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FAIR TRADE CERTIFIED

The main objectives of the survey include:

— Understanding and tracking consumer attitudes and beliefs related to labelling;

— Tracking awareness and purchasing of Fair Trade Certified and Fairtrade International,;
- Tracking perceptions of Fair Trade Certified and Fairtrade International;

— Understanding the benefits that Fair Trade certification brings to branded products;

The labels tested in this survey are Fair Trade Certified (Canadian B&W Mark) and
Fairtrade International (FLO colour mark). Other labels were tested but are not
disclosed in this report.

1,000 completed online interviews through consumer Internet panels.

—  The survey ran from March 9 to 19th 2010. The first wave of the survey took
place in Q4 2008.

— A minimum of 30 percent of respondents had purchased a Fair Trade Certified
product in the previous six months.

—  Survey data have been weighted to reflect the true estimated incidence of Fair
Trade Certified purchasing in Canada and to reflect the demographic composition
by gender, age, and education, as per the latest census data.
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“Concerned,”™ Canada, 2008-2010

The same top four concerns
surface for Canadians as in
2008. However, this year there
is slightly more concern about
food and energy prices and
slightly less concern about
environmental pollution and food
safety.

Canadians are slightly more
confident in the economy as
indicated by their lower ratings
for economic recession and
national poverty. In the USA and
UK, people are much more
concerned about economic
recession—indeed, this is the
number one concern for US
consumers.

*’Concerned” includes 4+5 on a scale of 1 to 5, where 5 is "Very concerned” and 1 is "Not at all concerned.”
Q1t. Thinking of all of the challenges facing the world today, how concerned are you with each of the
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“Important,”™ Canada, 2008-2010

Canadians continue to have
high expectations of companies
dealing with poor countries, in
particular regarding safety
requirements (producing safe
products, avoiding use of
harmful chemicals, and ensuring
safe working conditions).

Although Canadians are most
concerned with food prices, they
recognize that it should not be
at the expense of fair
compensation to farmers.
Canadians also believe it is
important for companies to limit
environmental damage during
production. In general, women,
Enthusiasts, and Mainstream
segments have the highest
expectations of companies.

*Important includes 4+5 on a scale of 1 to 5, where 5 is "Very important” and 1 is "Not at all important.”

Q2t. When companies are dealing with poor countries, how important do you think it is for these

5 companies and their suppliers to...
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“Agree” vs “Disagree,” Canada, 2008-2010

The majority of Canadian
consumers (63%) continue to
support third-party certification
as the best way to verify a
product’s social and
environmental claims. However,
one-third continue to be
ambivalent about third-party
certification.

Enthusiasts and Mainstream
consumers show more support
for third-party certification than
other segments (86% and 65%
respectively).

The white space in this chart represents "Neutral."
Q19t. To what extent do you agree or disagree with the following statement?

“The best way to verify a product’s social or environmental claim(s) is if the product is certified by an
independent, third-party organization.”
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The Fair Trade Certified logo is more recognized th  an in 2008—when prompted, over one-
third of consumers say they have seenit . Prompted recognition for FTC is highest (39%)
compared to other labels, and higher than it was in 2008 (32%). However, FTC is only mentioned

spontaneously by 5 percent of consumers. Prompted recognition is relatively low for FT Int. (20%).
None of these labels is top of mind for consumers.

Familiarity with FTC is highest (27%) comparedtot he other labels —FT Int. (15%).

Consumers continue to associate fair trade with certification guidelines and fair compensation to
workers.



Canada, 2008-2010

In terms of prompted recognition, FTC is gaining more visibility over the last two years compared to
other labels. In Q4 2008 FTC was least recognized when shown to consumers, whereas in Q1
2010 it is slightly more recognized compared to the other labels.

Prompted awareness of the Fair Trade Certified label is nearly double that for the FT Int. label.

Recognition is highest amongst Enthusiasts for all labels (57% for FTC and 38% for FT Int.).
Amongst Mainstream, there is greater recognition for FTC and FT Int. compared to Passive
Beneficiaries. Consumers who are highly educated (have completed a university or postgraduate
degree) are slightly more likely to have seen the FTC or FT Int. label.

Q6t. Which, if any, of the following labels have you ever seen?
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Canada, 2008-2010

Canadian consumers are as familiar with the FTC label, and slightly less familiar with other labels
tested, than in 2008. They are also much less familiar with the FT Int. label than the FTC label (15%

and 27% respectively).

Enthusiasts are more familiar with all labels compared to other segments. In particular, they are most
familiar with the FTC label (46%), followed by Mainstream (30%).

Those who are highly educated are most familiar with the FTC and FT Int. labels.

The white space in this chart represents "Not sure."
Q7t. How familiar are you with what each label represents?
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Unprompted, Combined Mentions, Canada, 2008-2010

Canadians continue to associate
Fair Trade Certified with certification
processes and fair compensation to
workers. However, this year they
associate it more with certification
and less with fair compensation.

Enthusiasts link Fair Trade Certified
mostly to certified processes while
Mainstream link it to fair
compensation.

Note: definitions mentioned in 2010 by less than 2% of respondents are not included in the chart.
Q5t. What does the term Fair Trade Certified mean to you?

11
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Prompted, Combined Mentions, Canada, 2010

The top single communication
channel for FTC is on packaging—
one third of consumers say that this
is how they learned about the label.
Word of mouth from friends or
family and community groups are
also important channels for
consumers.

Enthusiasts are more likely than
other segments to have learned
about FTC through a newspaper
article, internet searches,
family/friends and community
groups/events.

Subsample: those who purchase at least one Fair Trade Certified product "Rarely” or more often at Q11
(n=455)

12 Q22t. How have you learned about Fair Trade Certified?
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Canada, 2008-2010

The majority of Canadians continue to recommend FTC products to friends or colleagues, although slightly less than in
2008 (66% vs 71%). Most consumers are likely to suggest FT Int. products as well (62%). Willingness to recommend is
higher among those who are familiar with the label. Seventy-two percent of those familiar with FTC and 81 percent familiar
with FT Int. are likely to encourage others to buy these labels.

Enthusiasts and Mainstream are more likely than other segments to advocate these two labels—eighty-eight percent of
Enthusiasts and 67 percent of Mainstream for FTC products, and 84 percent of Enthusiasts and 61 percent of Mainstream
for FT Int. goods. Those who are highly educated are also more willing to recommend FTC to friends.

Note: the "Fairtrade International” label was not asked in 2008.

Subsample: those who purchase at least one [Label] product "Rarely" or more often at Q11 (2010: n=455
for FTC, n=216 for FT Int.; 2008: n=406 for FTC)

Q23t. From all of your experiences with [Label], how likely are you to recommend buying and supporting

[Label] products to a friend or colleague? Please use a scale from 1 to 5, where 1 is "Not at all likely" and
5is "Very likely."
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Prompted, Combined Mentions, Canada, 2008—-2010

Q25t. What more, if anything, would you like to know about Fair Trade Certified products?

Canadians are less interested in
learning about FTC products
than in 2008, but the majority of
consumers continues to want to
know more about how products
are certified, and how they
impact farmers—these two
attributes are also essentially
how Canadian consumers define
fair trade.

Enthusiasts and Mainstream
segments are generally more
interested in learning about FTC
products than the other
segments. Enthusiasts are most
interested in learning about how
FTC is helping protect the
environment (69%), consistent
with their deep concern about
environmental pollution.
Mainstream are most interested
in learning about the certification
process (62%).
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Canada, 2008-2010

Certification standards for FTC are perceived to be slightly less strict than in 2008. FTC is
considered the most strict. However, many consumers are also unsure about the rigour of the
standards. All of the above may explain why more consumers now show greater interest in learning
about the certification processes.

For those who are familiar with the labels, perception of standards is higher (e.g., 71% of those
familiar with FTC say that FTC standards are strict, and 68% for FT Int.).

Enthusiasts and Mainstream are also more likely to think that these labels have strict standards
compared to other segments, while those aged 55 and over are less likely to perceive that these
labels have strict standards.

The white space in this chart represents "Not sure."

Q18t. Products (or their ingredients) must meet certain standards before they can carry labels of

16 certification. How strict do you think the standards are for each of the following labels?
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Canada, 2008-2010

FTC is trusted most compared to other labels. Canadian consumers indicate a stable level of trust
in FTC but slightly lower levels among other labels tested in 2008. This mirrors the trend of label
familiarity—recall that consumers are also slightly more familiar with FTC over other labels in 2008.
However, those who are familiar with the labels are more likely to indicate trust for them (86% for
FTC and 66% for FT Int.). Enthusiasts also are more likely to trust all labels compared to other
segments (66% for FTC and 60% for FT Int.). Mainstream trust all labels more than all other
segments except for Enthusiasts.

The white space in this chart represents "Not sure."
Q13t. How much trust do you have in each of the following labels?
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Canada, 2010

Of those who have seen the FTC label, 71 percent say they have purchased products with this label
at least once every six months—for FT Int. 51 percent say the same.

Enthusiasts and Mainstream are more likely to purchase products with these labels compared to the
other segments. In particular, 85 percent of Enthusiasts and 77 percent of Mainstream have
purchased FTC products at least occasionally, and 61 percent of Enthusiasts and 54 percent of
Mainstream have purchased FT Int. products at least occasionally.

*"Regularly” refers to buying several products / one product with the label at least once a month.
**"Qccasionally” refers to buying different products / one product with the label roughly once every 6 months.
***"Rarely/Never" refers to buying products with the label roughly once a year or never buying products with the label.

Subsample: those who say they have seen the label "Often” or "Occasionally” at Q6 (n=524 for FTC,

n=255 for FT Int.)

Q7b. Which of the following statements best describes how often you purchase products carrying this
19 label?
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Combined Mentions, Canada, 2010

Canadian consumers claim price
and availability are the largest
barriers to buying FTC products
more often. The majority of
Enthusiasts says availability of FTC
goods is the problem, while all other
segments say affordability is the
main obstacle.

Subsample: those who have seen the Fair Trade Certified label "Occasionally" or "Often" at Q6 but who
"Never" or "Rarely" buy one or more products with the Fair Trade Certified label at Q11 (n=124)

Q12. Why don’t you buy products with this label more often?
20
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Combined Mentions, Canada, Part 1, 2008—-2010

Note: the "Fairtrade International” label was not asked in 2008.
*2008 question wording: Coffee shop / café
**2008 question wording: Local store/market

Both FTC and FT Int. products are
purchased mostly from
supermarkets followed by mass
outlet stores (see next slide).

Women and Enthusiasts are much
more likely to buy FTC products at
organic or health food stores,
whereas the older age group (55+)
frequently shop at club stores.

Note: "World shop," "restaurant,” and "catalogue" are not shown here because they were only asked in 2008.
Subsample: those who purchase at least one [Label] product "Rarely" or more often at Q11 (2010: n=455

for FTC, n=216 for FT Int.; 2008: n=406 for FTC).
Q20t. Where do you most frequently purchase Fair Trade products?
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Prompted, Combined Mentions, Canada, 2010

Canadian consumers would like to
see greater availability of FTC and
FT Int. products mainly in
supermarkets and mass outlet
stores—which is where they often
buy these products already.

Subsample: those who purchase at least one [Label] "Rarely" or more often at Q11 (n=455 for FTC and
n=216)

Q21. In which of these places would you like more [Label] products to be available?
22
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Canada, 2008-2010

Consumers continue to think that ethical labels have a strong positive
impact on the brands that carry them. Seventy-eight percent and 71
percent of consumers say that they would have a positive impression
of a brand that began carrying the FTC label and FT Int. label
respectively.

Note: The "Fairtrade International” label was not asked at all in 2008.

Subsample: those who have seen the label "Often" or "Occasionally" at Q6 (2010: n=524 for FTC and
n=255 for FT Int.: 2008: n=437 for FTC)

Q8b. If a branded product that you normally buy began carrying this label, how would that change your
impression of the branded product, if at all?
Note: in 2008 this question is Q8b for FTC.
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Unprompted, Combined Mentions, Canada, 2010

Canadian consumers are motivated
to purchase FTC or FT Int. products
mainly because they trust that they
are ethically and responsibly
produced, and is linked to a sense of
fairness. They are also motivated by
their general support for fair trade.

Note: reasons mentioned by less than 2% of respondents for both labels are not included in this chart
Subsample: those who say they would be "More" or "Much more likely" to buy one or more brands due to
the presence of the [Label] at Q27 (n=583 for FTC, n=557 for FT Int.)

Q27b. Why would the presence of the [Label] make you more likely to buy these brand(s)?
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Target segments for Fair Trade Certified are Enthus  iasts (14%) and Mainstream
consumers (47%), who together comprise 61% of consumers.

Enthusiasts —are very active in their communities, most likely to recommend products/brands
to friends or colleagues, and are most likely to punish or reward companies based on their
environmental or social performance. Enthusiasts also have high expectations of companies
in terms of their economic, environmental and social performance.

Mainstream —are moderately active in their communities, tend to express opinions about
products/brands to friends and colleagues, and are somewhat likely to punish or reward
companies. The Mainstream has relatively high expectations of companies.
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Note: position of segments is approximate.



Enthusiasts (14%)

Mainstream (47%)

Gender Male (42%) Female (58%)—slightly more Male (48%) Female (52%)
females than in Mainstream segment
Age As per gen pop

Marital status

As per gen pop

Education

As per gen pop

Ages of those in household

As per gen pop

Primary shopper

Yes (74%)

Yes (61%)

Where shop most frequently for
food? (Combined mentions)

More likely than other segments to shop in
organic / health food stores (15%)

As per gen pop

Which specific supermarket? (Top 3)

Metro, IGA, Maxi & Cie, and Real Canadian
Superstore

IGA, Metro, Maxi & Cie, and Real
Canadian Superstore

Should products with certification
labels be sold at discount stores?

Yes (71%)

Yes (70%)

Employment situation

More likely than Mainstream to be self-
employed, and slightly more likely to be
working full-time: 38% full-time; 18% retired;
15% self-employed; 10% part-time; 8%
unemployed; 5% full-time student; 4% stay-
at-home parent

Slightly more likely than Enthusiasts to
be retired: 34% full-time; 22% retired;
10% unemployed; 9% part-time; 8%
self-employed; 7% full-time student; 7%
stay-at-home parent

Annual household income before
taxes

As per general population (35% average
income; 20% very low income)

As per general population (31%
average income; 19% low income)

29
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damage (4+5)

Enthusiasts | Mainstream General
population

Reward companies for being environmentally 80% 36% 32%
responsible (always + often)
Reward companies for being socially responsible 84% 36% 32%
(always + often)
Punish companies for not being environmentally 72% 31% 28%
responsible (always + often)
Punish companies for not being socially responsible 71% 29% 26%
(always + often)
Agree companies can play a positive role in reducin 94% 84% 80%
poverty through the way they do business (4+5)
Important that companies buy from small-scale farme rs 92% 78% 72%
in poor countries whenever possible (4+5)
Important that companies minimize environmental 97% 94% 85%

Both Enthusiasts and Mainstream have high expectations of companies. However, Enthusiasts are

more likely to actively reward or punish companies for responsible or irresponsible behaviour
compared to other segments. Mainstream are more active than the remaining three segments in

rewarding and punishing companies.
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Enthusiasts | Mainstream General
population

Agree we must all make changes in our lives to comb  at 96% 82% 76%
climate change (4+5)
Agree my shopping choices can make a difference to 86% 66% 61%
farmers and workers in poor countries (4+5)
Individual actions can change the world (4+5) 97% 77% 70%
Concerned about poverty in poor countries (4+5) 82% 63% 549%
Concerned about human rights (4+5) 92% 70% 63%
Concerned about worker exploitation (4+5) 86% 64% 58%
Concerned about food prices (4+5) 81% 80% 77%
Concerned about economic recession (4+5) 74% 63% 60%

Enthusiasts are more empowered than other segments, with Mainstream following.

Enthusiasts are more concerned about particular social, economic, and environmental issues than
other segments. Mainstream express more concern compared to remaining segments. However,
while Enthusiasts and Mainstream are similarly concerned about food cost, this is a top issue only

for Mainstream.
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Enthusiasts Mainstream Gen

Pop
A lot / some of trust in FTC label 66% 58% 49%
A lot / some of trust in FT Int. label 60% 47% 41%
Likely to recommend FTC 88% 67% 66%
Likely to recommend FT Int. 84% 61% 63%
Would pay more for product 83% 57% 48%
certified by independent third-
party organization
Best way to verify products’ 86% 65% 63%
social/environmental claims is
independent third-party
certification
Strict FTC standards (very + 61% 56% 48%
somewhat strict)
Strict FT Int. standards (very + 51% 48% 39%

somewhat strict)

Compared to the other segments,
Enthusiasts have greater trust in all
labels, with their level of trust similar
across the labels. Such confidence may
in part come from Enthusiasts’ greater
likelihood to perceive that all labels have
strict standards. Enthusiasts are the
strongest supporters of third-party
certification and are more willing to pay a
premium for these products. They are
also more likely than other segments to
recommend FTC and FT Int. products to
friends and colleagues.

Mainstream have more trust in all labels
than other segments apart from
Enthusiasts. They trust FTC more than
the other labels and think that it has the
strictest standards. Compared to non-
strategic segments, they are more willing
to recommend FTC and FT Int. products.
They are also stronger supporters of
third-party certification and are willing to
pay more for these certified products
compared to non-strategic segments.
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Enthusiasts | Mainstream General
Population
Seen FTC label (often + occasionally) 57% 42% 39%
Seen FT Int. label (often + occasionally) 38% 21% 20%
Familiar with FTC label (very + somewhat familiar) 46% 30% 27%
Familiar with FT Int. label (very + somewhat famili  ar) 32% 16% 15%

Enthusiasts are more aware of all the labels tested than the other segments.

Mainstream are more aware of FTC than other segments apart from Enthusiasts. They have seen the FTC
label more often and are most familiar with it compared to the other labels.

33
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Enthusiasts Mainstream General

population
Positive impact of Fair Trade Certified on brand pe  rceptions 96% 84% 79%
Positive impact of FT Int. on brand perceptions 89% 73% 71%

Enthusiasts, followed by Mainstream, are the most positive about the impact of labels on brands and

are most likely to purchase brands carrying the FTC label.

34
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Enthusiasts Mainstream General
population

Regular FTC purchasers 51% 26% 26%

Purchased FTC product in past 6 months 29% 20% 17%

Occasional FTC purchasers 34% 51% 45%

Enthusiasts Mainstream Gen

Pop
A lot / some of trust in FTC label 66% 58% 49%
A lot / some of trust in FT Int. label 60% 47% 41%
Likely to recommend FTC 88% 67% 66%
Likely to recommend FT Int. 84% 61% 63%

Enthusiasts have most frequently purchased all labels tested compared to other segments.
Mainstream and Skeptics purchase the labels more frequently than the remaining segments.

Enthusiasts purchase FTC and other labels almost equally. Mainstream purchase FTC more than
other labels. However, Enthusiasts are more regular purchasers of FTC, while Mainstream are more
occasional. Both segments are more likely to purchase other labels occasionally.




