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The most recognized

ethical label &
certification in the world.

Of US consumers recognize
the Fairtrade label.

Growth in Fairtrade
awareness since 2019

Of shoppers who know
Fairtrade trust the label.
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Visibility of Fairtrade products has increased since 2021 O
for nearly all major product categories in the US.

On which of the following products have you seen this label? ®

w2023 @ 2021 &

FAIRTRADE

Avocados
19%

Bananas
23%

Chocolate / cocoa
27%

Coffee

38%

Tea
28%
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*Research conducted and reported by GlobeScan, April 2023



The Fairtrade label has an overwhelmingly positive affect O
on the perception of brands who have certified products. a

Negative impact
No impact

Very positive impact

85%

Positive
Impact

Positive impact



Despite increased cost of living, 2/3 of shoppers who O

FAIRTRADE
know Fairtrade are willing to pay more for certified
products
0 gt ore than regula ce for Fairtrade products despite the d cost of | g
Don't Know Disagree Strongly
Disagree L
o ) = .
Neither Agree nor Disagree 18-24 63%
25-34 B83%
35-54 69%
67%
“Agree” or =t 4%
‘Agree Strongly”
Agree
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*Research conducted and reported by GlobeScan, April 2023



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

Average Reasonable % Price Increase for Fairtrade products On average, ShOppEl’S
today are willing to

pay...

» $1.10 more fora
Fairtrade bar of
chocolate

» $2.80 more for a bag
of Fairtrade coffee

» 60¢ more per lb. for
Fairtrade bananas.

Banana s Chocolate Coffee

W 2021 m2023



Fairtrade & Bananas

A case study of consumer price sensitivity



Current market prices are below what US shoppers say
would be reasonable for Fairtrade bananas.

PERCEPTION - perceived pricing

The average US shopper says:

$0.91/lb is reasonable for non-

Fairtrade bananas'

A 66% price increase over uncertified
bananas is reasonable for Fairtrade bananas!

REALITY - current market prices

NON-FAIRTRADE CONVENTIONAL
Typically retail at $0.59-0.69lb

NON-FAIRTRADE ORGANIC
Typically retail at $0.69-0.99/1b

FAIRTRADE ORGANIC
Typically retail at $0.99-$1.29/lb
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A majority of US shoppersj are willing to pay Globe 1/ O
$5-11 more annually for Fairtrade Scana™ W
conventional bananas. Currentnon-FT | Annual

conventional cost to
% respondents willing to pay $X/lb or more for Fairtrade price/lb shopperz
100%
90% $0.59 $15.71
80%
Fairtrade Annual COST
70% price/lb DIFFERENCE to
60% shopper?
50%
40%
30%
20%
10%
0%
$0.60/Lb+ $0.80/1b+ $1.00/1lb+ $1.20/1b+

TResearch conducted and reported by GlobeScan, April 2023
2US consumer annual banana consumption of 26.62lbs assumed, as per Statista 2022 data 9



https://www.statista.com/statistics/257188/per-capita-consumption-of-fresh-bananas-in-the-us/

A majority of US shoppersj are willing to pay Globe 1/ O
$5-11 more annually for Fairtrade organic SCanaA™ .
bananas. Current non-FT Annual

organic price/lb cost to
o - .
% respondents willing to pay $X/lb or more for Fairtrade shopperz
90%
80% $0.79 $21.03
70% .
’ Fairtrade Annual COST
60% price/lb DIFFERENCE to
shopper?
50%
40%
30%
20%
10%
0%
$0.80/1b+ $1.00/1b+ $1.20/lb+ $1.40/1b+

TResearch conducted and reported by GlobeScan, April 2023
2US consumer annual banana consumption of 26.62lbs assumed, as per Statista 2022 data 10



https://www.statista.com/statistics/257188/per-capita-consumption-of-fresh-bananas-in-the-us/

Meeting shopper expectations

Fairtrade and shopper loyalty



US shoppers’ values strongly align with Fairtrade

719%

Feel proud to shop at
supermarkets, grocery stores,
and other retailers that support
Fairtrade

82% [IZ2%  T1%

Are more likely to buy a product  ESSAremorelikelytoshopatsa Associate the Fairtrade mark
when | can see where it comes  Istoreorvisitacafe thati'know with human rights and social

from/was produced has a strong commitment to justice issues
Fairtrade products

*Research conducted and reported by GlobeScan, April 2023
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Currently the biggest barrier to purchase is availability in

retail

OE
FAIRTRADE

AMERICA

Why don't you buy Fairtrade certified products more frequently?
H18-24 W 25-34

It is hard to find
products with
the label in the
supermarket or
store

They are not
available in the
places | usually

shop

Products with

his label tend to enough about

be too expensive

| don't know

the label

35-54 B 55+

3%

The brands or Itis hard to find ! d_on t support | prefer to | am not satisfied
products | prefer products with this label / not purchase with the quality
don't have the the label when convinced they  products with of products with
label shopping online make a another this label
PPINg dii certification 13

*Research conducted and reported by GlobeScan, April 2023



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

AAAAAAA

‘Il am willing to pay slightly more for a product to ensure producers are paid a fair price.”

All Shoppers Safeway / Target Whole Foods Amazon Costco Wegmans Kroger Trader Joe's Walmart
Albertson's / Market
Acme
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*Research conducted and reported by GlobeScan, April 2023



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

2023

9%

2021 16%

2015 23%

2013 26% 27%

Regular Purchasers Occasional Purchasers Rarely/never Purchase
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*Research conducted and reported by GlobeScan, April 2023



Want our full consumer
insights report?

You can download the full version
of the 2023 Fairtrade America

Consumers Insights research
report here.

AAAAAAA
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https://www.fairtradeamerica.org/why-fairtrade/global-impact/reports-trends/2023-fairtrade-america-consumer-insights/?utm_source=retailers&utm_medium=research%20report&utm_campaign=IFPA24
https://www.fairtradeamerica.org/why-fairtrade/global-impact/reports-trends/2023-fairtrade-america-consumer-insights/?utm_source=retailers&utm_medium=research%20report&utm_campaign=IFPA24
https://www.fairtradeamerica.org/why-fairtrade/global-impact/reports-trends/2023-fairtrade-america-consumer-insights/?utm_source=retailers&utm_medium=research%20report&utm_campaign=IFPA24
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Thanks!

Any questions?

Get in touch with us at questions@fairtradeamerica.org



mailto:questions@fairtradeamerica.org
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