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Questions & Answers about NESCAFE Partners’ Blend Coffee
A new instant coffee called NESCAFE Partners’ Blend has been certified to carry the independent FAIRTRADE Mark.

1.  Why has the Fairtrade Foundation given the FAIRTRADE Mark to this product?

This new product, NESCAFE Partners’ Blend
 has met the international Fairtrade standards for certification and is therefore eligible to carry the FAIRTRADE Mark.  The coffee is sourced from five smallholder cooperatives in Ethiopia and El Salvador that are independently certified by our international body, Fairtrade Labelling Organisations International (FLO).  All the traders in the supply chain have been registered with the Fairtrade system and work to our trading standards.  These include sourcing from certified associations of smallholders, paying the agreed minimum Fairtrade price and social premium, providing pre-financing where requested, committing to long-term, more direct trading relationships, and independent auditing of their supply chains.

2.  What difference will this make to coffee farmers?
This is a turning point for the growers involved, particularly for those farmers in El Salvador who told the Fairtrade Foundation that for years they had struggled to get a fair price for their coffee.  For example in 2000 they were being offered just 45 cents per pound of coffee by local traders. They could not recoup the cost of producing their own crop and experienced severe hardship, resulting in some having to abandon their own farms to become hired labourers for larger farm owners.
Now the farmers in El Salvador have formed their own cooperatives and through Fairtrade will be receiving the Fairtrade minimum price of $1.26 per pound.  This includes a social premium amount of 5 cents per pound which can be used to fund their own democratically-chosen projects to benefit the local community or strengthen their own cooperatives.  The Fairtrade system monitors all sales to make sure the farmers organisations are receiving the correct prices and that this is leading to improvements in the lives of their members, families and local communities.
3.  What will be the benefits of Fairtrade to these farmers?

Farmers from the Oromia cooperative union in Ethiopia produce high quality coffee already selling into the Fairtrade market.  They have used the Fairtrade premiums from sales to support primary school education, upgrade their coffee bean washing stations, improve environmental management and encourage organic production.  Selling more coffee under Fairtrade terms, as this product will enable, means that farmers will be able to invest more in these types of projects. For more details of the farmers in Ethiopia, visit/click here: 

http://www.fairtrade.org.uk/suppliers_growers_coffee_tadesse_meskela.htm
The four small cooperatives in El Salvador will be selling their fine arabica bourbon coffee under Fairtrade terms for the first time as a result of this product.  They are looking to build up their organisations, involve many more farmers so that they can strengthen their position in the market, improve their quality control, protect their environment and establish diversification projects.  One group wants to see clean water brought to the local community whilst another is keen to process and market its own coffee to local and regional markets too.  “We feel very happy because the Fairtrade certification will allow us to establish a stronger relationship with the community nearby, and in addition we will get sustainable prices for our coffee.” Jose Maria Garcia, Tepeczunt Co-operative, September 2005. For more details of the farmers in El Salvador, visit/click here: http://www.fairtrade.org.uk/suppliers_growers_coffee_el_salvador.htm
4.  Does this mean that all NESCAFE products have a Fairtrade endorsement? 

No. The Fairtrade Foundation certifies specific products sourced from producer groups certified to international Fairtrade standards.  Only the product called Partners’ Blend has been given the FAIRTRADE Mark – so make sure you look for this Mark on your products when shopping.  

This is the first Fairtrade certified product to be launched by Nestlé. They have responded to consumer demand to offer a genuine Fairtrade certified coffee.  We believe that this is just the start and will continue to work with them to see how this initial commitment to Fairtrade can grow in the future.  
5.  How can the FAIRTRADE Mark be given to a big multinational like Nestlé? 

The FAIRTRADE Mark is only given to individual products and not to companies.  The Mark indicates that the product Partners’ Blend has complied with the internationally agreed standards for Fairtrade certification.  It does not refer to any other product marketed by the company.  This product has undergone exactly the same certification process as all other Fairtrade products whether marketed by multinationals or smaller companies (see Q8 for further details).  The FAIRTRADE Mark guarantees consumers that those producers have received a fair and stable price for their product.  The Mark is not an endorsement of any company or its activities.   
In order to bring benefits to as many farmers and their families as possible, the Foundation must increase the market share and sales of Fairtrade products. This is why we seek to engage with all major commercial actors provided that they can comply with Fairtrade standards.  We believe that the decision by Nestlé to launch a Fairtrade product is a significant breakthrough for those campaigners who have lobbied this company for years to do something on Fairtrade. Of course we all want to see much more progress with this company – and we will be working hard to achieve it. Whilst there remain smallholder farmers in developing countries that could benefit from selling into Fairtrade markets, the Fairtrade Foundation’s job is not done. 

6.  What does this mean for the credibility of Fairtrade?

The credibility of the Fairtrade system lies in its rigorous system of rules and standards which guarantee consumers that all products carrying the FAIRTRADE Mark do in fact give poor producers a better deal. Companies which comply with this system are able to market a Fairtrade certified product.  Nestlé has complied with all our requirements for this product.  Having refused for many years to engage with Fairtrade, the launch of this product marks a change of position. It signals a new recognition of Fairtrade’s role and underlying principles – buying from organised smallholders; a fair and stable price; social premium payment; pre-financing if requested; long-term trading relationships; and independent auditing – in supporting sustainable production.  
7.  What about the wider practices of companies like Nestlé? 
Of course we acknowledge that many Fairtrade supporters have other concerns about this company’s practices.   We also recognize that bringing about change in the behaviour of multinationals requires a variety of strategies and approaches.  Fairtrade is one way that companies like Nestlé can have a more positive impact in the lives of poor communities in the developing world by developing more constructive long-term relationships with their producer partners.  

We welcome the scrutiny that the launch of this product places on the business practices of companies operating in developing countries.  We are a member of the Trade Justice Movement, campaigning to put poverty reduction and sustainable development at the heart of international trade negotiations, including more binding rules for the activities of major corporations. We continue to support this initiative and the campaigning work of NGOs in pursuing their own broader agendas with companies on sourcing and marketing practices as well as pressing for government regulation of companies’ operations in developing countries.  
8.  Fairtrade is meant to be promoting an alternative, better way of trading.  Why are you working with multinationals?

Fairtrade is about providing a better deal for disadvantaged and marginalised producers in developing countries.  The Fairtrade Foundation was set up 11 years ago with the specific aim of developing a fairer trading system that can successfully compete in the mainstream market and that is open to any commercial company willing to comply with Fairtrade standards.  The success of grassroots campaigning by Fairtrade supporters over the past 11 years has meant that the Foundation increasingly certifies products sold by global businesses as well as those from dedicated fair trade organisations.  For example, Fairtrade certified filter coffee can be purchased from Starbucks, while both Tesco and ASDA now offer a range of Fairtrade certified products.
The more widely that we can persuade companies to engage with Fairtrade and offer products carrying the FAIRTRADE Mark, the further we can extend the benefits of Fairtrade to greater numbers of disadvantaged producers and their families.  For years NGOs and campaigners have been lobbying the four major coffee roasters (Nestlé, Kraft, Sara Lee UK and Proctor & Gamble) to commit to sourcing to Fairtrade standards and this is first time that one of them has responded to UK consumer demand to offer their first product to carry the FAIRTRADE Mark. 
9.  Isn’t the amount of coffee involved in one Fairtrade product merely a drop in the ocean for a company of this size? 
We see this as a first step for Nestlé and believe it is better for them to take one step in the right direction than not at all.  Every launch of a Fairtrade certified product requires a solid commitment and in this case the company has undertaken over two years of project work and investment on the ground with five farmers’ groups in two countries.  The product is being launched first in the UK and the company is exploring possibilities for other European markets. It is being independently certified and externally monitored through the Fairtrade system.  
As with all the companies with which we work, we will be continuously reviewing the situation to explore how their initial commitment can be increased over time – both to the producers on the ground and also to growing the number and volumes of products they offer.  In our 11 years of experience, this step-by-step approach has proven successful and has helped the Fairtrade market grow from three products in 1994 to over 1,000 products today.
10.  Should campaigners drop their boycott of Nestlé now the company has launched a Fairtrade-certified product?

We are not asking people to change their position on the boycott of Nestlé products, which aims to change the way the company markets infant formula in developing countries. We naturally respect the right of consumers to decide which products they purchase.  
While some campaign groups use boycotts as a way of achieving their aims, the Fairtrade Foundation’s specific role is to engage with companies that are prepared to adopt Fairtrade standards and certification for particular products. They are different approaches, but with the same aim of winning positive change in the way business operations impact on people in developing countries. 
Many people have supported both campaigns until now, and they will still be able to do so, as they can choose from 18 other Fairtrade certified instant coffee products.  However we do expect that this product will appeal to many coffee drinkers who are not yet buying Fairtrade coffee because it is not available through their usual brand. 
11.  Do you expect existing Fairtrade supporters to buy Partners’ Blend?  What does this mean for the 100% Fairtrade companies?  
We hope our supporters will welcome this move as a step forward for farmers in developing countries.  We are sure they will continue to make their own choices about which products they buy.  
We hope that the launch of every Fairtrade certified product brings new people into Fairtrade who have not yet tried one of the existing brands carrying the Mark.  The Fairtrade coffee range is growing all the time, including products from companies that are 100% committed to Fairtrade for all their coffee.  Whilst the popularity of Fairtrade is growing all the time, it is still a relatively small proportion of the overall instant coffee market, and therefore we believe that there is plenty of room for growth – bringing Fairtrade to new consumers with new products, as well as keeping the established Fairtrade favourites on our shelves.  The key to ensuring Fairtrade products stay on menus and shop shelves is by continuing to ask for them and buy them whenever we can.
The Fairtrade Foundation, Suite 204, 16 Baldwin’s Gardens, London EC1N 7RJ. Tel: 020 7405 5942.

Website: www.fairtrade.org.uk
� NESCAFE Partners’ Blend will be available from mid-October in all major retailers in a specially produced 100g tin with a recommended retail price of £2.69.  It will also be available in a range of catering sizes.  Nestlé consumer services can provide full details (00800 6378 5385)





