serve and consume Fair
Trade hot drinks, as do the Dutch Parliament and many
Ministerial departments. Many companies now offer
Fair Trade products in the traditional “Kerstpaketten”,
the Christmas packages that companies give their
employees at the end of each year. Although these
have been on offer for a while already, they became a
tremendous success in 2003 and 2004.



NORWAY

THE STRUCTURE OF FAIR TRADE

There are no Worldshops, i.e. specialized Fair Trade
shops with a full range of handicraft and food
products in Norway today.

Handicrafts sourced from a handful of countries in South
and South East Asia are brought into the country by
Fairtrade Norge, based in Hglen, some 50 kilometres
South of Oslo. From here they distribute their products
to about 500 gift shops and boutiques specializing in
home interior or decorations throughout Norway.

Fair Trade food products can be found nearly every-
where in Norway. They are certified by Max Havelaar
Norway, the Norwegian labelling organisation launched
in 1997.

With a workforce of 4 people, this is the only
organisation in Norway to be fully integrated into
the international Fair Trade context®.

To date 21 commercial importers sell Fairtrade la-
belled products through approximately 4,000 outlets.
This means that Fair Trade coffee, tea, rice, orange
juice and bananas are sold in all but one supermarket
chain in Norway. Apart from the before mentioned
products, others such as chocolate or sugar are avail-
able on a smaller scale.

THE FAIR TRADE MARKET IN NORWAY

The net retail value of Fairtrade labelled products
amounts to over €4.5m in 2004, which represents
a 28% increase from the previous year. Coffee and
bananas are the two pillars supporting Max Havelaar
Norway: they account for more than 90% of its
license fee income.

As the Fair Trade market share continue to be rather
low in Norway (coffee at 1% and bananas at 1.5% of
the national market®™), there is considerable opportu-
nity for growth in the near future.

With its budget of just over €100,000 for informa-
tion, education and marketing Max Havelaar Norway
is currently working on two types of campaigns. The
first one is a point of sales-centred campaign in a
large supermarket chain. It aims at displaying the
full assortment of labelled products available along
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Importing organisations

Paid staff (in full-time equiv.)
Importing organisations n/a
Worldshops association no
Labelling organisation 3.5
TOTAL 3.5

Education / PR / marketing

in 000 €
Importing organisations n/a
Worldshops association no
Labelling organisation 108
TOTAL 108

Number of label licensees

with supporting information and large displays of
products, informative material, product tastings, and
a specially created magazine. It is scheduled to be
repeated once or twice a year.

The second campaign is an ongoing network-oriented
campaign, which aims to intensify the activities of the
member and supporting organisations at a local level.
A further boost to rising consumer awareness was the
launch of Fairtrade labelled roses in October 2005, now
available in the largest Norwegian flower shop chain.

49 Through its membership in FLO
50 This latter is equivalent to 100% of the organic banana market
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POLAND

At present, there is only one organisation in Poland
dealing with Fair Trade issues. It is the Polish Fair
Trade Association «The Third World and Us» (Sto-
warzyszenie Sprawiedliwego Handlu ,Trzeci Swiat i
My”) based in Gdansk, the sixth-largest Polish city,
situated on the Baltic Sea.

The organisation has 24 members and a handful of
volunteers carrying out the work.

At this stage it mainly consists of informative/edu-
cational work such as the presentation on Fair Trade
given in April 2005 at a public debate organised by
the association in cooperation with the Foreign Min-
istry and the Polish UNDP office, or giving lectures in

the main Polish towns at universities and workshops
for teachers.

In order to make these presentations a success, a
comprehensive package of basic informative material
has been prepared, some of it translated into Polish.
This includes for example a website, a slide show,
videos translated from English and German, a travelling
exhibition or suggestions and plans for school lessons.
A “Good shopping” consumer guide has also been
edited, with the help of the Polish Green Network.

Plans to import Fair Trade products via Germany and
to sell them both as a wholesaler and retailer are be-
ing developed.

PORTUGAL

THE STRUCTURE OF FAIR TRADE

Fair Trade has been promoted in Portugal by CIDAC
- Centro de Informacao e Documentacao Amilcar
Cabral (Amilcar Cabral Information and Documenta-
tion Centre) in Lisbon since 1998.

In August 1999 the first Portuguese Worldshop “Loja
de Comercio Justo” was opened in the small city
of Amarante, near Porto, in Northern Portugal. Six
years later Amarante was the venue for the 2nd Festa
Nacional de Comercio Justo, a Fair Trade fair and party
with an exhibition, concerts and debates. This clearly
illustrated that Fair Trade had definitely arrived in
Portugal. This national festival also saw the official
launch of Portugal’s very own first Fair Trade import-
ing organisation named Equacao (Equation), which
had started business in August 2004.

Fair Trade in Portugal is rapidly gaining momentum
and new Worldshops are opening. At present there
are already 11 recognised Worldshops. Until the
end of 2005 CIDAC assumes the coordinating role of
the national association, named CPCJ - Coordenacao
Portuguesa do Comércio Justo (Portuguese Fair
Trade Coordination). The association was created on
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World Fair Trade Day 2002. Among its members are
the importing organisation Equacdo, 3 development
NGOs and 7 shop organisations. Some of the member
organisations manage 2 Worldshops each, such as
Alternativa (a shop in both Barcelos and in Braga) or
Reviravolta with 2 shops in Porto.

Coordination is mainly being done through regular
monthly meetings.

The Coordenacdo has become a member of NEWS!
(see 2.4) and is very active in international coopera-
tion programmes with other Fair Traders in Spain and
Ttaly.

THE FAIR TRADE MARKET
IN PORTUGAL

In 2004 the importing organisation had sales of
approx. €90,000 (after only 5 months of business).
The shops which made their figures available accounted
for a little more than €180,000 of retail value.
For 2005 this figure will most probably lie between
€250,000 and €300,000.



In Portugal everything points towards another suc-
cess story for Fair Trade. The players involved are al-
ready well ahead with their plans: they want to see
more Worldshops opening, they are willing to inten-
sify their lobbying and promote ethical consumption
in private and public institutions and they are already
thinking about how to get Fair Trade products sold in
supermarkets.

Some of the Portuguese Fair Trade players have good
contacts with Portuguese-speaking countries like
Guinea-Bissau or East Timor. They want to develop
these relations further and introduce Fair Trade to
producer groups from these countries.

Portugal

Fair Trade in Europe 2005

Importing organisations

Paid staff (in full-time equiv.)
Importing organisations 0
Worldshops association no
Labelling organisation no
TOTAL 0

Education / PR / marketing

in 000 €
Importing organisations
Worldshops association 5
Labelling organisation no
TOTAL 7

Number of label licensees

SLOVAKIA

In February 2003 a small group of dedicated people
founded FAIRTRADE Slovakia with the aim of pro-
moting the Fair Trade idea in Slovakia.

Through a well-balanced program of information, mo-
tivation and networking, the organisation has made
Fair Trade known in Slovakia within a short space of
time and has thus paved the way for successful years
ahead. They have made use of different opportunities
for testing products (such as selling in a shopping
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centre, at Latino parties etc), before establishing a
regular sales outlet in Slovakia.

In November 2005 a separate business company
FAIRTRADE Slovakia s. r. 0. was established. It will
focus both on wholesaling and on retailing Fair Trade
products.

During this time the organisation Ekoporad a Zivica
in Bratislava started selling Fair Trade products in
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their eco-shop, alongside its product range focused
on environmental criteria, with some additional hemp
products coming from India and Nepal.

The Fair Trade products are mainly sourced via EZA
Fairer Handel in Austria and the Ecumenical Academy
in Prague in the Czech Republic.

The summer of 2005 saw the first specialized Fair
Trade Shop open in Bratislava, Slovakia. The shop
named “Ten Senses” is located right in the city centre
and is run by Integra, an NGO engaged in micro-
enterprise development in Central and Eastern Europe.
Whereas the overseas products are sourced through
Fair Trade organisations from neighbouring countries
like Eine-Welt-Handel from Austria or Commercio
Alternativo from Italy, the shop also offers a new

dimension to Fair Trade: plenty of room is given to
small producers from Slovakia, the Czech Republic and
Poland. This matches extremely well with the overall
aim of Integra to develop markets for small producers
in the South as well as in the North through fostering
both North-South trade and North-North trade.

After its opening, shop sales have exceeded all expec-
tations, reaching over €600 a day, more than double
the planned figure. The wholesale channel supplies
five Shell retail stations and five bars and restaurants
in Bratislava. By the end of 2005 Integra aims to
have created a website and a full product catalogue.

Plans are already under way to bring the Fair Trade
idea to other countries, in which Integra is active,
namely Bulgaria and Romania.

SLOVENIA

Fair Trade in Slovenia was initiated by the Slovenian
human rights NGO Humanitas. In 2002, Humanitas
organised a sales exhibition, focussing on products
from Burkina Faso.

In late 2003 the environmental organisation
Umanotera joined the initiative. After a second
successful sales exhibition in March 2004 it was
clear that the next step was going to be the opening
of a Fair Trade shop in the capital.

On 10 December 2004, the International Human
Rights Day, the first Slovenian world shop opened at
Stari trg 30, in the city centre of Ljubljana. Among
the official guests were the ambassador of the
European Commission Delegation to Slovenia and the
mayor of Ljubljana. The city of Ljubljana helped with
the rent of the shop.

For the time being the majority of the products are
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imported from EZA Fairer Handel in Austria. In
addition, Humanitas is providing direct contact with
producers from Nepal, Ghana, Burkina Faso, Kenya
and Uganda.

There are already plans to become independent from
other importers by sourcing as directly as possible.
In so going, the driving forces within the movement
want to extend the Fair Trade concept beyond the
traditional countries of the South. They are planning
to start working with projects in the Balkans and in
the former Soviet Union republics of the Caucasus.

The shop has one employee, aided by a group of
about 30 volunteers. A second person should be
employed soon.

The main challenges for the future will be the open-
ing of a second Worldshop in Slovenia and the main-
streaming of Fair Trade products.



THE STRUCTURE OF FAIR TRADE

The Spanish Fair Trade market is dominated by three
big importing organisations: Intermén Oxfam,
Alternativa 3 and IDEAS.

Intermon Oxfam, a member of the worldwide Oxfam
organisation, is a development NGO with a long his-
tory of activism in Spain on Third World issues. In the
early nineties it launched a small Fair Trade operation
that has quickly expanded to become by far the larg-
est Fair Trade importer in Spain. Its dense network of
more than 35 own Worldshops generates about 80%
of Intermon Oxfam’s turnover. Apart from this the
organisation also supplies most of the independent
shops all over Spain. More than 50% of the turnover
is derived from handicrafts.

Alternativa 3, based near Barcelona, has a stronger
focus on food products, especially on coffee, which
accounts for 37% of its turnover. It sells through its
own shop and delivers Fair Trade goods to the other
independent Spanish Worldshops and to many church
groups. Alternativa 3 is thought to be the only Fair
Trade organisation in Europe with a coffee roaster of
its own, where the imported coffee beans are roasted,
ground and packed.

IDEAS is both a non-profit cooperative and an
officially recognized NGO, strongly rooted within
the movement for a solidarity economy. Against this
background it is proud to have been given the respon-
sibility of representing the International Fair Trade
Association (IFAT) within the International Council of
the World Social Forum. IDEAS has a strong empha-
sis on food products, which accounts for more than
60% of its turnover. It sells mainly to Worldshops and
solidarity groups and has 3 shops of its own (IDEAS
del Mundo). Together with other EFTA members in
Belgium, Italy and the Netherlands, IDEAS is success-
fully running the European programme “Fair Procura”
on Fair Trade standards for public procurement.

There are nine more importing organisations on
the list of the Spanish Worldshop association includ-
ing Adsis Equimercado, Xarxa Consum Solidari and
Sodepaz.

Fair Trade in Europe 2005

Importing organisations

Paid staff (in full-time equiv.)
Importing organisations 26
Worldshops association 1
Labelling organisation 2
TOTAL 29

Education / PR / marketing

in 000 €
Importing organisations 252
Worldshops association no
Labelling organisation no
TOTAL 252

Number of label licensees

The first two Spanish Worldshops were opened in
1986. Today, Spain has about 95 Worldshops or “soli-
darity shops”. They are well distributed throughout
mainland Spain as well as being present on the
islands of Mallorca, Menorca and the Canary Islands.

Much effort has been devoted to raising a common
profile for the shops. This has led to the rapid spread
of the “Justo aqui” (“Just here”) logo. Taking into ac-
count the multi-lingual situation in Spain, this logo
has four different language versions.
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Spanish Worldshops have a variety of styles, reflect-
ing their different backgrounds and the particular
importer with which they are associated. In recent
years, the Worldshops of Intermon Oxfam and IDEAS
have adopted a corporate identity which makes them
easily recognisable.

The role of “Worldshop association” is assumed by
the Coordinadora de Organizaciones de Comercio Jus-
to (see below), which has also become the Spanish
member of NEWS! (see 2.4.).

After a good deal of preparation, the Spanish labelling
organisation Asociaciéon del Sello de Productos del
Comercio Justo (Fair Trade product labelling associa-
tion) went public in October 2005, making Spain the
fifteenth European country to adopt this scheme. The
association has 9 strong organisations forming its
base, among which are the leading importers, Caritas
Spain, SETEM (an important development NGO) and
the Consumers and Users Confederation.

The national Fair Trade forum, founded in 1996, has
also joined the labelling organisation. The Coordina-
dora de Organizaciones de Comercio Justo (Coor-
dination of Fair Trade Organisations) has a member-
ship of 34 Fair Trade organisations. Together these
organisations have a workforce of over 90 full-time
employees and manage about 1,200 volunteers.

The main objective of the Coordinadora is to bring the
different Fair Trade players (importers, wholesalers or
distributors, Worldshops and development NGOs) to-
gether reqularly in order to improve the coordination
of Fair Trade-related activities and to further raise the
profile of Fair Trade in Spain.

THE FAIR TRADE MARKET IN SPAIN

Currently the three largest Fair Trade importers have
a joint turnover of about €7.8m

The dynamic of the Spanish Fair Trade market, even
before the labelling initiative is taken into account,
is clearly illustrated through comparing this figure
to the €3.8m figure of five years ago. The sales of
Intermén have doubled within 3 years.
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In its study on Fair Trade in Spain®* SETEM found that
between 2000 and 2003 the aggregate turnover of all
Fair Trade players in Spain had risen by 47%, from
around €7.0m in 2000 to €10.7m three years later.
According to this source, 2003 was also a turning
point as the sale of food products topped handicraft
sales for the very first time. A sustained growth in
coffee sales contributed heavily to this result.

This positive trend is likely to continue with the
introduction of labelled coffee, tea, chocolate and
sugar in autumn 2005. 11 organisations have decided
to sign licensing contracts with the labelling organi-
sation and to market labelled products.

There is still much to be achieved within the Spanish
context. A consumer survey done in 2003 by the
Foundation Grupo Eroski®? concluded that at the end
of 2003 “the concept (of Fair Trade) is still new and
hardly known by most of the consumers.” Two thirds
of the 5,000 people interviewed said that they had
no intention of buying Fair Trade products.

The repetition of the survey in 2004 showed that a
large proportion, namely 23% of those interviewed,
could not answer the question as to whether or not
they had bought Fair Trade products during the last
12 months. This seems to indicate that the “know-
ledge, visibility, and above all, the differentiation of
this type of product is insufficient”.

Attractive marketing to Spanish consumers results in
a positive response to Fair Trade. This is highlighted
by the tremendous success of the Forum Barcelona
in 2004, where Interméon Oxfam, Alternativa 3 and
SETEM joined together to stage an exhibition on Fair
Trade and to run a Worldshop during the almost 5
-month duration of the Forum.

During this time, over 780,000 people viewed the
exhibition, more than 80,000 of them signing a pe-
tition on workers’ rights in Southern countries and
more than 96,000 of them purchasing something
from the shop.

51 SETEM, EL Comercio Justo en Espaiia, 2004
52 Barémetro de Consumo 2004



THE STRUCTURE OF FAIR TRADE

Sweden has four Fair Trade importing organisations,
all of which are members of IFAT.

Sackeus AB focuses on food products only, with the
exception of a few rare non-food products like sports
balls or t-shirts. Coffee alone accounts for 75% of its
turnover. It supplies the Worldshops, as well as other
markets such as institutions, individual commercial
stores and chains of commercial stores.

Rattvis Handel Import AB was founded in 2001
by the combined effort of the Swedish Worldshops,
who are also the biggest customers. The organisation
sources from 45 different producer groups and focuses
largely on handicrafts, which account for 75% of its
sales. The remaining 25% derives from the sale of
coffee, tea, chocolate, sweets, sauces and spices.

La Maison Afrique AB imports handicrafts from 27 micro-
enterprises in Madagascar and the Comoros exclusively.

North & South Fair Trade AB deals in both handi-
crafts and food products.

The Swedish Worldshops Association Vérldsbutikerna
for Réttvis Handel has 35 full members. Most of
the work of the shops is done by an estimated 1,000
volunteers, there being very few paid staff.

There have been Worldshops in Sweden for over 30
years, and they started to meet together on a regular
basis in 1986.

Today the members use the name “Varldsbutik”
(Worldshop) and the common logo appears in all
of their communications. Although some shops
have closed down in recent years, new shops have
opened and some established shops have moved to
better locations. Overall, the number of shops has
increased over the last few years. A need is felt to
further professionalize the shops, but this seems to
be restrained by the limited number of personnel and
financial resources.

Many of the food products available in the World-
shops have the organic label KRAV.

The Fairtrade labelling organisation Féreningen for
Rattvisemarkt was set up in 1996. Today it embraces
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Importing organisations

Paid staff (in full-time equiv.)
Importing organisations 10
Worldshops association 2,0
Labelling organisation 5,0
TOTAL 12,5

Education / PR / marketing

in 000 €
Importing organisations 41
Worldshops association 46
Labelling organisation n/a
TOTAL 87

Number of label licensees 15

a large coalition of church organisations, the two
largest unions, consumer associations and foreign aid
institutions. Aided by the existence of 25 licensing
contracts, a broad range of Fairtrade labelled products
can be found in supermarkets all over the country.

Although distances in Sweden tend to hinder joint
campaigning, cooperation among the Fair Trade
actors has significantly improved in the last years,
encouraged through the European-wide campaigns
promoted by NEWS! (see 2.4.).
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THE FAIR TRADE MARKET IN SWEDEN

The four importers Sackeus, Rattvis Handel Import,
North&South Fair Trade and La Maison Afrique have a
joint turnover of about €2.2m.

The 35 Worldshops account for a joint retail value of
about €730,000, half of which is through sales of
handicrafts.

The biggest portion of the Fair Trade market in
Sweden is comprised of products sold under the
Rattvisemdrkt label. The estimated net retail value
amounts to €5.5m, reflecting a growth of 40%
between 2003 and 2004. The market share for all
products is still lower than 1%.

The Swedish Parliament, the Swedish Government,
SIDA (the Swedish Development Cooperation Agen-
cy) and parts of the Swedish Church are among the

most prominent users of Fairtrade labelled coffee in
Sweden. Many municipalities and companies are
following this example.

Following a national survey in all Swedish munici-
palities regarding their use of Fair Trade products, the
labelling organisation is encouraging citizens to send
in so-called “citizen propositions” calling on the town
councils to change to Fair Trade products. In these
activities, as well as those aimed at enterprises, the
labelling organisation is helped by a large number of
interested people. Since 1998 more than 600 so-called
“Fair Trade ambassadors” have been trained.

All these activities seem to be very successful. An
awareness study carried out on behalf of Max Havelaar/
Rattvisemdrkt Sweden in 2004 and repeated in 2005,
showed that awareness of the label among Swedish
consumers had risen from 39% to 47% in just one year.

SWITZERLAND

THE STRUCTURE OF FAIR TRADE

The largest Swiss importing organisation is claro fair
trade AG. claro fair trade is not only an importing
organisation but also has a strong network of World-
shops all over Switzerland. The organisation is well
known to consumers all over Europe for its state-of-
the art chocolate product line called Mascao.

The second largest importer, Caritas Fairness,
sources from some 60 producer groups and has a strong
emphasis on handicraft products coming mainly from
Asia and honey from Latin America. The organisation
runs three UNICA-shops of its own in Lucerne, Zurich
and since October 2005 also in Basel.

gebana builds on the expertise of people campaign-
ing around banana-related questions for more than
30 years. Founded in 1988 the trading company counts
among the very pioneers of Fair Trade in Europe,
although it has taken long before the banana has
finally found its place in the Fair Trade system. In
recent years they have diversified and the product
range now also includes dried fruit, nuts, spirits, etc.
In a joint venture with claro ag both partners run a
sophisticated web shop offering 150 different food
products from both companies.

Other smaller importers are TerrEspoir, Zur Kalebasse
and Helvetas.
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The claro shop formula “claro-Weltldden” (claro
Worldshops) is a well developed cooperation model.
Some 140 so-called claro A-shops have committed
themselves to strict criteria regarding their location
and size, their opening hours, a corporate design and
joint promotion activities.

There are a further 71 Worldshops and 17 partner
shops, which are regular claro customers. Additional
customers of claro fair trade are about 50 bio-shops,
72 retailers, 30 parishes and 44 key accounts with a
variably large part of Fair Trade products on offer.

The Association Romande des Magasins du Monde
(French-speaking Association of World Shops) occu-
pies a second Swiss seat within NEWS! About 1,000
volunteers run 40 Worldshops in French-speaking
Switzerland. After a restructuring process the associa-
tion has decided to reduce the wholesaling business
to claro fair trade in order to focus more strongly on
campaigning, education and information, professio-
nalise the shops, etc. In the future, the shops will get
most of their products directly from claro fair trade.

Reflecting the multi-lingual situation in Switzerland
there are also a few Italian-speaking shops, forming
part of the claro shop group but also maintaining
close ties with the Italian Worldshops association.



Max Havelaar Switzerland, the Swiss labelling
organisation, founded in 1992, is one of the big Fair
Trade successes.

From the very beginning the two largest Swiss food
retail chains, Migros and Co-op (who together represent
more than 75% of the Swiss food retail market), have
been keen to have Fairtrade labelled products on their
shelves. This very broad distribution has led to huge
popularity of the Fair Trade concept in Switzerland.

As a result, Max Havelaar has, to date, been able to
sign about 60 license contracts. The product range
has been constantly growing, and apart from the
classical Fair Trade products like coffee or tea, it now
also includes fresh fruit, flowers, cotton and textile,
just to name a few. Currently labelled products may
be purchased in more than 2,500 supermarkets all
over the country.

A national forum on Fair Trade was founded in March
1999 under the name of SFFH - Schweizer Forum
Fairer Handel (Swiss Forum on Fair Trade), with the
aim of strengthening cooperation in the field, ena-
bling a regular exchange of information and coordi-
nating all Fair Trade related activities. Among the
members are claro fair trade, the Association Romande
des Magasins du Monde, Max Havelaar, gebana, and
the most important Swiss development NGOs.

THE FAIR TRADE MARKET
IN SWITZERLAND

claro fair trade’s turnover is among the highest of
import organisations in Europe, with €11.8m. It is
largely food product-based (86%) and nearly half of
it is generated through exports to other Fair Trade
organisations in Europe.

The other important importers gebana and Caritas
have both a turnover of approximately €2.2m each.

Market penetration of Max Havelaar labelled products
is one of the highest in Europe. Tea, coffee and rice
have between 5 and 6% each, sugar reaches 10%,
honey 14% and flowers even 28%. The top-selling Fair
Trade bananas have an unprecedented (and probably
never dreamed-of) 47% market share. This commer-
cial success has meant that the Swiss Max Havelaar
Foundation has become completely independent of
any outside finance other than its license fees.

The retail value of labelled products has been soaring
from €73m in 2002 to €101m in 2003 and again to
€136m in 2004.

Switzerland

Fair Trade in Europe 2005

Importing organisations

Paid staff (in full-time equiv.)
Importing organisations 43,9
Worldshops association 3.4
Labelling organisation 15.8
TOTAL 63.1

Education / PR / marketing

in 000 €
Importing organisations 157
Worldshops association 13
Labelling organisation 486
TOTAL 656

Number of label licensees

The decision of the large chain Coop to stop sell-
ing any other bananas than Max Havelaar bananas
has played an important part in this development,
as well as the launch of such a new product like
flowers, which were introduced only in 2004.

In a situation like the Swiss one, new questions
begin to appear on the Fair Trade horizon. They
deal with the remaining sources for growth in
partly stagnating consumer markets, with the
pressure to launch new products again and again,
with increasing competition from very big players
and multinationals, and so on.

All players agree that the years ahead hold a lot of
challenges for everybody involved. Observers from
the outside will have the opportunity to continue
learning from the extraordinary Swiss experience!
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UNITED KINGDOM

THE STRUCTURE OF FAIR TRADE

In the last five years the United Kingdom has proved to
have probably the most dynamic Fair Trade structures
of all European countries.

They have undergone a far-reaching restructuring
process and have simultaneously experienced incre-
dible growth rates.

One of the two big traditional Fair Trade players has
almost totally withdrawn from trading. Following an
in-depth study into the effects of Fair Trade on 18
producer groups in seven countries across Asia, Africa
and Latin America, Oxfam GB has indeed stopped its
importing activities.

The study concluded that Oxfam had much more
impact through its work on capacity-building and
market access than through buying and reselling
products. Following this decision, Oxfam GB also
withdrew from the European Fair Trade Association
(EFTA).

Today Oxfam GB is very active in campaigning and
lobbying on international trade issues®:.

The largest Fair Trade organisation in terms of staff
numbers and product range is Traidcraft, with over
140 employees. Traidcraft has an extensive network
of Fair Traders who are local representatives. They buy
products and sell them on at stalls in their churches,
workplaces, and neighbourhoods or to friends and
family members. There are currently more than
5,000 Fair Traders whose sales account for 50% of
Traidcraft’s turnover. The organisation also operates
an important mail order catalogue business with
more than 42,000 regular customers.

Traidcraft Exchange, the separate but associated
development charity, works on market access and
development with organisations in the south. It also
has a strong policy department, lobbying both at the
UK and EU level.

Cafédirect plc, founded 15 years ago, was responsi-
ble for launching the UK's first Fair Trade coffee pro-
duct and has since become the UK’s largest Fair Trade
hot drink company. It is the fourth largest roast and
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ground brand in the British coffee business and the
eighth largest tea brand. Its brands, Cafédirect 5065,
Cafédirect Roast & Ground, Teadirect and Cocodirect,
are stocked in most of the major retailers, indepen-
dent retailers and whole food stores, and they have a
growing profile in the out of home sector.

Cafédirect buys from 36 producer organisations in 11
countries, ensuring that over a quarter of a million
producers and their families receive a decent income
from their trade. In 2004 it successfully issued shares
and now has 4,500 shareholders including producers,
who are represented on the Board of Directors.
Through its unique Gold Standard Fair Trade model
Cafédirect goes beyond the minimum Fair Trade cri-
teria. A defining principle of the model is its com-
mitment and relationship with its partner producers;
it reinvests parts of its profits (8% of gross profit in
2004) into their businesses in order to strengthen
their capacities and knowledge.

Cafédirect was set up as a joint venture by a group
of four organisations, namely Oxfam GB, Traidcraft,
Equal Exchange and Twin Trading.

Twin Trading, which calls itself the “leading alter-
native trading company in the UK”, has also been
behind the founding of two more Fair Trade organisa-
tions in the UK.

The Day Chocolate Company was created to give
Ghanaian cocoa producers direct market access. Its
brands “Divine chocolate” and “Dubble” are not only
well-known in the UK, but also in the Netherlands,
the US and Canada. In 2001 Twin launched AgroFair
UK to market fresh fruit to retailers in the UK.

The Body Shop runs a community-trade department
and sources an impressive volume of materials from
producers in the South under Fair Trade conditions.
Although the Body Shop per se is not a Fair Trade
organisation, it shares the values of Fair Trade and
is therefore an associate member of IFAT, the Inter-
national Fair Trade Association.

Smaller importers include Equal Exchange (based
in Edinburgh), Tearcraft (specializing in handicrafts
and celebrating its 30th anniversary in 2005), FM



Foods — Tropical Wholefoods and the Bishopston
Trading Company, concentrating heavily on clothes
sold mainly in five of its own shops.

The network of independent Worldshops is the
British Association for Fair Trade Shops (BAFTS).
The association currently has 70 members, which
runs a total of about 100 shops.

BAFTS was established in 1995 and operates with an
annual budget of about €20,000. The amount and
range of services and support provided for members is
increasing, along with the use of IT and the Internet
to deliver these services. The association publishes a
UK Directory of Fair Trade Importers which is regu-
larly updated.

The Fairtrade Foundation is the UK member of FLO
(see 2.4). It was founded in 1992 to certify the use
of the FAIRTRADE Mark and to introduce Fair Trade
products into British supermarkets. The Foundation
has 13 member organisations and some 60,000 indi-
vidual supporters. To date it has signed 178 contracts
with licensees that market over 1,100 products, the
widest range of Fairtrade labelled products available
in any country. Products bearing the FAIRTRADE Mark
are now available in all British supermarkets chains.

The Fair Trade Leaders Forum established with the
help of IFAT is an informal organisation comprising
of chief executives of the major UK Fair Trade organi-
sations, i.e. the Fairtrade Foundation, BAFTS and all
UK members of IFAT. It meets three times a year and
discusses common concerns related to the develop-
ment of Fair Trade in the UK; it engages with other
networks and tries to have an impact upon the inter-
national debates on trade.

THE FAIR TRADE MARKET
IN THE UNITED KINGDOM

The UK seems to be the fastest growing Fair Trade
market in the world.

Traidcraft’s turnover has doubled over the last
four years to €20.3m, reflecting sustained growth
throughout the different channels of sale.

Cafédirect plc has experienced a yearly growth rate of
20%. It now has a turnover of €25.2m and represents
35% of UK Fair Trade coffee and tea retail sales.
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United Kingdom

Fair Trade in Europe 2005

Importing organisations

Paid staff (in full-time equiv.)
Importing organisations 237.0
Worldshops association 0.5
Labelling organisation 18.3
TOTAL 245.8

Education / PR / marketing

in 000 €
Importing organisations 8,496
Worldshops association 20
Labelling organisation 1,453
TOTAL 9,969

Number of label licensees

The Day Chocolate Company and AgroFair Ltd. have
turnovers of €8.2m and €2.9m respectively. The
four smaller importers; Equal Exchange, Tearcraft,
FM Foods - Tropical Wholefoods and the Bishopston
Trading Company total an aggregate sales level of
approximately €6.3m.

The members of BAFTS have a total net retail value of
approximately €10.4m.

The value of products sold under the FAIRTRADE Mark
have more than doubled between 2002 and 2004,
increasing from a net retail value of around €91m to
over €206m, thus making the UK market the largest

53The “Make Trade Fair” campaign and Oxfam'’s involvement in the “Trade
Justice Movement” can be cited as good examples of this.
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single market of Fairtrade labelled products in
Europe. Today more than 3 million Fair Trade hot
drinks are consumed daily in the UK.

Institutions using Fair Trade products include the
House of Commons, the Scottish Parliament, The
Welsh National Assembly, the Department of Trade
and Industry, the Department of Health, the Depart-
ment for International Development and the Treasury.
Many local authorities have become supportive of
Fair Trade through the “Fair Trade Town” movement.
There are now 140 Fair Trade towns and cities in the
UK, whose councils have passed resolutions support-
ing Fair Trade and who have committed themselves to
using Fair Trade products. There are also over 1,700
churches in the UK who have declared themselves
“Fair Trade churches”.

68

FAIR TRADE IN EUROPE 2005

Through these local Fair Trade schemes, awareness
of Fair Trade has been on the rise for several years
now. Between 2002 and 2005 recognition of the
FAIRTRADE Mark has more than doubled, with 20%
of the adult population recognising the mark in 2002
compared to 50% in 2005. According to the latest
MORI poll published in May 2005 the highest level
of recognition of the FAIRTRADE Mark comes from
the 25-34 age group. Together with the fact that the
majority of those buying Fairtrade labelled products
are “recent converts”, this suggests that there is a
great future for Fair Trade in the UK.
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A2 el CONTACT DETAILS OF THE FAIR
TRADE ORGANISATIONS WHICH
PARTICIPATED IN THIS SURVEY

AUSTRIA

ARGE Weltldden

Am Breiten Wasen 1
A-6800 Feldkirch

Tel: +43 5522 78079

Fax: +43 5522 75079

Web: www.weltlaeden.at
E-mail: arge@weltlaeden.at
Contact: Barbara Kofler

EZA Fairer Handel
Wenger Str. 5

A-5203 Kostendorf

Tel: +43 6216 20200
Fax: +43 6216 20200-999
Web: www.eza.cc

E-mail: Office@eza.cc
Contact: Andrea Reitinger

BELGIUM

Fair Trade Organisatie
Hoogstraat 35E

B-3360 Bierbeek

Tel: +32 16 461444

Fax: +32 16 461445

Web: www.fairtrade.be
E-mail: info@fairtrade.be
Contact: Erik Devogelaere

Max Havelaar Belgium
Rue du Tréne 173

B-1050 Brussels

Tel: +32 2 500 10 60
Fax: +32 2 500 10 61
Web: www.maxhavelaar.be

E-mail: info@maxhavelaar.be

Contact: Miguel de Clerck

CZECH REPUBLIC

Society for Fair Trade and Development education /
Spolecnost pro Fair Trade a rozvojové vzdélavani

Grohova 40

CZ-602 00 Brno

Tel: +420 604 188495
Web: www.fairtrade.cz
E-mail: info@fairtrade.cz

Contact: Ludék Stérba, Sarka Spackova
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FAIRTRADE Austria
Wohllebengasse 12-14/7
A-1040 Wien

Tel: +43 153309 56

Fax: +43 1 533 09 56 11
Web: www.fairtrade.at
E-mail: office@fairtrade.at
Contact: Barbara Studeny

Li Cok

Dadlergasse 20-22/3/2/9
A-1150 Wien

Tel: +43 1969 9847

Fax: +43 1 895 4160
E-mail: licok@chello.at
Contact: Edgar Rene Espafia

Oxfam Fairtrade
Ververijstraat 15

B-9000 Gent

Tel: +329 218 88 99
Fax: +32 9 218 88 66
Web: www.oft.be

E-mail: info@oft.be
Contact: Katrin Derboven

Oxfam-Wereldwinkels
Ververijstraat 17
B-9000 Gent

Tel: +32 9 218 88 99
Fax: +32 9 218 88 66
Web: www.oww.be
E-mail: oww@oww.be
Contact: Annie Schoofs



DENMARK

Fair Trade Danmark

@stre Stationsvej 42

DK-5000 Odense

E-mail: kibech@mail1.stofanet.dk
Contact: Kirsten Bech

Fair Trade Gruppen / U-landsforeningen Svalerne
Rosensgade 24

DK-8000 Aarhus C.

Tel: +45 86 129701

Fax: +45 86 12 97 04

Web: www.fair-trade-gruppen.dk

E-mail: svalerne-import@fairtrade.dk

Contact: Poul Roed Kristensen

FINLAND

Association for Promoting Fairtrade in Finland /
Reilun kaupan edistamisyhdistys ry

Sornaisten rantatie 33D

FI-00580 Helsinki

Tel: +358 9 7268 6630

Fax: +358 9 726 2102

Web: www.reilukauppa.fi

E-mail: reilukauppa@reilukauppa.fi

Contact: Sami Turunen

FRANCE

Artisanat SEL

BP 21002

F-45701 Villemandeur

Tel: +33 23 8892100

Fax: +33 2 38 85 14 09

Web: www.artisanatsel.com
E-mail: Artisanat.sel@wanadoo.fr
Contact: Matthieu Maridat

Fédération Artisans du Monde
53, Bd de Strasbourg

F-75010 Paris

Tel: +33 156 03 9350

Fax: +33 1 47 70 96 35

Web: www.artisansdumonde.org
E-mail: info@artisansdumonde.org
Contact: Charlotte Dudignac

Max Havelaar Danmark

Ryesgade 3F

DK-2200 Copenhagen

Tel: +45 70 231345

Fax: +45 35 24 78 68

Web: www.maxhavelaar.dk

E-mail: info@maxhavelaar.dk
Contact: Jens Erik Dalgaard Jensen

Finnish Association of Worldshops /
Maailmankauppa Kirahvi
Palokunnankatu 13-15

FI-13100 Hameenlinna

Tel: +358 45 6705645

Web: www.maailmankaupat.fi

E-mail: Maailmankaupat.liitto@sci.fi
Contact: Kati Hjerp

Max Havelaar France

Immeuble Le Méliés

261, Rue de Paris

F-93100 Montreuil

Tel: +33 142877021

Fax: +33 1 48 70 07 68

Web: www.maxhavelaarfrance.org
E-mail: info@maxhavelaarfrance.org
Contact: Victor Ferreira

Solidar'Monde

44-52, rue George Sand

F-94400 Vitry sur Seine

Tel: +33 145736543

Fax: +33 1 45 73 65 42

Web: www.solidarmonde.fr
E-mail: contact@solidarmonde.fr
Contact: Granger Dominique

FACTS AND FIGURES ON FAIR TRADE IN 25 EUROPEAN COUNTRIES

71




GERMANY

BanaFair

Langgasse 41

D-63571 Gelnhausen

Tel: +49 6051 8366-0
Fax: +49 6051 8366-77
Web: www.banafair.de
E-mail: info@banafair.de
Contact: Rudi Pfeifer

CONTIGO GmbH
Wilh.-Lambrecht-Str. 3
D-37077 Gottingen

Tel: +49 551 20921-0
Fax: +49 551 20921-28
Web: www.contigo.de
E-mail: info@contigo.de
Contact: Ingo Herbst

dwp mensch + zukunft eG
Hinzistobler Str. 10
D-88212 Ravensburg

Tel: +49 751 36155-0

Fax: +49 751 36155-44
Web: www.dwp-rv.de
E-mail: info@dwp-rv.de
Contact: Thomas Hoyer

GREECE

Fair Trade Hellas

51, Skoufa st.
GR-10672 Athens

Tel: +30 6945 854039
Web: www.fairtrade.gr
E-mail: ftrade@hol.gr
Contact: Marina Sarli

HUNGARY

Fairvilag
Web: www.fairvilag.org

E-mail: Fairvilag@yahoo.com
Contact: Aniko Szittner, Réka Hunyadi

Utilapu Halozat
ULLGi at 103. fszt 5
H-1095 Budapest

Tel: +36 1 215 4687
Fax: +36 1 215 4687
Web: www.utilapu.org
E-mail: scihun@c3.hu
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Gepa Fair Handelshaus
Gewerbepark Wagner / Bruch 4
D-42279 Wuppertal

Tel: +49 202 26683-0

Fax: +49 202 26683-25

Web: www.gepa3.de

E-mail: info@gepa.org
Contact: Gerd Nickoleit

TransFair e.V.

Remigiusstr. 21

D-50937 Kéln

Tel: +49 221 94204035
Fax: +49 221 94204040
Web: www.transfair.org
E-mail: info@transfair.org
Contact: Bettina von Reden

Weltladen-Dachverband e.V.
Karmeliterplatz 4

D-55116 Mainz

Tel: +49 6131-68907-80
Fax: +49 6131 68907-99
Web: www.weltladen.de
E-mail: info@weltladen.de
Contact: Ruben Enxing



IRELAND

Fairtrade Mark Ireland
Carmichael House

North Brunswick Street
IRL-Dublin 7

Tel: +353 1 475 3515
Fax: +353 1 475 3515
Web: www.fairtrade.ie
E-mail: info@fairtrade.ie
Contact: Peter Gaynor

Oxfam Ireland

Dublin Office

9 Burgh Quay

IRL-Dublin

Tel: +353 1672 7662

Fax: +353 1 672 7680

Web: www.oxfamireland.org
E-mail: communications@oxfam.ie

ITALY

Associazione Botteghe del Mondo Italia
Via Masaccio 21

1-42100 Reggio Emilia

Tel: +39 0522 924279

Fax: +39 0522 230714

Web: www.assobdm.it

E-mail: segreteria@assobdm.it

Contact: Donata Frigerio

Commercio Alternativo

Via Darsena 176/A

1-44100 Ferrara

Tel: +39 0532 774811

Fax: +39 0532 52845

Web: www.commercioalternativo.it
E-mail: info@commercioalternativo.it
Contact: Diego De Simone

LATVIA

GLEN Latvija

Bcrzpils iela 1-40

LV-1039 Riga

Tel: +371 6418135

Web: www.glen-europe.org
E-mail: anda_vaice@va.lv
Contact: Anda Vaice

Oxfam Ireland/Northern Ireland
Belfast Office

52-54 Dublin Road

UK-Belfast BT2 7HN

Tel: +44 28 9057 2885

Fax: +44 28 9023 7771

Web: www.oxfamireland.org
E-mail: oxfam@oxfamni.org.uk
Contact: Margaret Carr

Ctm Altromercato

Viia Francia 1c

1-37135 Verona

Tel: +39 045 8008081

Fax: +39 045 8008020

Web: www.altromercato.it
E-mail: info@altromercato.it
Contact: Giovanni Gerola

ROBA dell’Altro Mondo
Via Rizzo 17

1-16035 Rapallo

Tel: +39 0185 54830
Fax: +39 0185 53619
Web: www.roba.coop
E-mail: info@roba.coop
Contact: Alberto Zoratti
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LITHUANIA

Environmental Information Centre
Pylimo 15 / 2

LT-01118 Vilnius

Tel: +370 5 2124089

Fax: +370 5 2124089

Web: www.apicentras.lt

E-mail: nerka@gmx.net

Contact: Nerijus Zableckis

LUXEMBOURG

Boutique Tiers-Monde TransFair-Minka asbl

6, rue Génistre 2a, rue de la Gare
L-1623 Luxembourg L-6910 Roodt-sur-Syre
Tel: +352 433664 Tel: +352 3507 62

Fax: +352 425153 Fax: +352 26 35 01 12
E-mail: btmlux@pt.lu Web: www.transfair.lu
Contact: Berthy Braun E-mail: info@transfair.lu

Contact: Daniela Ragni
|

MALTA

Koperattiva Kummerc Gust

“L-Arka”, 306, Trig San Pawl

Valletta

Tel: +356 21244865

Fax: +356 21315562

Web: www.l-arka.org

E-mail: kkg@maltaforum.org

Contact: Nathalie Grima
|

NETHERLANDS

Fair Trade Organisatie NIVAH

PO BOX 115 Randweg 8a

NL-4100 AC Culemborg NL-4104 AC Culemborg
Tel: +31 345 545135 Tel: +31 345 548008
Fax: +31 345 521423 Web: www.nivah.nl
Web: www.fairtrade.nl E-mail: info@nivah.nl
E-mail: info@fairtrade.nl Contact: Han Horstink

Contact: Harold Goessens
Stichting Max Havelaar

Landelijke Vereniging van Wereldwinkels Postbus 1252

Randweg 8 NL-3500 BG Utrecht

NL-4104 AC Culemborg Tel: +31 30 2337070

Tel: +31 345 479250 Fax: +31 30 2332992

Fax: +31 345 510599 Web: www.maxhavelaar.nl

Web: www.wereldwinkels.nl E-mail: maxhavelaar@maxhavelaar.nl
E-mail: info@wereldwinkels.nl Contact: Han Hoogvliet

Contact: Erika Spil
-
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NORWAY

Max Havelaar Norge

Storgata 11

N-0155 Oslo

Tel: +47 23 01 03 30

Fax: +47 23 01 03 31

Web: www.maxhavelaar.no

E-mail: maxhavelaar@maxhavelaar.no

Contact: Bjgrn Tore Heyerdahl
|

POLAND

Stowarzyszenie Sprawiedliwego Handlu /

Polish Fairtrade Association

ul. ks. Jozefa Zator Przytockiego 3

PL-80-245 Gda sk

Tel: +48 58 3455100

Fax: +48 58 341 0141-40

Web: www.sprawiedliwyhandel.pl

E-mail: sprawiedliwy.handel@wp.pl

Contact: Wojciech Zi ba
-

PORTUGAL
Coordenacao Portuguesa de Comércio Justo Equacao

Rua Pinheiro Chagas, 77, 20 Esquerdo Associacdo de Comércio Justo
P-1069-069 Lishoa Tamega Park, Armazém 12

Tel: +351 213 172 860 Lugar de Ramos

Fax: +351 213 172 870 P-4600-752 Teldes (Amarante)

Web: www.comerciojusto.pt Tel: +351 255 001 011

E-mail: info@comerciojusto.pt Web: www.equacao.comercio-justo.org
Contact: Pedro Abrantes E-mail: equacao@comercio-justo.org

Contact: Miguel Pinto
-

SLOVAKIA

CEEV Zivica Fairtrade Slovakia

Vysoka 18 Prazska 11

SK-811 06 Bratislava SK-811 04 Bratislava

Tel: +421 2 52962929 Web: www.fairtrade.sk

Fax: +421 2 52962929 E-mail: fairtrade@fairtrade.sk
Web: www.zivica.sk Contact: Darina Manurova

E-mail: zivica@zivica.sk
Contact: Petra uriSova
|
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SLOVENIA

Umanotera

Resljeva 20

SL-1000 Ljubljana

Tel: +386 1439 71 00

Fax: +386 1 439 71 05

Web: www.umanotera.org
E-mail: marjana@umanotera.org
Contact: Marjana Dermelj

SPAIN

ALTERNATIVA 3, S.COOP.

Ctra. Castellar 526

E-08227 Terrassa (Barcelona)

Tel: +34 937 869379

Fax: +34 937 310058

Web: www.alternativa3.com

E-mail: Alternativa3@alternativa3.com
Contact: Antonio Baile

Coordinadora Estatal de Comercio Justo
Plaza Centenario, 3, bajo

E-20006 Donostia

Tel: +34 943 461578

Fax: +34 943 461578

Web: www.comerciojusto.org

E-mail: coordinadora@comerciojusto.org
Contact: Marta Saiz Elizondo

SWEDEN

La Maison Afrique AB

Trustorps Gard

S-310 58 Vessigebro

Tel: +46 346 22168

Web: www.la-maison-afrique.se
E-mail: la.maison.afrique@ebrevet.nu
Contact: Mona Bengtsson

Rattvis Handel Import AB
Bessemergatan 4

S-417 07 Goteborg

Tel: +46 31 224696

Fax: +46 31 224697

Web: www.rattvishandel.se
E-mail: info@rattvishandel.se

Rattvisemdrkt / Fairtrade
Pustegrand 1-3

S-118 20 Stockholm

Tel: +46 8 505 756 90

Fax: +46 8 505 756 99

Web: www.rattvisemarkt.se
E-mail: info@rattvisemarkt.se
Contact: Cecilia Jaukkuri
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IDEAS

Avda. Amargacena, Parcela 9 - Nave 7
E-14013 Cordoba

Tel: +34 957 429233

Fax: +34 957 429845

Web: www.ideas.coop

E-mail: info@ideas.coop

Contact: Carola Reintjes

Intermén Oxfam

C/Luis Pasteur, 6

E-46980 Paterna (Valencia)

Tel: +34 961 36 62 75

Fax: +34 961 31 81 77

Web: www.intermonoxfam.org
E-mail: rsanchis@intermonoxfam.org
Contact: Rafael Sanchis Moscardd

Sackeus AB
Bessemergatan 4

S-417 05 Goteborg

Tel: +46 31 654800
Fax: +46 31 654805
Web: www.sackeus.se
E-mail: info@sackeus.se
Contact: Jens Baagge

Varldsbutikerna for Rattvis Handel
Bessemergatan 4

S-417 07 Goteborg

Tel: + 46 31224518

Fax: + 46 31 224697

Web: www.varldsbutikerna.org
E-mail: inablind2@yahoo.se
Contact: Ina Blind



SWITZERLAND

Association Romande des Magasins
du Monde

Rue de Genéve 52

CH-1004 Lausanne

Tel: +41 21 661 27 00

Fax: +41 21 661 22 20

Web: www.mdm.ch

E-mail: info@mdm.ch

Contact: Caroline Piffaretti

Caritas Schweiz Fairness Handel
Sedelstrasse 32

CH-6020 Emmenbriicke

Tel: +41 41 268 11 20

Fax: +41 41 268 11 33

Web: www.caritas.ch
fairness@caritas.ch

Contact: Monica Hagen

claro fair trade ltd.
Byfangstrasse 19

PB 129

CH-2552 Orpund

Tel: +41 32 356 07 00

Fax: +41 32 356 07 01

Web: www.claro.ch

E-mail: mail@claro.ch
Contact: Joachim Ehrismann

gebana ag

Zollstrasse 54

CH-8005 Ziirich

Tel: +41 43 366 65 00
Fax: +41 43 366 65 05
Web: www.gebana.com
E-mail: info@gebana.com
Contact: Stefan Lanz

Max Havelaar-Stiftung

Malzgasse 25

CH-4052 Basel

Tel: +41 612717500

Fax: +41 61 271 75 62

Web: www.maxhavelaar.ch

E-mail: postmaster@maxhavelaar.ch
Contact: Regula Weber
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UNITED KINGDOM

British Association for
Fair Trade Shops

Unit 7

8-13 New Inn St
UK-London EC2A 3PY

Tel: +44 207 7394197
Web: www.bafts.org.uk
E-mail: info@bafts.org.uk
Contact: Jan Hetherington

Bishopston Trading Company

193 Gloucester Road

Bishopston

UK-Bristol BS8 4RA

Tel: +44 117 9245598

Fax: +44 117 9753590

Web: www.bishopstontrading.co.uk

E-mail: mail@bishopstontrading.co.uk

Contact: Carolyn Whitwell

Cafédirect PLC

Suite B2, 196 Old Street
UK-London EC1V 9FR

Tel: +44 207 490 9520

Fax: +44 207 490 9521

Web: www.cafedirect.co.uk
E-mail: info@cafedirect.co.uk
Contact: Kerry Dick

Equal Exchange Trading

10a Queensferry Street
UK-Edinburgh EH2 4PG

Tel: +44 131 220 3484

Fax: +44 131 220 3585

Web: www.equalexchange.co.uk
E-mail: info@equalexchange.co.uk
Contact: Andy Good

FM Foods

(Tropical Wholefoods)

Unit 5d Southwick Ind Est

North Hylton Rd

UK-Sunderland SR5 3TX

Tel: +44 191 548 0050

Fax: +44 191 516 9946

Web: www.tropicalwholefoods.co.uk
E-mail: Karen@fmfoods.co.uk
Contact: Karen Hetherington
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Tearcraft

100 Church Road
Teddington
UK-Middlesex TW11 8QE
Tel: +44 208 943 7840
Fax: +44 208 843 3594
Web: www.tearfund.org

E-mail: stephen.thomas@tearfund.org

Contact: Stephen Thomas

The Day Chocolate Company

4 Gainsford St

UK-London SE1 2NE

Tel: +44 20 7378 6550

Fax: +44 20 7378 1550

Web: www.divinechocolate.com
E-mail: info@divinechocolate.com
Contact: Sophi Tranchell

The Fairtrade Foundation
Room 204

16 Baldwin’s Gardens
UK-London ECIN 7RJ

Tel: +44 20 7405 5942

Fax: +44 20 7405 5943

Web: www.fairtrade.org.uk
E-mail: mail@fairtrade.org.uk
Contact: Eileen Veitch-Clark

TopQualiTea

3, Braytoft Close

UK-Coventry CV6 4ED

Tel: +49 761 7071313

Fax: +49 761 7071314

Web: www.topqualitea.com
E-mail: Topqualitea@t-online.de
Contact: Ben Kaukler

Traidcraft PLC

Kingsway

Team Valley Trading Est

Gateshead / Tyne & Wear NE11 ONE
Tel: +44 91 491 0591

Fax: +44 191 497 6562

Web: www.traidcraft.org

E-mail: comms@traidcraft.co.uk
Contact: Stuart Palmer



INTERNATIONAL

European Fair Trade Association
Kerkewegje 1

NL-6305 BC Schin op Geul

Tel: +3143 32569 17

Fax: +31 43 325 84 33

Web: www.eftafairtrade.org
E-mail: efta@antenna.nl
Contact: Marlike Kocken

Fairtrade Labelling Organizations
Kaiser-Friedrich-Str. 13

D-53113 Bonn

Tel: +49 228 949 230

Fax: +49 228 242 1713

Web: www.fairtrade.net

E-mail: info@fairtrade.net
Contact: Veronica Perez

International Fair Trade Association
Prijssestraat 24

NL-4101 CR Culemborg

Tel: +31 3455359 14

Fax: +31 8 47 47 44 01

Web: www.ifat.org

E-mail: info@ifat.org

Contact: Gerben Bossenbroek

Network of European Worldshops
Christofsstr. 13

D-55116 Mainz

Tel: +49 6131 9066410

Web: www.worldshops.org

E-mail: coordinator@worldshops.org
Contact: Jeanne Marie Jarka

Fair Trade Advocacy Office (F.I.N.E.)
43, Rue de la Charité

B-1210 Brussels

Tel: +32 2217 36 17

Fax: +32 2 217 37 98

Web: www.fairtrade-advocacy.org
E-mail: info@fairtrade-advocacy.org
Contact: Anja Osterhaus

FACTS AND FIGURES ON FAIR TRADE IN 25 EUROPEAN COUNTRIES

79




AL L2’ SUMMARY TABLE

All figures as available per October 2005. Most figures refer to the financial year 2004, i.e. the business year
ending between 1 July 2004 and 30 June 2005; a very small number of the figures refer to earlier years. All
figures are minimum figures. For a detailed explanation see Annex 3.

Fair Trade in Europe 2005 Austria Belgium Denmark Finland France Germany Ireland

Paid staff (in full-time equiv.)
Importing organisations 38.9 44.7 0.3 7 39 187.0 6.8
Worldshops association 2.6 30.0 1.0 20 21 7.3 no
Labelling organisation 7.0 8.5 4.0 5 25 9.0 2.3
TOTAL 48.5 83.2 5.3 32 85 203.3 9.05

Education / PR / marketing

in 000 €
Importing organisations 232 200 2 20 223 1,441 28
Worldshops association 142 81 125 41 500 445 no
Labelling organisation 325 288 400 239 750 600 50
TOTAL 699 569 527 300 1,473 2,486 78
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A1 9l EXPLANATIONS RELATING

TO THE SUMMARY TABLES

All data show well-documented minimum figures.

As part of the information is not available, the real figures are higher.

n/a: not available or not applicable

1. IMPORTING ORGANISATIONS

The number of importing organisations is given ac-
cording to the information at hand.

2. RETAIL CHANNELS

a) The number of Worldshops has been checked
with the national association and cross-checked
with the figures of the largest national importer(s),
who, as a general rule, supplies all those shops. The
number of Worldshops provided here comprises all
Worldshops, i.e. those which are members of NEWS!
and those which are not. Nevertheless the use of the
term “Worldshop” is not always consistent, neither
on national levels, nor on international level, the
minimum requirement being a fixed location with
an address. In some countries “Worldshop” implies
a minimum number of opening hours per week, in
others it doesn’t. In certain countries it means a
very high percentage of Fair Trade products, in other
countries or shop schemes Fair Trade may only be
a small part of the assortment. Thus what is called
“Worldshop” in one country, might not necessarily
qualify for the same definition in another.

b) The number of supermarkets has been taken from
the information provided by the labelling organisa-
tions on the number of outlets where Fairtrade
labelled products may be bought. Care has been
taken to make sure that this figure does not include
the Worldshops of that country.

c) The category others describes all kind of other
sales outlets that are neither Worldshops nor super-
markets. The variety of this group covers independent
commercial stores, gift shops, etc. plus irregularly
attended stalls, local representatives or so-called
action groups that might be active and selling only
once or twice a year.

d) The number of total sales outlets is the sum of
the three categories: Worldshops, supermarkets and
others. This figure gives a rough idea on the density
of the Fair Trade net, at its best. Care has been taken
in order to avoid double counting wherever possible.
The figures given are very often the minimum number.
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3. PAID STAFF

Figures are given in full-time equivalents for the im-
porting organisations, the Worldshops associations
(as an organisation) and the labelling organisations.
The total of these three categories is also given.
The figures referring to the importing organisations
are mostly minimum figures, as generally speaking
exact data have only been available for the largest
importing organisation(s).

4. TURNOVERS, IN 000 €

a) Under importing organisations the total turnover
of all those organisations that have responded to the
questionnaire is given. The list of the respondents
appears in Annex 1. In nearly all cases this is the
minimum figure for that particular country.

b) The net retail turnover of the Worldshops is the
final consumer price minus the VAT, given for those
Worldshops that are members of the national associa-
tion.

c) The net retail value under the labelling organisa-
tion gives an estimate by the labelling organisation
as to the value of all products sold under its label in
its national territory.

5. EDUCATION / PR / MARKETING,
IN 000€

This gives the budget for education / PR / marketing
for those importing organisations where the data are
available, for the national Worldshops associations
and for the national labelling organisations, where
applicable and available. The total of the three sums
is also given. All figures under 4. and 5. are given in
thousands of Euros (000 €).

6. MARKET SHARES

This is information provided directly from the label-
ling organisations. All data were collected between
April and November 2005 and give the latest avail-
able figures.



LU N8 INTERNATIONAL MEMBERSHIP LISTS

October 2005

Note: In countries not listed in this annex no organisation has so far become a member of one of the inter-
national Fair Trade networks
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AU N3 8 METHODOLOGICAL REMARKS

Information from the questionnaires was used to
write a first draft of the different chapters, which
were then revised against other available back-
ground information, like books and brochures, annu-
al reports, product leaflets, etc. The Internet helped
as a valuable source of information, since most of
the organisations run extensive websites (see Annex
1 for the website/address list) and an abundance of
material is available online.

This first draft was submitted for comments to the
Fair Trade Advocacy Office and to the managers of
FLO, IFAT, NEWS! and EFTA. The country chapters
were sent to resource persons in the different coun-
tries for comments. Based on feedback received the
final draft was then concluded.

A WORD OF CAUTION

As a result of the limited manpower available to
many of the Fair Trade organisations which are the
subjects of the survey, it is not always easy to ac-
quire up-to-date, precise, accurate, and comparative
figures within the sector. There is, therefore, much
scope for guesswork, and the resulting estimates
should not be mistaken for facts. This is particularly
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true for some of the Worldshops associations, al-
though the situation differs greatly from one coun-
try to another.

Another source of uncertainty is that definitions and
categories are not always used very consistently (for
more details see also Annex 3).

Bearing these factors in mind, figures have been
double-checked, and when figures from different
sources varied a lot, the lower of the figures was
always used (to obtain robust minimum estimates).

A shortage of detailed data makes it difficult to com-
pile precise aggregate Fair Trade turnover figures.
Consequently, multiple counting of the same product
cannot always be recognized and taken adequately
into account. Multiple accounting occurs, for exam-
ple, when national figures for the turnover of a prod-
uct might include both wholesaler and retailer fig-
ures. It also happens when sales figures of different
importers are summed, if they happen to sell to each
other within their country or internationally. A de-
gree of caution is therefore necessary, when it comes
to evaluating highly aggregate turnover figures.
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Fair Trade is entering a new stage.

With growth rates of more than 20% every year
since the beginning of the 21st century,
fairly traded products bave left the “niche market”
and are entering more and more into the mainstream.
This survey presents consolidated figures
about the structure and the market
of Fair Trade in 25 European countries.

It proves the success over the last years
but it also poses some challenging questions
for the future.
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