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Poles’ Attitudes towards the Fair Trade Idea and Products

Summary

The main aim of the article is to identify the level of consumers’ awareness as 
regards the idea of Fair Trade and to learn Poles’ propensity towards consumer ethical 
behaviour. In her article, the author presented the Fair Trade movement assumptions, 
its mechanism of operation, and Fair Trade products accessibility in various distribu-
tion channels. She discussed the present state of this movement in Poland against 
the background of other European Union countries, and the ways of Fair Trade idea 
development, as well as she characterised the development tendencies of this idea in 
this country. In order to identify the young Poles’ attitudes towards the Fair Trade idea 
and products there was conducted a research of the survey nature. The conclusion of 
author’s own surveys and desk research will serve further scientific research on the 
issue of Poles’ attitudes towards the Fair Trade idea and products.
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Preliminary notes

Fair Trade is a form of the developmental assistance provided to the developing coun-
tries, emerged on the initiative of non-governmental organisations. The main aim of this idea 
is to build solid trade relations between manufacturers from the countries of Africa, Latin 
America, and Asia and the consumers living in the developed countries of North. Fair Trade 
fights against poverty by way of provision of equal opportunities in the access to the global 
market for small manufacturers from the countries of the Global South. The Fair Trade 
concept consists in paying fair price for products manufactured by small producers from the 
developing countries, thus ensuring them, inter alia, fair remuneration for their work, an 
opportunity for development and decent life. The Fair Trade initiative sets up the situation 
where consumers from the developed countries through their conscious consumer decisions 
may alter the fate of manufacturers, their families, and the entire community from the devel-
oping countries. In return for that they receive products, manufactured in accordance with 
the principles of respect for human rights and the environment. In the article, there will be 
presented the Fair Trade idea, the level of awareness of the idea among Poles as well as their 
attitudes towards the Fair Trade idea and products.

Fair Trade standards

Fair Trade is a “trading partnership, based on dialogue, transparency and respect, that 
seeks greater equality in international trade. It contributes to sustainable development by 
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offering better trading conditions to and securing the rights of marginalised producers and 
workers – especially in the South. Fair Trade organisations (backed by consumers) are en-
gaged actively in supporting producers, awareness raising and in campaigning for changes 
in the rules and practice of conventional international trade”.1

Fair Trade manufacturers and importers are obliged to follow the strictly established 
rules. The manufacturer from the countries of North must ensure that in the course of their 
manufacturing there are met all ecological and social standards. The importer must meet 
relevant terms of trade which are: payment of fair and predetermined prices for the product 
taking into account the premium, which is also set forth in advance, prepayment for a sub-
sequent production, stable and long-term trade contacts. The first rule of Fair Trade is the 
minimum price, i.e. the unit purchasing price which is determined on the basis of the mini-
mum wage and costs of production in a given country. The minimum price is higher than the 
equilibrium price that is the threshold below which a given product cannot be sold. When 
the global prices are growing, there together with them are growing the prices for Fair Trade 
products, thus causing a growth of incomes earned by producers and planters. On the other 
hand, when the global prices are dropping, then are also dropping the prices for Fair Trade 
products; however, they may not drop below the minimum price. The minimum price guar-
antees a fair remuneration for work, which is the basis for support provided by Fair Trade. 
It must not only cover all costs connected with cultivation or production of a given good, 
but also be so high that the manufacturer and their family might have survived under decent 
conditions.

The second important rule, which must be followed by the Fair Trade participants, is 
the principle of human rights protection, in this case taking into consideration in particular 
the rights of women and children. Fair Trade guarantees equality of women and men in the 
workplace, limitations related to employment for child labour, and the total ban on slave or 
forced labour. Fair Trade means not only the respect for other people and their work but also 
the respect for the environment. Manufacturing takes place in a natural way, without the use 
of chemical pesticides, based on sustainable and traditional methods of production. There is 
also excluded an excessive pollution of the environment, exploitation of natural resources, 
and trees felling. A further standard met by the Fair Trade movement is granting of a pre-
mium on development of the local community. Depending on the quantity of the commod-
ity sold and type thereof, the premium is from 5 to 30% of the asking price for a good. The 
premium is granted to the organisations of Fair Trade producers once a year. It is aimed at 
improvement of the living standard and development of the region from which the organisa-
tion’s members come. 

The next rule followed by the Fair Trade movement is conclusion of long-term trade 
agreements between producers and buyers. For producers it means a stable financial posi-
tion which enable them planning and development of their activities. On the other hand, for 
buyers it means a reliable source and supply stability. It is proper to mention the direct trade 
relationships of producers and buyers what entails the benefits for the producer connected 

1  The FLO official definitione (http://www.fairtrade.net); Polish translation: www.sprawiedliwyhandel.pl, [access: 07.08.2013].
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with small prepayments or advance payments on account of future productions, the guaran-
tee of the minimum price or advices concerning the situation in the sales market. For buyers 
a smaller number of intermediaries means a lower price of a store-shelf product and the 
guarantee of stable, highest quality at the proven producer’s2. In accordance with the report 
of Fairtrade International, by the year 2012 there were 1.2 million small producers of ‘fair’ 
products in 66 countries worldwide3. 

The Fair Trade market in Poland against the background of other 
countries

Fair Trade products are available in many economically advanced countries such as 
the European countries, the United States, Canada, Japan, Australia, and New Zealand. In 
Europe, ‘fair’ products are popular, first of all, among consumers from the richest states 
such as the United Kingdom, Germany, Switzerland, the Netherlands, France or Italy. In 
accordance with the 2011 report of FLO International, the highest value of Fair Trade prod-
ucts sales worldwide was noted in the United Kingdom (1.5 billion euros), followed by the 
United States (1.03 billion euros). In Europe, the second and the third places after the United 
Kingdom are occupied by Germany (400.5 million euros) and France (315.4 million euros). 
The classification of states is closed by such countries as Lithuania (625 thousand euros), 
Estonia (496 thou. euros) and Latvia (492 thou. euros). The total amount of sales of Fair 
Trade products across the world from 2004 to 2011 grew more than six times. It is estimated 
that the growth of the value of sales of the certified products in Europe accounts for 20% 
a year4. In Poland, like in Greece, Portugal or Hungary, the Fair Trade market is at its initial 
stage of development. Its value is too low these countries could be comprised by the said 
ranking. Despite the fact that the idea becomes from one year to another more and more 
popular and, in the opinion of the Polish Fair Trade Association, sales of ‘fair’ products grow 
each year by 20%, these products account for a low share in the market. The Association 
estimated the value of the Fair Trade market in Poland in 2010 in amount of 1.5-2 million 
PLN5. 

In Poland, there a few channels of distribution of Fair Trade products. According to the 
Polish Fair Trade Coalition, 40% of distribution goes to chains of hypermarkets such as 
Tesco, Auchan or Carrefour and to delicatessen, inter alia, Alma, Bomi, Piotr i Paweł or 
“Kuchnie świata” [Cuisine by nationality], Internet shops have 20% of the share6. The best 
known Internet shop is the shop of the Polish Fair Trade Association “Trzeci Świat i My” 
[The Third World and We]. The shop offers certified food products from small producer 
cooperatives from Africa, Latin America and Asia. Other Internet shops offering products 

2  J. Kwiecień, ”Dwie strony Fair Trade”[in:] ”Fair Trade w globalizującej się gospodarce”, ed. by K. Żukrowska, Szkoła 
Główna Handlowa [Warsaw School of Economics], Warsaw 2010, p. 161-162.
3  ”For Producers, With Producers” Fairtrade International Annual Report 2011-12 [access date: 07.08.2013].
4  Author’s own calculations based on the reports of Fairtrade International and Fairtrade Association.
5  http://www.fairtrade.org.pl/a93_rozmowy_o_odpowiedzialnym_biznesie.html [access date: 07.08.2013].
6  http://www.2010conference.fairtrade.org.pl/images/downloads/Monday-05-Tadeusz-Polish-market.pdf [access date: 07.08.2013].
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with the Fair Trade logo in Poland are, inter alia, “SklepFairTrade.pl”, “Szczypta Świata”, 
“Jarmarki Świata”, “Biosprawiedliwi”, “Rafiki”, “Ohsklep.pl” or “Ekologus.pl”. Certified 
products are also offered by shops with organic and bio foods such as “Żółty Cezar” or ”Bio 
Planet”. In Poland, there are emerging more and more cafes, clubs, and bars where one can 
drink certified coffee sweetened with certified organic cane sugar. It also becomes popular 
among the café chains such as Starbucks, Stop Café or Tchibo; nevertheless, still the percent-
age of such places is low compared with that of the West European countries. We can also 
find certified products in British Marks&Spencer stores located in shopping centres across 
Poland. They offer ‘fair’ food products and textiles. 

The marginal importance of Fair Trade in Poland stems to a great extent from the fact that 
certified products are only being introduced to the Polish market. For the logistic reasons 
and lack of adequate capital, Polish organisations are not able to acquire any larger batch of 
goods directly from manufacturers from the countries of South what forces them to use the 
service of intermediaries which are western importer organisations. A result of the extended 
distribution channel is a higher level of prices for certified products. It is obvious that certi-
fied articles are more expensive than their ‘traditional’ equivalents as it issues from the Fair 
Trade idea pursuant to which ‘fair’ products have their minimum price that usually exceeds 
the level of market prices. However, inability to directly distribute goods to the Polish market 
causes that products with the Fair Trade logo are in this country definitely more expensive 
compared to their equivalents in western countries.7 Most certified products are delivered to 
the Polish market with participation of German, Belgian or British organisations what raises 
the price for products on the store shelves.

Since July 2012, in the Polish market, there has appeared the first certified coffee of the 
Pizca del Mundo brand whose owner is Szczypta Świata. This is the first Polish brand offer-
ing articles with the Fair Trade certificate, imported to Poland without intermediaries. It has 
been established in order to cut the chain of supplies and thus to reduce the price of certified 
products in Poland8. 

Awareness of the Fair Trade idea among Poles

The international association of consumer organisations Consumers International com-
missioned in 2009 carrying out surveys on awareness of the Fair Trade idea, ethical consum-
ers’ sensitivity and their attitude towards responsible purchases. The surveys were carried 
out among 1000 respondents from the six countries of the European: Denmark, France, 
Spain, Belgium, Greece, and Poland. Poland presented itself very poor against the back-
ground of other countries. Among the interviewed Poles, as many as 77% do not have any 
knowledge on the Fair Trade idea and ethical purchases. Only 9% of them admitted they had 
great knowledge on the topic and 11% were poorly oriented in the Fair Trade subject matters. 

7  W. Spirewski, ”Sprawiedliwy handel. Solidarność na sklepowych półkach” [in:] ”Rozwój w dobie globalizacji”, ed. by  
A. Bąkiewicz, U. Żuławska, Polskie Wydawnictwo Ekonomiczne, Warsaw 2010, p. 366.
8  http://www.pizcadelmundo.pl [access: 15.08.2013]
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Certified products are noticed often or very often by 19% of Polish respondents, whereas 
31% of them have never noticed such products of the shop shelves9. The reason for such 
a situation is undoubtedly the low availability of products with the Fair Trade logo in Polish 
shops and stores as well as the still too poor awareness of the existence of such products 
among Polish consumers. The building of social awareness as regards the Fair Trade idea is 
mainly dealt by the Polish Fair Trade Association “Trzeci Świat i My” [The Third World and 
We] established in 2003 in Gdansk. The main tools being used for this purpose are various 
information, promotional, and educational measures covering the area of entire Poland10. 
Of a great importance for Fair Trade promotion are the events related to celebration of the 
World Fair Trade Day which every year is on the second Saturday of May. On this day, in 
more than 70 countries, also in Poland, there are organised film shows, debates, festivals, 
picnics, workshops, pick and taste events, all of which have to disseminate the Fair Trade 
idea among consumers. Another initiative, which in the future will probably reach Poland, 
is the two-week event called Fairtrade Fortnight organised in many countries on the turn of 
March. At that time, there are organised feasts, picnics, film shows, exhibitions, contests, 
excursions, and other attractions of the educational nature. Another form of support for the 
Fair Trade idea is participation in the actions where individual towns may apply for the title 
of Fair Trade Towns, Fair Trade Schools and Universities as well as Fair Trade Religious 
Communities. Such measures contribute to growth of popularity of the idea and they deepen 
the level of awareness among the society. In Poland, so far, only Poznan has got the Fairtrade 
Town title won in October 2012; this title is also sought by Gdansk which tries to meet the 
criteria allowing for being nominated11.

According to the data of the Polish Fair Trade Association, in the Polish market, there is 
the potential for developing the Fair Trade idea as many as 60% of Polish society believe 
that products should be manufactured with observation of ethical rules12. Moreover, 65% 
of Poles declare they are ready to pay higher prices for ethical reasons; however, they are 
mainly individuals aged below 18 and 60+13. Nevertheless, this opinion does not translate 
into Poles’ purchasing decisions. This may be strictly related to the low level of awareness of 
the Fair Trade in the society. According to the Fairtrade International report, merely 44% of 
Poles trust the Fair Trade idea and mark14. Therefore, there are promotion and education are 
so important for development of the market for Fair Trade products in this country.

In order to obtain more precise information on awareness of the Fair Trade idea con-
sumption of Fair Trade products among young consumers, the author conducted in 2012 
a consumer survey in the form of auditorium questionnaire of the pilot nature. In the survey, 
there took part 50 respondents aged from 18 to 34 being consumers of Fair Trade products. 
The interviewed individuals were Warsaw residents with at least secondary education. 

9  ”Postawy konsumentów w stosunku do odpowiedzialnych zakupów”, GlobeScan research for Consumers International, 
November 2009. 
10  www.sprawiedliwyhandel.pl [access date: 07.08.2012]
11   http://www.fairtrade.org.pl/s12_dzialania_edukacyjne_i_promocyjne.html [access date: 07.08.2013].
12  http://www.biokurier.pl/aktualnosci/1994-o-fair-trade-i-konsumenckiej-swiadomosci [access: 09.08.2013]
13  http://www.2010conference.fairtrade.org.pl/images/downloads/Monday-05-Tadeusz-Polish-market.pdf [access: 07.08.2013]
14  http://www.fairtrade.net/fileadmin/user_upload/content/2009/resources/2012-02_Fairtrade_ByTheNumbers_2009-11.pdf
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The individuals taking part in the survey were asked the question of their associations 
related to Fair Trade (respondents could mark a few answers). For more than half of the in-
terviewees, Fair Trade means equal opportunities in trade for producers from the developing 
countries. For 11 respondents, it also means fair remuneration for work; only 3 respondents 
associated Fair Trade with the countries of South. For 14 respondents, Fair Trade associates 
with food, for every fifth – with certificate (Figure 1). 

Figure 1
Associations connected with Fair Trade (number of respondents)

Source: Author’s own elaboration based on the carried out consumer surveys. 

For 27 of the respondents interviewed, certified products account for less than 10% of 
all articles of articles being bought. For 8 respondents, these products account for 10-30% 
of articles being bought. It is certainly connected with the low offer of Fair Trade products 
available in the Polish market as well as their limited accessibility which is noticed by all 
the persons interviewed. At the same time, only for one half of respondents the accessibility 
of ‘fair’ products affected their decisions on purchases thereof. For others it did not matter. 
One may assume with a great caution (the survey was of the pilot nature) that for the Polish 
consume is not a great challenge to find the ‘fair’ product if they are decided to buy it. At the 
same time, while observing consumes, we may jump to the conclusion that for the majority 
of them it is not a problem to visit several shops one day only because in one only a part of 
the products we look for do suit us, while for other ones we have to visit other outlets. This 
may mean that for respondents going to a relevant place only for ‘fair’ products is not any 
great hindrance; this may only mean that they do not visit such shops often. Eleven respond-
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ents visited specialist shops offering products with the Fair Trade mark at least once a week. 
Eight – at least once a month. Every fourth did it at least twice a year but more seldom than 
once a month, and 4 respondents visited such shops only once a year or more seldom. 

Almost one half of respondents asked for places of Fair Products shopping admitted 
those were super- and hypermarkets; the same number of people were making ‘fair’ shop-
ping also in shops with organic food, 13 in delicatessen, and only 5 via Internet (Figure 2). 

Figure 2
Places where respondents buy Fair Trade products (number of respondents)

Source: As in Figure 1.

The reason for such a low percentage of people making their ‘fair’ shopping via Internet 
may be, though lower and lower but still present distrust related to such form of shopping as 
well as society’s habit connected with the need of physical familiarisation with a good prior 
to purchasing it. 

The most often chosen by respondents certified product was coffee bought by 26 re-
spondents who had earlier declared consumption of Fair Trade products. More than one half 
of them reached also for ‘fair’ chocolate. An often choice for 14 respondents was ‘fair’ tea, 
and for 12 – cocoa. Six respondents reached also for fresh fruit planters of which had the Fair 
Trade certificate and four respondents – for dried equivalents thereof (Figure 3).

In the survey, there were identified the factors deciding purchase of food products. It ap-
pears that more than half of respondents put in the first place quality, every third respondents 
was guided by the products price, three respondents were paying attention to the country of 
origin, merely two – to the brand, and one – to the packaging (Figure 4).
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Figure 3
Products most often chosen by respondents in the course of ‘fair’ shopping  
(number of respondents)

Source: As in Figure 1.

Figure 4
The factors deciding the decision to buy food products (number of respondents)

Source: As in Figure 1.
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From the perspective of development of the Fair Trade movement in Poland, optimistic 
is the fact that consumers appreciate product’s quality as it is the quality that is considered as 
the essential rules forming the Fair Trade idea. However, alarming is the relatively high per-
centage of people for whom the most important factor during their shopping is the product’s 
price. As we mentioned before, the Fair Trade products’ price level in Poland forms itself at 
a quite high level what may be the reason for resign from some ‘fair’ products and making 
purchases of cheaper equivalents, not having the Fair Trade certificate.

The key issue revealed in the survey was the reasons for which respondents used to 
choose the products with the Fair Trade mark. For thirteen respondents, an important as-
pect was a reliable source of origin. For nine – the prevailing fashion for Fair Trade. Every 
third respondent was also guided by the conviction of a higher quality of certified products. 
Notwithstanding, the most frequent reasons deciding the choice of certified products were 
ethical ones declared by 27 respondents (Figure 5).

Figure 5
The factors deciding purchases of food products (number of respondents)

Source: As in Figure 1.

Respondents were also asked which of the benefits connected with the rules of the Fair 
Trade idea affected or would affect in the future the choice of ‘fair’ products. Most often 
there were indicated following the standards related to environmental protection (16 re-
spondents). Very important for 16 respondents appeared to be observance of human rights, 
including those related to women and children, while for 15 – fair remuneration for farmers 
from the countries of South. For 10, the argument speaking in favour of the Fair Trade idea 
was also development premiums for local communities of the Global South countries. 
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The Polish society is characterised by a low awareness of the Fair Trade idea. More and 
more Poles begin to be interested in this movement, especially among young and educated 
people, though still, as compared to the western countries of the European Union, Poland 
looks very poorly. This can be evidenced by respondents’ answers to the question whether 
there is the need to organise awareness-raising actions on Fair Trade in Poland. All the peo-
ple taking part in the survey admitted it was definitely or rather necessary. The respondents 
were also asked what they thought of the issue of Fair Trade to be discussed at schools. Six 
respondents definitely supported the idea, 17 were rather pro, 5 definitely con, and 7 did not 
have their opinion on the issue. 

Final notes

The share in the market for Fair Trade products in this country is negligible though it 
demonstrates its growth trend. Taking into account the previous developmental methods, one 
may quite probably assume that the Polish market for Fair Trade products will most prob-
ably be developing in a similar way as it took place in the West European countries. During 
the next few years, the main channel of distribution of certified articles will be shops with 
organic food as just these products account in the Polish market for the overwhelming ma-
jority in the sector of the so-called organic food, which often include also products with the 
Fair Trade logo. All indicates that there will also increase the number of catering facilities 
offering certified products. They will primarily be cafes; however, one cannot exclude that in 
the years to come there will also emerge pastry shops and restaurants which will offer dishes 
and pastry prepared from certified products. There is also possible emergence of independ-
ent chains of distribution of Fair Trade articles run by non-governmental organisations that 
will cooperate with “The Third World and We” Association. One cannot either exclude en 
emergence of an organisation competitive for the Association. 

More and more numerous information campaigns carried out by non-governmental or-
ganisations promoting the Fair Trade idea should stimulate demand for ‘fair’ products and, 
combined with lobbying measures, they will cause extension of the sales offer of certified 
products in international trade chains what will increase supply thereof. However, to make 
the Fair Trade idea develop in Poland, there is the need for a great knowledge and support 
mainly on the side of sellers offering certified products in their shops. 

It is anticipated that popularity of certified products will be ever growing, particularly 
among young and better educated people as it is them who are mostly disposed to make 
consumer choices based on the ethical and ecological aspects.
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Postawy Polaków wobec idei i produktów Sprawiedliwego Handlu

Streszczenie 

Głównym celem artykułu jest identyfikacja poziomu świadomości konsumen-
tów w zakresie idei Sprawiedliwego Handlu oraz poznanie skłonności Polaków do 
etycznych zachowań konsumenckich. W artykule przedstawiono założenia ruchu 
Sprawiedliwego Handlu, jego mechanizm działania oraz poziom dostępności pro-
duktów Sprawiedliwego Handlu w różnych kanałach dystrybucji. Omówiono stan 
obecny ruchu w Polsce na tle krajów Unii Europejskiej oraz sposoby rozwoju idei 
Fair Trade, jak również scharakteryzowano tendencje rozwojowe tej idei w naszym 
kraju. W celu identyfikacji postaw młodych Polaków wobec idei i produktów Spra-
wiedliwego Handlu przeprowadzono badania o charakterze pilotażowym. Wnioski 
z badań własnych i desk research posłużą do dalszych dociekań naukowych na 
temat postaw Polaków wobec idei i produktów Sprawiedliwego Handlu.

Słowa kluczowe: Sprawiedliwy Handel, zachowania konsumenckie

Kody JEL: F13, Q56

Отношение поляков к идее и продуктам Справедливой торговли

Резюме 

Основная цель статьи – выявить уровень осведомленности потребителей  
в отношении идеи Справедливой торговли и узнать склонности поляков  
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к этичному потребительскому поведению. В статье представили предпосылки 
движения Справедливой торговли, его механизм действия и уровень доступ-
ности продуктов Справедливой торговли в разных каналах распределения. 
Определили также нынешнее состояние движения Справедливой торговли 
в Польше на фоне стран-членов Европейского Союза и способы развития 
идеи Справедливой торговли, а также дали характеристику тенденций раз-
вития этой идеи в нашей стране. Для выявления позиций молодых поляков  
в отношении идеи и продуктов Справедливой торговли провели исследования 
зондажного характера. Выводы из собственных исследований и кабинетного 
исследования послужат дальнейшим научным изысканиям по вопросу об от-
ношении поляков к идее и продуктам Справедливой торговли.

Ключевые слова: Справедливая торговля, потребительское поведение.
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