





The Cocoa Challenge

Cocoa is in a global crisis. Cocoa farmers around the world
aren’t earning enough money to maintain their farms. Supply
is dropping. Many farmers live in poverty or abandon their land
and move to cities.

But the crisis is also a wake-up call to the global cocoa industry.
Cocoa brands are looking for opportunities to invest in cocoa
farms and increasingly turn to Fairtrade.

More and more companies include Fairtrade cocoa in their
chocolate bars, ice cream, cookies, baked goods and even
as an ingredient in cosmetics. In just over a year, the number
of Fairtrade cocoa producer organizations increased by nearly
50%. By the end of 2010 there were 55 producer organizations
representing 122 000 farmers.

This year Fairtrade International updated its cocoa prices and
trade standards to meet farmers’ changing needs. Benefits to
farmers now include:

B A higher Fairtrade Premium to improve quality and
productivity and to benefit cocoa farming families.

B A higher Fairtrade Minimum Price creates a stronger
safety net to guard against market volatility.

B Simplified trading for cocoa powder, butter and liquor
allowing easier market access.

‘Now the farmers can do so many things
with this money. They can be seen
by doctors, invest in schools and help
their communities. More farmers will
have more benefits.”

Emmanuel Kwabena Arthur, Executive Director of
Kuapa Kokoo, Ghana'’s largest Fairtrade cocoa
cooperative representing 50 000 farmers

In 2011, it is estimated that cocoa producer organizations will
earn at least US$10 million in Fairtrade Premium to invest in
business and development projects of their choice.

Fairtrade remains committed to ensuring further development
of producer capacity in cocoa to provide farmers with more
income, new market opportunities and access to more efficient
techniques and production practices.

A farmer at CONACADO Cocoa Cooperative

"The great thing about
Fairtrade is that it enables
cocoa farmers to have a say
in shaping our future through
talking and working directly
with retailers and companies.
Our biggest worry Is ensuring

that we have a guaranteed
market for our cocoa that
provides us with long-term
sustainable livelihoods. ”

Santos Mendoza, President
CONACADO, Dominican Republic
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Fairness from cotton
to clothes

The cotton supply chain is long and complex. Before products
reach consumers, it is likely that workers have put in unpaid
overtime to deliver more products under shorter deadlines,
earn wages that do not cover their basic costs and, in worst
cases, work in unsafe or abusive conditions. Industry demand
for sustainable cotton is experiencing enormous growth, yet
Fairtrade cotton represents less than one percent of the global
market. Two major projects are now underway to change this.

In the Fairtrade Textiles Project, Fairtrade International is over-
seeing five parallel pilots to determine how to best bring
benefits to workers in the textile industry. Currently, Fairtrade
requires cotton manufacturers to demonstrate efforts to comply
with International Labour Organization (ILO) conventions but
there are no Fairtrade Standards specifically for textile workers.
Fairtrade International is partnering with key players in the textile
industry along with labour rights experts to focus on worker
empowerment in this area.

"We're exploring things like wage
Improvement, the Fairtrade Premium,
supporting unions and long-term contracts
to find out what makes the difference
for textiles workers.”

Rossitza Krueger, Textiles Policy Manager,
Fairtrade International

At the same time, Fairtrade International is reviewing its Seed
Cotton Standard:

m Revision of the Fairtrade Minimum Price and Fairtrade
Premium

m Cotton by-products — the pros and cons of setting a
Minimum Price for cotton lint instead of, or in addition to,

Fatoumata Moussa is one of 65 women who seed cotton

belong to the Dougourakoroni Cotton Producers W Retro certification — allows buyers of Fairtrade-eligible
Cooperative in Kita, Mali. cotton bought under non-Fairtrade terms to convert it to
Fairtrade at a later stage

m The Cotton Product Advisory Council (PAC) will also
advise Fairtrade International on actions to improve the
current Fairtrade cotton model

The Dougourakoroni cooperative has been
Fairtrade certified since 2004. With Fairtrade
Premium money a school and extra classrooms
have been constructed. Before this the children
were taught outdoors under a tree which meant
lessons were cancelled during bad weather.
Fairtrade Premium has also been used to build
dry and secure warehouses.

m Challenge Creates Opportunity



The Makaibari Tea Estate in India has invested the Fairtrade Premium in education and women’s progammes.

The 2010 Global
Tea Project

m 16% average increase in Fairtrade
Minimum Prices

B No change in Premium - one of the
highest for a single product

® Introduction of Fairtrade Minimum
Prices for organic teas

m Retro-certification that gives traders
more flexibility and producers more
opportunities to sell on Fairtrade
terms

Addressing barriers to future growth
became a priority in 2010 due to the
rising cost of tea production and fluc-
tuating exchange rates. The Global Tea
Project was initiated to create new sales
opportunities and increase volumes for
Fairtrade tea producers worldwide.

It was the largest ever Standards review
and revision for tea involving producers,
traders and experts from around world.
The first ever Tea PAC meeting also
brought together African and Asian
producers as well as traders from the
UK, Europe and the U.S.

The Banana
Challenge

m 1.56% increase in the Fairtrade
Minimum Price

m Better procedures for quality claims
W Realistic and clear payment terms

B Improved guidelines for contracts
and sourcing

It was a challenging year for banana
growers. As production costs increase,
low supermarket prices for conventional
bananas created an even larger gap
between conventional and Fairtrade
bananas.

Would consumers continue to choose
Fairtrade if the price difference was too
high? Would farmers and workers lose
sales if the Fairtrade Minimum Price was
raised?

With nearly all of Fairtrade’s stake-
holders responding to consultations,
the answers came in the form of a slight
increase in the Fairtrade Minimum Price
and new Trade Standards for traders.
The new prices will help cover costs of
production and at the same time make
it more feasible for retailers to continue
selling Fairtrade bananas. A full price
review is planned for 2011.

New
Standards

Fairtrade and
Fairmined gold

Dried cherries

Blueberries

Argan oil

Bell peppers
Watermelons
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Supporting Fairirade Farmers and Workers

Producer Services and Relations

A major part of Fairtrade International’'s global strategy is to give producers and workers a
stronger voice within the system. In 2010, we turned to our producer networks in Asia, Africa
and Latin America for input on areas of collaboration and joint planning.

Fairtrade International’s Producer Services and Relations Unit
(PSR) works with producer organizations to give information
on the Fairtrade system and to help in compliance with our
Standards. Many PSR staff members are now based in producer
regions and over 50 liaison officers provide local support
and advice to farmers and workers. We also offer financial
assistance in the form of the Producer Certification Fund.

Collaboration and consultations with the producer networks in
Asia, Africa and Latin America started early in 2010. The aim
was to clarify roles and responsibilities and to help scale up
Fairtrade producer services globally.

As a result, roles and types of service and who provides them
are much more clearly defined. PSR will continue to provide
core certification advisory services and business development
support.

Fairtrade Basics for Producers

Producer networks will start taking on more product and
trade related services, as well as services to support the wider
Fairtrade system: like gathering producer input for Standards,
providing supply information and supporting licensees sourcing
and development plans. The networks will take on these tasks
gradually as they increase their capacity to do so. PSR will also
continue to work in collaboration with the Producer Networks
on joint activities in all three regions.

PSR’s Vision

Fairtrade farmers and workers have access to the services they
need to succeed in Fairtrade, choosing from a variety of service
providers based on location, capacity, cost and expertise.

In 2010, we produced our first printed
brochure for farmers and workers world-
wide, ‘Fairtrade and You'.

The brochure is now available in 32
languages. 135 200 copies have been
printed — roughly one for every nine
farmers and workers in the Fairtrade
system.

m Supporting Fairtrade Farmers and Workers

The brochure can be translated into
any local language for existing and new
producers. It includes an illustrated
poster of a Fairtrade supply chain from
producer through to consumer. It also
explains:

B Fairtrade’s main benefits to
producers

m Core criteria and process to
become Fairtrade certified

B Main Fairtrade actors

B How consumer purchases support
Fairtrade producers

Available for download at:
www.fairtrade.net/brochure.0.html

Producers in Ghana using the
brochure as a training tool




Highlights for
Latin America

The PSR Latin America and Caribbean
team are pleased to welcome a new
country to Fairtrade this year. Three cane
sugar cooperatives in Guyana became
Fairtrade certified and five more are in the
application process. Cane sugar forms
the backbone of many communities in
Guyana, but farmers struggle to make a
living. Many young people are leaving
farming. The prospect of stable trading
relationships and Fairtrade Premium
money brings much needed hope to the
region.

Fairtrade International staff worked hard
to support Haitian producers following
the devastating earthquake, the cholera
outbreak and general political upheaval.
We visited Haiti to support local mango
farmers in meeting certification require-
ments. The local liaison officer worked
closely with coffee producer groups that
were struggling to supply their buyers.
Haitian farmers also had their costs of
certification covered through Fairtrade’s
Producer Certification Fund.

Market Linkages -
Latin America in 2010

Facilitated contact between Caribbean sugar
producers and a major international retailer.

Assisted a Haitian producer organization to
resume 100% trading of Fairtrade mangos with
major market player.

Significant growth in banana exports from South

America.

Introduction of a Fairtrade vegetable producer from
Mexico to a major buyer.

Cidora Samaniego Yancallaco, a coffee farmer at
CEPICAFE, Montero, Peru.

A series of workers’ rights workshops in
the Dominican Republic, Ecuador and
Chile broke new ground. For the first
time, Fairtrade workers, trade unions,
plantation managers, labour law experts
and government ministries all gathered
at one table to discuss how to work
better together to bring real change for
workers.

Our Latin American field staff received
risk management training so they can
better support producers challenged by
the volatile situation in the coffee market.
We also held workshops in conjunction
with local partners in Peru and Ecuador
for managers of coffee cooperatives.

"We hope that through
Fairtrade our farmers can
concentrate more on their
farming and not have to

spend so much time
worrying about having
enough money.”

Hazel Austin, Secretary of Good
Intent & Sisters Cane Farmer
Cooperative in Guyana

CLAC, the Coordinator
n of Fairtrade Latin America

and the Caribbean, is a
member of Fairtrade International.
CLAC represents Fairtrade certified
small farmer organizations in over
20 countries. CLAC estimates that
the number of families of affiliated
small producers exceeds 200 000,
thus covering more than a million
people.

Go to www.clac-comerciojusto.org
for more information.

Supporting Fairtrade Farmers and Workers



Highlights for
Africa
and Middle East

The PSR Africa and Middle East team
worked closely with our African producer
network, Fairtrade Africa. This year we
developed a Joint Africa Plan outlining
priorities for each region of the conti-
nent. We held regional workshops and
are supporting producers to build their
own national networks.

The first Fairtrade certified beans and
peas from Kenya reached supermarket
shelves in 2010. A new Standard allows
farmers selling to plantations to become
Fairtrade certified. We gave training on
these requirements to new producer
organizations and hope that producer
groups from North Africa and Zimbabwe
will gain certification in the near future.

Market linkages -
Africa and Middle East
2010

We increased our support for coffee
producers in the Democratic Republic of
Congo through close collaboration with
TWIN, an alternative trade organization.
As an area badly affected by conflict
it was important to be able to visit the
producers and support them to meet
the Fairtrade Standards.

At the Farmer Spring School, a work-
shop for Fairtrade workers from across
South Africa, workers from thirty certified
plantations learned about their rights
and exchanged experiences. The event
was organized by Fairtrade International,
Fairtrade Africa and the Association for
Fairness in Trade (AFIT).

The Africa team assisted the Fairtrade
Standards Unit in setting prices for argan
oil from Morocco. Many women in the
region are dependent on this product for
their income.

13 small cocoa producer organizations are applying
for Fairtrade certification in Cote d’lvoire.

The first producer applications for certification from
Lebanon are opening up opportunities for further
growth of Fairtrade in the Middle East.

One of the largest orange juice processing plants in
Ghana has applied for Fairtrade certification.

We facilitated a visit to Senegal cotton producers by

French fashion manufacturers.

The Volta River Estates in Ghana, East Africa,
uses the Fairtrade Premium to fund medical
facilities for workers and their families.

m Supporting Fairtrade Farmers and Workers

The pioneering partnership between
Fairtrade International and SNV (Nether-
lands Development Organization) brings
agricultural development training and
assistance and to producers in over
eleven African countries. We are now
looking into extending this collaboration
to other countries in Africa and possibly

Latin America.
AFN) is a member of

n Fairtrade International

and represents producers from
all regions of the continent.

Fairtrade Africa (formerly

This year, the network organized
the first Fairtrade Africa Forum held
in Zimbabwe. African producers
gathered to share best practices
and train on improving business.

Go to www.fairtradeafrica.net for
more information.




A sewing centre at the Sunstar Rohalaki Club in northern India paid for with Fairtrade Premium
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Highlights for
Asia

PSR Asia is increasing its support for
farmers and workers in the region by
strengthening cooperation with  the
Network of Asian Producers (NAP) and
creating partnerships with organizations
like the United Nations Development
Programme. We are also helping Asian
producers to develop essential business
skills, such as accounting, marketing
and contract negotiation. In 2010, we
made 239 visits to producer groups in
14 countries.

Fairtrade officers play a vital role in hired
labour set-ups, acting as a contact point
between worker representatives on joint
bodies and management. We organized
three workshops in Sri Lanka, India and
Pakistan to train Fairtrade officers on
how to fulfil their role and train others in
their organizations about Fairtrade.

Tea producer groups in China are also
reaping the benefits of Fairtrade. Jiangxi
Wuyuan Xitou Tea Farmers Association
for example has grown from 400 to
over 1000 members. The group is now
building a brand new tea factory using
their Fairtrade Premium money. Oxfam
Hong Kong travelled with Fairtrade
International to visit Chinese farmers in
the field. As a result, the NGO is now
giving producers financial support to
attend trade fairs in Hong Kong.

The Network of Asian

Producers (NAP) is a

member of Fairtrade
International and represents
farmers and workers in Asia.
NAP represents over 96
producer organizations in a
diverse range of countries in
six different sub-regions.

Go to www.fairtradenap.net for
more information.

Market
linkages -
Asia 2010

m Supported a joint visit of a
Swiss buyer to a Fairtrade
cotton producer

Supported a flower
producer to expand into
new markets

Explored possibilities for
certification of walnut and
almond producers in
Jammu and Kashmir

Supported market linkage
between a coffee producer
group in Nepal and a trader

Explored possibilities for
marketing Fairtrade certified
rice in India

Facilitated development of
Fairtrade certification for
table grapes in the region.

Supporting Fairtrade Farmers and Workers _



Committed to Fairtrade

Working to Grow Fairtrade

Fairtrade is a network of committed people, organizations and partners working together
to change the injustice of conventional trade. Through trade, we are joining efforts to give
disadvantaged farmers and workers more opportunity and market access.

New markets

The development of new markets is
being pursued to make more Fairtrade
products available to more consumers
around the world. Attention is turning
towards markets in developed countries
not covered by labelling initiatives, as
well as emerging markets in the global
South.

Fairtrade Label South Africa has already
shown how successful this can be. The
marketing organization sold Fairtrade
certified products to South African con-
sumers at an estimated retail value of
€500 000 in its first year of operation.
Now Brazil, Kenya and India are looking
to South Africa to replicate its success.

Business Commitment

In 2010, Fairtrade International’s Global
Account Management team engaged
with 28 mainstream companies in 20
countries to help them understand how
Fairtrade sales benefit producers. We
are working to expand the commitment
of existing accounts and lay the ground-
work for future involvement.

International businesses with Fairtrade
product lines include: Ben and Jerry’s,
Starbucks, Cadbury/Kraft Foods, Green
& Black’s, Sainsbury’s, Barry Callebaut,
Coop, and Divine Chocolate Ltd.

There are nearly 3000 licensees around
the world selling Fairtrade products in
over 70 countries. Fairtrade products
are marketed and promoted by national
Fairtrade labelling initiatives or Fairtrade
marketing organizations working in 27
countries.

Labelling Initiatives

There are Fairtrade labelling initiatives
or marketing organizations covering the
following countries:

B Australia, Austria, Belgium, Canada,
the Czech Republic, Denmark,
Estonia, Finland, France, Germany,
Ireland, Italy, Japan, Korea, Latvia,
Lithuania, Luxembourg, Mexico, the
Netherlands, New Zealand, Norway,
South Africa, Spain, Sweden,
Switzerland, the UK, and the USA.

For full contact details visit our website
at www.fairtrade.net

Fairtrade International’s new Standard for baobab
and marula was producer-initiated and allows
harvesting groups in any African country to
become certified. Groups in South Africa,

Malawi and Namibia are interested in applying.
Local communities have many uses for the
nutritious fruits and they are gaining in popularity
in international markets. Pulp and powder can be
found in jams, juices, liquor and health foods.

Miriam, a farmer from Southern Africa holding
harvested baobab fruit

m Committed to Fairtrade




Fairtrade’s Partnerships

Growing Stronger Together

Fairtrade Interncational is committed to bringing people together who share a common vision
of sustainable livelihoods, empowerment and making trade fair. Our success in achieving this
is largely dependent on the strength and diversity of our partnerships.

Fairtrade works because consumers,
traders and producers work together to
make trade fairer. Fairtrade International
takes that spirit of partnership to an
organizational level. We cooperate with
organizations that have special expertise
to add value to our work and benefit
Fairtrade farmers and workers.

Fairtrade International networks with
like-minded organizations to advocate
for fairer trade. These include:

B The Fair Trade Advocacy Office
(FTAQ) in Brussels, that we support
together with the World Fair Trade
Organization Europe and the Euro-
pean Fair Trade Association. FTAO
makes the voice of Fair Trade heard
around the world.

B |SEAL, the global association for
social and environmental standards,
which brings us in touch with key
ethical labelling organizations.
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Christian Kuruug is making shea
butter at the Akoma Cooperative,
Bolgatanga, Ghana

Fairtrade’s Partnership Strategy

In early 2011, Fairtrade International
published its Partnership Strategy out-
lining how Fairtrade can be a driving
force for change by working with and
through other organizations.

Sharing of knowledge, experience and
resources is critical for achieving the
level of change that is both needed and
desired. The key objectives of Fairtrade’s
Partnership Strategy include:

B Improved quality, accessibility and
affordability of services

B Broadened business and consumer
engagement

® New markets for Fairtrade

B A stronger voice for Fairtrade

Fairtrade Partnerships

Fairtrade International is dedicated to
already well-established partnerships
with many organizations including:

B ARM Alliance for Responsible
Mining
B Comic Relief

B DFID UK Department for
International Development

B Ethical Tea Partnership

B Evangelischer Entwicklungs-
dienst e.V.

B Friedrich Ebert Stiftung

FSC Forest Stewardship Council

B Fundacion Fortalecer
B GIlZ/CCE Certification Capacity

Enhancement

HIVOS Humanist Institute for
Development Cooperation,
Netherlands

ICCO Inter-Church Organization
for Development Cooperation,
Netherlands

® Irish Aid
B KfW Development Bank

B MISEREOR The German
Catholic Bishops' Organization
for Development Cooperation,
Germany

B NORAD Norwegian Agency for
Development Cooperation

B Plan Canada

B SNV The Netherlands Development
Organization

B SECO Swiss State Secretariat for
Economic Affairs

Committed to Fairtrade m
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Global Trust and Recognition

A New Look for Fairtrade

As the Fairtrade movement continues to grow, so does the need to be more easily identifiable
and globally consistent. In early 2011, Fairtrade Interncational was launched as our new name

along with our new visual identity.

Fairtrade International’s New Look

Our online presence, name and logos have all undergone
changes to better express what Fairtrade is all about: people
first.

Our new abbreviated name, Fairtrade International, reflects
our vision to simplify the system and extend the benefits
of Fairtrade to a greater number of farmers and workers,
traders and consumers. Fairtrade International puts a human
face to global trade and this is now proudly expressed in our
brand.

The new round Fairtrade logo separates the key symbol from
the FAIRTRADE Certification Mark and allows more creativity
and inspiration in promoting the Fairtrade movement. The
FAIRTRADE Certification Mark in its familiar black rectangle
will continue to assure consumers, traders and producers that
products bearing it have met rigorous Fairtrade Standards.

Brand Mark and Certification Mark

FAIRTRADE

The introduction of the international
Brand Mark fulfils a simple purpose
- strength through unity. Members
throughout the Fairtrade system can
use the Brand Mark. This unity reflects
the true global stretch of our work.

FAIRTRADE

The FAIRTRADE Certification Mark
certifies that products meet social,
economic and environmental Fairtrade
Standards. It is a registered trademark
of Fairtrade International.

The Heart of the Fairtrade Brand

The Fairtrade symbol depicts a person with an upraised arm
representing the optimism of producers. It links the everyday
determination of people in developing countries with the
aspirations of consumers around the world. The blue sky of
potential is connected to the green of growth.

Along with the revised logo, we have a new palette of colours
that bring global vibrancy to the Fairtrade system. These colours
are a reminder of the land, the produce, the cultures and most
importantly the people who are the heart of the Fairtrade
system.

'I'm so pleased to see the values of
Fairtrade — action, integrity, respect,
challenge and optimism - reflected in what
you see online and in publications.”

Rob Cameron, Chief Executive at Fairtrade International

The FAIRTRADE Certification Mark
is one of the most widely recog-
nised ethical labels in the world.




Voices of Fairtrade

The Board of Fairtrade International

The Board of Fairtrade International decides on the long-term strategy for Fairtrade. The Board
is made up of 14 people: five elected by the labelling initiatives, four by the producer networks
and five by the Board based on recommendarions from the Nominations Committee.

Independent experts

B Jean-Louis Homé, Chair of the
Board of Directors

B |an Bretman, Vice Chair of the
Board of Directors

B Esther Guluma has over 30 years’
experience in the aid and develop-
ment sector in Asia and Africa.

B Molly Harris Olsson is a Director of
Eco Futures Pty Ltd, an Australian-
based international policy firm.

Representatives from the
labelling initiatives

B Martin Rohner, CEO of Max
Havelaar Foundation Switzerland

B Steve Knapp, Director of Fairtrade
Labelling of Australia and New
Zealand
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B Judith Kyst, Secretary General of
Fairtrade Mark Denmark

B Michael E. Conroy, board member
of Fair Trade USA

Representatives from Fairtrade
producer networks

B Binod Mohan, Managing Director
of Tea Promoters India, a Fairtrade
certified tea estate

B Raul del Aguila, Managing Director
of COCLA, a Fairtrade certified
coffee cooperative in Peru

B Carlos Eugenio Vargas represents
producer organizations in Latin
America

B Noel Oettle represents producer
organizations in Africa and on the
board of Fairtrade Africa

Representatives from Fairtrade
certified traders

B Liz Jarman, Head of Grocery
Product Development and Fairtrade
at Sainsbury’s

B Andrea Schlehuber, General
Manager of EZA Fairer Handel
GmbH in Austria

Our thanks also go to:

B Tom Bullock and Leo Ghysels who
stepped down last year as Board
members when their terms of office
expired.

Fairtrade’s 2010 financial
performance and global sales
figures will be published on
our website later in the year at
www.fairtrade.net

Committed to Fairtrade m



FAIRTRADE
INTERNATIONAL

Bonner Talweg 177
53129 Bonn
Germany

Telephone +49 (0)228 94 92 30
Telefax +49 (0)228 24 21 713
info@fairtrade.net

www.fairtrade.net

Tea picker at the Makaibari
Tea Estate, India
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