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Introduction

This survey of fair trade in Europe was carried out at the request of the European
Fair Trade Association (EFTA). Its objective is to provide an updated version of the
overview published in 1995, which was an initial attempt to provide a comparative
picture of the extent and impact of the fair trade movement in Europe as well as the
fair trade labelling initiatives on the European mainstream market. The present
survey concentrates on two categories in fair trade:

Goods imported and sold by the alternative trading organisations (ATOs) according
to fair trade criteria, largely sourced from small-scale producers;

Goods imported and sold commercially, with a trademark indicating that the
conditions of trade for these products have been approved by an independent
organisation as meeting their fair trade criteria and standards.

In addition to these categories, the European market sees an increasing number of

wholesalers and retailers who claim to trade fairly without any guarantees or monitoring.
As verification of these claims is impossible, this type of trader has not been included in
this report.

The present study covers 16 European countries: Austria, Belgium, Denmark,

Finland, France, Germany, Greece, Ireland, Italy, Luxembourg, Netherlands, Norway,
Spain, Sweden, Switzerland and the United Kingdom.

2.

Survey methodology
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The report consists of 16 country-wide reports of the state of affairs in fair trade and is
summarised by information on a European level, containing key data from each country.

For each country various fair trade organisations were identified, including importers,
networks of World Shops and national labelling initiatives, almost 100 organisations in
total. The EFTA secretariat provided initial European level information, which was
extended during the course of the survey. A questionnaire, partially tailored to the
various kinds of fair trade actors (importers, distributors, labelling initiatives), was sent to
the fair trade organisations identified in the earliest phase. Where necessary, the
collection of data was completed by telephone interviews and requests for additional
information. The information gathered at organisational level was then collated into
individual country reports which were double checked with the leading organisations in
each country. The study is based on feedback from 42 organisations. A big thank you
goes to all the people who have contributed their time and patience to the development
of this survey.

The survey covers: fair trade importers which are current members of the
International Federation of Alternative Trade (IFAT) or subscribe to the IFAT Code of
Practice; members of the Network of European World Shops (NEWS) and labelling
initiatives which are members of the Fairtrade Labelling Organisations (FLO). The list of
addresses provided in the annex to this report gives details of EFTA members, NEWS
members, FLO members and all ATOs that replied to the questionnaire.

Because the survey covers a great variety of organisations within different cultural
contexts, some degree of standardisation both in the collection of data and in the
measurement of indicators was needed. Sadly, perhaps, the final result does not give a
full picture of the richness and complexity of highly dynamic grassroots movements with
a unique history in each European country. It should also be mentioned that when
reference is made to studies and surveys carried out in different countries, questions
and methodology were not normally identical and sometimes not even similar. This is
particularly true for such things as indicators of consumer awareness of fair trade and
consumer willingness to pay extra for fair trade products.

3. Fair trade in Europe

3.1 What is fair trade?

Fair trade has the following characteristics:

e remuneration of production that enables producers and their families to earn an
adequate living; this implies a fair price, advance payments when needed and a
long-term relationship;

e a production environment that does not harm producers' short-term and long-term
physical, psychological or social well-being, i.e. that is "fair";

e production that is economically and ecologically sustainable, i.e. that meets the
needs of the current generation without compromising the ability of future
generations to meet their own needs;

e the use of the most efficient ways to get a product from a producer to the consumer,
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by-passing speculators and unnecessary intermediaries;

e preferential treatment for production, trade and marketing that involves indigenous
production, small and medium-sized enterprises and the equitable distribution of the
generated revenues;

e awareness-raising in the North about the relationship between the consumers'
choice and the producers' living and labour conditions;

e campaign and advocacy work that is aimed at changing unfair international trading
structures.

3.1 The present fair trade movement in Europe

Fair_trade importing organisations buy products from democratically organised
producers in the South, paying them a price for their products that enables them and
their families to make an adequate living. Fair trade organisations also assist producers
in product development, education and training, improving their organisation and
marketing and allowing them to share their skills and experience with others.

In Europe, fair trade importing organisations sell their products through so-called
World Shops, local groups, exhibitions, campaigns, wholesale and mail-order
catalogues. They inform buyers about the producers and their products by means of
pamphlets and booklets accompanying the products, slide presentations, exhibitions,
magazines, informative meetings and training courses. Along with the promotion of fair
trade products, fair trade organisations raise awareness on the unfavourable conditions
of production and trade facing producers in the South and campaign for their
improvement. Fair trade importers co-operate with other Third World organisations,
trying to give people in the South a fair chance and a fair share of the earth's resources.

EFTA, established in 1990, is an association of 12 importers and traders in 9
countries: Austria, Belgium, France, Germany, Italy, Netherlands, Spain, Switzerland,
United Kingdom.

World Shops sell products, initiate information activities, exhibitions, educational
programmes for schools and conduct joint campaigns. They, along with fair trade
importers, invite industry and trade to adopt the fair trade model by, for instance, putting
a number of certified fair trade products on the market or by organising political
campaigns aimed at the abolition of European protectionism. World shops co-operate
on local, regional, national and international levels, supported by their National
Associations.

NEWS! is a network of national associations of world shops, representing 3000
shops in 15 member countries: Austria, Belgium, Denmark, Finland, France, Germany,
Ireland, Italy, Luxembourg, Netherlands, Norway, Spain, Sweden, Switzerland, United
Kingdom.

Fair trade labelling initiatives aim to enlarge the market for fairly traded products by
offering these products to the mainstream market (supermarkets, etc.) and at the same
time giving consumers an independent guarantee of fair trade standards. The
conditions to be met by traders in order to be permitted to label products are laid down
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in fair trade product criteria. At the moment, there are labels for the following products:
coffee, cocoa, tea, honey, sugar, and bananas.

FLO International is a network of 15 labelling initiatives on fair trade (TransFair, Max
Havelaar and Fairtrade Mark) introduced in: Austria, Belgium, Canada, Denmark,
France, Germany, Ireland, Italy, Japan, Luxembourg, Netherlands, Sweden,
Switzerland, United Kingdom, USA.

In spring 1997, FLO International was set up to co-ordinate the work of international
initiatives. The main functions of FLO are to improve the co-ordination of producer
related work and communication between the fair trade labelling initiatives and partners
in developing countries. FLO has a democratic structure that is made up of both
producers (Producer Registers) and fair trade initiatives. This allows it to take effective
decisions on potential new products seeking a fair trade label or on developing existing
products. The respective FLO Producer Registers include around 300 producer
organisations in over 29 countries, with coffee accounting for the majority of these.

IFAT (International Federation for Alternative Trade) was established in May 1989 by
alternative trading organisations (ATOs) from Africa, Asia, Australia, Europe, Japan, and
North and South America. IFAT is a coalition to promote fair trade and a forum for the
exchange of information. It links and strengthens handicraft and agricultural producer
organisations from the South and ATOs from both the North and the South. Together,
IFAT members work to improve the lives of producers.

3.3 Market for fair trade at European level

Surveys reveal that the European public is becoming increasingly discerning in their
choice of goods and increasingly willing to pay a higher price for a product reflecting
criteria they believe to be important. For example, in the UK 68% of consumers
declared they were willing to pay a higher price; and in Sweden 64%. In the UK 86% of
consumers are now aware of fair trade, in Sweden the figure is 84% while in the
Netherlands and in Belgium 66% and 62% respectively are aware of fair trade labelled
products.

In 1997, European fair trade organisations imported from over 800 producer groups.
Total retail turnover for all countries covered in this survey is over 200 million ECU. In
1997, European ATOs employed people for an equivalent of 1,500 full-time positions
and received support from tens of thousands of volunteers.

On average food products represent more than 60% of retail turnover, of which
almost half (globally 30%) is made up of coffee sales.
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Table with summarised information of the 16 European countries in the study
(numbers are rounded off):

Importing organisations: 70+
Selling points: 70,000
Including

World Shops 3,000
Commercial shops (incl. supermarkets) 33,000
Chains of supermarkets: 50

Employees (equivalent full-time positions): 1,500

Volunteers: 100,000

Labelling initiatives: Max Havelaar, TransFair, Fairtrade Mark
Budgets for education & public relations: 8 million ECU

Retail turnover: 200 million ECU

Market share of fair trade coffee: 1.7% (European average)
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3.4 Perspectives for fair trade in the coming decade

Fair trade is now a well-known concept in most of Western Europe. (Hungary has
recently opened the first World Shop in Eastern Europe). Although not included in this
survey, it should be stated that many countries outside Europe (the United States,
Canada, Japan, Australia, New Zealand, etc.) also have sizeable fair trade sectors.

Fair trade is a concrete form of development co-operation. The experience of
countless producer groups shows that fair trade is effective and allows the partners to
improve both their economic and social position. In Europe, it attracts increasing
numbers of consumers. The extent and impact of fair trade differs from country to
country, and seems to depend more on the "age" of the national movement than on the
size of the country. In other words: the older the movement, the more impact it has in
the country. In most European countries, fair trade is growing by between 10 and 25%

per year.

The great innovative strength and the enormous potential of fair trade still have to be
developed. One of the most pressing needs expressed by small-scale producers in the
South is to expand their presence in the markets in the North, while the evident
sympathy of European consumers for fair trade has yet to be reflected in market share.
In countries with a long experience of fair trade, sizeable numbers of consumers declare
a willingness to pay between 10 and 20% more for fair trade products. To reach these
people, fair trade needs to use more sophisticated marketing techniques, increase its
access to the media, and improve its management and efficiency. The fair trade
movement will also need to continue to conduct campaigns. It will have to ensure that it
keeps the fire burning, adheres to its principles, explores the opportunities for new
products and markets and continues to be a pioneer. This requires significant
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investment both of financial and human (motivated) resources. The challenge to
mainstream business should be founded on the same strengths that have determined
the success of fair trade thus far.

As far as the South is concerned, producer partners will continue to need guidance
and support. The fair trade organisations must continue to convey market trends and
consumer needs to small-scale producers who have little access to such information.
The fair trade movement must maintain its support for producers as regards product
development, quality improvement, efficient organisation of production, and in the
transfer of knowledge on administration, cost control, marketing and management.

The fair trade movement will make an increasingly significant contribution to the fight

against poverty. It will do so by setting an example and by introducing fair trade
principles in regular trade - by means of labels, lobbying and (political) pressure.
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4 AUSTRIA
4.1 Structure of fair trade

Three main importers represent the fair trade sector in Austria: EZA 3. Welt
(Entwicklungszusammenarbeit mit der Dritten Welt), Eine Welt Handel and CONA.

The umbrella organisation for the World Shops, Arbeitsgemeinschaft Welt Laden -
ARGE Weltladen, was set up in 1982 and now includes 57 retailing associations which
market themselves using a common logo. ARGE provides its members with services
such as: training in marketing and communication, input for marketing, materials for
information campaigns, and information exchange.

TransFair Austria (Verein zur Forderung des fairen Handels met der 'Dritten Welt') is
the labelling initiative representing 26 member organisations. The initiative is well
established for three products (coffee, tea, cocoa/chocolate) with 21 licensee contracts.
Licence-holders import coffee from registered producers in the South and supply 10
chains of supermarkets with their products. In total 2,000-2,500 supermarkets and other
retail-outlets sell coffee with the TransFair trade-mark.

EZA is by far the most important importing and wholesaling organisation for fair trade
products in Austria and is also a consultant to the Board of TransFair Austria. There is
close co-operation between EZA and ARGE whereby the world shop network receives
from EZA an additional commission on the turnover achieved by the associated shops.
EZA is also a member and
important financier of AGEZ, the

Table 3: Structure of fair trade in Austria

Importing organisations: 3 Austrian network of development
o NGOs.
Wholesale organisations: 10
(incl. 7 TF licensees) TransFair has three fgll time
_ equivalent employees, while EZA
Retailers: employs 38 people of whom most
World Shops 57 are full-time. Volunteers are the
supermarkets 10 chains mainstay of the World Shops -
, _ with around 900 people
Selling points: 2,500 (approximately 750 women and
Employees (equivalent full-timers): 150 men) involved. The World
EZA 40 Shops provide employment for 50
- . women, and 4 men, mostly on a
ransFair 3 . .
part-time basis. The umbrella
World Shops (co-ordination) 2 paid staff organisation employs 2 paid staff
15 volunteers and 15 volunteers. In addition,
Trademarks: TransFair about 3000 volunteers work with
Retail channels: unofficial local action groups
mail order yes which sell fair trade products.
individual fair trade stores yes .
chains of fair trade stores yes During the past few years, the
individual commercial stores yes World Shops have become more
commercial chains yes professional in terms of the
Budget for education and PR: 350,000 ECU location of their premises, the

presentation of products and their
11
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opening hours. An increasing amount of money and effort is being put into raising
awareness about the origin of products and into improving the marketing system.

4.2 Market for fair trade

The global retail value of the products labelled through TransFair Austria is estimated to
be 3.3 million ECU.

The direct turnover of EZA in 1996/97 was about 5.4 million ECU. The retail value of
its turnover could be valued at 6.4 million ECU, 55% of which is achieved through the
network of the World Shops and 20% through the network of informal groups.

Fair trade awareness is relatively high. 70% of the Austrian population has heard about
alternative trade and 56% knows about World Shops; 30% is familiar with EZA, while
20% is aware of the TransFair trademark. The World Shops are also committed to carry
out awareness raising campaigns through various initiatives such as direct mailing and
advertising in the local press. In the last few years specific campaigns have been
carried out on coffee from Uganda, fair trade with Africa, and textiles from India as part
of the international campaign "Made in Dignity".

Coffee is by far the most important fair trade product. It represents 90% of TransFair
licence income, 41% of EZA retail turnover, and 28% of the World Shops turnover. The
market-share of TransFair coffee in retail business is 0.8%.

Coffee or tea sold with a TransFair trademark is between 10 and 30% more
expensive than comparable commercial brands. According to EZA fair trade products
are marketed at a price premium of between 5 and 20%, although it is difficult to
calculate averages on the broad range of products.

The quality of fair trade products is comparable to the standards of commercial
importers, especially with regard to coffee and some other food items. The
attractiveness of handicrafts varies but is very good for certain items.

Typically, World Shop customers are represented by well-educated women between 25
and 45 years of age, especially in the major cities.

According to a recent TransFair survey, nearly a quarter of the population expresses
a willingness to pay more for fair trade products but, as in other countries, it remains to
be seen whether this will be reflected in actual buying behaviour.

Recent consumer surveys show that 15-20% of the general public is willing to pay
extra for fair trade products with two provisos: that there is a guarantee that the price
differential reaches the producers and that fair trade products are widely available in
retail outlets, especially in supermarkets. In fact, the main constraints on sales identified
by the World Shops are the outlet’'s location and competition with supermarkets on
labelled products. Of lesser importance was the price difference and the quality of
certain product ranges.

Fairly traded products, in particular food products like coffee and chocolate, while not
representing a significant market share, have given the opportunity to develop public
resonance and discussion on international trade issues. For example, recently
Sudwind—Agentur, the largest Austrian NGO for development education, launched a
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campaign on the production and import of orange juice in close co-operation with
TransFair and EZA.

Fair trade organisations are not yet recognised for funding by Austrian development
co-operation law, although pressure groups are lobbying for revision of such legislation,
which might lead to change.

Various fair trade initiatives have been presented to the national Parliament and EZA
has, since then, been recognised since as a stakeholder in some committee hearings
on international trade. Some public institutions such as offices of Parliament, sections of
the Ministry of Foreign Affairs, the Green Party and many educational institutions are
using fair trade products, although the overall share of fair trade products in this market
does not currently exceed 1%.

The ever-growing interest of the commercial sector and of the media is leading to the
emergence of an increasing number of self styled fair trade suppliers. These make it
more difficult for conscious consumers to understand and differentiate between
suppliers and products. Another interesting trend is a growing expectation among
consumers for the availability of organically produced, or at least environment-friendly,
fair trade food products.

One result of this is a new co-operation between EZA 3. Welt and the Ernte fir das
Leben (Harvest for life Association), which represents more than 12,000 Austrian
farmers dedicated to organic production. It is hoped that this will lead to a new
partnership between organic farmers in the South and organic farmers in the North.

Table 4: Market of fair trade in Austria

Retail value:

EZA 6.7 million ECU
TransFair 3.3 million ECU
Public awareness of fair trade:

TransFair 20%

EZA 30%

World Shops 56%

Public awareness of fair trade products 70%
Willingness to pay more 25%

Market shares:

TransFair coffee 0.8%

Organic coffee (EZA) 70% (of organic coffee market)
EZA coffee 0.4%

EZA honey 0.5%

Turnover of fair trade products per
product category Food: 67%

(EZA 1995/96)
Non-food: 33%

13



EFTA Survey on Fair Trade in Europe

BELGIUM

51 Structure of fair trade

In Belgium, the main actors in the field of fair trade are Magasins du Monde -
Oxfam (Wallonia), Oxfam Wereldwinkels (Flanders) along with the sales department
of the Dutch Fair Trade Organisatie. Magasins du Monde Oxfam and Oxfam
Wereldwinkels are both importers and national shop associations. Magasins du Monde
Oxfam specialises in handicrafts and Oxfam Wereldwinkels specialises in food products,
while Fair Trade Organisatie sells handicrafts to the Flemish World Shops. Besides
those organisations there are also Miel-Maya Honing, which imports only honey, and
Balam, which imports textiles from Guatemala.

Fair trade products are sold through 227 World Shops and several hundred
supermarkets (belonging to eight major chains) in Belgium.

The network of World Shops employs 30 paid staff in the Flemish region and 10 people
in the Walloon region plus 4,000 volunteers.

Max Havelaar Belgie-Belgique, the Belgian labelling initiative, was set up in 1991 and
has, so far, limited its activities to coffee and bananas. Some new products, such as
chocolate, are expected to be launched in 1998. Max Havelaar-labelled coffee is used
by 12 commercial roasters and the 2 EFTA member organisations, Magasins du Monde
Oxfam and Oxfam Wereldwinkels.

The products are mainly sold through World Shops and supermarkets, and to a very
limited extent through individual commercial stores.

The World Shops play a very

Table 5: Structure of fair trade in Belgium i ) v
active role in  providing

wg&g;nsiﬁgggrgzi?s‘zgns_ ‘1‘7 information and raising political
(incl. 12 MH coffee licensees) awareness. Ingreased
Retailers: awareness and training of
world shops (160 in Flanders and 67 | 227 World Shop staff in the field of
in Wallonia) 10 chains marketing has shown a
supermarkets many remarkably positive effect on
mfo_rmal local groups (not sales in these shops.
registered)
Selling points: 2000 - 2500
Employees:
Importing organisations 60+
Max Havelaar 3
World Shops 60+ (and around
7,000
volunteers)
Trademarks: MAX HAVELAAR
Retail channels:
Mail order yes
Individual fair trade shops yes
Chains of fair trade shops yes
Individual commercial shops yes
Commercial chains yes
Budgets for education and PR 400,000 ECU
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5.2 Market for fair trade

Total retail turnover for the two main importers is estimated to be more than 7 million
ECU, with a steady growth over the past few years, especially for Oxfam Wereldwinkels
which almost doubled its turnover between 1994 and 1996. No retail figures are
available for the labelling initiative, although licence income has been growing since
1994 .

The main food products sold are, in order of importance, wine, coffee, honey, nuts,
cocoa (for chocolate) and fruit juices. Coffee sold by Oxfam Wereldwinkels is one of the
most important products in terms of market share (0.6%), with a wholesale value of 1.6
million ECU.

Public awareness of fair trade is estimated to range between 60 and 70%, while 17%
of the population are willing to buy fair trade coffee.

Retail prices of fair trade products are somewhat higher than those of comparable
commercial products, but the price differences are said to be smaller than in the other
European countries.

Coffee is about 5-10% more expensive when the world price is high but can be up to
40% more expensive when the commercial market is experiencing low prices.
Chocolate is, on average, 20% more expensive, while wine is very competitive being
only 10% above average commercial prices.

The most successful World Shops seem to be those located in medium-sized towns,
where people do their day-to-day shopping in a number of different shops. Every year,
around 10 new World Shops are opened.

The typical customers are women, 20-45 years old with secondary or higher
education, employed in the social sector, and with an above average income.

Great attention is given to the production and dissemination of information and
education. A huge variety of information material is distributed throughout the network
of World Shops and campaigns and lobbying activities are frequently undertaken
eliciting an active response from the media (eg cocoa, coffee and "Clean Clothes
Campaign", “Made in Dignity”). Each year a specific public awareness campaign is
carried out in October, together with a campaign day in May and Christmas sales during
December.

Table 6: Market for fair trade in Belgium

Retail turnover:

Oxfam Wereldwinkels and Magasins du Monde: 7 million ECU

Public awareness of fair trade 62%

Public awareness of fair trade:

population willing to buy fair trade products 17%

Market shares:

Max Havelaar coffee 1%

Coffee — Oxfam Wereldwinkels 0.6%

Turnover per product category

Coffee — Oxfam Wereldwinkels 1.6 million
ECU
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6. DENMARK

6.1 Structure of fair trade

There are three important importers who are also wholesalers in the Danish fair trade
sector: U-Landsimporten, Butik Salam and Svalerne.

The main retailers for the smaller products are mainly the World Shops and speciality
shops.

A Max Havelaar organisation was established in Denmark in 1994 and the first
labelled product, coffee was introduced in April 1995. In spite of the relatively recent
launch, the initiative is well known throughout the country and labels now cover coffee,
bananas and tea. Other products, like cocoa, honey and sugar are being prepared and
will be launched shortly. Max Havelaar products are also being distributed through large
supermarket chains.

Fairnet, the Danish association of World Shops, co-ordinates some national
information campaigns undertaken by the seven independent fair trade shops.

In addition about 40 commercial stores and 150-300 supermarkets sell some fair
trade products. The supermarkets mainly sell food products imported by U-
landsimporten. Retail networks also include mail order catalogues.

In the sector there are about 10 salaried employees along with about 100 volunteers
working in the importing organisation or in the World Shops.

Information on trade issues is disseminated by newsletters and brochures produced
independently by the individual

Table 7: Structure of fair trade in Denmark World Shops or co-ordinated by the
Importing organisations: 3 newly . established n?twork'
retailers: Magazines and local media are
World Shops ; also involved esp(_ama_lly“s[nce the

launch of the labelling initiative, and
commercial shops 40 when special events are organised
supermarkets 150 for the presentation of products in
employees: local supermarkets.
importers 20 .
_ Funds to carry out education and
Max Havelaar 6(4paid+2vol) | information campaigns are also
2 paid staff + provided by development NGOs
World Shops (co-ordination) 15 volunteers and public bodies.
trademarks: Max Havelaar
retail channels: Following the establishment of
mail order yes the labelling initiative the national
individual fair trade stores yes fair trade sector is experiencing
ggﬁf'rr‘r]se‘:;z';:g?gz stores ;gs steady growth and is also now
commercial chain of stores yes attracting the interest of the
budgets for education and PR: | 150,000 ECU commercial sector, which had

initially been quite sceptical towards
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fair trade issues.

6.2 Market for fair trade

The retail turnover achieved through World Shops in Denmark is estimated to be
around 3 million ECU, plus another one million ECU worth of labelled coffee and tea.

The public awareness of fair trade is still low (10-15%) - owing partly to the small
number of shops. However, products may be better known (25-30%), because people
buy not for the sake of fair trade, but because of product originality. Price differences
are not so relevant, because many fair trade products cannot be compared to similar
products in the commercial market, especially for handicrafts. The shops have rather
good locations and the availability of the products is reasonable and improving. Non-
food products are still more important than food products. For retailers they make up 80
to 85% of their global turnover. Butik Salam and Svalerne sell mainly clothes, jewellery,
gifts, basketry, toys and instruments. U-Landsimporten specialises more in food
products like coffee, tea, cocoa, sugar, spices, nuts and honey. Max Havelaar labelled
coffee makes up approximately 90% of the licence income and has a market share of
about 2%, which is quite impressive considering its relatively recent launch. Tea makes
up 10% of the licence income and has a market share slightly below 1%. The average
Max Havelaar labelled product costs approximately 10% more than a similar
commercial product.

Particular constraints are identified as the relatively high prices of some products and
the lack of knowledge and information on fair trade issues.

Since its establishment Max Havelaar has invested in the provision of information to
the general public with both direct (ads, Max Havelaar magazine) and indirect
information (newspaper articles, supermarket presentations and other special events).

Fair trade organisations are recognised with government funding but only for
awareness raising activities.

Max Havelaar tea and coffee is now served in the National Parliament as well as in
some governmental organisations.

Table 8: Market for fair trade in Denmark

Retail value:

Max Havelaar 1 million ECU
World Shops 3 million ECU
Public awareness of fair trade: 10-15%

Public awareness of fair trade products: 25-30%
Willingness to pay more: not relevant as

products are distinct

Market shares:
Coffee (Max Havelaar) 2%

Turnovers per category: non-food 80-85%
food 20-15%
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1. FINLAND

7.1 Structure of fair trade

In Finland there are four importing organisations, (based in the biggest Finnish towns
of Oulu, Tampere, Turku and Helsinki) which together with the network of World Shops
provide the basis for the wholesaling and retailing network for fair trade products.

More than 40 World Shops are represented in the umbrella organisation
(Maailmankauppojen liitto ry), which was set up in 1987 and covers the vast majority
of fair trade organisations in the country. It produces a quarterly magazine and
undertakes a networking role for the exchange of information. Members of the umbrella
organisation share a newly introduced common logo, and a project has been started to
introduce a labelling initiative.

7.2 Market for fair trade

The fair trade market in Finland has not changed much during the past few years
apart from the introduction of a broader and better quality product range in the World
Shops. The global retail value of the sector has been estimated to be around 1m ECU.

Academic research on consumer attitudes towards fair trade products has been
carried out but findings are not yet available.

Like other NGOs, fair trade organisations are recognised by the international co-
operation law and are eligible for funding for information and development project
initiatives.

Retail channels:

Mail order No
Individual fair trade stores Yes
Individual commercial stores Yes
Commercial chains Yes
Budgets for education and PR:

Umbrella organisation 10.000 ECU
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Table 9: Structure of fair trade in Finland In the near future more
emphasis could be given to

Importing organisations: 4 awareness raising campaigns
Wholesaling organisations: 10 focusing on the impact of
\?V?)tﬁgesrsh:ops a1 consumption on the environment
Supermarkets some and on the economies of
Employees: developing countries.
Importing organisations n.a. _
World Shops n.a. Government plans are aimed
Umbrella organisation 7 volunteers at the re-establishment of import
Trademarks: NONE

promotion offices for developing
countries and their producers.
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8. FRANCE

8.1 Structure of fair trade

In France, there are at least three organisations importing and wholesaling fair trade
products from the South: Solidar'Monde, Andines, and ASPAL. In addition to these
organisations there is a labelling initiative, Max Havelaar France, which mainly focuses
on coffee.

Of these, Solidar'Monde is the main supplier of World Shops, which are represented
in the Fédération Artisans du Monde.

Fair trade products are sold through the 67 registered members of the Fédération
Artisans du Monde, through organic co-operatives and through mail order catalogues.

Coffee with the Max Havelaar Table 10: Structure of fair trade in France
trademark is sold mainly through

commercial OL_JtIets, _alth_ough the total wg&ggjis;g:g:ﬁg:;ns: i;
number of selling points is unknown. Retailers:
Solidar'Monde employs 19 people \évno]g:ii:ggs 67
and the Federation Artisans du Monde | 00 h o ranisations o
has 4 full ime paid employees. Most of | worid Shops mainly volunteers
the World Shops are run Dby | Trademarks: MAX HAVELAAR.
volunteers. Their estimated number | Retail channels:
varies between 800 and 1500. Mail order Yes
World shops Yes
Commercial stores Yes
Supermarkets Yes

8.2 Market for fair trade

In 1996 the retail turnover of Solidar'Monde was estimated at around 3.8 million ECU,
of which 45% was represented by food products, including coffee, and 54% by
handicrafts (textiles, jewellery, and wooden products).

In France, fair trade has grown substantially, especially during the last three years,
but a large potential market remains to be tapped. An important impact has already
been achieved through awareness raising campaigns but this seems not yet to have
been translated into changes in consumer behaviour.

According to a
Table 11: Market for fair trade in France consumer survey, 37% of
Retail turnover: 3.8 million ECU+ the French general public
Public awareness of fair trade n.a. is prepared to pay more for
Public awareness of fair trade products which are being
products: 13% traded fairly. Major
\'\’/IV;'r'li‘gt”SehS;LOS_pay more 37% constraints are identified
Max Havelaar. coffee n.a. the limited number of
Turnover per product category World Shops and other
Food products 45% selling outlets.
Handicrafts 54%
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9. GERMANY

9.1 Structure of fair trade

The three main importing and wholesaling organisations are GEPA, El Puente and
Dritte Welt Partner Ravensburg. Various other smaller organisations claim to be fair
trade importers but are not unanimously recognised as such by the fair trade movement.
Other organisations, specialising in specific products, are also Banafair, Pal pool, and
Rugmark Deutschlandbiiro. Fair Trade e.V. is an NGO based in Wuppertal which
finances producer organisation projects in the South and educational projects in the
North.

The umbrella organisation for the World Shops, Arbeitsgemeinschaft Dritte Welt
Laden —AG3WL, was set up in 1975 and now includes 200 World Shops. Members
agree to abide by 7 basic criteria: trade must be fair and environmentally sustainable,
there must be transparency in pricing, continuity of supply, awareness building
implemented through information activities, a not for profit aim, democratic structures
and decision-making, and a focus on products from developing countries. The network
is working on the establishment of a specific mark that will identify all fair trade shops
conforming to the criteria. In addition to those World Shops represented by the network,
some 600 other World Shops and numerous action groups sell fair trade products and
constitute the main retail outlet for German fair trade importers.

TransFair Germany, the labelling initiative, represents various fair trade actors,
social, religious and development NGOs and other civil rights organisations. There are
four licensed products (coffee, tea, honey, and cocoa/chocolate) and more than 70
licensee contracts. In coffee trading TransFair Germany enjoys the co-operation of 35
licensees and has recently scored a legal victory by winning a court injunction against
the coffee market leader Jacobs, which had engaged in unfair competition
advertisements.

The overall retail network is composed of more than 30,000 selling points which
distribute TransFair-labelled products (mostly coffee) including big supermarket chains.

Table 12: Structure of fair trade in Germany A reliable distribution channel is
also represented by a network of

importing organisations: 5+ 6,000 informal groups, mainly
Wholesale organisations: 5+ church-related, which sell fair trade
retailers: products on an informal basis.
World Shops 700
action groups 6,000 Since 1994 the World Shop
other selling points 25,000 network has encouraged a process
employees of restructuring and modernisation.
GEPA 114 It has also fostered the
trademarks: TransFair refurbishment and redesign of the
retail channels: .
mail order Yes outlets_ in order to make them more
individual fair trade stores Yes attractive for the public.
chains of fair trade stores Yes
commercial stores Yes
commercial chains of stores Yes
budgets for education & PR: 700,000 ECU
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9.2 Market for fair trade

In the financial year 1996/97 the retail value of products imported by GEPA was 31.8
million ECU, of which 51.7% was represented by coffee products and 29.4% by other
foodstuffs . During the past three years the retail turnover of GEPA has remained stable
and has confirmed its undisputed position as the leading fair trade importer in Europe.

There is a high awareness of fair trade issues and fair trade products. According to
recent market surveys, 40% of the population believe fair trade is a good idea and 11%
already buy TransFair-labelled tea or coffee, although the market share for those
products is just 2% and 1% respectively. Although some fair trade products, especially
food, can be up to 40% more expensive, people are prepared to pay more for it.
(Almost 37% of Germans are willing to pay a higher price for coffee if it is guaranteed
that the benefits are distributed to producers in developing countries). Fair trade
handicrafts are, in general, distributed at very competitive prices. Commercial
importers, traders and retailers are beginning to show a greater interest in labelled
products.

During the past few years many product-specific campaigns have been carried out in
order to disseminate information on fair trade issues and to raise awareness among
German consumers. Particularly successful examples have been the campaign on the
substitution of cocoa butter in chocolate in 1995, a campaign on child labour in the
carpet industry and, more recently, a World Shop initiative during the Christmas period
on working conditions in toy production.

Although German consumers are increasingly willing to buy products traded under fair
conditions, public institutions have failed so far to give substantial support to the
movement. This is only partially compensated for the adoption of fair trade products by
some important public and private institutional consumers at state and national level.

Two major trends can be identified in the German fair trade market:: a growing
openness in the World Shop movement to professionalise their approach and the
growing recognition of fair trade as an important issue for the consumer, and hence a
more focused attention by commercial competitors on studying this new marketing
trend. More and more World Shops, along with commercial traders, recognise that more

Table 13: Market for fair trade in Germany Germans are willing to buy fairly
et valie. tLadec:] pr(;duzts than (_)rlgln_al!y
GEPA 31.8 million ECU t oug L. t the same time It IS
Positiveness of fair trade issues | 40% UnderSt_OOd that the consumer
Population buying fair trade would like to buy those products
pronducts vt ] 11% in convenient and attractive
Willingness to buy fair trade selling points at a competitive
products 17% . 9P P

price.

Willingness to pay more for

fairtrade coffee 37% After the fashionable popularity
ﬁarke::Share?fi 1o of green consumerism in the

ransralr cofrfee 0 H H H

GEPA coffee 0.4% 1|980|s, (ljr_]ternatlpnal traqeI is r][_ow
TransFair tea 204 slowly discovering social justice
GEPA tea 1% as a marketing argument. More
Turnovers per category: and more companies claim to
GEPA coffee 16.4 million ECU use fair trade criteria or to
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respect the producers and their products. This situation poses threats and
opportunities. The danger is that fair trade becomes an empty concept without
substantial content or credibility. The challenge is that it will become an appealing public
issue and attract the fascination of the media.
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10. GREECE

10.1  Structure of fair trade

In Greece, where development co-operation is less well known than in other EU
countries, fair trade has a similarly low profile. Cosmos Art is the only importing and
wholesaling organisation specialising in handicrafts produced in Africa, Latin America
and Asia. Four years ago Cosmos Art adopted fair trade principles in their business and
was supported in this by the Dutch importing organisation Fair Trade Organisatie. The
two organisations co-operate through joint orders from fair trade co-operatives and in
providing feedback to the producers on the requirements of the Greek market.

Cosmos Art have produced a good variety of information material about fair trade as
well as on local traditions and production techniques. Cosmos Art have about 300
customers all over Greece although there are no fair trade shops.
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11 IRELAND
11.1  Structure of fair trade

In Ireland, (North and South) there are two fair trade importers. Fair Trade Eireann
(formerly Traidereann), which imports mainly from Asian producers, and Oxfam Ireland.
Fair trade products are also available from a number of wholefood wholesalers, who act
mainly as distributors of goods imported from the major British fair trade organisations.

The retail network is composed of 6 independent fair trade outlets (in five locations:
Athlone, Belfast, Galway, Port Laoise and Waterford), four of which are members of an
umbrella organisation (Association of Fair Trade Shops in Ireland). There is a large
network of Oxfam Shops, many of which sell fair trade products, though not exclusively.
Apart from these outlets, fair trade goods are available in health food stores throughout
the country. One product - cafedirect - is available in a large number of supermarkets.
During the last year, Bewley's - the main coffee roaster in Ireland - has launched
Bewleys Direct, the first fair trade labelled product produced by an Irish company. This
is now ‘listed’ for all the main supermarkets, and is the top-selling brand in Bewley’s own
prestige Grafton Street outlet in Dublin. Altogether, fair trade products are available in
over 100 outlets in Ireland even if, in some cases, the only product available is coffee.

Traidcraft, the British-based fair trade organisation is very active in Northern Ireland.
Its mail order catalogue is widely available and it has an active network of voluntary fair
traders. Attempts to extend operations to the South (where postal charges are much
greater) have so far been unsuccessful, but this may change.

The Irish Fair Trade Network is the Irish fair trade labelling organisation (jointly with
the Fairtrade foundation in Northern Ireland), and is an associate member of FLO (Fair
Trade Labelling Organisations International). It was responsible for the introduction of

Bewley’'s Direct, and runs a

Table 14: Structure of Fair trade in Ireland number of educational campaigns.
Importing organisations: 2 It also assisted in setting up a
small mail order service for fair

Retailers: trade tea and coffee for schools,
World Shops 4 and is actively promoting fair trade
s labelled tea and coffee in a wide
upermarkets L .
Selling points: 100 range of institutions. It is

Employees: particularly active in campaigning
for fair trade bananas, and

Importing organisations 2 together with DEFY (Development

World Shops 4 Education for Youth) has recently

Umbrella organisation (IFTN) 7 volunteers been involved in a campaign to

Trademarks: IFTN get supermarkets to adopt a code
Fairtrade of conduct for their Third World
Foundation

imports. One result of this is that

Retail channels: . .
Senator Feargal Quinn, who is

Mail order yes . )

World Shops yes also managing director of a
Commercial stores yes supermarket chain, is convening a
Commercial chains of stores yes meeting of all supermarkets to
Budgets for education: IFTN 150,000 ECU discuss how to take this forward.
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Oxfam Ireland, which is currently establishing itself in its own right (having hitherto been
part of Oxfam UK and Ireland), has chosen fair trade as its main campaign for 1998.

Although exact figures are hard to obtain, the total education and advocacy budget
for fair trade in Ireland is estimated to be about 150,000 ECU.

11.2 Market for fair trade

The total fair trade market in Ireland is small. Fair trade coffee sales are still less
than one per cent, but growing. Data on consumer attitudes is scarce, but the recent
EUROBAROMETER survey conducted by the European Commission on support for
fairly traded bananas showed a good awareness and support in Ireland.

The products available range from food to crafts and clothing. Fair trade Eirann
concentrates on handicrafts - clay products, baskets, jute bags, wood and stone
being the main products. Food products are receiving a very positive response
Distribution continues to be a problem since most products come through Britain and
transport costs and currency fluctuations continue to create difficulties.

Overall, the signs are positive. The establishment of a labelling initiative in Ireland,;
the beginning of work on codes of conduct for the main retailers; and a significant
degree of political interest from government and opposition parties in the South and
from the British Secretary of State for International Development in the North are all
very welcome.
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12. ITALY

12.1 Structure of fair trade

The Italian setting for fair trade is characterised by the presence of two main
importers: CTM (Cooperazione Terzo Mondo), which is the largest, and Commercio
Alternativo, founded in 1992.

Other smaller importers, such as RAM - Robe dell'Altro Mondo, and Equomercato
either work independently or in co-operation with one of the two main importers.

There are over 200 World Shops in Italy, a number which has almost doubled in the
past four years. The World Shops are represented by a national association
(Associazione Botteghe del Commercio Equo e Solidale Italia), of which most of
Italian World Shops are members.

A labelling initiative, TransFair Italia, was established in 1994 by some major NGOs,
consumer associations and fair trade organisations (Association of World Shops, CTM,
Commercio Alternativo, RAM, Equomercato) and other organisations representing civil
society, such as Pax Christi, ARCI, ACLI. Currently 90% of the activities focus on coffee,
distributed by 5 licensees, but tea has recently been introduced as a newly labelled
product.

There are more than 1,000 points of sale for fair trade products and, although most of
the turnover is achieved through the World Shops’ network, some commercial shops
and some chains of supermarkets are also important retail outlets.

The importing organisations and the World Shops’ network altogether employ more
than 125 people.

An important role is being played by an savings alternative bank, structured in the
form of a financing co-operative, CTM-MAG, which grants loans, mainly to fair trade
organisations in Italy and abroad.

There is good press coverage on fair trade issues, which have attracted so far the
attention of the most progressive media for the innovative nature of the ethical business.
The national parliament, following many local councils and regional assemblies, has

Table 15: Structure of fair trade in Italy adopted fair trade coffee as
its official beverage.

Importing organisations: 4+
Retailers:
\é\glrilr?gsphoci)gtss: ioooog Great emphasis has_ been
Employees: placed on the production of
CT™M 25 information material, which is
Retail network 100+ (including considered to be part of the
World Shops) trading  activity. CT™M
Trademarks: TransFair produces a bi-monthly
Retail channels: . .
Mail order yes newsl_etter along with various
Individual fair trade shops yes materials on producers and
Chains of fair trade shops no products. Visits by producers
Commercial shops yes give the opportunity to people
C%mmerfual Zhams of shops yes working in the World Shops
Budgets for education & PR:
CTI\%I (excluding personnel) 130,000 ECU and to the consumers to

establish a more direct link
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with the reality of trade with the South.

In 1997, a product-specific campaign was organised for the first time on cocoa, in co-
ordination with other European organisations.

12.2 Market for fair trade

The global retail turnover was estimated to be around 13 million ECU in 1996, of
which 9 million was represented by CTM (including products labelled with the TransFair
mark). Almost 90% of the products imported by CTM are distributed through the
network of World Shops, which also sell as wholesalers to other commercial retailers
(food stores and health-food shops) as well as to informal groups in their geographical
area.

The main product categories are food: coffee, tea, honey, cocoa, chocolate, dried
nuts, spices, cane sugar, dried fruits and exotic fruit jams); and handicrafts: decorations,
furniture, bags and cases, clothing. Food makes up approximately 60% of the global
turnover, of which 25% of the total is coffee, while non-food represents 40%.

Prices of fair trade products do not vary greatly from their traditional competitors
(especially for coffee and honey).

Italian consumers still seem to be poorly informed about fair trade issues and about
the difference between traditional trade and fair trade. In 1994, around 15% of
consumers were aware of fair trade issues. In 1996 the percentage of people willing to
buy fair trade products (especially coffee) had increased to 25%. Customers would also
be prepared to pay a little more for products which are ‘ethically sound'. They appear to
buy primarily because of the high quality of fair trade products (26%) and their originality
(17%). An obstacle to further development of fair trade in ltaly is the insufficient
availability of fair trade products to the consumer in the mainstream market.

The network of World Shops is not yet wide enough to reach most consumers and
the is still concentrated mainly in the Northern part of the country.

According to a recent market survey, 60% of the customers of the World Shops are
women, within the age range of 20-45, and 20% of them have a university degree while
36% have at least secondary education. 73% of World Shop customers prefer
supermarkets for the regular purchase of food products. Most clients of World Shops
are regular customers.

The market share of fair trade coffee is only 0.1% but is expected to increase
considerably following the introduction of the labelling initiative

The spectacular growth in turnover of CTM at the beginning of the decade is now
slowing down, although the rate of growth is still more than 10% per annum. The
potential of the fair trade market does not seem yet to be fully exploited and further
developments are expected following the establishment of the labelling initiative
TransFair.
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Table 16: Market for fair trade in Italy

Retail turnover: 13 million ECU
CT™M 9 million ECU
Public awareness of fair trade: 15%
Public awareness of fair trade products: -
willingness to pay more: 15%
Market shares:
Coffee: 0.1%
Turnovers per product category:
Coffee
Other food 25%
Handicrafts 35%

40%
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13. LUXEMBOURG

13.1 Structure of fair trade

The Grand-Duchy may have a small market but consumers are quickly becoming
aware of products with a fair trade label. In 1992, when TransFair-Minka was founded,
fair trade coffee was only sold in the four World Shops (in Bettembourg, Esch/Alzette,
Ettelbriick and Luxembourg). In only six years fair trade coffee has reached 3% of the
national coffee market. In 1994 TransFair tea was introduced and in May 1996 labelled
chocolate made its breakthrough to the Luxembourgian population. TransFair labelled
chocolate has proven to be so well accepted by consumers that by 1997 it had already
reached a 0.5% share of a very hard market.

Luxembourg has three national coffee licensees, of which two roast their own blend
of coffee and very soon those will be joined by a third big Luxembourgian coffee roaster.
The most relevant quantities however are distributed by Belgian, German and Dutch
coffee licensees. The retail distribution of coffee, tea, chocolate and sweets is covered
by two companies, while a few supermarket chains import their own TransFair products.
Fair Trade products are also sold in the World Shops, the three main supermarket
chains (Monopol, Match and Cactus) and in over 80 health and wholefood shops all
over the country, resulting in a global coverage of over 70% of Luxembourgian retail
outlets.

For historic reasons and because of the small size of the country, Luxembourg has 2
fair trade labels: TransFair and (only for coffee) Max Havelaar.

Since January 1996 TransFair-Minka has employed one person, whereas the World
Shops are still run entirely by volunteers. Since the World Shops are all members of the
labelling initiative, TransFair has become a kind of umbrella organisation for the fair
trade sector. In addition to the shops, TransFair has 17 other member organisations
from the Third World solidarity, environmental, church and youth sectors.

Table 17: Structure of fair trade in Luxembourg The budget for

Importing organisation: 5 education and marketing
Retailers: amounts to 20,000 ECU
w;ﬂ?alsz)%%sshops ;'1 meaning that most of the
Chains of supermarkets 3 publicity - work is done
Selling points: 70% of all food through volunteers.

stores Information on fair trade
Employees: 1 is disseminated through
Trademarks: Max Havelaar radio, television, articles
— - and TransFair and publicity in
o newspapers _and
Individual fair trade stores Yes magazines, press
Chains of fair trade stores No conferences, information
Commercial stores Yes leaflets, presence at 2
Commercial chains of stores Yes national fairs and at many
Budget for education & PR: 20,000 ECU

regional markets, posters,
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seminars, lessons and development education activities in schools.

A highlight in Luxembourg is the use of TransFair chocolate in eight bakeries, bakery
schools and in the St Nicholas bags offered by 20% of Luxembourgian communes. For
Easter 1997, the first chocolate Easter figures were offered to the children of Princess
Maria Theresa of Luxembourg.

13.2 Market for fair trade

No studies are available on public awareness of the fair trade sector. Interest has
been shown by commercial retailers, as is reflected by the large number of
supermarkets engaged in the sale of fairly traded coffee.

The products sold in the World shops include a range of food and non-food products.
The customers appear to be relatively wealthy, which may have a certain effect on their
willingness to pay more than for other products.
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14  NETHERLANDS

14.1 Structure of fair trade

Of the many importing/wholesaling organisations within the Dutch alternative market,
Fair Trade Organisatie — formerly SOS Wereldhandel - is the most significant, followed
by De Evenaar. Amongst the others, mainly importing handicrafts and meeting the
criteria of Nivah (Ned. Imp. Verg. van Altern. Handel. - Dutch Association of fair trade
importers) are: Adesa, Amandla, Cusco, Esperanza, Flash, Goed Werk, Hasla, Kanika,
Lanka lamai, Mandat Nepal Handel, Only Natural, Sarana, Tahoua Niger, Tito de
Allencar, Wisnu.

The retail channels are represented by a solid network of World Shops, mail order
catalogues, some commercial shops and 50 supermarket chains selling a complete
variety of fair trade food products. The alternative retail market consists mainly of 1,250
fair trade selling points, including 395 World Shops which are members of the National
Association of World Shops - Landelijke Vereniging van Wereldwinkels - and the 6
shops managed directly by Fair Trade Organisatie. The umbrella organisation of the
World Shops provides co-ordination for the promotion of education campaigns and
training in marketing and financial management for the member organisations, which
are recognisable by a common logo.

Max Havelaar was the first labelling initiative in Europe, established in 1988, and is
now a trademark organisation labelling four products (coffee, cocoa, honey and
bananas) marketed through more than 23 licensees for coffee and 9 licensees for
cocoa. Max Havelaar products are now marketed through 90% of Dutch selling points.

Considering the importing organisations, the Third World Shops network and the
labelling initiatives, the fair

Table 18: Structure of fair trade in the Netherlands trade sector employs more than

importing organisations: 20+ 200 people altogether.
wholgsalfe organisations: 30+ The budgets allocated by
Retailers: :
World Shops 395 FTO for public awareness and
Fair trade shops 6 marketing is around 1 million
Supermarkets with fair trade 50 ECU.
Selling points:
Fair trade 1,250
Fair trade in supermarkets 50
Max Havelaar in supermarkets 7,000
Employees:
Fair Trade Organisatie (paid staff) 100+
(volunteers) 125+
World Shops Co-ordination 12
Max Havelaar (paid staff) 8
Trademarks: Max Havelaar
Retail channels:
Mail order yes
Individual fair trade shops yes
Chains of fair trade shops yes
Commercial stores yes
Chains of supermarkets yes
Budgets for education & pPR 1.4 million ECU
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14.2 Market for fair trade

For Fair Trade Organisatie, retail turnover in 1996 amounted to 16 million ECU, of
which 41% is made up of coffee products, 22% of other foodstuff and 34% of
handicrafts. The main food products are coffee, tea, wine, cocoa and nuts, while the
main categories of handicrafts are decorations, jewellery, clothing and fashion, toys and
musical instruments. FTO’s turnover is mainly achieved through the World Shops
network (45%), FTO’s Fair Trade Shops (11%) and through the institutional market.

According to market surveys, 80% of the Dutch public is familiar with the name World
Shop and 70% of the public knows the Max Havelaar trademark, while 15% of the public
said to they would be willing to buy fair trade products and to pay more compared to
regularly traded products. The average profile for customers of World Shops is defined
as women with a higher level of education and above average income.

In recent years many awareness-raising and/or product-specific campaigns have
been promoted and co-ordinated at national level on trading issues such as the
campaign on child labour, the Clean Clothes campaign, the successful lobbying at
European level on cocoa butter. A growing and positive trend among commercial
importers and retailers is the increasing attention and concern for their ethical image.
The concept of ethical business promoted by fair trade actors during the past few
decades is becoming an important issue to improve the consumer friendliness of all
sorts of products.

Over the past few years 200 World Shops have been adopting the "corporate” style of
the Landelijke Vereniging van Wereldwinkels, and World Shops tend to have fairly good
locations, regular opening hours and a modern image. Nevertheless, constraints are
still identified in low profit margins which prevent World Shops from finding better
locations where high rents are payable.

Table 19: Market for fair trade in the Netherlands The institutional market
Rotal turmover represents _quite an important
Max Havelaar 33 million ECU outlet for fair trade products and
FTO 16 million ECU to date many local councils and

national governmental
Public awareness of fair trade: organisations, along with the
\'\//'viﬁlg'g\;g;sr %7383;0 national Parliament, are using

b : .

Public awareness of fair trade: 15% ?;]rétraﬁﬂeinﬁ);?;ucff nﬁg%gﬁ;gizl
willingness to pay more: 12-15% . Sy
Market shares- Development is now considering
FTO coffee 0.7% new legislation which  will
Max Havelaar coffee 2.6% promote and support social and
Max Havelaar cocoa 1% environmentally friendly products
Max Havelaar bananas 8% imported from the South. The
Turnovers per category (FTO). Dutch governm.ent_h.a}s _deC|ded
Coffee 41% to support labelling initiatives and
Other food 22% will lobby the EU to lower tariffs
Handicrafts 34% for ethically labelled products.
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15. NORWAY

15.1 Structure of fair trade

The major fair trade organisation importing fair trade products is Alternativ Handel
Bergen which took over the leading role for importing such products after its sister
organisation in Oslo, the Foundation for Alternative Trade ceased trading in 1997.
Alternativ Handel Bergen has its own shop in Bergen, and sells to a variety of smaller
solidarity groups around the country. In addition, a variety of solidarity groups, private
organisations, and World shops import products of their own. Filling the void created on
the retail side in Oslo, Norwegian People’s Aid have a shop in the centre of town.
Norwegian People’s Aid is currently the only NGO producing a mail order catalogue.

The Max Havelaar fair trade mark was introduced in Norway in September 1997. It has
been well received in the market, and is receiving funding from the Norwegian
government. So far, the Max Havelaar mark is only used for coffee, but there are plans
to extend it to tea, sugar, bananas, and other foodstuffs in due course.

Table 21: Structure of fair trade in Norway 152 The Market for fair

trade
importing organisations: 2
retailers: 2 Stiftelsen  Alternativ. Handel
world shops 3 commissioned Gallup to carry
action groups several . . .
commercial stores several out a public opinion poll in
selling points: 50 June 1997. The poll was
carried out in the south-east of
Trademarks: - Norway (the most densely
Retail channels: populated area of the country)
inr:gii\lli(()jrl?aGIrfair trade stores ygz using computer assisted
chains of fair trade stores zo telephone interviewing.
commercial stores yes
commercial chains of stores no The poll showed that there
budgets for education & PR: none was a fair degree of

awareness of fair trade. (26%
said that they had heard of alternative trading, although there may have been some
confusion over the term ‘alternative trading’.) When asked whether they would have a
positive attitude towards purchasing goods bearing a fair trade mark, 64% said they
would be very positive.

Table 20: Market for fair trade in Norway

Retail turnover:
Alternativ Handel

public awareness fair trade: 26%
willing to buy fair trade products

familiar with fair trade 64%
willingness to pay more: yes
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16. SPAIN

16.1 Structure of fair trade

There are three main importers active in Spain: Intermén, Alternativa 3, Ideas.
Other smaller importers are Mercadeco and Equimercado. Intermén and Alternativa 3
are also retailers together with s'Altra Senalla and Setem. At national level there is a co-
ordinating group of fair trade organisations. A common labelling initiative has yet to be
established.

In the past few years some importing organisations have merged creating economies
of scale and some new importers are being set up because of the great potential of the
market. In general terms, the national fair trade market has grown considerably both in
terms of turnover and points of sale and especially in its product range. Food products
have only been introduced relatively recently and are rapidly becoming more important
as a percentage of the retail value.

There are currently more than 60 points of sale expressly dedicated to fair trade
products. The three main importers employ more than 30 people and benefit from the
contribution of about 30 volunteers.

The retail channels are mainly represented by the network of the World Shops but
products are also distributed through mail order catalogues and commercial stores. The
World Shops have been created or supported by different (importing) organisations and
have developed various criteria for membership.

16.2 Market for fair trade

National retail turnover is estimated to be over 4 million ECU, where Intermdn
represents almost 30% of the national turnover followed by Ideas and Alternativa 3. An
impressive growth trend is being experienced by Alternativa 3 (of more than 60% over
the past year). Alternativa 3 provides products to a network of 32 World Shops, 12 of
which are strictly linked to the co-operative.

The major constraints to a more rapid growth have been identified as the limited

Table 23: Structure of fair trade in Spain Vaj”_ety In t_he PrOdUCt range _ajnd
: __ pricing which is not competitive
Importing organisations: S+ with the commercial sector.
Wholesaling organisations: 4
Selling points: 60+

The points of sale are found to

Employees: . el ;

P y S o be attractive and inviting as time
Importing organisations 30+ and effort has been invested in
Trademarks: n.a.

attractive outlets.

Retail channels:

Mail order yes
World Shc?pls yes Fair trade products are
Commercial stores yes predominately handicrafts, (wall
Commercial chains of stores yes

hangings, home textiles, re-cycled
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paper, jewellery, wooden products, musical instruments and toys) rather than food
products, which currently represent only 25% of retail turnover. Recent trends show that
the introduction of coffee products has had the effect of stimulating and expanding the
sales of other food products. Unlike other European countries, coffee is not yet the
flagship product although in recent years it has become more important.

Currently, Spanish fair trade customers are mostly women, aged between 17 and 30,
open-minded, and either students or employees.

In the last four years, retail turnover has grown spectacularly, with annual increments
of more than 15%. In the near future new points of sale are expected to be opened
mainly through World Shops. Attention from the commercial sector is also predicted
because public awareness is increasing and the media is becoming more interested in
fair trade issues.

Table -24: Market for fair trade in Spain

Retail turnover: 4 million ECU
Intermon 1 million ECU
Alternativa 3 1.5 million ECU
Public awareness of fair trade: n.a.
Willingness to pay more: 12%
Market shares:
Coffee (labelling initiative) 0.7%
Turnover per category:

food: 20%
(Intermon) handicrafts: 80%
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17. SWEDEN

17.1 Structure of fair trade

In Sweden several organisations import fair trade products, the most important being
Sackeus, (which represents almost 50% of the fair trade market), Afrika Import,
Alternativ Handel and North & South Exchange.

In August 1996, the national labelling initiative, Rattvisemérkt, was set up by
representatives of church organisations, the two largest unions, foreign aid institutions
and consumer associations. The establishment of the Swedish labelling initiative can
rely on a broad base in Swedish society. After the initial period needed to recruit
personnel and establish an office, the association started external activities in March
1997. The first products to be launched with a fair trade mark were coffee and tea.
Labelled products are sold through the fair trade retail network but also through chains
of supermarket and commercial stores.

Since 1986 an association of most of the Swedish fair trade groups,
(Varldsbutikerna for rattvis handel), has co-ordinated the activities of 46 members, of
which 15 are World Shops. Recently the structure has been strengthened and will be
able to provide training for volunteers, information and educational material and support
for the organisation of seminars and campaigns. From this year members can apply for
the use of a common registered logo which guarantees the respect of fair trade criteria
in retailing.

17.2 Market for fair trade

The retail value of the Swedish fair trade market is estimated to be more than 2
million ECU. The retail turnover of the main importer, Sackeus, consists mainly of food
products (coffee, marmalades, chocolate) followed by handicrafts (jewellery, T-shirts,
baskets).

The initial phase of the labelling initiative has seen the launch of coffee and tea, while
Table 25: Structure of fair trade in Sweden chocolate will soon be added to
the product range.

Importing organisations: 4+

Wholesaling organisations: 4 The product range in the World
Retailers: Shops is growing faster than the
World Sh?(p? 15 product range of the importers.
SUPETMArkets n.a Frequently World Shops have to
selling points: 1,000+ .
employees: buy products from fair trade
importing organisations 20+ organisations in other countries to
labelling initiative 35 provide customers with the variety
umbrella organisation 15 of products they expect, but even
rﬁ:g” g:‘(fgr”e's Jes consumers’ expectations.  The
World Shops yes development of the World Shops
commercial stores yes seems to be restrained by the
commercial chains of stores yes limitation of the product range. At
budget for education: 200,000 ECU+ the same time the products

imported are limited because of
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the insufficient number of World Shops.

Because of the size of the country and the distance between fair trade actors, co-
operation between the various importers, World Shops and selling points is difficult and
expensive. Nevertheless, efforts will be made in the future to develop closer co-
ordination and a long-term strategy between fair trade actors in Sweden.

The number of points of sale , is increasing especially as a result of the interest raised
by the labelling initiative. Correspondingly the market share for fair trade in Sweden is
expected to increase considerably over the next few years.

In a consumer survey carried out last year, 84% of the interviewees expressed their
favourable interest in the fair trade labelling initiative and 64% said they were willing to
pay more for fairly traded products. For the labelled products currently on the market
the price difference with the commercial sector is only marginal.

Over the past few years dynamic efforts have been made by various organisations to
raise awareness of fair trade issues. In 1995 an environmental NGO carried out a
campaign on fair trade coffee, World Shops days were organised in 1996 and 1997
together with a specific campaign on coffee to launch of the labelling initiative. Fair trade
fairs and presentations were also held. A private foundation, the Fair Trade Centre,
conducts surveys on fair trade and carries out public awareness campaigns on current
iIssues such as the textile industry (Clean Clothes Campaign), sports shoes and toys.

With the launch of the labelling initiative the institutional market is increasing in
importance. For example, the Church of Sweden recommends that labelled coffee and
tea should be served after Sunday services.

Recently the Swedish Foreign Ministry expressed positive support for the Swedish
labelling initiative especially for its co-ordination with established initiatives in other
European countries.

Table 26: Market for fair trade in Sweden

Retail turnover: 2 million ECU+
Public awareness of fair trade: 15-20%
Positiveness on labelling initiative 84%
Willingness to pay more: 64%
Market shares:
Coffee (labelling initiative) 0.7%
Turnovers per category:
food: 25%
(Sackeus) jewellery: 20%
toys: 16%

ceramics: 15%
accessories: 15%
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18. SWITZERLAND

18.1 Structure of fair trade

Two main fair trade importing organisations are currently active in Switzerland:
OS3/Claro and Caritas Fairness Handel. Since the establishment of the labelling
initiative Max Havelaar in 1992, several commercial importers are also importing
products under fair trade conditions from licensed exporters in the South, including
Blaxer, Narimpex, Migros, Coop and Volg.

Claro, formerly OS3, is the most important fair trade importer of food and handicraft
products. Twenty NGOs are represented on its board, among which are the three
associations of World Shops (V3WL - Vereinigung Dritte Welt Laden, Magasins du
Monde and Prodotti Terzo Mondo). Caritas Fairness Handel is the fair trading branch
of Caritas Switzerland. It concentrates mainly on handicraft products (garments and
clothing accessories, decorative items and jewellery) and runs eleven Caritas Shops alll
over Switzerland.

The Swiss World Shops are represented by three associations which reflect the three
major national linguistic groups, respectively in the Italian-, French- and German-
speaking parts of the country.

Max Havelaar Switzerland is the best established labelling initiative with six labelled
products (coffee, honey, chocolate, tea, bananas, and sugar) and significant market
shares (6% for honey, 5% for coffee). More than 50 brands of coffee, (which represent
almost 70% of the license income) and ten brands of honey are available.

In March 1997 fair trade bananas were launched, supported by an appropriate
information campaign and have

Table 28: Structure for fair trade in Switzerland . 3 i
immediately attracted the attention of

Importing organisations: Less than 13 Swiss consumers, reaching a very
\F/;Vhto!f}sal-mg organisations: 11 encouraging market share of around
elaiers. 13% in only few months.
Informal groups 140 .
Jroup The total number of points of sale

World Shops 60 for fair trade products is estimated to
Commercial outlets 7,000 be about 7,000 which is between 80
Selling points: 7,000+ and 90% of the average national
Employees (excl. World retail distribution.
Shops):
Claro 15 The retail network consists of
Max Havelaar 1 World Shops and charity shops of
e o Tiavelaar various NGOs (Caritas, Kalebasse,

. —— Helvetas, UNICEF), independent
Retail channels: . .
Mail order yes commercial outlets such as organic
Individual stores yes food shops as well as chains of
Chains of fair trade stores yes specialised commercial stores
Cﬁmme“;"a' stores | yes (health food shops, drugstores) and
Bcu dag:gtss‘;ofzg‘gzﬁi ;tgrs_s yes chains of supermarkets (e.g. Migros,
Claro 120,000 ECU Coop, Volg). The World Shops have
Max Havelaar 300,000 ECU gone through a process of internal

restructuring, motivated by the
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increased competition brought in by the success of the Max Havelaar initiative.

Excluding the World Shops, Swiss fair trade importing or labelling organisations
employ more than 30 people.

Information on fair trade issues and products is disseminated through a variety of
channels, including TV spots, newsletters, bulletins, PR and information campaigns,
most of which are product specific (e.g. carpet and textile label campaigns).

18.2 Market for fair trade

The retail turnover of Claro was 5.9 million ECU in 1996 (a decrease from 7.1 million
ECU in 1994). The product range focuses primarily on food products, where coffee
represents 28% of the total retail value. Caritas Fairness Handel achieved a retail
turnover of 2.5 million ECU, mostly through the network of World Shops and Caritas
Shops but also via a mail order catalogue.

Max Havelaar labelled products have generated an estimated retail turnover of more
than 19 million ECU, largely concentrated on coffee brands. Considerable success has
also been achieved for imported honey and the recently launched bananas. Market
surveys show that consumer awareness of the labelling initiative is one of the highest in
Europe, at more than 57% of the population.

The main constraints to a larger scale success seem to rest on the relative lack of
choice in the product range and on the limited promotional activity carried out by the
licence holders.

However, since the founding of the labelling initiative the fair trade sector in
Switzerland has become firmly

Table 29: Market of fair trade in Switzerland ! . )
established in  mainstream

Retail turnover: commerce and fair trade issues
0S3/Claro 5.9 milion ECU | €njoy growing coverage in the
Caritas Fairness Handel 2.5 million ECU media.
Max Havelaar 19 million ECU The labelling initiative has
Public awareness of labelling initiative | 57% been welcomed by the Federal
_ _ Office for Foreign Affairs and is
Familiarity with fair trade coffee 36% government policies. This has
Willingness to pay more: n.a. also been beneficial In

introducing fair trade products

Market shares: into the catering market where

Coffee (retail market) 5% many public institutions are
Honey (import market) 6% promoting labelled products in

Bananas (estimated since March 1997) | 13% their cafeterias.

Turnover per category (OS3):

Coffee 20% UNITED KINGDOM
Other food 48% 19.
Handicrafts 24% 19.1 Structure of fair trade
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In the United Kingdom there are various fair trade organisations among the most

important of which are: Traidcraft, Oxfam Trading, Twin Trading, Equal Exchange

and Shared Earth. The Body Shop Foundation has a fair trade department and
therefore can only partially be considered an ATO.

In January 1995 an umbrella organisation of World Shops, the British Association
for Fair Trade Shops — BAFTS, was established to co-ordinate the promotion of fair
trade through a network of 65 members. BAFTS members share common aims and
standards which help differentiate genuine fair trade shops from others.

Apart from those independent World Shops Oxfam and Shared Earth run their own
chains of shops, most of them relying on volunteers. In addition to those "specialised"”
outlets, the retail network consists of some 3,000 other independent shops which sell fair
trade products within their usual range of goods. Overall, the British retail network
consists of World Shops, chains of fair trade shops (mainly the 200 Oxfam Shops selling
fair trade products) and some mail order catalogues.

There is a good degree of co-operation between the various fair trade organisations.
A good example is the Cafédirect consortium - a joint collaboration between Oxfam,
Traidcraft, Twin Trading and Equal Exchange - which was set up to market a fair trade
brand of coffee in the supermarkets. Regular co-operation, extended to development
NGOs, is also common for the implementation of information campaigns on ethical
issues such as clothing codes and international trade in tropical products.

The importing organisations employ more than 150 people. This excludes World
Shops which benefit from the work of around 1,000 voluntary staff, most of whom are
women.

The fair trade label, the Fairtrade Mark, operated by the Fairtrade Foundation, is
currently labelling coffee (roast and

Table 29: Structure of fair trade in UK . :
ground and freeze-dried instant),

Importing organisations: 7+ teas and chocolate and in the near
Retailers: 4+ future will also launch fair trade
Selling points: 3.000 bananas. Fairtrade marked
of which products are available from the
World Shops 80+ major  supermarket chains -
Outlets as chains of fair trade 200+ Sainsbury's Safeway. Tesco
g:r?glzyees_ ASDA,  Waitrose, Somerfield,
' Morrison, CWS and CRS (Co-ops) -
Importing organisations 150 (excl. World and from a range of healthfood
plus more than 1,000 Shops) shops, smaller stores and
volunteers who run Fair Trade independent retailers totalling over
shops 3,000 selling points.
Trademark: Fairtrade Mark
'ﬁ;ﬁ'g‘;g:?”e'sz Vo The  Fairtrade  Foundation
individual fair trade shops Yes devotes a high perce”tage of its
chains of fair trade shops Yes total bUdget to edUC_at|0n Qnd
commercial shops Yes promotion, with information
chains of commercial stores Yes disseminated through the media
Bquaz for ed“gat,'on&p“ 0% of the total and campaigning activities carried
Fairtrade Foundation gu d/; gtt € tota out in co-ordination with its member
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agencies.

19.2 Market for fair trade

The retail turnovers of the two major organisations are, respectively, 16m ECU for the
Oxfam Fair Trade Company and 12.6m ECU for Traidcraft. Overall, the retail value of
products imported by fair trade importers in the UK is estimated to be well over 30m
ECU per annum, which thus makes it one of the most important fair trade markets in
Europe.

Handicrafts have, in general, been the most important category of product but in
recent years food products have become increasingly significant. In 1996 food and
beverage sales for Traidcraft rose by 6.5 per cent to reach an overall value of almost 5
million ECU. Traidcraft used to sell just teas, coffee and some dried fruit and nuts but
their extended range of high-quality breakfast mueslis, chocolate bars and snack
products are proving increasingly popular with consumers. Adjusted for inflation
Traidcraft's overseas purchases of fair trade goods have grown by 30 % since 1990.

Marketing surveys conducted over the last few years indicate that there is growing
awareness of, and demand for, fairly traded products. The strongest opinion identified in
the survey was 'that trading fairly with a Third World country is a better way to help that
country develop than giving aid. 86% of the sample agreed with this statement.
Agreement that ‘workers in the Third World are exploited and don't get enough for their
produce’ was almost 85%. Other research findings show that 85% of the sample
agreed that 'they would like to see fairly traded products in their supermarket'. The
majority (68%) of the sample agreed that 'they would pay more for fair trade products, if
they could be sure that farmers and workers in the Third World received a fair return'.
Agreement was strongest amongst women at 73%. Another survey carried out in 1994
indicated that four out of ten people questioned were aware that fair trade products were
on sale in supermarkets. Of these, one in four had bought a fair trade product within the
last month. This means that 10% of the entire sample bought a fair trade product within
this period.

Table 30: Market of fair trade in UK The best-selling product
labelled with the Fairtrade
Mark, Cafédirect coffee, has

Retail turnover:

Traidcraft 12.6 million ECU been a remarkable success
Oxfam 16.0 million ECU as the first fairly traded
Fairtrade labelled products 8.0 million ECU product to achieve
Support for fair trade: 85% mainstream distribution.
Willingness to pay higher prices | 68% Available in all the major
for fair trade products supermarket chains, it has
Market share: gained a 2.8% market share.
Cafedirect 2.8% In recent government policy

papers, ethical trade has
been mentioned as an

turnover per category:

coffee 50 effective way to sustain
other food 22% development and labelled
handicrafts 36% coffee and tea have been
other products 37% adopted as official

beverages by the House of
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Commons.

Generally speaking, fair trade importers have made important improvements in terms
of design, quality and presentation of products, although the public image of such fair
trade products is still low. The product range is improving, although low and
unpredictable supply and poor design, still represent major constraints. Inconvenience
of shop location and space limitation, which affects display and presentation have been
identified as weak points to be tackled, especially now that competition from commercial
retailers is increasing.
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20. List of references?

Austria

(N) ARGE Welt Laden

Viehgatter 23

A-6800 Feldkirch

Tel.: (+43) 5522 78079

Fax: (+43) 5522 78079

Email: wschwarz@schwarz.vol.at
Contact: Barbara Kofler

(E) () EZA 3. Welt
Plainbachstrasse 8

A-5101 Bergheim

Tel.: (+43) 662 452178

Fax: (+43) 662 452586
Email: eza3welt@magnet.at
Contact: Jean-Marie Krier

(L) TransFair Austria
Wipplingerstrasse 32,
A-1010 Wien

Tel.: (+43) 1 53309561

Fax: (+43) 1 5330957

Email: transfair.a@magnet.at
Contact: Helmut Adam

Belgium

(E)(N) Magasins du Monde - Oxfam
Rue E. Michiels 7a

B-1180 Bruxelles

Tel.: (+32) 2 3320110

Fax: (+32) 2 3321888

Email: mdm.oxfam@skynet.be
Contact: Denis Lambert

Miel Maya Honig asbl vzw
Rue du Mont 13

B-4130 Esneux

Tel.(+32) 4 3800618

Fax: (+32) 4 3804599

(L) Max Havelaar Belgie/Belgique
Handelskaai 9 Quai du Commerce
B-1000 Brussels

Tel.: (+32) 2 219 8440

Fax: (+32) 2 217 6078

Email: dirk@maxhavelaar.be

EFTA Survey on Fair Trade in Europe

Contact: Luc de Weerdt, Dirk Steurs

(E) (N) (I) Oxfam Wereldwinkels,
Nieuwland 35-37

B-9000 Gent

Tel.: (+32) 92 230161

Fax: (+32) 92 250478

Email: oxfam-ww@ngonet.be
Contact: Marc Bontemps

Denmark

(1) Butik Salam
Brandts Passaage 34
DK-5000 Odense C
Tel.: (+45) 66-130045
Fax: (+45) 66-139045

(N) Fair-net

c/o Butik Salam

Ostre Stationsvej 43 log
DK-5000 Odense

Tel.: (+45) 75 725062
Fax: (+45) 75 725062

(L) Max Havelaar Denmark
c/o FKN

Ngrregade 13

DK-1165 Kgbenhaven K

Tel. (+45) 33152800

Fax (+45) 33935802

Email: havelaar@pip.dknet.dk
Contact: Nina Schlgtz

U-landsforeningen Slaverne
@sterbrogade 49

DK-2100 Copenhagen OE
Tel.: (+45) 35-261747

Fax: (+45) 31-381746

(I) U-landsimporten,
Rolstrupbakken 6
DK-7900 Nykgbing M
Tel.: (+45) 97-725788
Fax: (+45) 97-725354

' (E) EFTA members, (N) NEWS members, (L) labelling initiatives, (I) IFAT members



Finland

(n) Maailmankauppojen liitto ry
C/o Korhonen

Malminkatu 32 C 77

SF-00100 Helsinki

Tel.: (+358) 9 6933877

Fax: (+358) 9 6933799
Contact: Heikki Korhonen
Email: hessu@vihrealiitto.fi

France

ASPAL

68bis rue de la Boeme
F-16440 Monthiers sur Boeme
Tel. (+33) 5 45678847

Fax: (+33) 5 45678129
Contact: Jean-Yves Le Turdu

(N) Fédération Artisans du Monde
4 rue Franklin

F-93200 St Denis

Tel.: (+33) 1-42431657

Fax (+33) 1-42435402

(L) Max Havelaar France

CAP 122, 67 Rue Robespierre
F-93558 Montreuil Cedex
Tel.: (+33) 1 428 77021

Fax: (+33) 1 485 15273
Contact: Sabine Benjamin

(E) Solidar'Monde

86, rue Berthie Albrecht
F-94400 Vitry s/Seine
Tel.: (+33) 1 45736543
Fax: (+33) 1 45736542

Germany

(N) AG Dritte Welt Laden AG3WL/rsk
Postfach 100205

D-64202 Darmstadt

Tel.: (+49) 6151 537332

Fax: (+49) 6151 537332

Email: ag3wlda@aol.com

Contact: Monika Schlitt or Markus Frieauff

Dritte-Welt-Shop Gmbh
Eduard-Rhein-Stral3e
D-53639 Konigswinter
Tel.: (+49) 2244 8830

List of referencese

Fax: (+49) 2244 883119

() El Puente
Bischofskamp 24a
D-31137 Hildesheim
Tel.: (+49) 5121 76630
Fax: (+49) 5121 515117

(E) () GEPA
Gewerbepark Wagner
Bruch 4

D-42279 Wuppertal

Tel.: (+49) 202 266830
Fax (+49) 202 2668310
Email: nickoleit@wtal.de
Contact: Gerd Nickoleit

(L) TransFair Germany
Remigiustrasse 21

D-50937 KolIn

Tel.: (+49) 221 94204022

Fax: (+49) 221 94204040
Email: transfair@project.fido.de
Contact: Dieter Overath

Greece

Cosmos Art

6, Ag. Thoma Str

Athens 115 27

Tel.: (+301) 7482509

Fax: (+301) 7718828

Contact: Sophia Georgiannakis

Ireland

(N) Assaciation of Fair Trade Shops in
Ireland

24 Botanic Avenue

Belfast BT7 1JQ

Tel.: (+44) 1232-247773

Fax: (+44) 1232-328019

Contact: Shirelle Stewart

(I) Fair Trade Eireann
Abbeyfeale PO
Abbeyfeale, Co. Limerick
Tel.: (+353) 68 31865
Fax: (+353) 68 31865
Contact: Richard Leech

(L) Irish Fair Trade Network,
17 Lower Camden Street
Dublin 2



Tel.: (+353) 56-63733,
Fax (+353) 56-63220
Email: iftn@connect.ie
Contact: John Daly

ltaly

(N) Associazione Botteghe Terzo Mondo
Piazzetta Forzate 1

[-35100 Padova

Tel.: (+39) 49-8762480

Fax (+39) 49-8755714

(E) C.T.M.

Via Macello 18
[-39100 Bolzano

Tel.: (+39) 471 975333
Fax: (+39) 471 977599
Email:

Contact: Heini Grandi

(F) TransFair Italia
Piazzetta Forzate 1
[-35100 Padova

Tel.: (+39) 49-8750823
Fax (+39) 49-8750910
Email: ctmmag-s@protec.it
Contact: Paolo Pastore

Luxembourg

(F) TransFair-Minka
13 rue de la Gare
L-5353 Oetrange
Tel.: (+352) 350762
Fax: (+352) 350762
Email: transfai@pt.lu

Contact: Anne Jacoby

The Netherlands

() De Evenaar
Postbus 80

NL-5298 ZH Liempde
Tel.: (+31) 411 632113
Fax: (+31) 411 631824
Contact: Huub Bosse

(E) (1) Fair Trade Organisatie
P.O. Box 115
NL-4100 AC Culemborg

List of referencese

Tel.: (+31) 345 545151

Fax: (+31) 345 521423

Email: post@fairtrade.antenna,nl
Contact: Harold Goessens

(L) Stichting Max Havelaar,

Postbus 1252

NL-3500 BG Utrecht

Tel.: (+31) 30 2334602

Fax: (+31) 30 2332992

Email: maxhavelaar@maxhavelaar.nl
Contact: Hans Bolscher, Rita
Oppenhuizen

(N) Landelijke Vereniging van
Wereldwinkels
Catherijnesingel 82,

NL-3511 GP Utrecht

Tel.: (+31) 30 2316312

Fax: (+31) 30 2300440
Contact: Gabbie van der Kroef

Norway

Alternativ Handel
Osterhausgt.27

0183 Oslo

Tel./fax: (+47) 22362280

Spain

() Alternativa 3

Calle Sant Pere de Fices, 38
E-08225 Terrassa, Barcelona
Tel.: (+34) 37353047

Fax: (+34) 37353047

Contact: Antonio Baile

Email: alternativa@servicom.es

(E) IDEAS

Ronda de Tejares 1-2
E-14001 Cordoba
Tel./ffax: (+34) 57471727

(E) (1) Intermon

Poligono Industrial de Alboraia n. 5, Calle
n. 26, Nave 6

E-46120 Valencia

Tel.: (+34) 6 3563924

Fax: (+34) 6 3563918

Contact: Rafael Sanchis

(N) Coordinadora de Commercio Justo



c/o Emaus — Erein

ST Javier Prandini — P. de Bizicaia, 13
E-20010 Donostia — San Sebastian
Tel.: (+34) 43 473364

Fax: (+34) 43 473239

Sweden

() Alternativ Handel
Sotdra Larmgatan 18
S-41116 Gdéteborg
Tel.: (+46) 31 7017600
Fax: (+46) 31 7017601

(L) Foéreningen for Rattvisemarkningen
Peter Myndes Backe 12

S-11846 Stockolm

Tel.: (+46) 8 7724602

Fax: (+46) 8 6422641

Email: handla@raettvist.se

Contact: Bernt Lind

(I) North & South Exchange AB
Wrangeback

S-54494 Hijo

Tel.: (+46) 503 20001

Fax: (+46) 503 20165

(I) Sackeus
Veterinargrand 6
S-12163 Johanneshov
Tel.: (+46) 8-915020
Fax: (+46) 8-912838
Contact: Bertil Norrhall

(N) Varldsbutikerna for rattvishandel
Stortorget 10 - Box 161

S-27124 Ystad

Tel.: (+46) 411-65220

Fax: (+46) 411-65220

Email: varldsbutikerna@swipnet.se
Contact: Henke te Kiefte

Switzerland

(N) Association romande Magasins du
Monde

Route du Signal 14

CH-1018 Lausanne

Tel.: (+41) 21-3114211

Fax: (+41) 21-3209620

Contact: Henriette Hartmann

(I) Caritas Fairness Handel

List of referencese

Sedelstrasse 32

CH-6020 Emmenbrucke
Tel.: (+41) 41 2681122
Fax: (+41) 41 2681133
Email: Fairness@caritas.ch
Contact: Monika Hagen

(L) Max Havelaar Stiftung

Malzgasse 25

CH-4052 Basel

Tel.: (+41) 61 271 7500

Fax: (+41) 61 271 7562

Email: maxhavelaarstiftung@access.ch
Contact: Sibille Stocker

(E) () Claro

Byfangstrasse 19

Postfach 69

CH-2552 Orpund

Tel.: (+41) 32 3553155

Fax: (+41) 32 3553159

Email: claro.fairtrade@bluewin.ch
Contact: Bernard Muller

(N) Vereinigung Dritte Welt Laden
Postfach 104

CH-5015 Nd. Erlinsbach

Tel.: (+41) 62 8443078

Fax: (+41) 62 8443078

Email: Mwittmer@spiderweb.ch
Contact: Markus Wittmer

United Kingdom

(N) British Association for Fair Trade
Shops (BAFTS)

c/o Gateway World Shop

Market Place

Durham DH1 3NJ

Tel.: (+44) 191-3841180

Fax (+44) 191-3867948

Contact: Aileen Garden

() Equal Exchange Trading Ltd
10a Queensferry Street
Edinburgh EH2 4PG

Tel.: (+44) 131 2203484

Fax: (+44) 131 2203565

Email: campaign@gn.apc.org
Contact: Andy Good




(L) Fairtrade Foundation

7th Floor Regent House

89 Kingsway

London WC2B 6RH

Tel.: (+44) 171 4055942
Fax: (+44) 171 4055943
Email: fairtrade@gn.apc.org
Contact: Phil Wells

(E) (1) Oxfam Trading
Murdock Rd

Bicester, Oxon OX6 7RF
Tel.: (+44) 1865 313129
Fax: (+44) 1865 313163

(I) Shared Earth

1 Minster Gates

York YO1 2HL

Tel.: (+44) 904 636400
Fax: (+44) 904 654161

(E) () Traidcraft Plc,
Kingsway, Gateshead,
Tyne & Wear, NE11ONE
Tel.: (+44) 191 4910591
Fax: (+44) 191 4822690

Tropical W/F

Unit 9 Industrial Estate — Hamilton Road
London SE27 9SF

Tel.: (+44)

Fax: (+44) 181 6701117

International

European Fair Trade Association - EFTA
Witmakersstraat 10

NL-6211 JB Maastricht

Tel.: (+31) 43 3256917

Fax: (+31) 43 3258433

Email: efta@antenna.nl

Contact: Marlike Kocken

International Federation of Alternative
Trade — IFAT

69 Observatory Street

Oxford OX2 6EP

United Kingdom

Tel.: (+44)-1865-510980

Fax: (+44)-1865-201717

Email: cwills@ifat.org.uk

Network of European World Shops —
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NEWSI!

Catherijnesingel 82

NL-3511 GP Utrecht

Tel.: (+31) 30 316312

Fax: (+31) 30 300440

Email: eunews@worldonline.nl
Contact: Ellen Oomen

Fairtrade Labelling Organisation - FLO
Poppelsdorfer Allee 17

53115 Bonn

Germany

Tel.: (+49) 228 949230

Fax: (+49) 228 2421713

Email: initial.surname @fairtrade.net
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