
The Future of Fairtrade: 4 March 2020 

JustShare event At St Mary le Bow 

The event was hosted by JustShare (a fair deal for a whole world) which runs regular talks in 

the City of London at St Mary le Bow church (where “prayer and worship have been offered 

on this site for nearly a thousand years”).  It makes for a powerful place of witness given the 

‘tourist’ setting for St Pauls nearby, and the hustle and bustle of the City all around. 

Tim Aldred – Head of Policy at Fairtrade Foundation: gave a biblical basis to the value and 

the challenges of trade (1st Book of Kings 5) where Solomon concludes a trade deal aimed at 

securing peace, albeit at the expense of some 30,000 forced labourers!  So trade matters, but 

injustice in trade matters too.  There is extensive information currently on the positive impact 

of Fairtrade initiatives to date and he referred in particular to work done by the Overseas 

Development Institute and a SOAS team which has reviewed a wide range of studies and 

overall they show incomes increasing, human rights improving, household welfare improving. 

The Fairtrade minimum price effort is working but improvements are also needed. Currently, 

we can also point to green investments being more mainstreamed and the focus of business 

on more sustainable ways of working.  Companies see the FTF as a gold standard partner, 

though they have different motives for wanting to use the logo.  As to the future, Tim argued 

that the UN Guiding Principles on Business and Human Rights1 are an indication that 

businesses are realising that they need to know where their products come from, who 

produces them, and that they need to demonstrate that they have minimised all risks – so 

they are coming to FTF for assistance.  The growing debate about climate change, and the 

increased interest of consumers in this issue, is similarly driving businesses to seek advice. 

Trishna Shah, food and nutrition consultant at Euromonitor International:  Euromonitor 

International is a market research company, and Trishna specialises in food, so brings a 

market perspective to the evolution of ethical practice.  There are two key trends (a) an 

evolution in business practice over recent decades with globalisation has meant a growth and 

complexity in supply chains and (b) an evolution in thinking about sustainability and ethics: 

whereas this used to be a domain for philanthropy, it is now a demand made by consumers, 

but for a range of concerns (local produce, climate change, working conditions, fair pay etc).  

The ‘Fairtrade’ branding is very well established and has a strong reputation (in comparison 

to say more ‘recent’ endeavours around Rainforest Alliance etc) yet is largely allied (in the UK 

at least) to hot drinks.  43% of tea/coffee/hot chocolate sold in the UK has some form of fair 

trade branding.  In the last decade though, the shift started towards self-certification – see 

Cadburys bought by Kraft, Sainsburys move more recentlly to “fairly traded tea” – and 

consumers are becoming seriously confused. This move to self-certification does not 

necessarily mean the demise of Fairtrade but they give business more flexibility to come up 

with their own customised solutions, and it does make for more competition.  A big driver for 

future change will lie in the area of technology. 

                                                           
1 Which the J&P Commission relied upon in diocesan discussions about our ethical investments more broadly. 



Sophi Tranchell – Global CEO of Divine Chocolate:   Sophie spoke about the huge growth in 

world prosperity in recent decades and the simultaneously huge growth in inequality, 

especially in the UK.  When Kraft bought Cadbury in 2009 for £19bn, their shareholders did 

very well indeed, but cocoa farmers are now earning less than their parents or grandparents 

did.  Sophi talked of what had worked since the early 90s when Christian Aid, CAFOD, got 

together with the Women’s Institutes and others to create the Fairtrade Foundation, building 

on work being done by Traidcraft and Oxfam since the 80s.  The key principles were: (a) the 

establishment of democratic farmers organisations (b) setting a minimum price (c) a traceable 

supply chain (d) easier access to funds for set-up and growth (e - gender justice and (f) growing 

the market for fairtrade products.   However, now those standards have become diluted and 

there are, in particular, many non-traceable supply chains.  Having companies self-certify was, 

in her words, akin to “marking you own homework”, and has succeeded only in undermining 

the Fairtrade brand and project.  In particular, she is worried about the increasing tendency – 

when cooperating with multi-national corporations – for the increasing reliance on 

confidential agreements.  We need rather to promote transparency. We also need to privilege 

the voice of the farmers.  Much good work has been done in terms of co-ops, and organising, 

which is helping to tackle issues such as the deforestation which can occur when cocoa beans 

are grown: the push for local farmers to become ‘guardians of the rainforest’ allows them a 

role in determining how to balance today’s needs and long term sustainability. 

Accordingly, she argued that we can only address fundamental inequalities by demanding 

transparency and encouraging cooperation.  Transparency needs info, and fairtrade efforts 

need to embrace technology e.g. use E-bay and Uber as models for farmers to provide 

feedback direct to consumers.  She recommended the work done by Oxfam on “Behind the 

Barcode”.   She concluded that Fairtrade efforts are still very important but must look very 

carefully at the self-certification system and make sure that it is local farmers that own the 

system.2  Consumers need to be told (a) to consume less (b) hold companies to account (c) 

insist that trade must deliver for farmers as well as consumers. Particularly in this post-Brexit 

period where trade is a big issue, and negotiating trade deals will be in the public gaze for a 

while, we should all be alerting our MPs to the fact that we are watching them and insist on 

them doing the right thing by producers. 

 

In the discussion that followed: Exchanges on minimum price/fair share criteria (see 

footnote); we must insist on verification by a 3rd party and not accept ‘self’-certification by 

companies; Sainsburys is the biggest ‘fair-trader’ in the world because of its banana sales, and 

foodstuff by foodstuff (drinks/bananas/nuts/spices etc) is fine, but what we really need is 

systemic irreversible change across all our supply chains. 

 

 

                                                           
2 There seemed (from later questions too) to be a debate around whether ‘minimum price’ or ‘share value’ 
was the right criterion to apply. 


