''''

Hvorda hje_lpe

forbrukere t a\g\mr -
bae?ekraftlge va g?

Presentasjon Fairtrade

- N .
N . } . \\_ N
\\' - N b \ \\\
™ ~ 3
~






SANST
./‘ )
~ \
ﬂ’ Qe
’>KN

(SS“\'(\\\A '
Bananer

‘oo

2

S



e o
FE A R TR e

Sosial

Demokratisk organisering
i kooperativer

Organisasjonsfrihet

Arbeiderrettigheter,
tryggere arbeidsforhold (ILO)

Ingen barne- eller slavearbeid
Styrke kvinners posisjon
Tilstrekkelig HMS

Begrenset og sikker bruk
plantevernmidler

God avfallshandtering

Vedlikehold av jordas
fruktbarhet
0g vannressurser

Fremme beerekraftig og
gkologisk produksjon

Oppleering i klimatilpasning
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@konomisk

Minimumspris

Premium

Langsiktige handelsrelasjoner
Pre-finansiering ved behov

Fairtrade fond
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Fairtrade-modellen

SUPPLY CHAIN
- :
N - lase A e
Producer Exporter/Importer Manufacturer Licensee Consumer
t ¢ ¢ ¢ ¢
................. _:"v @@ FUNCTION
Control and Representation and Setting of the - Licensing of the Fairtrade
certification support of producers  Fairtrade Standards - Mark, Public Relations
Local Fairtrade
e F_-".‘]!_‘IE A?E Organisations
ORGANISATIONS

FLOCERT
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Fairtrade Premium-bruk
- fordelt pa FNs beerekraftsmal (2020/2021)

6% :
5%

3%

@ 5SDG 1 NoPoverty @ SDG 2 Zero Hunger @ SDG 3 Good Health and Well-being

@ SDG 4 Quality Education @ SDG 8 Decent Work and Economic Growth

. SDG 11 Sustainable Cities and Communities
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Fairtrade produsentstgtte og tilfredshet

Overall satisfaction in 2021 Overall satisfaction over time
(% of very satisfied or satisfied Producer Organisations)

. 82% 81% 80%

56%
46%

— 43% —
Oo—
2019 2020 2021

[ Very Unsatisfied or Unsatisfied Neutral

[ Satisfied or Very Satisfied
Overall satisfaction mOmm Response rate
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Globally, over seven in ten consumers in total, and nearly nine in ten consumers who recall
seeing the Fairtrade Mark, say they trust Fairtrade - the same proportions as in 2021

|
Trust in Fairtrade, %, Total, 2019-2023 Trust in Fairtrade, %, All Who Recall
Seeing the Fairtrade Mark, 2019-2023
B A lot of trust B Some trust
“Trust” “Trust”

Q5. How much trust do you have in each of the following labels? (12-country total 2023 n=11,217; 15-country total

33 2021 n=15,418; 8-country total 2019 n= 9,333; Subsample: All who recall seeing the Fairtrade Mark 2023, 12-country, G%?:EE .;*f. X Fairtrade
n=7,533; 2021 n=10,775; 2019 n=5663)
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Positive impressions of products that carry the Fairtrade Mark have remained consistent
since 2021

|
Impact of Fairtrade Mark on Brand Perceptions, %, All Who Recall Seeing the

Fairtrade Mark, 2023

m Very positive impact
Over four in five (85%)

consumers who trust Fairtrade,

= Positive impact
say that displaying the Fairtrade

No impact Mark on a product would
Negative impact 79 O/ positively change their
Ve ve t } o perceptions of a brand. This is
y hegative impac cs even higher among those who
:rOtaI p05|t|ve trust the Mark a lot (93%).
Impact

FAIRTRADE

vs 78% in 2021

Q12. If a branded product that you normally buy began carrying this label, how would that change your impression of Globe v/ X Fairtrade \
the branded product, if at all? (Subsample: All who recall seeing the Fairtrade Mark n=7,533); Not including India Scana™
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Baerekrafts-kommunikasjonen
troverdig nar den er

1. /Arlig

2. Etterrettelig

3. Konkret og for alle
4. Helhetlig

5. Svarer pa et formal
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