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How do retailers respond to Fair Trade trend?
Natalie Berg – PLANET RETAIL
Executive Summary
After years as a niche market, Fairtrade is beginning to break through into the mainstream. The rise in consumer demand for ethical products has led the major supermarkets to dedicate more shelf space to such products, and also for manufacturers to convert existing products to Fairtrade.

The commoditization of the Fairtrade sector has resulted in sales growth in excess of 40%, making Fairtrade one of the fastest growing categories in today's supermarkets. Consumers around the globe today spend over 2 billion euros on Fairtrade products in categories such as coffee, bananas, chocolate and flowers. The US is the largest market for Fairtrade products mainly due to the size of its retail sector. However, on a per capita basis, Western Europeans are the biggest Fairtrade spenders, with the UK topping the list.

Supermarkets and manufacturers driving growth

As the largest European Fairtrade market, the UK has witnessed a true surge in availability of such products over the past year. For example, the country's largest seller of Fairtrade products, Sainsbury's, has converted all of its bananas, red label tea and sugar to Fairtrade and has set up a fair development fund to help producers in the developing world to sell their produce as Fairtrade. M&S converted its instore coffee shops to Fairtrade, and now all Co-Op own label hot beverages are Fairtrade.

While sales of Fairtrade products are no longer restricted to the specialists, the manufacture of Fairtrade products is also moving to the mainstream. Once the domain of niche producers such as Café Direct (UK) and Alter Eco (France), several international FMCG companies are now looking to switch to Fairtrade sourcing. Cadbury for example has set up a partnership with Ghanaian cocoa producers, while Tate & Lyle will switch all retail sugar to Fairtrade by 2009.

In Germany, chocolate manufacturer Ritter Sport is preparing the launch of Fairtrade chocolate, sourcing cocoa from farmers in Nicaragua. So far, the Fairtrade chocolate market in Germany has been limited to private labels and small niche operators.

A sector poised for growth

Fairtrade products continue to win space on supermarket shelves, making them more accessible to shoppers looking to make a more ethical purchase. Retailers and manufacturers are also increasingly cementing their commitment to Fairtrade through the conversion of products to Fairtrade and the ongoing introduction of ethical products, making Fairtrade an even more attractive category poised for growth. 
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