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Introduction
We’re delighted to introduce another retailer first for 
Fairtrade. Co-op is launching a unique ingredients 
policy, whereby all the bananas, tea and coffee used 
across our own brand product range will benefit 
Fairtrade producers and their communities.

The latest announcement follows our move last year 
to be first to commit to sourcing all the cocoa we 
use in Co-op Brand production on Fairtrade terms. 
This means that we are now 100% aligned to drive 
further Fairtrade Premium to producer communities 
and building further our customer relationships with 
them through further investments of our own.

We also recently made a move that saw us become the 
first in the world to adopt the new Fairtrade Sourced 
Ingredient program on flowers. All the African roses 
Co-op sources for use across our entire flower range 
will return a Fairtrade Premium. Some 35 million Co-
op rose stems a year are now certified as Fairtrade.

Co-op has championed Fairtrade since its inception and 
we continue to outperform competitors. Last year our 
sales grew by almost 14 per cent, nearly double that of the 
market. We believe this performance is a result of both our 
commitment and the way we tell the stories of the people 
behind the Fairtrade Mark, which in itself inspires purchase.

We know the more fairly traded certifications that 
are introduced the more confusion this is causing 
for consumers. And we know that this is hindering 
the market development of Fairtrade. As producers 
continue to tell us that Fairtrade is the most effective 
certification for them in a mainstream market, and is 
the only certification to empower those producers and 
pay a minimum price and Premium, we need to do 
what we can to really show customers the benefits to 
communities of them by making the Fairtrade choice.

We know that our customers and members come to 
Co-op for great quality products at good prices and they 
know they can shop conveniently with us. But the Co-op 
difference is about us getting closer to what we care about 
and for us that’s our communities, whether local or overseas, 
giving back to our members and customers and getting 
closer to helping tackle issues that care to our shoppers.

And that’s #TheCoopWay

Brad Hill – Fairtrade Strategy Manager, Co-op

Fortin Bley, Secretary General at CAAN co-op in Cote D’Ivoire
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Fairtrade #TheCoopWay
Fairtrade, which more than 20 years ago trail blazed the 
concept of ethical purchasing, has now become main 
stream with three out of four (72 per cent) of shoppers 
saying they completely or mostly understand what 
Fairtrade is all about*.

There are noticeable concerns around the introduction of 
other ethical schemes, claiming varying, untested benefits. 
Consumers could easily confuse these schemes with 
Fairtrade, and mistake other programmes for offering the 
same level of impact, and the independent assurance of 
Fairtrade. However, with 23 per cent of consumers saying 
they completely understand the term Fairtrade, and 49 
per cent having some understanding, by demonstrating 
impact and difference, Fairtrade is in a good place to 
continue to maintain and build on its shoppers. 

From selling the UK’s first Fairtrade bananas and the 
world’s very first own-brand product with the Fairtrade 
Mark, through to making entire own-brand categories 
Fairtrade (including chocolate, sugar, coffee, tea, hot 
chocolate, bananas, roses, wine and even cotton wool).

Co-op has continued to drive the benefits of Fairtrade and 
is committed to looking how it can develop ways to make 
positive impacts and life changes for farmers and growers 
in developing countries. 

Last year Co-op extended its commitment and, in a retailer 
first announced, all the cocoa sourced for own brand 
products is sourced on Fairtrade terms. This year will see 
further increases to its Fairtrade sourcing of the other core 
Fairtrade commodities to drive further Fairtrade 
Premium to producer communities.

We believe everyone should 
be treated fairly throughout our 

supply chain, from tea farmers in Kenya 
to wine grape pickers in Argentina. 

“That’s why we have proudly supported the 
development of Fairtrade since the Fairtrade 
Mark launched all the way back in 1994.”

“And we have continued to work closely with 
producers to go above and beyond the Fairtrade 
benefits they receive, with additional investment of 
our own. Be that clean water projects across Africa, 
disaster relief in the Caribbean to building schools in 
Argentina and creches and houses in South Africa.” 
 
Brad Hill 
Fairtrade Strategy Manager at Co-op

of the nation would prefer to see 
more consistency between retailers 
and brands on ethical benefits 30%
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Blooming marvellous: Co-op champions 
Fairtrade roses with latest conversion
Co-op recently became the first retailer to only use 
100% Fairtrade roses when sourced from Africa in all 
of its flower bouquets. 

After Co-op extended its commitment beyond all single 
and rose bouquets to any bouquet featuring a rose from 
Africa almost 35 million Fairtrade roses will be sourced 
from that continent each year for Co-op. 

As well as returning an additional Fairtrade Premium to 
growers, to mark the new sourcing initiative, Co-op will 
make a donation of £30,000 to help fund a Graduate 
Nursing Programme in a community hospital in Kenya. 
The cash will help struggling graduate nurses to find 
employment and offer training around increased patient 
care. In turn, this will deliver a much needed improvement 
in the maternity service currently available to the flower 
growing communities around Naivasha where the nurse 
to patient ratio is as high as 60:1.
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It is not surprising to see that tea and coffee are the 
products most synonymous with Fairtrade (46%), 
followed by chocolate (45%) and bananas (41%). The average Fairtrade consumer has been buying Fairtrade 

products for five years, though six and a half per cent say 
they have only started buying them in the last year while 
eight per cent say they have been purchasing 
Fairtrade for a decade or more. Just one in 10 
consumers say they never buy Fairtrade, though 
two thirds say they buy Fairtrade only ‘sometimes’ 
or ‘not often’. But there’s an opportunity to 
change this behaviour as 33 per cent would switch to 
Fairtrade if they understood more about the 
benefits of making such purchases. This is 
followed along with liking the product itself 
(34%), believing that they are of good quality 
(21%) and getting a recommendation (16%).

Fairtrade baskets

5%
of consumers 

make Fairtrade 
purchases ‘all 

the time’

10%
of 25-34 yr olds 
make Fairtrade 
purchases ‘all 

the time’

1 in 5
Fairtrade 

goods ‘most of 
the time’

Fairtrade is in the DNA of Co-op and it’s these top selling 
products which is where Co-op focuses attention. These 
popular categories are important to Co-op Members, but each 
have their own set of challenges. By supporting Fairtrade, 
Member purchases are helping to drive improvements.

Cocoa 
Demand for cocoa continues to increase. 
However, disease, climate change and ageing 
cocoa trees are reducing yields. In West 
Africa Fairtrade are involved in reforestation 
programmes and are working with farmers to 
improve farm productivity.   

Tea 
Low prices on the world market are resulting in 
low wages for farmers. Becoming a tea farmer 
isn’t seen as an attractive occupation for young people, 
meaning the long term sustainability of the industry is under 
threat. Fairtrade is working with partners to improve wages 
in the tea sector. 

Coffee 
An unstable global market means an 
unreliable income for cocoa farmers. Farmers 
in Central and South America are already seeing the  
impact of climate change which is altering growing  
patterns. Fairtrade is supporting farmers to learn new 
farming practices to address these challenges. 

Bananas 
Disease and climate change is impacting 
banana production globally. In Central 
America, recent hurricanes have badly 
impacted yields. Fairtrade is working to support 
smallholders to overcome these short terms shocks. 

Sugar 
Co-op’s position to 100% Fairtrade bagged 
sugar came as a result of changes to European 
tariffs, which gave preference to EU and 
threatened market access for sugar producers 
from developing areas. Many Caribbean / 
Central American countries are very reliant on 
the sugar industry for income. 

Flowers 
The flower industry employs a largely female workforce 
of poor, less educated and therefore more vulnerable 
workers. Fairtrade is working to protect workers’ 
rights and ensure decent working conditions.  

Wine 
Wine grape farming is very labour-intensive, 
so wine production often leads to poor labour 
standards and living conditions for small farmers 
and hired labour on large plantations. In South Africa 
Fairtrade is working to tackle low wages and provide 
adequate housing for workers.     

The four leading reasons for buying Fairtrade are 
a combination of morals and product preference:

1.   Knowing that it is doing good for communities (51%)

2.  Liking Fairtrade products (29%)

3.  Seeing it as better quality (24%)

4.  Trusting the quality because the  
      supermarket of choice stocks a  
      lot of Fairtrade products (21%)

Top selling 
Fairtrade products 
at Co-op:

Bananas 
Chocolate 
Tea bags 
Wine 
Roses 
Sugar 
Coffee

Consumers are most 
likely to look for a 
Fairtrade logo on:

1.  Coffee (46%) 
2.  Chocolate (45%) 
3.  Bananas (41%) 
4.  Tea (37%) 
5.  Bagged sugar (20%) 
6.  Wine (11%) 
7.  Flowers (10%) 
8.  Cotton (9%)

The average Fairtrade consumer has been buying Fairtrade 
products for five years, though six and a half per cent say 
they have only started buying them in the last year while 
eight per cent say they have been purchasing Fairtrade for 
a decade or more. Just one in 10 consumers say they never 
buy Fairtrade, though two thirds say they buy Fairtrade 
only ‘sometimes’ or ‘not often’. But there’s an opportunity 
to change this behaviour as 33 per cent would switch to 
Fairtrade if they understood more about the benefits of 
making such purchases. This is followed along with liking 
the product itself (34%), believing that they are of good 
quality (21%) and getting a recommendation (16%).



Keeping your eye 
on the mark
Despite more than a quarter (26%) of consumers saying 
they would pay more to purchase a product which pays 
farmers a fair price, 25 per cent do not believe their efforts 
would make any difference, acting as a barrier for making 
these purchases. Among those consumers who say they 
would not pay more, the main reason cited is being on  
a tight budget (53%).

This compares to 38 per cent who would definitely pay 
more to purchase a product that tackles child slavery and 
27 per cent who would definitely pay more for a product 
that has been sourced responsibly.  
 
 
 
 
 
 

 
And 87 per cent of consumers believe that businesses 
should ensure ethical credentials or claims they make 
are independently verified, suggesting that new 
‘replacements’ or alternatives to Fairtrade could be 
leaving consumers in the dark about their legitimacy. 

Indeed, one in 10 (11%) consumers say retailers 
ditching Fairtrade has led to them boycotting certain 
brands or shops and a further 41 per cent say this could 
stop them buying from certain stores or seeking out 
specific products. 

Fairtrade and beyond
Over the years Co-op has extended its reach even further 
with its own ‘beyond Fairtrade’ programme, which has 
provided additional support to farmers, co-operatives 
and producer associations across Africa, Latin America 
and the Caribbean. The community retailer has seen the 
continued impact of Fairtrade on the people who supply 
it, but Fairtrade alone is often not enough. That’s why it’s 
committed to going beyond Fairtrade. The latest move 
across the tea, coffee and bananas as ingredients will 
see new investment in social welfare and productivity 
improvement programs with farmers in Malawi, Brazil and 
Dominican Republic.

Rosa Elena Lopez de Soto, harvesting coffee at 
Aguadas Co-operative, Colombia

But there is still cause for concern…

A massive 86 per cent of consumers are concerned, 
to some degree, to hear that some brands and 
retailers are moving away from Fairtrade, rising to 
nine out of 10 among the under 35s. 
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Kirsty Rushby  
Press & Media Relations Manager 

0161 692 1906  
Kirsty.rushby@coop.co.uk


