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Our new five-year strategy Changing Trade, 
Changing Lives is an ambitious global  
response to a changing world. The benefits 
of Fairtrade are reaching more farmers and 
workers than ever before – we have 20 years 
of evidence showing how fair terms of trade 
can enable farmers to achieve sustainable 
livelihoods and realise their hopes for  
themselves and their communities.

Nevertheless, global trade continues to offer  
only a precarious existence for millions of 
producers who face daily the challenges of 
poverty, price volatility, climate change and 
unequal balance of power. Price deflation and 
the huge shifts in the UK retail sector are only 
increasing these pressures. The fact that half 
the world’s hungry are themselves farmers is a 
scandal that has no place in the modern world.

Over the last 20 years, Fairtrade has led a 
revolution in the way food is traded, proving  
that ethical sourcing can put the power back 
where it belongs – with consumers and 
producers. Our new strategy presents the 
opportunity for us all to work together in new 
ways, to drive even more impact and tackle the 
urgent challenges farmers and workers face.

Fairtrade has always been about change, and  
as the best-known ethical label in the country we 
know how much is still needed to make trade 
fair. We invite you to join us on this journey.

Michael Jary, Chair,  
Fairtrade Foundation Board 
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One of the hallmarks of our 
new strategy is that we’re 
literally putting the ‘I’ into 
Fairtrade. In other words, 
this time it’s personal – in 
more ways than one. 

Over the last few years there 
has been much to celebrate in 
the fight against poverty, but 
still the benefits of trade are 
not evenly shared. For all of its 
potential, globalisation at its 
worst can mean long supply 
chains, which make the poor 
poorer, the planet dirtier and 
can bring risks to brands  
and consumers.

The UN Global Goals for 
Sustainable Development 
recognise this, and call on all 
of us – producers, businesses 
and consumers – to redouble 
our efforts towards a fairer and 
more sustainable world.

Why are so many children 
still working when they 
should be at school? How 
do we create more gender 
equality in trade? How 
do we support farmers in 
the battle against climate 
change? How do we make 
faster progress together to 
achieve a living income for  
all producers?

Today, too many farmers go 
hungry, too regularly. This is 
one of the scandals of our age. 
Small-scale farmers the world 
over know it all too well. So 
well, in fact, that they give their 
hunger a name. Some farmers 

call it the hungry months, the 
thin months, the months of  
the big stomach, seasons  
of hunger, times of silence or  
the months of water. 

They describe periods 
between harvests when the 
money has run out and food 
prices on the market are high. 
In Nicaragua, coffee farmers 
talk about the ‘thin cow 
months’. That vivid description 
tells you all you need to know 
about our unfair world.
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Fairtrade is the best-known 
ethical label in the UK. It has 
been sustained by incredible 
public support, expressed 
through 10,000 local groups.  
The campaign to make trade  
fair will need all their 
commitment and energy.
We will inspire them to make 
the case for Fairtrade and, 
by 2020, seek to embed 
the challenges we are 
addressing in the collective 
consciousness. 

We will increase our 
investment in innovation, 
creating a portfolio of new 
ways of working, built around 
the benefits they bring to 
farmers and workers. We have 
already started to adapt the 
way we work. In 2014, we 
launched Fairtrade Sourcing 
Programs in cocoa, sugar 
and cotton, enabling farmers 
to sell significantly more on 
Fairtrade terms. 

Fairtrade is unique. Farmers 
and workers own half of 
the system. We are the only 
certification scheme to insist 
on better payment terms 
from day one. This enables 
producers to access finance, 
to plan, take risks, invest and 
look to the future. We know 
from our own research that 
these requirements are the 
ones they value most.

Let’s build on this to go  
further, and make the next  
five years of Fairtrade the most 
impactful yet. People may ask 
themselves, ‘What can I do?’ 
but little things can make  
a big difference – when we  
work together. When people 
say ‘I can’, Fairtrade can.

Michael Gidney,  
Chief Executive  

Over the next five years, the 
Fairtrade Foundation will 
push for ever-greater impact, 
seeking out new ways of 
bringing the benefits of trade 
to marginalised farmers and 
workers. We have four goals 
to 2020: focus on impact, 
make Fairtrade personal, 
improve and innovate, and 
build a strong organisation.

We will enable lasting  
impact by focusing on five 
commodities: coffee, cocoa, 
bananas, tea and flowers, 
based on 20 years’ experience 
of what works and what needs 
to be changed. We will continue 
to create market opportunities 
for a wide portfolio of products. 
And we will seek partnerships 
to work in new, challenging 
sectors such as small-scale  
gold mining.
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There are challenges we 
have to overcome to make 
trade fair.  

Despite the wake-up call of 
Rana Plaza, millions of hired 
workers still toil for poverty 
wages in dangerous conditions. 

Climate change is resulting in 
the loss of 12 million hectares 
of productive land each year. 
Young people are abandoning 
agriculture, swelling the ranks 
of the urban unemployed and 
economic migrants. Women 
work to produce 60-80  
percent of the world’s food,  
yet the number of women  
living below the poverty line 
has increased by 50 percent 
since the 1970s. 

About 168 million boys and 
girls around the world are 
engaged in child labour,  
mostly in agriculture.  

Artisanal mining, while 
producing the most highly 
priced precious metals, 
remains one of the most 
dangerous and poorly 
rewarded jobs in the world.

 

Small-scale farmers  
who are essential to the 
food security of millions 
in the developing world 
can’t feed their own 
families adequately. 

‘

’
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We have already started programmatic work with businesses 
and producers to deepen impact and will continue to scale up 
in the next fi ve years. 

A two-year project funded by the Fairtrade Foundation’s Deepening 
Impact Fund, with Divine Chocolate as lead partner, is just one
example. The project is working with Rwenzori Farmers Cooperative 
Union (RFCU) in western Uganda to make smallholder cocoa farming 
more sustainable for member farmers, their families and communities.

This includes training over 250 farmers 
on soil erosion and in techniques such as 
planting and pruning. 
Demonstration plots provide a platform for farmers to share 
information and best practice, while planned exchange visits with
more advanced co-operatives aim to show the long-term benefi ts of 
farming techniques.

Building the expertise of RFCU staff and farmer leaders to manage 
a cocoa business effectively and export their produce directly is 
also high on the agenda.
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These challenges are 
intrinsically linked. We cannot 
address poverty until we 
tackle inequality; rampant 
development worsens climate 
change; any approach to 
eradicating child labour and 
forced labour must address 
sustainable livelihoods 
throughout value chains; 
and a lack of equal rights 
for women inhibits progress 
across the board.

The Global Goals take this 
world context into account, 
aiming to end poverty ‘in all 
its forms, everywhere’, while 
leaving no one behind.  

The Goals are not just an 
opportunity to create a better 
world for all citizens but for 
world governments to 
recognise and address the 
desperate need for policies 
to be joined up – from 
human rights to economic 
development, from sustainable 
trade and private sector 
development to urgent 
action on climate change. 

world
the

today

Fairtrade can: DEEPEN BUSINESS COMMITMENT 
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Critically, the Goals must 
allow poor countries enough 
space to pursue their own 
development objectives, build 
their own economies and  
level the playing field. 

These ambitions are the 
core of what Fairtrade will 
be working towards over the 
next five years and beyond, 
as we work to deepen our 
partnerships with businesses 
and government, sustained by 
our unique citizens’ movement 
for change.

END POVERTY IN ALL ITS FORMS, EVERYWHERE

The Global Goals and Fairtrade

Of the 17 Global Goals agreed by the UN, Fairtrade  
focuses on eight where our efforts can make a  
specific contribution.

Goal 2:  
End hunger, achieve food 
security and improved nutrition and 
promote sustainable agriculture

Goal 5:  
Achieve gender equality and  
empower all women and girls

Goal 8:  
Promote sustained, inclusive  
and sustainable economic growth,  
full and productive employment  
and decent work for all

Goal 10:  
Reduce inequality within  
and between countries

Goal 12:  
Ensure sustainable consumption  
and production patterns

Goal 13:  
Take urgent action to combat  
climate change and its impacts

Goal 16:  
Promote peaceful and inclusive  
societies for sustainable development, 
provide access to justice for all and 
build effective, accountable and  
inclusive institutions at all levels

Goal 17: 
Strengthen the means of implementation 
and revitalise the global partnership for 
sustainable development

See Fairtrade’s report on the Global Goals at  
fairtrade.net/global-goals  

9

We need a world where 
trade is a true tool of  
opportunity and  
inclusion for all  
farmers and workers.  
Our global strategy 
unites us in fighting  
this battle, taking  
Fairtrade to new levels 
of impact and influence 
to make that a reality. 

‘

’
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http://www.fairtrade.net/fileadmin/user_upload/content/2009/resources/15-10_Sustainable_Development_Report.pdf
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the
world
see
want

to
OUR VISION is of a world 
in which justice and 
sustainable development 
are at the heart of trade 
structures and practices 
so that everyone, through 
their work, can maintain 
a decent and dignified 
livelihood and develop  
their full potential.

By 2020, we want to see 
a world where farmers and 
workers have a greater  
share of the value from the 
products they produce, 
earning a living income or  
living wage that provides  
them with a sustainable, 
dignified livelihood. 

We want to see a world 
where agricultural production 
is globally recognised, 
where women and men are 
empowered to speak out and 
farmers are able to deal with 
the devastating effects of 
climate change.

How incredible would it be  
if in five years we can say  
that the principles of equity, 
inclusiveness and transparency, 
along with respect for human 
and environmental rights and a 
commitment to fair pay, have 
been embedded in the way 
businesses operate?  

By 2020, we want to 
see investments in rural 
communities and agricultural 
production focused on long-
term social, environmental  
and economic benefit for all. 

To change trade and 
change lives, we will  
be focusing on four goals 
over the next five years: 
Focus on Impact, Make 
Fairtrade Personal,  
Improve and Innovate,  
and Strengthen our 
Organisation.

We will measure the success 
of our strategy against our 
Theory of Change and use  
it to analyse and adapt our 
interventions to deliver 
maximum impact.

We will incorporate learning 
tools and impact data into all 
planning and decision-making 
processes. See our full Theory 
of Change at fairtrade.org.uk

Learning is at the heart  
of impact

Our Theory of Change 
describes the change we  
want to see in the world and 
our understanding of how we  
will contribute to it. There are 
three goals:   

 
 Goal 1  
 Make trade fair

 
 Goal 2  
 Empower small  
  producers and 

workers

 Goal 3 
 Foster  
 sustainable 
 livelihoods 

12 Changing Trade, Changing Lives
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Fairtrade can: DELIVER A LIVING INCOME

Our ambition is for all workers on Fairtrade certifi ed banana 
plantations to earn a living wage and small farmers in coffee, 
cocoa and bananas to be strongly progressing towards a 
living income. 

Fairtrade banana farmer Julio Mercado Cantillo, one of the founders 
of Colombian co-operative BANAFRUCOOP, knows what that means.

For Julio, one of the benefi ts of Fairtrade has been better and more 
stable prices for his bananas, which has improved his income and 
the food security of his family. He says: 

     Since joining FAIRTRADE, everything has 
improved, our way of living… we have a good 
and stable price for the boxes we sell.
Julio and wife Alicia have also managed to buy farm animals 
because of the prices they get for their bananas. That provides an 
extra source of food, and the opportunity to bring in more income 
by selling the animals.

‘ ’

We will aim to create 
transformational 
change in the categories 
Fairtrade is best 
known for.

To create lasting change, we 
will focus on where we can 
deliver the greatest impact 
for producers. That means 
concentrating on cocoa, 
coffee and bananas, and 
focusing on those products 
where there are market or 
development opportunities, 
such as fl owers and tea.  

By 2020, we will have 
increased the volume of 
these commodities sold 
on Fairtrade terms.

By focusing more than 
ever on the impact we can 
deliver, we aim to make 
Fairtrade the norm in 
these products by 2020.

impact
onfocus
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Over the next fi ve years, we will focus on driving 
deeper impact through these products while delivering 
programmatic work on climate change, gender, productivity 
and hired labour. By 2020, we will have increased 
the number of producers who benefi t from these 
programmes on the ground.

  We will support coffee farmers to become less 
vulnerable and more climate resilient and empower 
their producer organisations. 

  We will push for living wage and living income for all 
Fairtrade banana producers.

  We will support Fairtrade’s unique West Africa Cocoa 
Programme, a project designed to deliver productivity 
alongside organisational strengthening to Fairtrade 
cocoa smallholders. 

  In fl owers, we will work in partnership with other 
organisations to implement living wage and gender 
pilots on Fairtrade fl ower plantations. 

  In tea, one of our priorities will be to improve workers’ 
rights and welfare in North East India. We will have 
engaged three UK partners in this programme
in fi ve years.
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personal
make fairtrade

We will deepen the 
emotional commitment 
to Fairtrade, and to 
our mission of fighting 
poverty through trade. 

By 2020, we will have 
a brand that sparks an 
even greater emotional 
connection with citizens 
and consumers, increasing 
our supporter base while 
mobilising our current 
supporters. 

We will highlight the need  
for Fairtrade and the 
problems it addresses,  
as well as demonstrating 
the difference people 
can make. That could be 
through buying a Fairtrade 
product, sharing information 
with friends, family and 
colleagues, taking action as 
part of a Fairtrade campaign, 
or donating money towards 
programmes to expand 
Fairtrade’s impact and reach.

Fairtrade can: EMPOW
ER W

OMEN FARMERS

A quarter of all Fairtrade farmers and workers are women.  
We will continue to invest in greater gender equality over the  
next five years.

A good example is the ‘Growing Women in Coffee’ project, supported 
by the Big Lottery Fund, which encourages the transfer of coffee bush 
ownership to women coffee farmers in Kenya. Despite contributing up  
to 70 percent of the labour needed to plant, grow and harvest coffee, 
they rarely own land or coffee bushes. The project enables those  
taking part to earn an independent income for the first time. Three 
hundred women from the Kabngetuny Cooperative in Kericho County 
have already benefited from an asset-transfer programme, with 
additional training being delivered on good agricultural practices to  
also help increase the yield and quality of their coffee.  

     Since a woman is almost everything in  
the house, we see that if a woman is  
empowered, then the house will Be also,  
that is economically and socially.
Elizabeth Chepkwony, Chair of Kabngetuny Women in Coffee’
‘
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We will bring our key themes – living wage and income, 
climate change and gender justice – to the fore. By 2020,  
we will have increased public awareness of the 
injustice of unfair trading practices, moving the 
public to act for the farmers and workers who 
produce what we enjoy each day. 

  Parallel to this, we will seek to deepen our relationship 
with DFID and other relevant government departments, 
exploring how to further build the enabling environment 
for fairer trade in the UK and internationally. 

  By 2020, we will have built and strengthened 
alliances and coalitions with policymakers and the 
media to influence change, amplifying the voices 
of farmers and workers. 

  We will work with our global partners to rigorously 
measure and evaluate our own impact, building on  
what works and changing what doesn’t. 

  We will use our own insights, research and analysis, 
together with our business, civil society and government 
partners, to influence wider change in trade and 
business policy and practice.  
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improve
and innovate

We will deliver impact 
through strengthening 
the core model and 
innovating new services. 

The need for independent, 
third-party verifi cation is 
greater than ever. Public 
trust demands it. Fairtrade 
will continue to offer this, 
backed by the best-known 
certifi cation mark in the 
country, and more. 

The Foundation’s core 
function will remain its 
certifi cation and licensing 
services. We are proud of 
the very high levels of public 
confi dence in Fairtrade and 
we will continue to guard 
this very closely. We will 
also seek to fi nd ways of 
improving our business 
processes, simplifying 
wherever possible, and 
driving licensee and 
customer satisfaction 
with the services we offer. 
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Fairtrade can: SUPPORT ENTREPRENEURIAL FARMERS

Fairtrade supports farmers to build strong co-operatives to 
become entrepreneurial business partners with the confi dence 
and ability to expand their enterprises.

Tea farmer Luke Metto, a member of Sireet OEP in Kenya, has a 
number of what he calls ‘innovations’ on his farm, including a biogas 
plant, beehives, a small forest for fi rewood and a kitchen garden. 
Luke has become a lead trainer, using his farm to teach others and 
Sireet uses Fairtrade Premium to fund training sessions.

     I’m ready to go out and train others, to 
take the opportunity to pass the knowledge 
about climate change, safe use of chemicals, 
planting of trees, so we reverse the 
environmental problems.
Sireet’s farmers decided to invest the Premium in buying transport 
trucks and their own processing factory, enabling the co-operative 
to move up the value chain. The dividends go back into the Premium 
fund each year to be reinvested in social and environmental projects.

‘
’
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 To generate further impact for producers and business 
partners, Fairtrade will also innovate beyond our core work 
under the FAIRTRADE Mark. Increasingly we are already 
working with a range of companies on innovations in their 
supply chains to add value and drive deeper impact – 
from climate change adaptation to cocoa productivity 
and bespoke programmes with women farmers. 

  During the next fi ve years of our evolution, we will 
complement the FAIRTRADE Mark with ways of working 
that range from product labelling to enabling business 
impact, always centred on the Fairtrade principles of 
empowerment, capacity, transparency and fair pricing 
that are the vital elements of sustainable development.

  By 2020, we will have evolved from a single 
approach of certifying products to a portfolio 
of services. We will increase the number of 
companies we work with that contribute to 
sustainable development in ways that really 
matter to farmers and workers, and which are 
accountable and transparent. 

  We have already established a New Services and 
Partnerships team. They are already piloting new 
projects and ‘value-add’ initiatives with partners, 
expanding existing commercial relationships, creating 
new ones and laying the groundwork for impact 
and revenue growth outside of traditional licensing. 
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We will play a lead role 
in strengthening the 
international Fairtrade 
movement.

By 2020, we will have 
played a lead role 
internationally in becoming 
a simpler, more fl exible, 
cost-effective movement. 

Strengthening our 
networks at origin is of 
equal importance. Farmers 
and workers already own 
half of the system – by 
2020, they will have even 
more say in how Fairtrade 
operates. 
 

Creating the change we want to see needs a best-in-class 
organisation. And by working together as one system, we 
can maximise our impact. On a national and international 
level we will lead where we have expertise and actively 
contribute elsewhere. 

   We will support capacity building for producer networks 
in the South to deliver more services locally, channelling 
power back into the hands of farmers’ and workers’ 
own organisations and empowering them to deliver 
their own impact. 

  We will invest in Monitoring, Evaluation and Learning, 
and impact assessment, and we will build a learning 
culture, based on evidence.

  We will develop and maintain a dedicated, talented 
organisation that values optimism, respect, action, 
challenge and integrity in all that we do to make trade 
fair. We will build on the success of our Bronze Investors 
in People award and continue to develop a values-led 
performance culture through our People Strategy.

  We will also implement our new fundraising strategy, 
scaling up our capacity for programmatic interventions 
and projects. By 2020, fundraising will be integrated 
into Fairtrade’s core, delivering increased and 
diversifi ed income for the Foundation. 
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strengthen
Fairtrade can: DELIVER BENEFITS TO W

ORKERS

Christine Adhiambo works as a fl ower picker at Harvest Limited’s 
Athi River fl ower farm in Kenya. Her life has changed since the 
farm became Fairtrade certifi ed:

 I didn’t have a proper home, only a grass 
roof, which was a big stress especially in 
rainy season. Through Premium I was able to 
take a loan for iron sheeting, I have a home 
with a roof now, and the stress is gone.
As part of the Fairtrade Standards the farm’s workers now have full 
protective equipment while they work, which Christine appreciates. 

The mother of three also joined a 17-strong empowerment group for 
women. They have started breeding rabbits to sell for extra income. 
It all helps her get food on the table.

Christine would like to save and open her own business one day. 
‘Please continue buying Fairtrade fl owers, so our lives can 
continue changing for the better.’ 

‘
’
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optimism

challenge
respect

action integrity

organisationour



Donations and funding to 
the Fairtrade Foundation 
support projects that 
extend the reach and 
deepen the impact of 
Fairtrade for farmers 
and workers in the 
developing world. 

This project work goes 
beyond the licensing of 
Fairtrade certifi ed products. 
While we are doing more of 
it than ever before, there is 
still much more to do. 
Examples include:

If you or your organisation would like to support or invest
in Fairtrade’s programmes with farmers and workers, 
please contact us at fundraising@fairtrade.org.uk 
or on 020 3301 5041. 

Thank you

investingIN
impact

greater

Fairtrade can: INSPIRE YOUNG PEOPLE Increased assistance to farmers and workers 
to join Fairtrade = better prices, working 
conditions and the Fairtrade Premium

Training to farmers to increase yield and 
quality of crops = more money to spend 
on basics like food and education

Instruction on climate change adaptation 
programmes = farmers can continue 
to produce the crops they rely on

Support to women farmers to take 
more equal roles = the chance to 
earn an independent income
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With more than 20 years under our belt in the UK, one of the 
strong foundations we can build on to make Fairtrade personal is 
our connection with the people who have grown up with Fairtrade.

A survey of 1,000 13-20-year-olds in 2014 
showed that ‘Generation Fairtrade’ cares 
about global issues, is willing to take 
action to bring about change and believes 
that Fairtrade will continue to play an 
important role in the future. 
Our research showed that UK teens want businesses to act more 
responsibly but don’t trust them to behave ethically. Just one in 10 
believe governments and companies will improve conditions in 
the future, to the extent that the Fairtrade movement will no longer 
be needed. 

We believe that young people will one day expect fair trade as the 
norm. With over 1,700 Fairtrade Schools in the UK, and growing, 
we are committed to making that happen.  
 

£

mailto:fundraising@fairtrade.org.uk
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Through our campaigning 
work in Wolverhampton, 
we can support farmers 
and workers to put food on 
the table for their families 
by harnessing the power 
of Fairtrade. Everyone 
can support Fairtrade by 
looking out for and buying 
Fairtrade produce.
Barbara Gwinnett, 
Wolverhampton City Fairtrade Partnership

‘

’

Our research shows that nearly 60 percent of consumers are 
proud to be seen buying Fairtrade products and 83 percent 
who have seen the FAIRTRADE Mark trust it. But engagement 
goes deeper than percentages on a chart. It’s about 
passionate people.

Wolverhampton City Fairtrade Partnership is an example of how 
attitudes to Fairtrade can become embedded in a community. 
Wolverhampton celebrated 10 years of Fairtrade City status in 
2014, has 12 Fairtrade Schools and a dedicated Fairtrade shop. 

The University of Wolverhampton achieved Fairtrade status in 
2008 with the City of Wolverhampton College following suit in 2015. 

The group’s future plans include re-engaging with their supporter 
base, encouraging more local employers to get involved and 
increasing their use of social media. They also hope to work with 
a gurdwara, mandir or mosque to achieve Fairtrade status. 
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Fairtrade can: DEEPEN PUBLIC COMMITMENT



Our strategy aims to  
offer more. More benefits 
for farmers and workers. 
More options for companies.   
More ways for individual 
members of the public  
and local communities  
to contribute to change. 
More insight and ideas to 
take to governments and 
policymakers. As we move 
forward, we invite all of 
you to reach out and walk 
with us on this next exciting 
stage of our Fairtrade  
journey, so we can all  
do more – together. 
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