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Abstract 
Consumer perception and purchase of fair trade products have been a topic of intrigue 

for researchers for a long time, because of the complexities involved in accurately 

measuring why and how consumers go for ethical goods. Previous research has 

attributed the fair trade concept to be of interest to only a small group of usually 

ethically minded consumers, and recently to more highly educated high income 

women. These issues and others relating to fair trade have been investigated in this 

research with some interesting findings. 

 

The research tried to find the perceptions of ethical and non ethical consumers to the 

fair trade concept, looking at their understanding of the whole concept and what 

makes them buy or not buy fair trade products and what improvements could be done 

about it. To get these perceptions, data was collected through questionnaires from 

these groups and analysed using the statistical tool SPSS. 

 

The studied showed a marked improvement from the general public, especially from 

men to their awareness of the fair trade concept and their willingness to purchase 

more fair trade products, provided there was complete understanding of the concept 

and a guarantee that the fair trade principles are met.  

 

It was recommended that increase education, transparency and a concerted effort to 

involve mainstream retailers in the process was a good way forward in increasing the 

sale of fair trade in the UK. 

The general impression gathered was that of hope and expectation that if these 

conditions are met, fair trade purchasing will do better than it is doing now. 
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Chapter 1 Introduction 

1.1 Background 
 
Fair-trade is a fairly new concept in the minds of consumers but it has come to play an 

increasing part in the purchasing decision of UK consumers ever since its inception, 

due to the changes in our natural and social environment, which ultimately affects 

food products that consumers want (Newman and Cullen, 2001).  

Bird and Hughes (1997) describe fair trade as, sourcing products from farmers in the 

developing countries on terms that are more favourable than commercial terms and 

marketing them in developed countries at an ethical premium. 

Nicholls (2002) explains that the growth of fair-trade is as a result of political, 

academic, cultural and information factors, which have shifted public opinion toward 

recognising sustainable trade with less developed countries and the concern not only 

in the intrinsic property of a product but also on the supply chain issues surrounding 

these products.  

 

Even though there is strong growth for fair-trade products in the UK, this growth has 

being stymied by limitations such as the inability to widen and sustain awareness 

among consumers to fair-trade products, the lack of product ranges to consumers, 

premium price factors and the lack of concise identification of fair-trade products 

(PricewaterhouseCoopers, 2001). 

 

Increase in carbon emissions, leading to global warming is also playing a part in the 

minds of consumers in their purchase of fair-trade products. According to, Williams 

(2007) in a research carried out in Cranfield University, it shows that products grown 

naturally in developing countries have a lower carbon impact than those in developed 

countries. They compared the production and transportation of 12,000 roses from 

Kenya and Holland and found that Dutch roses had 5.8 times more carbon emission 

than Kenyan roses, even after taking air freight transportation of Kenyan roses into 

account.  
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This was because, a more tropical climate in Kenya is more suitable to growing roses 

commercially as oppose to intensive heating and lighting that is needed to do same in 

Holland.  

Different perspectives on factors affecting fair trade purchases have been put forward 

by researchers, regarding issues such as gender, income level, education, ethics and 

environmental consciousness, with diverse results. It is of interest to the researcher to 

see what has happened since then and what are the new dynamics affecting fair trade 

growth today in the UK. 

This research will look at the broad view of all fair trade products and the factors 

influencing their purchases, rather than focus on a single product category. It could 

have been easier to focus on a single fair trade product, but it was decided together 

with the supervisor to take a broader look at all products in order to get the whole 

picture of what are the factors retarding fair-trade success in the UK and what can be 

done to help mitigate and improve on these problems. The UK market was thought to 

be important to the research due to the great efforts it is marking toward fair trade and 

the active role consumer organisations play in promoting the concept. 

 

The research methods will segment the consumers into ethical and non-ethical 

consumers (‘general consumers’), trying to get their perceptions on the issues 

affecting fair-trade sales in the UK today. 

The research will draw upon knowledge gained principally from studies in marketing, 

especially in consumer perceptions, ethics and introducing products to the market. An 

understanding of international business and operations management will also be 

important in understanding the insights into a global concept such as fair trade. This 

background knowledge will help guide the progress of this report.  
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1.2 Research Project Summary 

 
The research is divided into five chapters in order to systematically work through all 

the necessary stages involved in bringing about a comprehensive analysis of the 

objectives of the research project.  

Chapter 1 Introduction  
In this chapter, the purposes and rationale of doing this research are discussed 

together with the aims and objectives. The target segment which the research will 

focus on is also mentioned. 

Chapter 2 Literature Review 
This chapter takes a critical look on topics and past research that deals around fair 

trade, such as the broad consumer behaviour and society. It looks at how ethics and 

environment influence purchasing and also how fair trade consumption is faring in the 

UK today. 

Chapter 3 Methodology 
The chosen research methodology and tools used to carry out this project is examined 

here and an explanation of how and why this particular method is used is explained. 

Data analysis and shortcomings to this method are acknowledged, together with ways 

of limiting these problems. 

Chapter 4 Results of the Questionnaire  
Results from the data are presented in this section. 

Chapter 5 Discussion on important variables 

 Analysis of the data is discussed to find any trend and novelties in the results. 

Chapter 6 Conclusion and Recommendation 
Based on the results, conclusions and recommendations are made to explain what 

should be done to improve fair trade in the UK. 

References 
All references used in this research are shown here 
 
Appendices 
Important tables, questionnaires and graphs used in the project could be seen in this 
section. 
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1.3 Aims of the research project 
 

The aim of this project is to shed more light on the consumption of fair trade products 

in the UK. The project will look into the reasons why consumers purchase fair-trade 

and also into the obstacles in the market expansion of fair-trade products. The 

practical and relevant information gathered in this research concerning fair-trade 

purchases might be of value to businesses, researchers and organisations dealing with 

fair trade products, as they might use it to overcome some obstacles in the marketing 

of fair-trade products in the UK. 

 

1.4 Objectives of the research project 
 

This will be a UK based research and the objectives will be: 

� To determine consumer awareness of the fair-trade concept. 

� To find out the role of ethics in the consumers’ purchasing decision.  

� To find out the criteria and reasons why consumers purchase fair trade goods.  

� To find out what factors inhibit the purchase of fair trade good in UK.  

 

 

1.5 The Fair Trade concept  
 

According to the consumer website, fairtrade.co.uk, the concept of fair-trade started 

about forty years ago, but it was only in 1988 that the first labelling scheme was 

lunched, after the fictional Dutch character Max Havelaar, who was thought to oppose 

exploitation of coffee prices in Dutch colonies in the West Indies. 

This concept quickly spread to other European Union countries and is now 

represented in most parts of the world. 
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In 1997, the fair-trade labelling organisation was established in Bonn, Germany, 

which enabled a worldwide standard and certification of fair trade products. Today, 

there are 21 labelling initiatives around the world, who are members of the Free Trade 

Labelling (FLO) umbrella organisation. 

 

According to Traidcraft, one of UK’s leading fair-trade organisations, the goals of 

fair-trade are: 

� To improve the livelihood and well-being of producers by improving market 

access, strengthening producer organisations, paying a better price and 

promoting continuity in trading relationships. 

� To promote development opportunities for disadvantaged producers, 

especially women and indigenous people and to protect children from 

exploitation in the production process. 

� To raise awareness amongst customers of the negative effects on producers of 

international trade so that they can exercise their purchasing power positively. 

� To campaign for changes in the rules and practice of conventional 

international trade. 

� To protect human rights by promoting social justice, sound environmental 

practices and economic security. 

 

Achieving these goals will be through creating a system of production and exchange 

that is decidedly non-capitalist (Fridell et al, 2008) by trying to connect producers and 

consumers in a solidarity trade network that operates outside the mainstream system 

of production and distribution. 

 

Fair trade’s loudest claim is that conventional production and exchange creates 

poverty for producers in the South, as they have very limited power in the process and 

only receive a very small portion of the final retail price, because the retailers are 

usually monopolies with very high bargaining powers (Raynolds, 2002).   
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In the US, P&G and Kraft account for 64% of ground coffee sales (Market Share 

Reporter, 2004), leading to an unequal balance of power in the supply relationship 

and even in the best of times, producers in the south still live a precarious existence, 

which has been well documented (Jaffee, Kloppenburg and Monroy 2004; Oxfam 

2002). 

To rectify this imbalance, Alternative trading organisations (ATO), local Non 

Governmental Organisations (NGO), ethical consumer organisations such as Oxfam, 

Traidcraft and Twin Trading are now helping to support the distribution of fair trade 

products (Hira and Ferrie, 2006). These networks provide strategic gains for 

producers through the stabilization of prices, increased income, greater security of 

land ownership and more sustained ecologies of production. 

By offering premium price and technical assistance to farmers, ATO’s make it easier 

for farmers to move toward environmentally sustainable forms of production (Fridell 

et al, 2008). 

 

In return producers must form cooperatives to be registered with the FLO, must not 

use wage labour and must be organised in democratically controlled cooperatives 

(Hudson and Hudson, 2004). 

Cooperatives make sure there are investments in processing and transportation 

equipment, agricultural training programs, health clinics, school buildings, micro-

credit schemes etc. 

 

By involving and mobilizing consumers in developed countries into the fair trade 

network, ATO’s challenge the legitimacy of commodity based societies and their 

tendencies to separate commodities from their production process. In so doing, they 

instil a ‘norm change’ or ‘cognitive liberation’ where purchasing decisions are based 

on the impact of consumption activities on the lives of producers and the environment, 

leading to a social conscience or kind of ‘justice in your cup’ purchasing approach 

(Levi and Linton, 2003; Simpson and Rapone, 2000). 
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Fair trade organisations also recognise the fact that, consumers usually consider their 

self-interested perspective during purchases and not so much the lifestyle and 

production process of the final product. That is why ATO’s are supporting products 

that also present a good taste and quality, so as to meet the basic demands of 

consumers in the developed countries. 

 

1.6 Target Consumer Segment 
 

The target consumers for this research will be principally those who consider 

themselves to be ethical in their purchases and the rest of the consumers, dubbed 

‘general consumers’.  

Differentiating between this two consumer groups will give a better understanding on 

their purchasing patterns and perceptions to fair trade products.  
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Chapter 2 Literature Review 

2.1 The Consumer Society 
 
The categorisation of consumers have taken a broader meaning in recent years, where 

not only buyers and users of commodities see themselves as consumers, but also 

diverse groups such as theatre audiences, hospital patients, university student etc, are 

termed consumers who should be taken into account in the provision of services (Keat, 

Whiteley & Abercrombie , 1994). 

According to Adam Smith, “consumption is the sole end and purpose of all 

production” (Smith, 1994, p.660). This traditional theory of consumption stipulates 

that the consumption process goes through a need stage, where the consumer needs 

are generated, to a want stage, where there is an urge to get something, to a demand 

stage, where consumers start asking for products and finally to a purchase stage, 

where the actual purchase is made. This was the norm in the past but; Hansen & 

Schrader (1997) argues that although satisfaction of need is the objective of 

consumption, consumption is not necessarily to satisfy needs.  They argue that, this 

holds true especially in modern consumerism as there are lots of reasons why people 

buy products. Some of these reasons range from ethical, prestige, belongingness and 

gaining influence. 

As the world moves toward a more market economy, we see consumers being 

empowered by increasing disposable income and the ability to freely make choices. 

This increase power, which is as a result of providing consumers with more 

information on products, consumers ability to understand long term effects of 

purchase, consumer protection laws and consumer representation,  has led to an 

increase in consumer sovereignty with the power to reward or punish suppliers 

(Hansen & Schrader, 1997). This power is wielded collectively and acts equally in the 

market, as it is not usually targeted toward any specific supplier.  
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This generalised power of the consumer becomes specific and targeted when there is a 

‘violation’ of the norms and some segments of the market begin to feel cheated in the 

supplier-customer or producer-supplier relationship or a new awareness begins to take 

effect in the market place (Rawwas, 1996).  

This usually leads to splinter groups developing such as ethical, organic and green 

consumers.  

 

The UK consumer society today is sometimes referred to as having reached 

‘hedonistic’ proportions, where material acquisition is the core meaning of our 

existence and values such as family and religion are being relegated to the 

background (O’Shaughnessy et al, 2002). Consumers seek to acquire as much 

material possession as they might with the help of unscrupulous marketers. 

It could be argued that the accumulation of material possessions is a consequence of 

wealth and has always existed that way, which tend to signal the owner’s self image 

and values (Douglas & Isherwood, 1979). The problem here is that only very few 

people are able to indulge in such privileges leaving a skewed image behind of the 

society we live in. 

Schudson (1984) argues that, consumption and commodity acquisition becomes a 

means of seeking social memberships and acceptance not least love and friendship. 

Fiske (1990) corroborates this by saying that people in affluent democracies seek 

visibility and social status because, appearances matter enormously and there is no 

way of denying them this choice without abandoning democracy and the freedom to 

choose. This is supported by data from the office of National Statistics, which shows 

an increase in consumption in UK household from 0.8% in 2004 to 2.5% in Q.1 of 

2008 (www.statistics.gov.uk/StatBase/Product). 

These excessive consumer sovereignty and unlimited satisfaction can have 

problematic consequences which will be borne by other people. These other people 

usually live in vulnerable regions of the world with fragile ecosystems.  
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The external cost of our increased consumption usually manifest itself in phenomena 

such as green house effects, deforestation of tropical rain forest, melting ice caps, 

flooding and other ecological disasters (Kolstad, 2002). Hence, there is a need for 

increased ethical consumer responsibility toward a sustainable consumption 

framework, by way of reduction of consumption, institutional regulations, promotion 

of environmental and ethical consumerism (Hansen & Schrader, 1997). This 

excessive behaviour begs for the question to be asked, if consumers actually care 

about ethics and the effects of their consumption to the environment. 
 

  

2.1.1 Consumer Behaviour 
The study of consumer behaviour focuses on how individuals make decisions to spend 

the available resources (time, money and effort) on consumption related items. This 

includes what they buy, why they buy it, when they buy it, where they buy it, how 

often they buy it and how often they use it (Schiffman & Kanuk, 2000). 

Consumer behaviour is important as it gives managers and marketers the possibility to 

know the factors that influence consumers in the acquisition, consumption and 

disposition of goods and services (Mowen & Minor, 2001).  

Consumers usually increase their consumption when they have met their basic needs 

such as water, shelter and food (Maslow, 1946). Most of these needs are easily met in 

the developed countries and people tend to move to a higher level of needs. 

 

On the contrary, in the developing countries, most basic needs cannot be met; 

therefore moving to a higher level of need is a tremendous challenge, which reduces 

the rate of consumption. 

Consumers are mostly motivated to purchase in order to satisfy both the physiological 

and psychological needs (Blackwell et al, 2006). An understanding of these needs will 

go a long way into knowing which products will be purchased by consumers and how 

these products will be marketed.  

 



An analysis of consumer purchasing attitudes and the challenges of fair-trade 
products in the UK 

 
 
  

----------------------------------------------------------------------- 
Blekinge Institute of Technology, School of Management. 
 

15 

One of the difficulties of understanding consumer behaviour is the fact that each 

consumer has their own individual personality, which reflects on their individual 

differences. This point is particularly poignant when it comes to the purchase of 

foreign products. Ethnocentric consumers will prefer home made products to foreign 

products (Sharma et al, 1995), which shows that, older American consumers in 

remembrance of world war  II, still refuses to purchase German- and/or Japanese 

products, while some Germans and Japanese feel similar about American products. 

This perception could be eliminated if products such as fair trade are continually 

being marketed as a way of helping poor farmers, rather than just an alternative way 

of trading.  

 

Globalisation has changed consumer perceptions and people are more inclined to 

consume products that are made abroad (Jackson, 2004), because it is easier for 

information to flow from one end of the globe to the other. It is also as a result of 

changing consumer attitudes by way of personal experiences, the influence of family 

and friends, direct marketing and mass media. Organisations like Oxfam and 

Traidcraft have played a great role in targeting some segments of the consumers who 

are receptive to the idea of helping farmers in the developing countries. This 

communication process has been very effective and there are very encouraging 

feedback from consumers, because fair-trade purchases has seen a great increase in 

the UK with a total consumption of close to £500 million in 2007 

(www.fairtrade.org.uk).  
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2.1.2 Ethical Consumers and Purchases 

 

Ethical consumerism has been defined differently by researchers with some authors 

like (Adams, 1989; Ekins, 1989) describing it as a tool for social change, while 

Bendell (1998) describes it in the wider sense of consumer action, which involves 

activities other than purchasing, such as dialogue with retailers and manufacturers and 

lobbying of governments. 

Bendell (1998) also suggest that ethical consumerism has a ‘citizen’ as well as an 

activist aspect to it, as shown in the diagram below. 

 

 

Figure 2.0 Types of Ethical Consumers 

 
Source: adapted from Bendell (1998) 

 

Figure 2.0 above shows ethical consumerism being divided into three sections, with 

those who purchase goods with ethical characteristics; those who boycott purchasing 

unethical goods and those who use their consumer power to try and lobby interest 

parties to influence certain decisions (activist). 
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Barnett et al (2005) describes a variety of ‘ethical’ issues that are of concern to 

consumers, some of which includes environmental sustainability, health and safety 

risk, fair trade, labour conditions and human rights. This broadens the concept of 

ethical consumption and makes it even more difficult to narrow it down to a single 

perspective for research. 

Shaw and Clarke (1999) concluded that, fair trade was the most important issue of 

ethical concern in consumer behaviour in the UK when compared with environmental 

and vegetarian concerns. This brings fair-trade high up in the consumer ethical 

consumption priorities, but at the same time raises the questions as to why fair trade 

consumption still is a minor part in the overall consumption of UK consumer 

purchases. 

 

Demographics also played a great part in the ethical purchases of consumers, with 

research from Littrell and Dickson (1999) that fair-trade buyers were demographically 

homogeneous and consisted of highly educated, well-off Caucasian women in their 

forties, with a large portion being teachers, health professionals and social workers. 

This also correlates with the Idea Consult (2002) study in Belgium stating that the 

fair-trade purchaser is relatively highly educated and has a relatively high income and 

social status.  

 

Research on ethical purchasing and consumer preferences has been a challenge to 

researchers for a long time and is still an ongoing grey area in the academic world, 

with contrasting viewpoints emerging about this topic (Smith & Quelch, 1996).  

The problem is further compounded by the fact that marketers are not ethically neutral 

when it comes to selling products, as they seek to manipulate the consumers in the 

way their products should be perceived, Fineman (1999).  

This tendency has led to the rise of activist consumer groups such as Greenpeace, UK 

Consumer Association, Friends of the Earth and Oxfam to try and promote social 

responsibility in business and protect the interest of the consumer. 
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Activist and researchers clearly recognise these problems, but the question to be asked 

is; does the consumer they are trying to protect actually recognise this problem? 

Kotler (1972) in Societal Marketing Movement argues that, consumers might not 

always desire what is good for them, for example, consuming cigarettes. Their desires 

might be satisfied in the short term but it will definitely be bad for them and for 

society in the long run. 

Some scholars argue that there is a rise in ‘consumer sophistication’ through an 

increase in awareness of consumer product knowledge, but research has shown that 

there is no guarantee this will translate into ethical buying practices (Titus & Bradford, 

1996). Possessing this knowledge is not enough, but it is the ability to act on this 

knowledge that is vital. Some consumers use this knowledge to buy ethically, while 

others have the knowledge but do not use it to reward or punish ethical and unethical 

companies (Sproles et al, 1978). 

There are conflicting research in this area of ethical consumption, because past studies 

have shown that consumer attitudes are influenced by negative information (Amine, 

1996), which led to boycotts that pressured Nike to pressure its subcontractors to 

improve working conditions of its employees and ‘Boot the Bell’ campaign against 

Taco Bell to increase the price it pays its tomato pickers by a penny a pound (Nieves, 

2005). 

The Cone and Roper UK study, Simon (1995) cited in Carrigan, & Attalla (2001), 

found 85% of consumers had a positive image of a company that supports something 

they cared about and 15% said they will be more likely to pay more to a cause which 

is important to them. A good example of consumer activism is the global Nestle 

boycott over infant formula, which cost the company $40 million in lost sales 

(Nelson-Horchler, 1984). 

Forte & Lamont (1998) found out that there is an increase in purchases based on a 

company’s role in the society, with consumers more likely to purchase from a 

company that is actively involved in social activities in their communities than those 

which are not.  
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Also encouraging is the fact that 44% of the UK public may have boycotted a product 

during the past 12 months because of ethical reasons (Mason, 2000) cited in Carrigan, 

M & Attalla, A. (2001). 

 

Despite all these enthusiasm, it could be thought that consumers will be really ethical 

in their purchases, but on the contrary, other research shows that only 20% of UK 

consumers had actually purchased something because it was associated with a cause 

that mattered to them (Folkes & Kamins, 1999). 

Social responsibility and ethical purchase is not the dominant issue in consumer 

purchase decision (Boulstridge & Carrigan, 2000) cited in Pelsmacker et al (2005) as 

most consumers do not carry out what they say they will do during answering 

research questions. 

Another study conducted by Cooperative Bank in 2003 in the UK found that only 5% 

of the general population actually make purchasing decisions based on ethical criteria. 

This further shows that even though lots of people will claim to be ethically minded; 

only a very small number will actually make purchases based on ethical concerns. 

The notion of ‘consumer sophistication’ is further debunked by the 2002 survey of 

4000 households by the UK market information group, TNS, which found that 33% of 

consumers didn’t know how to identify an organic product and 52% claimed they will 

look for the word ‘organic’ on the product.  

This further confirms a Dragon International study in 1999, where only 26% could 

name a socially responsible firm and 18% could name a least socially responsible firm; 

we could then see that not much progress has been made from that time in terms of 

improving consumer awareness to social issues on purchasing.  
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2.1.3 Environmental Consciousness 

 

Public acceptance of environmental issues has heightened over the years due to global 

warming and lots of discussions on environmentalism and corporate policy (Porter & 

Van der Linde, 1995). 

In the USA, 60-90% of consumers are concerned about the environmental impact of 

their purchases (Klein, 1990) and environmentally responsible products have gained a 

market share of between 20 and 30% in the retail category (Kohl, 1990). 

In his study, Webster (1975) defines a socially conscious consumer as one who takes 

into account the consequences of his or her purchases and one who tries to use his/her 

purchasing power to bring about social change. This type of consumer will try and 

purchase responsibly in a way that will both satisfy his/her needs and also benefit the 

environment in which they live in. 

 

In the UK, environmental purchasing issues have  been reignited by the Publication of 

the British Government’s Sustainable Development Strategy (DEFRA, 2005) with 

policy debates surrounding the role of individual citizens in ameliorating 

environmental problems caused by overconsumption and the so-called ‘throw away’ 

society. The debates focus on recycling, saving energy and conserving water. Even 

though there is the general recognition that to achieve success, these policies have to 

focus on information and awareness, there is little account as to how these 

information will be perceived by different lifestyle groups and which action they 

might take on it (Owens, 2000).  

 

Hobson, (2002) argues that the ‘civic’ approach to environmental issues whereby, 

consumers are being told to follow environmental laws, will not help change 

behaviours, unless there is an enhancement of the knowledge and awareness of 

environmental problems and a focus on the impact it brings to communities, we will 

continue to see a less than wholehearted effort to move in the direction of 

environmental sustainability. 
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A research aimed to examine the attitudes, values and reported environmental 

behaviour of a representative sample of the general public undertaken from October 

2001 to September 2003 of 1600 households in Devon, a county in South West 

England, which formed a major empirical element of an Economic and Social 

Research Council project on Environmental Action in and around the Home (Gilg et 

al., 2003), showed that 69% of respondents were environmentally concerned about the 

impact of their actions to the environment, while another 62% thought they had a 

moral motive to help improve the state of the environment. But only 9% said they got 

satisfaction from their environmental actions.  

This could be seen in the light that, since there is no immediate impact to the 

environment from our actions for people to see, it then makes it even more difficult to 

persuade consumers to engage in more environmentally friendly deeds. 

 

People willing to pay more for fair-trade products according to the study, were also 

low at 32.5%, due to the fact that, there was no clear cut understanding of the fair-

trade concept by the respondents.  

Lastly, awareness of environmental actions, was only at 23.5%, which means only a 

quarter of the sample population knew which actions to take to better the environment, 

even though 69% were environmentally concerned about the impact of their actions to 

the environment. 

This further drives home the point made by Hobson (2002) that an enhancement of 

the knowledge and awareness of environmental problems is needed for consumers to 

understand and become actively involved in ameliorating the state of the environment 

through their actions. 
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2.2 Fair-Trade Consumption 

 
2.2.1 Successes and Challenges to Fair-Trade in UK 
 

Despite the challenges to fair-trade purchases in the UK, there are promising signs 

that both consumers and retailers are becoming more interested in the concept for 

varying reasons. Food scare in Europe is ironically becoming a tangible reason why 

consumers become interested in ethical purchasing, especially with the wave of BSE 

or ‘mad cow disease’ that have affected farmers in Europe (Hira & Ferrie, 2006; 

Michelsen et al (2001) cited in Padel & Foster (2005).  

A Mintel 2007 report also found that 43% of UK consumers will go in for fair-trade 

products, because they are healthier and taste better due to their organic nature. 

According to Mintel (2007), retailers such as Co-op have seen their fair-trade 

purchase increase to £195 million in 2006 from £141 million in 2004. Co-op is a 

leading fair-trade retailer in the UK, which is in line with its values of social 

responsibility, equality and equity. Their fair-trade products range from coffee, teas, 

cakes, chocolate, fruit juice, fruits and wine. Other UK shops such as Sainsbury, 

ASDA, Tesco, Body Shop and Waitrose are also increasingly having similar fair-trade 

products on their shelves. 

 

Up until 2002, a good number of consumers could not easily identify fair-trade 

products, as there were sometimes as many as 7 different logos in 17 countries for the 

same products (Jones et al, 2003). These variations created real problems for those 

who wanted to purchase fair-trade, as they could not trust these products based on so 

many different marks. This led to the creation in 2002, of the universal labelling 

initiative in UK, which finally created a unique logo for all fair-trade products, 

bringing an end to this confusion and restoring some consumer confidence in fair-

trade products. 
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Fair trade has also gained a lot of positive traction in the UK, with strong showings in 

its visibility and movement demands. According to the fair trade magazine Brand 

Strategy, ‘unprompted’ recognition of the fair trade mark in the UK, has risen from 

12% in 2000, to 25% in 2003 and 42% of the population associate the mark as 

‘guaranteeing a better deal for third world producers’ (Doonar 2004). 

Case study research by Hudson and Hudson (2004); Ronchi (2002) suggest that, those 

farmers who are integrated into the fair trade movement have seen significant 

advantages as per their economic security. This has been so through increased 

incomes, price stability and reduced dependency on a single cash crop. 

The fair trade movement has also been succeeding in its strategy of securing gains for 

its current producer organisations and extending them to many more farmers. By 

moving more products into the fair trade label, ATO’s have increase sales and further 

strengthen the fair trade brand recognition among consumers. 

This strategy has been working especially in the UK, which has seen a more than 

doubling in the number of organisations participating in fair trade events between 

2000 and 2004 (Fridell, 2008)  and now has 350 registered traders across the world, 

and 550 licensees in developed countries. On the production side, the fair trade 

movement now has 800,000 cooperative farmers and workers in 48 countries, with 

half of them being coffee producers (Fridell, 2008). 

 

Looking at the progress made by the Fair Trade Foundation (FTF) in the UK in its 

sale of fair trade products, it can be seen that sales value of FAIRTRADE marked 

products rose from £290 million in 2006 to £493 million in 2007 (fairtrade.org.uk, 

2007 Annual Report). This rate of growth sales was sustained by an increase in the 

number of producers supplying the UK and also an increase in the number of retailers 

joining the fair trade movement, such as Sainsbury’s and Waitrose who switch to 

100% fair trade bananas, contributing to a 130% sales increase. Cotton sales also 

grew from £4.6 million in 2006 to £34.8 million in 2007 due to significant 

commitments from Marks and Spencer, Tesco Clothing and other high street retailers 

(fairtrade.org.uk, 2007 Annual Report). 
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Specific organisations like café direct as of 2003 had obtain 7.2% of the UK’s roast 

and ground coffee market and increased sale by 10% of its fair trade products in 2007 

(www.cafedirect.co.uk), while Traidcraft were making sales turnover of over £16 

billion in 2007 and £16.3 billion in 2008 for all sales categories, which includes craft, 

clothing, cards, calendars, food and beverages (www.Traidcraft.co.uk). 

 

More encouraging news for fair trade is the fact that, all the publicity and information 

dissemination to consumers seem to be bearing fruits, with a survey by TNS in 2007, 

which shows that 57% of the population recognises the fair trade mark, up from 52% 

in 2006, while 53% understood the mark stands for a better deal to farmers in the 

developing world. 

The FTF is intensifying its campaign by introducing the fair trade fortnight, which 

runs from the 26th of February to 11th of March with the theme, ‘Change Today, 

Choose Fair Trade’, which is an appeal to individuals, community groups, schools, 

churches, universities to up their ethical activities in order to realise the Fair trade 

Foundations vision of a bigger movement for a positive change on trade.  

Fair trade also reduces the feeling of ‘noblesse oblige’ charitable giving to the poor, 

because people now understand that this is a sustainable way of helping farmers from 

developing countries and in the long run, they will be able to help themselves and 

reduces the effect of donor fatigue (Fridell, 2008). 

 

Fair Trade Challenges  

Despite its successes in recent years, fair trade consumption in the UK has not being 

without its problems and purchases still occupies a minor position in the general retail 

industry.  

One of the major challenges to fair-trade is the lack of a major attempt by UK retailers 

to highlight fair-trade products in their supermarkets and also the inability to widen 

and sustain awareness on fair-trade to their customers, as these products only 

constitute a very small part of their total revenue intakes, PricewaterhouseCoopers 

(2001) cited in Jones et al. (2003).  
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Investing in products that do not seem to increase the contribution margin of retailers 

is in itself a disincentive to business and this coupled with the fact that, consumers do 

not necessary ‘punish’ those businesses that do not actively engage in ethical issues 

may further motivate retailers not to stock fair-trade products. 

Fair-trade purchasing according to Jones et al (2003), presents a challenge to retailers 

as it is sometimes difficult for them to ensure constant supply from less developed 

countries, due to political and economic instability in some of these countries.  

There is also the problem of lack of good transport and distribution network 

infrastructure, which makes it hard for products to be delivered on time to their 

destinations. Curtailing the cost of maintaining fair-trade products through 

transparency, verification, tracing and auditing of products throughout the supply 

chain has proven to be a daunting task to retailers and this extra cost discourages them 

from investing more in the fair-trade concept. 

 

Looking at the consumer side, Mintel (2001) found out that a vast majority of 

consumer and retailers found the price premium of fair-trade products to be a great 

barrier in their purchase of these products, as they are relatively more expensive than 

conventional products. They also found that lack of information, poor product 

presentation, the lack of availability and poor displays in supermarkets, all contributed 

to low purchase of these products. 

Another theoretical argument against the concept of fair trade, which is being waged 

by some large companies dealing with fair trade products, such as Procter and Gamble, 

Nestle, Sara Lee and Kraft (‘The Big Four’) is that, fair trade ignores the relevant 

market forces, which actually causes producers’ problems, that is supply and demand 

factors. They argue that the fair trade solution, which is stable prices no matter the 

demand or supply conditions will actually exacerbate the crises rather than solve it 

(Nestle, 2003).  
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According to the big four, the low prices for commodities, especially that of coffee 

was as a result of overproduction by developing countries, especially Brazil and 

Vietnam between 1997 and 2001, which led to too much supply and therefore a 

decline in prices (Lindsay, 2004) and that if fair trade organisations need to help 

farmers get good prices for their products, they should encourage them to regulate 

production, which will increase prices and therefore benefit every farmer in 

developing countries rather than just farmers in the fair trade movement scheme. 

This argument is very difficult to implement on a general consensus basis because, as 

with the case of Brazil, they had to increase production due to the depreciation of their 

currency the ‘real’ and the adoption of more large-scale, intensive farming techniques.  

 

Corporations also use the proliferation of ‘ethical’ brands as a way of promoting their 

stance on corporate social responsibility and flaunt the idea of fighting for justice and 

equal relationship with producers in developing countries (Fridell, 2008). The success 

of these corporations to brand their own products as ethical dilutes the power of the 

fair trade label, which has struggled to attain a reasonably high degree of recognition 

and equity in the eyes of the consumer. This situation came to bear as a result of the 

fair trade organisation’s baiting the big corporations into participating in ethical 

purchasing, which has now come to haunt them. 
 
With all these challenges, it is not surprising that it has taken so long for the fair-trade 

concept to be fully accepted into the mainstream business sector. It will require major 

impetus from both retailers and consumers to further push this concept and propel it 

into the right direction. 
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2.2.2 Summary  

 
After going through the literature review, there are lots of questions that arise, which 

this research will try to cast more light on. Giving the rise in ethical purchasing and 

the successes of fair trade, can we possible gauge the level of awareness and 

commitment from consumers to this concept or is it a fleeting trend based on other 

aspects that affect consumer behaviour? Are consumers becoming more ethical 

because ‘it-feels-right’ or are they willing to invest more resources into fair trade.  

Do consumers understand the effects of their fair trade purchases and what do they 

think can be done better to improve fair trading in the UK? 

All these questions have been looked into by different authors with different results 

and will be looked into once again by this research to see if the trends still hold or if 

they have been adjustments. 
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Chapter 3 Methodology 

This section will look at the way the project is being tackled and which tools were 

used to get the necessary information. 

3.1 Epistemology of Research 
This research followed the positivist frame of reference, which tries to examine 

differences between theories and facts on the ground and explain whether its findings 

are consistent with previous results (Anderson, 1983; Landry, 1995).   

These theories were tested through an exploratory process done by using 

questionnaires, followed by statistical analysis (Ackroyd, 1996).  These 

questionnaires helped to better understand the consumer perceptions and purchasing 

decisions that go with the concept of fair-trade. This epistemological approach tried to 

understand the relevant theories involved in this field of study and linking them to the 

objectives of this project. After getting feedback from target consumer segments, an 

analysis was done on the results to see if it fits with already written works in this area 

or if there are new patterns developing, which needed a closer look. 

 

3.2 Targeting consumer Segments  
The questionnaires were set to cover two sets of consumers; those who were ethically 

minded and those who were not particularly ethical minded also called ‘general 

consumers’. It was decided to focus on these two samples, because these consumer 

types have different reasons for purchasing fair trade products. Posing slightly 

different questions to these two samples gave a good idea as to what makes them buy 

or what deters them from buying fair trade products. Also their understanding and 

recommendations to the fair trade concept will help marketers know what should be 

done to improve on sales. 

To access these consumer segments, questionnaires for ethical consumers were placed 

at some fair trade shops in Sheffield like Oxfam and Traidcraft with the consent of the 

shop owners, which were subsequently filled by those whom the shop owners could 

identify as their ethical consumers.  
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Even though everyone goes to these shops, the ethical shop managers made sure that 

only those who could be identified as being ethical were asked to fill in the forms. In 

this way, it was sure that the segments of consumers who actually filled in the ethical 

forms were actually really ethical.  As the researcher was not present during the actual 

filling of the forms, it could not be said with certainty that only ethical consumers did 

fill in the forms and identification of ethical consumers had to be left to the discretion 

of the shop managers, which is one of the limitations of this research. Nevertheless, it 

was decided that the shop managers were better equipped in identifying their ethical 

consumers than the researcher was. 

 

The other segment of ‘general consumers’ were targeted through a random sampling 

of customer at airports, shopping centres and the city streets, in order to obtain a 

representative sample of the target population (Zikmund, 2000).  The area of survey 

was in Sheffield due to mobility constraints and the sampling was spread out to as 

many different locations as possible to portray a representative cross section of the 

target population and also to reduce sampling error, due to the fact that the size of the 

target sample was not that high (150 respondents in total).   

It could have been of great value if the research had extended to cover the retailers’ 

perspective and find out why they purchase the way they do and what are the limiting 

factors and areas for improvements, but it was decided that, this would have been too 

broad and resource consuming. This could be an area for future research. 
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3.3 Data Collection Methods 

 
3.3.1 Using Questionnaires 
Relevance and accuracy are the two basic criteria to be met if a questionnaire is to 

achieve its purpose (Zikmund, 2000). The purpose of the questionnaire was to achieve 

the objectives set at the onset of the research, by setting questions that are relevant to 

the topics of research and to obtain relevant answers to cover the objectives. The 

questions were phrased in simple and unambiguous language, so as not to be 

misunderstood by the respondents. 

Elaborate steps were taking in the designing process to make sure that all the 

questions were relevant and do not contradict each other. The steps taken in the 

questionnaire design were as follows:  

 

� Designing the Questionnaire: 

Schuman (1996), suggest that designing a questionnaire should always begin 

with easy and closed questions, while complex questions should be at the end 

of the document. This is because; respondents should feel comfortable with 

the questions in the beginning as they are easy and quick to answer. After 

gaining their trust in the beginning, they will feel freer to delve into the 

complex and sometimes personal questions. 

This project followed this premise and started with easy, quick and close 

questions in the beginning, such as asking for the gender, educational level 

and age of the respondents. Also the topic of the questionnaire, which is on 

fair trade, was made acquainted to the respondents in the beginning of the 

questionnaire, in order to give the respondent a quick understanding of the 

purpose of the questionnaire. 

It was also made sure that the halo effect on the questionnaire was avoided, 

that is, associating a series of similar questions that were too similar to each 

other.  
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This had the tendency of confusing the respondent into giving similar response 

to all the successive questions. In avoiding this, open ended questions were 

sometimes alternated with closed questions.  

Two part questions were avoided, such as linking two questions with ‘and’. 

This is because it would have been difficult to analyse the results, since there 

will be two answers to the same question.  

 

� Pre-testing the Questionnaire: 

Pretesting will ensure that the respondents understand the questions and ensure 

that the proposed modes of reply are relevant (Hunt et al, 1982). A draft 

questionnaire was given to 20 respondents in a face to face setting and also 

over the internet with the help of the web site ‘surveymonkey.com’.  

This pretesting made it possible to note the non-verbal reaction of the 

respondents, to see if there were any ambiguities in their responses. It also 

made it possible to check the flow pattern of the questions and to measure the 

validity of the response scales of some of the questions. Only those questions 

that actually measured the concept of fair trade were retained.  

At the end of the process, the final questions were clear and efficient to both 

the respondents and to the researcher. 

 

� Actual administering of the final questionnaire: 

According to Yammarino et al (1991), administering a questionnaire gives a 

high response rate depending on the technique used to collect the information. 

Some of the questionnaires in this project were administered by e-mail, while 

some were self-administered and the bulk of the rest were administered face to 

face. 
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3.4 Administering the Questionnaire 

 
� Face-to-Face   

80 of the questionnaires used in this project were administered face to face to 

the respondents. This was the questionnaire to the general public, which could 

be seen in Appendix A. This mode of administration allowed the researcher to 

reply directly to any query that the respondents might have about the 

questionnaire (Thietart et al, 2001). It also made it easier to check if the 

sample was representative, because the researcher will have to select the target 

sample and make sure there is a good mix of people from all walks of life. 

In administering the face to face questionnaires, the researcher encountered 

instances where some respondents were waiting for a sign of any expression of 

approval or disapproval from the interviewer, before they will respond to the 

questions. This was strictly guarded against, by being bland and not giving any 

physical clue as to what the answer might be. This was to avoid leading the 

respondents to a particular answer and making sure the only answer gotten 

was that of the respondents’. Also some respondents found some of the 

questions too personal, especially when asking about their age and income 

level. Anonymity and confidentially was invoke here by the researcher to try 

and put the respondents at ease with these types of questioning.  

Even though face to face questionnaire are said to provide high response rates, 

it was discovered that, some few respondents didn’t answer some of the 

questions posed, as they couldn’t immediately remember the answer  or were 

in a hurry to get it done and had little patience thinking about the answers, 

leading to some questions being coded as ‘no response’. 

It also proved to be a daunting task in terms of moving from place to place, 

stopping and asking people to respond to the questionnaires. Some people 

were very open and receptive, while others were, to put it mildly, not so 

receptive and at some point the researcher had to develop a ‘thick skin’ in 

order to successfully attain the questionnaire target number. 
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� Self-Administered 

50 self administered questionnaires were giving to ethical consumers in 

various fair trade shops in Sheffield and collected after a two week period. It 

was decided to self administer the questionnaires rather than conduct face to 

face interviews, because, at this period of the year, many of the visitors to 

these shops were on holidays. There was only a trickle of customers coming in 

to buy fair trade products. Gathering face to face data this way, would have 

taken forever to complete. Therefore, with agreements from the shops, some 

questionnaires were left behind to be presented to those ethical customers who 

might want to help the researcher complete the study. 

All fifty questionnaires were filled out with some ‘no responses recorded’ The 

cost of doing this was low, because no back and forth travelling was involved, 

but it was difficult to know who replied and also hard to sample the 

respondents.  

 

� Mail  

The general questionnaires were sent to a large number of recipients through 

e-mail but only 20 replies were gotten. There was also some ‘no response’ 

categories, which could be seen in the data presented. The advantage of this 

mode of questioning was that, it was easy to reach a large a number of 

respondents with very low cost involved and there was no chance for leading 

or bias coming from the researcher during the response process. Since the 

‘surveymonkey’ website was used to send the questions, it was easy to directly 

use the data to make statistical analysis. 

But on the other hand, the rate of response was low as people could just delete 

the mail if they didn’t want to participate and also there was no way of 

sampling the respondents to get a microcosm of the society. There was no way 

of knowing who has replied or if one person answered the questions more than 

one time.  
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3.5 The Questions 
The selection of the questions was done with the purpose of shedding more light to 

the objectives of the research. The structure of the questions was carefully made to 

include the three variables that can be collected using the questionnaire method, 

which were attributes, behaviour and opinion (Dillman, 2000). 

 

The questionnaire for ethical consumers was divided into three main parts, though 

with no clear distinctions. The first part which consisted of questions 1-6 looked into 

the attribute data variable dealing with the demographics of the respondents. The 

second part from questions 7-12 looked into the behaviour of the respondents, 

especially what they actually did purchase as regards to fair trade, while the third part 

was from questions 14-19, which dealt with the opinion variable, dealing with how 

the respondent felt about fair trade and what they think could be done about it. 

The questionnaires for ‘general’ consumers was also divided in like manner, with 

questions 1-6 on attributes, questions 7-12 on behaviour and questions 15-21 on 

opinion. 

 

Looking at both questionnaires, the first six questions on demographics was to find 

out about gender, age, income level and education of those who purchase fair trade as 

some research has suggested that, this plays a great deal in their purchase decisions, 

Idea Consult (2002); Littrell and Dickson (1999). The questions were all closed ended 

questions due to the obvious nature of the answers. This section will help validate or 

invalidate the results of previous research which shows that the majority of those who 

purchase fair trade products were mostly well educated, high income women in their 

middle ages. 
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The second set of questions dealt with the actual purchasing behaviour, asking 

respondents which products they purchased and what their frequency of purchase was.  

It also looked into where the purchases were made, what were the reasons for these 

purchases, how ethical are they in their purchases and what percentage of their 

shopping budget goes to fair trade products.  

This line of questioning will help provide practical information as to the reasons why 

people buy fair trade products and also examine the avenues where these products are 

mostly purchased, since some research has shown a lack lustre desire by mainstream 

retailers to stock fair trade goods (Jones et al, 2003). This section of questions will 

also examine the role played by ethics in the minds of consumers during a fair trade 

purchase, even though it might be misleading because most consumers will like to be 

seen as ethical purchasers, which might contrast the findings of Boulstridge & 

Carrigan (2000), which shows that ethics is not the dominant issue in consumer 

purchasing decision. 

 

The last section of the questions dealt with the opinion of consumers to fair trade 

products. It asked them if they are satisfied with their purchases, what factors limit 

their fair trade purchases, do they understand the concept of fair trade at all or is there 

more to be done on educating the masses toward this concept of trade. The ethical 

consumers were also asked to provide ideas and suggestions as to how fair trade 

concept could be improved in the UK and what could be done to further increase the 

sale of these products, which might just confirm Shaw and Clarke (1999) that, fair 

trade was the most important issue of ethical concern in consumer behaviour in the 

UK. 
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3.6 Data Analysis 
In order for any meaningful information to be obtained from the data collected, the 

samples need to be analysed and interpreted correctly (Saunders, 2007). The 

information obtained from the questionnaires were categorised and classified using 

statistical data processes, which helped facilitate the collection process. Tables, 

relationships and diagrams were established using the statistical modelling software, 

Statistical Package for the Social Sciences (SPSS). 

In using this software, the format of the data input has to be right and the codes needs 

to be checked for missing data otherwise there will be errors in the analysis This 

usually occurs when the respondents fails to answer a particular question or does not 

want to answer it. If the data is correctly categorised, then it will be possible to get 

meaningful interpretation from it (Bryman, 2004).  

Closed ended questions were coded using ranges from very satisfied to not satisfied 

and open ended questions were coded using an average standard of replies given to 

form a category of answers. 
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Chapter 4 Results of Questionnaire Data 
 

The frequencies and relationships of the most important findings will be presented in 

this section, which will show the results from the sample questionnaires and also 

some cross tabulated important variables, to see if there are any trends and new 

developments coming from the data presented. The rest of the results could be found 

in the appendices.  

4.1 Frequencies 
We now examine the results of the ethical and general consumer questionnaires by 

looking at the frequencies of some important variables.  

4.1.1 Gender 
Among the 50 questionnaire distributed to the ethical consumers, 52% of the 

respondents were males, while 48% were females.  

For the 100 general consumers, 54% were males and 46% were females. There was 

100% validity as all the questionnaires on gender were filled in correctly. A sample of 

both figures could be seen in Appendix B1 and B20. 

4.1.2 How long have you been a fair trade consumer? 
This question was only asked to the ethical consumers, because it was known with 

some certainty that they are ethical in their purchases. There was a 100% response 

rate, with 14% saying they have been ethical for between 0-5 years, while 36% 

responded to being ethical between 5-10 years and 50% have been ethical for more 

than 10 years. A sample of these figures could be seen in Appendix B2. 
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4.1.3 Select Age Group 
The age group for ethical consumers was quite evenly spread as can be seen in the 
figure below with the majority of respondents between the ages of 31 to 70. 
 

Figure 4.1Age group for ethical consumers 
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While the age group for general consumers, ranged from 12-70, with both questions 
having a 100% response rate. 
 

Figure 4.2Age group for general consumers 
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A sample of both figures could be seen in Appendix B3 and B21. 
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4.1.4 Select Level of Education 
 
The levels of education for both the ethical and general consumers were mostly at 

university level. 70% of ethical consumers had a university education, as opposed to 

63% of general consumers with a university education. These figures could be seen in 

Appendix B4 and B22. 

 

4.1.5 Are you aware of fair trade products? 
This questions was only asked to the general consumers, because the researcher was 

not aware of their knowledge of fair trade and wanted to find out how much the 

targeted sample was aware if fair trade. Those who were not aware of fair trade 

products were asked not to continue with the rest of the questions, because it no 

longer applied to them and this was registered in SPSS as ‘Not Applicable’. 

For ethical consumers, it was assumed that they were all aware of fair trade products, 

since the questionnaires were distributed in fair trade shops were they regularly come 

shopping. 

78% of general consumers were aware of fair trade products, while 22% were not 

aware. A sample of these figures could be seen in Appendix B23. 

 

4.1.6 Select level of income 
Income level for ethical consumers was averagely higher than that of the general 

consumers. 36% of ethical consumers had income level of more than £40,000, while 

24% had between £11,000 and £40,000. On the other hand 30% of general consumers 

had income levels of between £21,000-40,000 and only 17% had the higher income 

level of more than £40,000. A sample of these figures could be seen in Appendix B6 

and B25. 
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4.1.7 Do you purchase fair trade products? 
Posed only to the general consumers because it wasn’t certain if they buy fair trade 

products at all, even though they might be aware of then and could easily identify 

them. If the answer was No, they were asked to move to question 17, because the rest 

of the questions were not applicable to them. 

There was a complete response rate and 57% said YES to purchasing fair trade 

products, while 21% said NO.  For 22% the question was not applicable because they 

were not aware of fair trade products. This response in the affirmative was extremely 

high, given the fact that the cooperative 2003 research found that, only 5% of 

consumers actually purchase fair trade products and five years later, it will be such a 

giant step for up to 57% consumer purchase. A sample of these figures could be seen 

in Appendix B27. 

 

 

Figure 4.3 Do you purchase fair trade products 
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4.1.8 How important are your ethical belief during fair trade purchasing? 
For general consumers, 21% responded that ethics was very important during their 

purchases, 31% said ethics was moderately important, 2% said they were not ethical 

and 3% said they were not sure. This question was not applicable to 22% who didn’t 

know about fair trade and also to 21% who answered that they do not purchase fair 

trade products and were directed to question 17. 

Meanwhile, for ethical consumers 80% said ethics was very important to them and 

20% said ethics was moderately important to them during purchases. A sample of 

these figures could be seen in Appendix B7 and B28. 

 

4.1.9 How often do you purchase fair trade products? 
It was discovered that, 60% of ethical consumers said weekly, 20% said daily and 

another 20% said weekly. Meanwhile with the general consumers, 38% said monthly, 

only 12% said weekly and 6% said rarely. 1% didn’t respond and the question was not 

applicable to 43% of the respondents. The ethical consumers were much more 

committed to fair trade than the general consumers. A sample of these figures could 

be seen in Appendix B9 and B30. 

 

4.1.10 Why do you purchase fair trade products? 
For ethical consumers, 46% purchased fair trade for ethical reasons only and 40% was 

split between taste, quality and ethics. On the other hand, for general consumers, 31% 

said ethics only, 14% said taste, quality and ethics, while 5% didn’t respond. 

The priorities for these two sets are quite clear, with one set mainly focused on ethical 

reasons and the other split between ethics and other qualities. A sample of these 

figures could be seen in Appendix B10 and B31. 
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4.1.11 Where do you purchase fair trade products? 
Purchases for general consumers were spread all over the place, with venues that 

range from 8% for Cooperative, 6% for Waitrose, 7% for Tesco and other fair trade 

shops. While for ethical consumers, it was mostly targeted to 40% for Traidcraft 

shops, 26% for Cooperative and Tesco and 12% for Oxfam. This shows a more 

informed purchase, where ethical consumers know precisely where to get fair trade 

products than their general counterparts, who can nevertheless be targeted for 

sensitization in their local shopping venues. A sample of these figures could be seen 

in Appendix B11 and B32. 

4.1.12 Are fair trade products readily available to you during shopping? 
Since general consumers purchase at random venues, it will be interesting to find out 

if these places offer fair trade products readily to them.  

It was discovered that, 40% said Yes, fair trade products were available to them, 16% 

said No and 1% didn’t respond. The question was not applicable to 43%. A sample of 

these figures could be seen in Appendix B33. 

 

4.1.13 What expectations do you have after a fair trade purchase? 
This question was standardized to fit the response pattern of the respondents, because 

it was an open ended question. 

For ethical consumers, 46% responded by saying they expect their purchases to help 

improve the standard of living of farmers in developing countries, 16% expected the 

products to have a good quality and 14% expected the fair trade pledges to be kept. 

24% did not respond to the question. This could be seen in the figure below. 
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Figure 4.4 Ethical consumer fair trade purchase expectations 
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While for general consumers, 30% of respondents expected farmers in developing 

countries should get a better deal as a result of their purchases, 7% expected increase 

sales from developing countries, 6% wanted to increase sales of environmentally 

friendly products, 5% had no expectations, 9% did not respond and the question was 

not applicable to 43% as seen in the graph below. A sample of these figures could be 

seen in Appendix B18 and B35. 
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Figure 4.5 General consumer fair trade purchase expectations 
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The overwhelming response in both segments was to help get a good deal or improve 

the standard of living for farmers in the developing countries and this shows a good 

understanding and intention from both ethical and general consumers.  

 

4.1.14 What are the limiting factors to you purchases? 
For both purchasers and non purchasers of fair trade products, this question was 

design to find out limiting factors to their purchases, so as to better understand where 

improvements could be made. 

For general consumers, price alone was the greatest limitation with an 18% approval, 

variety was 15%, price and availability was 14% and together with other 

combinations, price was involved in 42% of the responses, making it the biggest 

obstacle to purchase.  

For ethical consumers, price was just at 6% of limitation responses; availability and 

variety were at 66%, while 12% did not respond to this question. A sample of these 

figures could be seen in Appendix B14 and B36. 
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4.1.15 Do you understand the concept behind the fair trade movement? 
Here too the response was very interesting, for general consumers, 9% said yes they 

totally understand the concept, 59% said partially, which looking at this critically was 

the safest thing to say in order to come across as being ethical and 9% said no.  

Ethical consumers had a 66% who said yes they totally understand the concept and 

34% said they partially understand. This clearly shows that more needs to be done 

especially to the general consumers in terms of education on the fair trade concept as 

this seems to be an area where understanding is lacking. A sample of these figures 

could be seen in Appendix B15 and B37. 

 

4.1.16 Which option best relate to your understanding of fair trade? 
This question was asked only to the general consumers to try and test the validity of 

their response to section 4.1.20 (Zikmund, 2000), where 9% and 59% respectively 

said they total and partially understand the concept behind the fair trade movement. 

It was discovered that, 64% answered correctly, that it was to improve the livelihood 

of farmers in developing countries through cooperative support, 7% said it was the 

sale of organic goods and 3% said sale of premium goods. This response was 

encouraging as it shows a good understanding of the fair trade concept. A sample of 

these figures could be seen in Appendix B40. 

 

 

4.1.17 Describe the reasons why you decided to purchase fair trade 
This questions was for ethical consumers only and 46% said they purchase to support 

ethical and fair trading principles, 30% said to support farmers in developing 

countries, 7% said to increase alternative trading and 5% did not respond to this 

question. All the responses were very much in line with the fair trade objectives. A 

sample of these figures could be seen in Appendix B17. 
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4.1.18 What improvements could be made to increase fair trade consumption 

The last question was also just for ethical consumers, because they had a more in-

depth insight into the fair trade concept and could better recommend suggestions for 

improvements. 

32% responded that mainstream retailers should be encouraged to purchase more fair 

trade products, another 32% recommended more public education on fair trade 

principles and 30% recommended increase variety and availability in line with the 

limitations by ethical consumers in section 4.1.19. A sample of these figures could be 

seen in Appendix B19. 
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4.2 Relationships 
The results of some relationships between the variables that were investigated in the 

research are presented in this section. The variables for ethical consumers will be 

looked into first and later those for general consumers. 

 
4.2.1 Variables for Ethical Consumers 
 
4.2.1.1 Gender versus longevity in fair trade purchases 
For ethical consumers, the research showed that 53% of males and 45% of females 

said they have been ethical consumers for more than 10 years, while 34% of males 

and 37% of females responded to have been ethical between 5-10 years. This shows 

an equal amount of commitment to the ‘cause’ from both sexes and the data for this 

could be seen in Appendix C1. 
 
4.2.1.2 Gender, Level of education versus how often fair trade is purchased. 
 
The data showed that there are more females than males who purchased fair trade on a 

daily basis, with 29% females and 11% males purchasing fair trade products daily, 

while 62% females and 57% males purchase weekly. Lastly, 8% females and 30% 

males purchase on a monthly basis. This statistics can be seen in Appendix C2. 
 
 
4.2.1.3 Gender, annual income level versus how often fair trade products are purchased 
 
There is a positive relation between income level and frequency of fair trade 

purchases between the sexes. Daily purchase of fair trade products are only done by 

those earning more than £11,000 a year, while those earning less than that don not 

purchase fair trade on a daily basis at all. This can be understood to mean the high 

prices of fair trade deter them from daily purchasing. However, 8% of males earning 

more than £40,000 purchase on a daily basis, while 4% of females in same income 

level purchase daily. 15% of males earning more than £40,000 purchase weekly, 

while 42% of females in same income level purchase weekly.  
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This probably confirms (Littrell and Dickson, 1999) that fair trade is usually 

purchased by educated, high income females. A sample of the data can be found in 

Appendix C3. 

 
        
4.2.1.4 Gender, annual income level versus fair trade purchase limitations 
 

There is a positive relation here between price as a limiting factor and level of annual 

income.  The lower the level of income, the more impact price plays as a limiting 

factor to fair trade purchase, as only 11% of males earning below £11,000 chose price 

exclusively as a limiting factor to purchase. 26% of males across income level chose 

availability and variety as a limiting factor, while 26% of females across income level 

chose same. This shows that ethical consumers are not very focused on price as a 

limiting factor as they know that in order to help farmers; these prices have to be set 

at a premium. See data in Appendix C4. 

 
4.2.1.5 Gender, level of education versus reasons for fair trade purchases 
 
Ethics was the biggest single reason across sexes for purchasing fair trade. 46% of all 

males and 45% of all females chose ethics as the main reason for their purchases. 

They were other categories such as taste and quality but they were clearly not the 

main reasons. Sample of this data can be seen in Appendix C5.            
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4.2.2 Variables for General Consumers 
 
4.2.2.1 Gender, Level of education versus fair trade awareness 
 

Awareness to fair trade across educational level was at 74% for males and 82% for 

females. This left a combined 43% in both sexes who were not aware of fair trade. As 

can be seen below, awareness is highest amongst university educated and lowest in 

college and high school. 
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But overall, there was a 78% awareness to fair trade from general consumers, which is 

an impressive number if compared to previous research TNS 2006, showing 52% 

awareness. See data in Appendix C6.  
 
4.2.2.2 Gender, level of education versus how often do you purchase fair trade  
 

It was discovered that there was no major significant difference between the sexes to 

their frequency of fair trade purchases. 12.5% of males as opposed to 18% of females 

purchase weekly, while 47% of males and 50% of females purchase monthly. See 

Appendix C7 for statistics. 
 
4.2.2.3 Gender, level of education versus ethical purchases. 
 
The majority of those sampled as seen in Appendix C8 were having a university 

education and the data revealed that, 30% of university educated males were very 

ethical in their purchases, while 13% of female university educated were in same 

category. Meanwhile 32% of females were moderately ethical as opposed to 25% of 

males. It is interesting to see more males becoming ethical in contrast to past research 

relating to more females. 
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4.2.2.4 Gender, level of education versus reasons for purchasing fair trade. 
 
40% of males chose ethics alone as the main reason for their purchase, while 29% of 

females chose ethics as reason for purchase. This confirms section 4.2.2.3, that ethics 

is becoming a major reason for males in their purchasing decisions. See data in 

Appendix C9. 
 
4.2.2.5 Gender, level of income versus limiting factors in fair trade purchases 
 
Price was the overriding factor here for both sexes as the main obstacle to their fair 

trade purchases, especially to those earning below £30,000. 30% of males and 15% of 

females across all income levels complained of price alone as a limitation to their 

purchases. See complete data in Appendix C10. 

 

4.2.2.6 Gender, level of education versus understanding of fair trade concept. 
Understanding of fair trade concept was known to both sexes and the level of 

education did not make much difference. 80% of males and 84% of females gave the 

correct response, which is to improve the livelihood of farmers in the developing 

countries through cooperative support. This was very encouraging as it shows that 

more and more people are getting to understand fair trade, which can only be good for 

the concept. Appendix C11 has details. 

 

4.2.2.7 Gender versus expectation after fair trade purchase 
45% of females and 32% of males respondents wanted a good deal for farmers in the 

developing countries, while only 5% of females and 12.5% of males expected their 

purchase to increase sales from developing countries and 8% of females and 7% of 

males expected their purcha ses to help increase the sale of environmentally friendly 

products. This could be seen in Appendix C12.  
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Chapter 5 Discussion on Important variables 
 

The results of this research shows some clear improvements in some of the variables, 

which will help explain the objectives of the project. 

5.1 Awareness for fair trade products 
In comparison to past research, the results of this project showed that awareness for 

fair trade with the general consumers has risen significantly to a total of 78 for both 

sexes.  40 males and 38 females said yes they are aware of fair trade products (see 

appendix B23). This shows a good level of consumer awareness and also 

substantiated the idea of an increasing level of consumer sophistication (Titus & 

Bradford, 1996). This increase awareness made it possible for consumers to 

distinguish fair trade products from other generic products, since 69% said they could 

easily identify fair trade products (Appendix B24) as opposed to previous research by 

Jones et al (2002), where the more than 7 different fair trade logos confused the 

consumers, and made it hard to identify and have confidence in fair trade products.  

 

This awareness trend also shows an improvement from the TNS 2006 research, which 

had a 52% awareness and TNS 2007 with 57% awareness. This goes further to show 

that education and public awareness campaigns to fair trade have paid off 

significantly.  

Furthermore, awareness improvements in the UK have also been promoted by local 

authorities and pressure groups that create fair-trade cities and schools, where fair-

trade products are being sold. 
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Nottingham city council was one of the first to publish the Nottingham fair-trade 

guide in 1995, which list names and addresses of retailers selling fair-trade products 

within the city. This sensitization campaigns amongst others have seen fair trade 

certified producer organisations increase from 224 in 2001 to 632 in 2007, accounting 

for a total of 1.5 million farmers and workers worldwide, increasing global sales by 

47% in 2007 with operations in 58 countries (www.fairtrade.net).    

 

5.2 How often are fair trade products purchased  
 As seen in sections 4.2.1.2, 4.2.1.3 and 4.2.2.2, more educated women purchase fair 

trade on a daily basis than men. But more men purchase on a weekly and monthly 

basis than women Even though when it comes to high income earners, more females 

purchase fair trade than men (Idea Consult, 2002).  

This shows an intense commitment by women to the concept and also confirming 

Littrell and Dickson (1999). But the data also shows that, men are catching up to the 

concept, which will only benefit fair trade in the future.  

With general consumers, there was a 50-50 split between the sexes on their frequency 

of purchase through their daily, weekly and monthly purchases. This shows no edge 

on a particular gender leading to equal commitment to fair trade.   

These positive responses especially from the men to how ethical they are should be 

taken with a pinch of salt, because consumers usually respond positively to ethical 

purchases just to be on the right side of ethical issues, even though they do not buy 

these products. As seen in the results, more men than female claim to be more ethical 

inclined, but when it comes to the actual purchase of fair trade products and showing 

commitment to the cause, more females buy fair trade products than males. 
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In this case, it is extremely difficult to figure out the real percentage of people who 

actually purchase fair trade, because people will actually say one thing but do another, 

especially if they are not particularly interested in fair trade principles.  

It should noted that, purchasing daily or weekly can be very difficult to quantify in 

terms of commitment, because some might purchase regularly because it is part of 

their shopping pattern or because the have the means to do so and not necessarily that 

they are ethically minded. It might also be because they want to differentiate 

themselves from the general public, as living a higher standard of life.  

As the taste of the pudding is always in the eating, it will be interesting to find out if 

these lifestyle trends continue, when the general public catches up to it. This might be 

an avenue for future research. 
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5.3 Consumer Purchasing and Ethics. 
In dealing with the role of ethics in their purchases, it was discovered that 80% of 

ethical consumers said ethics was very important and 20% said moderately important 

in their purchase decisions. This was also their number one reason as to why they 

purchase fair trade products, with 46% saying they purchase for ethical reasons.  

While for general consumers, 21% said ethics is very important to their purchases and 

31% said ethic was moderately important. According to Barnet et al (2005); Allahyari, 

(2000); Cloke (2002) there are many reasons why consumers purchase ethically, 

among which is the idea of ‘moral selving’ by undergoing practices that acknowledge 

responsibilities to others. This they argue is a more apt approach to take when 

promoting concepts like fair trade to the public, because it encourages people to think 

about the effect of their actions to others.  

Looking at the responses by consumers given in this research as to the expectations 

after their purchases, it can be concluded that UK consumers are well in tune with the 

idea of ‘moral selving’ as 76% of ethical consumers responded that they expect to 

help improve the standard of living of farmers in developing countries (Appendix 

B18), which is a very ethical position to assume, while 30% of general consumers 

said they expect a good deal for farmers in developing countries (Appendix B35). 

This shows that, ethics is playing a very important role in purchasing decisions today, 

contrary to previous research by Boulstridge & Carrigan (2000); Mason (2000), 

saying, ethics does not play a significant role in the purchasing decisions of 

consumers.  

Shaw et al (2000) reiterates that ethical consumers make ethical consumption choices 

because ethical issues have become an important part of their self identity, which tend 

to become a morale component in their daily activities. Ethical obligation and moral 

obligation can be seen in the level of commitment to fair trade purchases by ethical 

consumers, by how much they spend; how often they purchase and how long they 

have been fair trade consumers. They complain least of the price of the product, they 

purchase more regularly and they spend a greater part of their budget on fair trade 

products. 
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Other researcher’s such as Carrigan and Attalla (2001) argues that ethics will only 

matter to the consumer if they are directly impacted upon. This was difficult to gauge 

in this project, because at no point in the study did the researcher encounter a situation 

where consumers gave the impression of buying fair trade because of some personal 

circumstances that affected them.  Most of the reasons given were exterior to their 

own personal considerations, which show maturity, awareness and great generosity to 

the well being of others in distant places. 

The UK market also reveal that ethical purchasing in some sectors have outperformed 

those of ‘non-ethical’ counterparts (Doane, 2001) and research has clearly shown that 

many consumers now have the buying power to register considerable choices in the 

market place, as this is evident in those who are willing to use that power through the 

purchase of more ethical alternatives (Cowe and Williams, 2001). This recognition of 

the new consumer power when it comes to ethical purchases, probably explains why 

most mainstream retailers are now joining the bandwagon of ethical trading and 

promoting their cooperate social responsibility to the public, because there is a new 

wave of ethical responsibility which tries to ensure that businesses which act ethically 

are rewarded at the expense of those who do not (Doane, 2001). 
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5.4 Limitations to fair trade purchases. 
 
The research discovered that 18% of general consumers chose price as the overriding 

limitation to fair trade purchases. While when looking at income levels for general 

consumers, 88% of those earning below £40,000 a year chose price as a limiting 

factor and only 11% of those earning above £40,000 chose price. This shows that 

income level was a great determinant in deciding whether fair trade products are 

bought on not. 

The overriding limitation for ethical consumers was availability and variety, which 

was selected by 64% of respondents independent of income levels, while only 6% 

chose price as a limiting factor.  These results confirm a Mintel (2001) and Makatouni 

(2002) study, which shows that there are a small number of consumers who are 

attracted to fair trade, usually ethical consumers and for this group, price is not a 

limiting factor for their purchases but for the larger group of consumers, besides 

resisting new products, they are very price conscious.  

Also most retailers see the premium fair trade price as an important negative element 

in their retail marketing mix and might either pass the cost down to consumers or not 

have the product at all, which further limits the sale of fair trade products (Makatouni, 

2002).  

One important limitation that was observed during the carrying out of this research 

but unfortunately was not part of the questions was the fact that most consumers could 

not completely understand all the amount of information about fair trade and didn’t 

know how to differentiate between all the qualities of data they were receiving from 

interest parties. This view had also been highlighted by Newholm (1999).  The 

consumers could not understand the complexities of the supply chain processes 

involved in fair trade dealings, as per monitoring, reporting and enforcing principles 

to help poorer farmers in developing countries.  
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They understood the concept behind the movement, but were not too sure of the 

operations and if fair trade ideals were being kept. That is why from the answers, it 

could be seen that 14% of ethical consumers expect that fair trade pledges are kept as 

seen in Appendix B18. This issued was notice by Tallontire (2001)  who 

acknowledged that these supply chain issues need to be better explained to the 

consumers, because fair trade is about supporting and nurturing producers and it is the 

consumer who pays up front.  

Since this issue was not investigated upon in this research, it could be a basis for 

future research to check if this knowledge or the lack thereof has any effect on their 

purchase decisions.   
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5.5 Improvements to sale of fair trade products. 
Improving the sale of fair trade products in the UK was one of the prime objectives of 

this research and it was suggested by ethical consumers that, for this to happen, more 

main stream supermarkets have to take on the concept of fair trade and improve on 

their stock varieties. This suggestion had a 32% response rate, while increasing 

products variety was at 30% and improving public education to fair trade was at 32% 

response. 

This has also been acknowledged by past research from Moore (2004) who said 

mainstreaming was one of the cornerstones to the success of fair trade sales and the 

more mainstream retailers join the fair trade bandwagon the more accessible the 

products will be and most importantly, it will help increase the variety of fair trade 

products sold, which will ultimately reduce the price a bit and make more consumers 

willing and able to purchase them.   

This lack of mainstreaming was the norm in the past, because consumers were not 

particularly interested in fair trade and other ethical trading. Jones et al (2003) also 

recognised the lacklustre desire by mainstream retailers to stock fair trade products, 

but in recent years, there has been a marked improvement to this resistance. Mintel 

(2007) shows an increase in retailer’s sales coming from fair trade goods and this 

range from Coop, Sainsbury’s to Tesco. This can be substantiated by this research 

finding, that 40% of consumers in section 4.1.12 said that fair trade products are 

readily available to them and their purchases were made in a host of different retail 

shops as seen in section 4.1.11.  

This is an interesting finding meaning that, main stream retailers are beginning to put 

aside their resistance to stocking fair trade products, because of its limited profit 

margin contribution to the total profit (PricewaterhouseCoopers, 2001) and beginning 

to be  more in line with Mintel (2007), which found that more mainstream retailers 

have increased their purchase of fair trade products.  

 

 



An analysis of consumer purchasing attitudes and the challenges of fair-trade 
products in the UK 

 
 
  

----------------------------------------------------------------------- 
Blekinge Institute of Technology, School of Management. 
 

60 

Chapter 6 Conclusion and Recommendations 
 
Fair trade is a noble concept which needs a lot of support for it to grow and become a 

major part of mainstream business. But there are nevertheless many challenges that 

come with it as can be seen from this research results. Starting from humble 

beginnings, it has made great strides in being accepted by consumers, not for the 

advantages it brings to them but for its moral and ethical undertone. 

With the help of organisations like Oxfam, Traidcraft, Fair-Trade Foundation, 

Schools and other interest organisations, awareness to fair trade has really improved 

over the years and consumers have a much greater understanding of what it stands for 

than previously. 

This increased awareness makes it much easier for retailers to stock fair trade 

products and be confident they will be bought. This can be seen by the range of 

retailers doing this. Retailers also do so due to the fact that increase awareness has led 

to more consumers demanding that firms increase their cooperate social responsibility 

toward developing countries, which is seen in a positive light in society today. 

 

This research has also shown that consumers of all walks of life, income level, 

educational and sex are interested in fair trade and they make regular purchases 

depending on their priorities. Men are especially catching up to this phenomenon, as it 

was mostly women who were interested in fair trade. This is an improvement that 

needs to be encouraged, but on the other hand, it is difficult to determine exactly how 

this awareness actually turns into actual purchase, since most people will publicly 

accept to being ethical, probably because they think it is trendier and sounds right.  

Even with this uncertainties, sales in fair trade products have seen huge improvements, 

as can be seen from the annual records of companies like Cooperative stores, 

Traidcraft, Tesco and Sainsbury’s. Over the years these companies have made huge 

gains from their sale of fair trade products, which can only be attributed to the fact 

that more people have joined the band wagon of ethical purchasing and are helping 

improving the livelihood of farmers in the developing countries.   
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This success can be attributed to the increase education of consumers from interest 

parties, especially schools and workplaces, which commonly have a fair trade coffee 

machine in the corner. 

Looking back, it can be noticed that price was a real deterrent for many consumers in 

their purchases, but since it is difficult to reduce the price for fair trade products, 

because these very premiums are the ones that give the extra help to farmers, only 

more sensitization and education on the core principles of fair trade will help make 

consumers come to terms with these high prices and to see the relevance it has to the 

lives of poor farmers. 

 

Despite all these progress, there are still loads to be done to truly make fair trade a 

part of mainstream business in the UK. Fair trade still plays but a very minor part in 

the total sales of goods in the UK and even though it is growing, there are still many 

huddles to be overcome.  Price is one of the huddles, variety and availability in most 

mainstream retailers is another stumbling block, together with the fact that consumers 

are still wary of the authenticity of fair trade information which they receive and if all 

the principles are being carried out as they should.  

Confidence in the fair trade system is a big worry, because if at some point there are 

reasons to doubt that these principles are not being followed, it will be very difficult 

to restore consumer confidence in the buying into the ideology. This is the major 

reason why most fair trade organisations try to be as transparent and forthcoming as 

they possibly can. 

By and large, fair trade is a very well thought out concept and with the added interest 

from the general public and the moral and ethical strategy being pursued by interest 

parties, its future growth will be steady and its principles will surely be realised.   

 

 

 

 



An analysis of consumer purchasing attitudes and the challenges of fair-trade 
products in the UK 

 
 
  

----------------------------------------------------------------------- 
Blekinge Institute of Technology, School of Management. 
 

62 

Recommendations 

After looking at all the factors that influence fair trade sales in the UK, some 

recommendation will be provided to help ameliorate from the present situation. The 

recommendations are shown below. 

 

� Increase education of the public to the ideas and effects of fair trade, 

through avenues where consumers usually get their information from as 

can be seen from Appendix B5 and B26. This will be through fair trade 

magazines, churches, Internet, television and schools. Using these 

channels will make sure that, the information gets out to the right 

consumers and resources are not wasted on channels where no one listens 

to the message. 

 

� Encourage mainstream retailers to increase their fair trade stocks, so as to 

increase accessibility to the general public for fair trade products.  This is 

difficult to do because fair trade organisations do not have any leverage to 

influence retailers on what to stock but they can put some public pressure 

on them by highlighting the ills of conventional trading and the effects it 

has on farmers in developing countries. This will in turn have an impact on 

the way the public view these companies, just as what happened with Nike 

and Taco Bell. This might just ‘force’ to go a lot more ethical and start 

purchasing fair trade products. 
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� Increase transparency to the operational side of fair trade to instil 

confidence in the minds of consumers. Many consumers were not sure as 

to how their fair trade purchases trickle down to the people who need them 

most and were somewhat concerned that these premiums might just end up 

as administrative cost within fair trade organisations.  

Explaining the whole supply chain to the consumers, probably through 

presentations of their websites and publications will help suppress these 

concerns and bring about more trust in the fair trade concept. 

 

� Train and develop more farmers in the developing countries to form 

cooperatives in order to benefit from fair trade, as it research showed that, 

even though the concept is expanding, it has still not reached many parts of 

the developing world. It was noticed during the collection of data, that 

many consumers from developing countries who were in the UK at the 

time, had little or no knowledge of fair trade. Increasing this knowledge 

through sensitization campaigns in the developing will help make them 

understand the benefits of fair trade and will have an added reason to be 

involved in the concept. 

 
                                                               Word count: 14,840
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Appendices 
 
Appendix A The Questionnaires. 
 

Questionnaire for ethical consumers 
 
I am part-time student at Blekinge Institute of Technology, Sweden and this questionnaire is 
to find out about consumers' purchasing attitudes toward Fair-Trade products in the UK and 
also about the limiting factors in their Fair-Trade purchases. 
The information gathered from this questionnaire will be strictly confidential and solely for 
research purposes for the degree of Masters of Business Administration at the 
aforementioned Institute. 
This research is not commissioned or funded by any market research organisation or 
pressure group and all questions are un-coded. 
I will be extremely grateful if you will spend 15-20 minutes of your time answering these 
questions. 
______________________________________________ 
 

1- Select Gender 
o Male 
o Female 

 
2- How long have you been a fair trade consumer 

o 0-5 years 
o 5-10 years 
o More than 10 years 

 
3-  Select age group 

o 15-20 
o 21-30 
o 31-40 
o 41-55 
o 56-70 
o 71-90 

 
4- Select level of education 

o Secondary school 
o High school 
o College 
o University 
o Other (Please specify) 
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5- Where did you first learn of fair trade 
o Television 
o Fair trade magazine 
o Internet 
o Radio  
o Grocery shop 
o Other (please specify) 

 
6- Select annual income level 

o Less than £10,999 
o £11,000-£20,999 
o £21,000-£40,000 
o More than £40,000 

 
7- Are your ethical beliefs important when it comes to your fair trade purchases? 

o Very important 
o Moderately important 
o Not important 
o Not at all important 

 
8- Which fair trade products do you purchase? 

 
 

9- How often do you purchase fair trade products? 
o Daily  
o Weekly 
o Monthly 
o Other (please specify) 

 
10- Why do you purchase fair trade products? Select many if applicable. 

o Quality 
o Taste 
o Packaging 
o Ethics 
o Other (please specify) 

 
11- Where do you purchase fair trade products? 

o Fair trade shop 
o Tesco 
o ASDA 
o Morrison’s 
o Waitrose 
o Cooperative 
o Other (please Specify) 
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12- What percentage of your monthly budget is spent on fair trade products? 
 
 

13- How satisfied are you with your fair trade purchase? 
o Very satisfied 
o Fairly satisfied 
o Not satisfied 

 
14- Which factors limit your purchase of fair trade? Select many if applicable. 

o Price 
o Quality 
o Variety 
o Packaging availability 
o Other (please specify) 

 
15- Do you understand the concept behind the fair trade movement? 

o Yes, totally 
o Partially 
o No 

 
16- Do you support any fair trade organisation? 

o Yes...please specify 
o No 

 
17- Could you please describe the reasons why you decided to purchase fair trade? 

 
 

18- What expectations do you have after making a fair trade purchase? 
 
 

19- What improvements, if any could be made to increase the consumption of fair 
trade products in the UK? 
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Questionnaire for general consumers 
 

1- Select Gender 
o Male 
o Female 

 
2- Select age group 

o 15-20 
o 21-30 
o 31-40 
o 41-55 
o 56-70 
o 71-90 

 
3- Select level of education 

o Secondary school 
o High school 
o College 
o University 
o Other (please specify) 

 
4- Are you aware of fair trade products? 

o Yes 
o No…thanks for your time and please do not continue.  

 
5- Can you easily identify fair trade products? 

o Yes 
o No 

 
6- Select annual income level 

o Less than £10,999 
o £11,000-£20,999 
o £21,000-£40,000 
o More than £40,000 

 
7- Where did you first learn of fair trade? 

o Television 
o Fair trade magazine 
o Internet 
o Radio  
o Grocery shop 
o Other (please specify) 
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8- Do you purchase fair trade products? 
o Yes 
o No…if No go to question 17. 

 
 

9- How ethical are you in your purchases? 
o Very ethical 
o Moderately ethical 
o Not ethical 
o Not sure 

 
10- Which fair trade products do you usually purchase? 

 
 
 

11- How often do you purchase fair trade products? 
o Daily  
o Weekly 
o Monthly 
o Other (please specify) 

 
12- Why do you purchase fair trade products? Select many if applicable. 

o Quality 
o Taste 
o Packaging 
o Ethics 
o Other (please specify) 

 
13- Where do you purchase fair trade products? 

o Fair trade shop 
o Tesco 
o ASDA 
o Morrison’s 
o Waitrose 
o Cooperative 
o Other (please Specify) 

 
14- Are fair trade products readily available to you during shopping? 

o Yes 
o No 
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15- How satisfied are you with your fair trade purchase? 
o Very satisfied 
o Fairly satisfied 
o Not satisfied 

 
16- Which expectations do you have after making a fair trade purchase? 

 
 

17- Which factors limit your purchase of fair trade? Select many if applicable. 
o Price 
o Quality 
o Variety 
o Packaging availability 
o Other (please specify) 

 
18- Do you understand the concept behind the fair trade movement? 

o Yes, totally 
o Partially 
o No 

 
19- Are you aware of any fair trade organisation in the UK? 

o Yes...please specify 
o No 

 
20- Do you support any fair trade organisation in the UK? 

o Yes 
o No 

 
 

21- Choose the option that best relate to your understanding of the fair trade 
concept. 

o Sale of organic products from developing countries 
o Sale of premium quality products from developing countries 
o Improving the livelihood and well-being of farmers in developing 

countries through cooperative support. 
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Appendix B Frequency of Responses 
 
Ethical Consumers 

B1: Gender 
  Frequency Percent Valid Percent Cumulative 

Percent 

Valid Male 26 52.0 52.0 52.0 
Female 24 48.0 48.0 100.0 
Total 50 100.0 100.0   

 
 
B2: How long have you been a fair trade consumer? 
  Frequency Percent Valid Percent Cumulative 

Percent 

Valid 0-5 years 7 14.0 14.0 14.0 
5-10 years 18 36.0 36.0 50.0 
10 + 25 50.0 50.0 100.0 
Total 50 100.0 100.0   

 
 
 
B3: Select Age group 
  Frequency Percent Valid Percent Cumulative 

Percent 

Valid 21-30 5 10.0 10.0 10.0 
31-40 12 24.0 24.0 34.0 
41-55 12 24.0 24.0 58.0 
56-70 16 32.0 32.0 90.0 
71-90 5 10.0 10.0 100.0 
Total 50 100.0 100.0   

 
 
 
 
 
B4: Select Level of Education 
  Frequency Percent Valid Percent Cumulative 

Percent 

Valid High School 1 2.0 2.0 2.0 
College 14 28.0 28.0 30.0 
University 35 70.0 70.0 100.0 
Total 50 100.0 100.0   
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B5: Where did you first learn of fair trade? 
  Frequency Percent Valid Percent Cumulative 

Percent 

Valid Television 3 6.0 6.0 6.0 
Fair Trade magazine 10 20.0 20.0 26.0 
Internet 6 12.0 12.0 38.0 
Grocery Shop 8 16.0 16.0 54.0 
Church 14 28.0 28.0 82.0 
No Response 9 18.0 18.0 100.0 
Total 50 100.0 100.0   

 
 
 
 
B6: Select Annual Income Level 
  Frequency Percent Valid Percent Cumulative 

Percent 

Valid Less than £10,999 3 6.0 6.0 6.0 
£11,000-£20,999 12 24.0 24.0 30.0 
£21,000-£40,000 12 24.0 24.0 54.0 
More than £40,000 18 36.0 36.0 90.0 
No Response 5 10.0 10.0 100.0 
Total 50 100.0 100.0   

 
 
 
B7: Are your ethical beliefs important when it comes to your fair trade purchases? 
  Frequency Percent Valid Percent Cumulative 

Percent 

Valid Very Important 40 80.0 80.0 80.0 
Moderately Important 10 20.0 20.0 100.0 
Total 50 100.0 100.0   

 
 
B8: Which fair trade products do you purchase? 
  Frequency Percent Valid Percent Cumulative 

Percent 

Valid Chocolate 5 10.0 10.0 10.0 
Coffee 5 10.0 10.0 20.0 
Tea 1 2.0 2.0 22.0 
Craft 7 14.0 14.0 36.0 
Fruits and Chocolate 8 16.0 16.0 52.0 
Fruits, Wine and Craft 18 36.0 36.0 88.0 
Sugar, Wine and Craft 6 12.0 12.0 100.0 
Total 50 100.0 100.0   
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B9: How often do you purchase fair trade products? 
  Frequency Percent Valid Percent Cumulative 

Percent 

Valid Daily 10 20.0 20.0 20.0 
Weekly 30 60.0 60.0 80.0 
Monthly 10 20.0 20.0 100.0 
Total 50 100.0 100.0   

 
 
 
B10: Why do you purchase fair trade? 
  Frequency Percent Valid Percent Cumulative 

Percent 

Valid Ethics 23 46.0 46.0 46.0 
Taste and Quality 2 4.0 4.0 50.0 
Taste and Ethics 5 10.0 10.0 60.0 
Taste, Quality and Ethics 20 40.0 40.0 100.0 
Total 50 100.0 100.0   

 
 
B11: Where do you purchase fair trade products? 
  Frequency Percent Valid Percent Cumulative 

Percent 

Valid Fair trade shop 3 6.0 6.0 6.0 
Cooperative 5 10.0 10.0 16.0 
Tesco and Cooperative 13 26.0 26.0 42.0 
Fairtrade Shop, 
Cooperative and Tesco 

3 6.0 6.0 48.0 

Oxfam 6 12.0 12.0 60.0 
Traidcraft 20 40.0 40.0 100.0 
Total 50 100.0 100.0   

 
 
B12: What percentage of your monthly budget is spent on fair trade products 
  Frequency Percent Valid Percent Cumulative 

Percent 

Valid 0-5% 18 36.0 36.0 36.0 
6-10% 9 18.0 18.0 54.0 
11-20% 4 8.0 8.0 62.0 
20%+ 14 28.0 28.0 90.0 
No Response 5 10.0 10.0 100.0 
Total 50 100.0 100.0   
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B13: How satisfied are you with your fair trade purchases? 
  Frequency Percent Valid Percent Cumulative 

Percent 

Valid Very Satisfied 41 82.0 82.0 82.0 
Fairly Satisfied 9 18.0 18.0 100.0 
Total 50 100.0 100.0   

 
 
B14: Which factors limit your purchase of fair trade? 
  Frequency Percent Valid Percent Cumulative 

Percent 

Valid Price 3 6.0 6.0 6.0 
Availability 16 32.0 32.0 38.0 
Variety and Availability 17 34.0 34.0 72.0 
Quality and Price 2 4.0 4.0 76.0 
Price and Availability 6 12.0 12.0 88.0 
No Response 6 12.0 12.0 100.0 
Total 50 100.0 100.0   

 
 
B15: Do you understand the concept behind the fair trade movement? 
  Frequency Percent Valid Percent Cumulative 

Percent 

Valid Yes, Totally 33 66.0 66.0 66.0 
Partially 17 34.0 34.0 100.0 
Total 50 100.0 100.0   

 
 
B16: Do you support any fair trade organisation? 
  Frequency Percent Valid Percent Cumulative 

Percent 

Valid Yes 25 50.0 50.0 50.0 
No 25 50.0 50.0 100.0 
Total 50 100.0 100.0   

 
 
 
B17: Could you please describe the reasons why you decided to purchase fair trade? 
  Frequency Percent Valid Percent Cumulative 

Percent 

Valid Support workers in 
developing countries 

15 30.0 30.0 30.0 

Support ethical and 
fair trading 

23 46.0 46.0 76.0 

Increase alternative 
trading initiatives 

7 14.0 14.0 90.0 

No response 5 10.0 10.0 100.0 
Total 50 100.0 100.0   
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B18: What expectations do you have after making a fair trade purchase 
  Frequency Percent Valid Percent Cumulative 

Percent 

Valid Expect the products to 
have good quality 

8 16.0 16.0 16.0 

That fair trade 
pledges are kept 

7 14.0 14.0 30.0 

Help improve the 
standard of living of 
farmers in developing 
countries 

23 46.0 46.0 76.0 

No Response 12 24.0 24.0 100.0 
Total 50 100.0 100.0   

 
  
B19: What improvements, if any could be made to increase the consumption of fair trade 
products in the UK. 
  Frequency Percent Valid Percent Cumulative 

Percent 

Valid Increase product 
variety and availability 

15 30.0 30.0 30.0 

Encourage major 
supermarkets to buy 
more fair trade 

16 32.0 32.0 62.0 

More public education 
on fair trade principles 

16 32.0 32.0 94.0 

No Response 3 6.0 6.0 100.0 
Total 50 100.0 100.0   
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General Consumers 
 
B20: Gender 
  Frequency Percent Valid Percent Cumulative 

Percent 

Valid Male 54 54.0 54.0 54.0 
Female 46 46.0 46.0 100.0 
Total 100 100.0 100.0   

 
  
 
B21: Select Age group 
  Frequency Percent Valid Percent Cumulative 

Percent 

Valid 15-20 12 12.0 12.0 12.0 
21-30 17 17.0 17.0 29.0 
31-40 22 22.0 22.0 51.0 
41-55 15 15.0 15.0 66.0 
56-70 24 24.0 24.0 90.0 
71-90 10 10.0 10.0 100.0 
Total 100 100.0 100.0   

 
 
 
B22: Select Level of Education 
  Frequency Percent Valid Percent Cumulative 

Percent 

Valid Secondary School 5 5.0 5.0 5.0 
High School 8 8.0 8.0 13.0 
College 24 24.0 24.0 37.0 
University 63 63.0 63.0 100.0 
Total 100 100.0 100.0   

 
 
 
B23: Are you aware of fair trade products? 
  Frequency Percent Valid Percent Cumulative 

Percent 

Valid Yes 78 78.0 78.0 78.0 
No 22 22.0 22.0 100.0 
Total 100 100.0 100.0   

 
 Are you aware of fair 

trade products? 
Total 

Yes No 

Gender Male 40 14 54 
Female 38 8 46 

Total 78 22 100 
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B24: Can you easily identity fair trade products 
  Frequency Percent Valid Percent Cumulative 

Percent 

Valid Yes 69 69.0 69.0 69.0 
No 9 9.0 9.0 78.0 
Not Applicable 22 22.0 22.0 100.0 
Total 100 100.0 100.0   

 
 
 
B25: Select Annual Income Level 
  Frequency Percent Valid Percent Cumulative 

Percent 

Valid Less than £10,999 16 16.0 16.0 16.0 
£11,000-£20,999 15 15.0 15.0 31.0 
£21,000-£40,000 30 30.0 30.0 61.0 
More than £40,000 17 17.0 17.0 78.0 
Not Applicable 22 22.0 22.0 100.0 
Total 100 100.0 100.0   

 
 
B26: Where did you first learn of fair trade? 
  Frequency Percent Valid Percent Cumulative 

Percent 

Valid Television 20 20.0 20.0 20.0 
Fair trade magazine 13 13.0 13.0 33.0 
Internet 25 25.0 25.0 58.0 
Radio 3 3.0 3.0 61.0 
Grocery Shop 10 10.0 10.0 71.0 
Not Applicable 22 22.0 22.0 93.0 
Other 5 5.0 5.0 98.0 
No Response 2 2.0 2.0 100.0 
Total 100 100.0 100.0   

 
  
B27: Do you purchase fair trade products? 
  Frequency Percent Valid Percent Cumulative 

Percent 

Valid Yes 57 57.0 57.0 57.0 
No 21 21.0 21.0 78.0 
Not Applicable 22 22.0 22.0 100.0 
Total 100 100.0 100.0   
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B28: How ethical are you in your purchases? 
  Frequency Percent Valid Percent Cumulative 

Percent 

Valid Very ethical 21 21.0 21.0 21.0 
Moderately ethical 31 31.0 31.0 52.0 
Not ethical 2 2.0 2.0 54.0 
Not sure 3 3.0 3.0 57.0 
Not Applicable 43 43.0 43.0 100.0 
Total 100 100.0 100.0   

 
 
 
B29: Which fair trade products do you purchase? 
  Frequency Percent Valid Percent Cumulative 

Percent 

Valid Fruits 8 8.0 8.0 8.0 
Chocolate 3 3.0 3.0 11.0 
Craft 6 6.0 6.0 17.0 
Clothing 6 6.0 6.0 23.0 
Tea 8 8.0 8.0 31.0 
Coffee 10 10.0 10.0 41.0 
Wine 2 2.0 2.0 43.0 
Fruit and Chocolate 6 6.0 6.0 49.0 
Tea and Wine 3 3.0 3.0 52.0 
Chocolate and Coffee 2 2.0 2.0 54.0 
Not Applicable 43 43.0 43.0 97.0 
No Response 3 3.0 3.0 100.0 
Total 100 100.0 100.0   

 
 
B30: How often do you purchase fair trade products? 
  Frequency Percent Valid Percent Cumulative 

Percent 

Valid Weekly 12 12.0 12.0 12.0 
Monthly 38 38.0 38.0 50.0 
Rarely 6 6.0 6.0 56.0 
Not Applicable 43 43.0 43.0 99.0 
No Response 1 1.0 1.0 100.0 
Total 100 100.0 100.0   

 
 

 
 



An analysis of consumer purchasing attitudes and the challenges of fair-trade 
products in the UK 

 
 
  

----------------------------------------------------------------------- 
Blekinge Institute of Technology, School of Management. 
 

87 

 
B31: Why do you purchase fair trade products? 
  Frequency Percent Valid Percent Cumulative 

Percent 

Valid Quality 2 2.0 2.0 2.0 
Taste 2 2.0 2.0 4.0 
Packaging 1 1.0 1.0 5.0 
Ethics 31 31.0 31.0 36.0 
Taste and Ethics 6 6.0 6.0 42.0 
Quality and Ethics 8 8.0 8.0 50.0 
Quality, Taste and Ethics 2 2.0 2.0 52.0 
Not Applicable 43 43.0 43.0 95.0 
No Response 5 5.0 5.0 100.0 
Total 100 100.0 100.0   

 
 
 
B32: Where do you purchase fair trade products? 
  Frequency Percent Valid Percent Cumulative 

Percent 

Valid Fair trade shop 6 6.0 6.0 6.0 
Tesco 7 7.0 7.0 13.0 
ASDA 1 1.0 1.0 14.0 
Morrison’s 2 2.0 2.0 16.0 
Waitrose 6 6.0 6.0 22.0 
Cooperative 8 8.0 8.0 30.0 
Oxfam 1 1.0 1.0 31.0 
Traidcraft 4 4.0 4.0 35.0 
Tesco and Waitrose 2 2.0 2.0 37.0 
Cooperative, Tesco 
and Waitrose 

8 8.0 8.0 45.0 

Fairtrade Shop and 
Cooperative 

7 7.0 7.0 52.0 

Not Applicable 43 43.0 43.0 95.0 
No Response 5 5.0 5.0 100.0 
Total 100 100.0 100.0   

 
 
 
B33: Are fair trade products readily available to you during shopping? 
  Frequency Percent Valid Percent Cumulative 

Percent 

Valid Yes 40 40.0 40.0 40.0 
No 16 16.0 16.0 56.0 
Not Applicable 43 43.0 43.0 99.0 
No Response 1 1.0 1.0 100.0 
Total 100 100.0 100.0   
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B34: How satisfied are you with your fair trade purchases? 
  Frequency Percent Valid Percent Cumulative 

Percent 

Valid Very satisfied 31 31.0 31.0 31.0 
Fairly satisfied 25 25.0 25.0 56.0 
Not Applicable 43 43.0 43.0 99.0 
No response 1 1.0 1.0 100.0 
Total 100 100.0 100.0   

 
 
 
 
B35: What expectations do you have after making a fair trade purchase? 
  Frequency Percent Valid Percent Cumulative 

Percent 

Valid Get good deal for 
poor farmers 

30 30.0 30.0 30.0 

Increase sales from 
developing countries 

7 7.0 7.0 37.0 

Help increase sale of 
environmental friendly 
products 

6 6.0 6.0 43.0 

None 5 5.0 5.0 48.0 
Not Applicable 43 43.0 43.0 91.0 
No Response 9 9.0 9.0 100.0 
Total 100 100.0 100.0   

 
 
 
B36: Which factors limit your purchase of fair trade products? 
  Frequency Percent Valid Percent Cumulative 

Percent 

Valid Price 18 18.0 18.0 18.0 
Quality 1 1.0 1.0 19.0 
Variety 15 15.0 15.0 34.0 
Availability 9 9.0 9.0 43.0 
Price and Availability 14 14.0 14.0 57.0 
Price and Quality 3 3.0 3.0 60.0 
Variety and Price 7 7.0 7.0 67.0 
Variety and Availability 7 7.0 7.0 74.0 
None 2 2.0 2.0 76.0 
Not Applicable 22 22.0 22.0 98.0 
No Response 2 2.0 2.0 100.0 
Total 100 100.0 100.0   
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B37: Do you understand the concept behind the fair trade movement? 
  Frequency Percent Valid Percent Cumulative 

Percent 

Valid Yes, totally 9 9.0 9.0 9.0 
Partially 59 59.0 59.0 68.0 
No 9 9.0 9.0 77.0 
Not Applicable 22 22.0 22.0 99.0 
No Response 1 1.0 1.0 100.0 
Total 100 100.0 100.0   

 
 
B38: Are you aware of any fair trade organisations? 
  Frequency Percent Valid Percent Cumulative 

Percent 

Valid Traidcraft 19 19.0 19.0 19.0 
No 34 34.0 34.0 53.0 
Fairtrade Foundation 4 4.0 4.0 57.0 
Oxfam 20 20.0 20.0 77.0 
Not Applicable 22 22.0 22.0 99.0 
No Response 1 1.0 1.0 100.0 
Total 100 100.0 100.0   

 
 
B39: Do you support any fair trade organisation? 
  Frequency Percent Valid Percent Cumulative 

Percent 

Valid Yes 5 5.0 5.0 5.0 
No 72 72.0 72.0 77.0 
Not Applicable 22 22.0 22.0 99.0 
No Response 1 1.0 1.0 100.0 
Total 100 100.0 100.0   

 
 
B40: Choose the option that best relate to your understanding of the fair trade concept 
  Frequency Percent Valid Percent Cumulative 

Percent 

Valid Sale of organic products 7 7.0 7.0 7.0 
Sale of premium products 3 3.0 3.0 10.0 
Improve livelihood of 
farmers through 
cooperative support 

64 64.0 64.0 74.0 

Not Applicable 22 22.0 22.0 96.0 
No Response 4 4.0 4.0 100.0 
Total 100 100.0 100.0   
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Appendix C Relationship Tables 
 

Relationships between some Ethical Consumer Variables 
 
 C1: Gender * How long have you been a fair trade consumer  
 How long have you been a fair trade 

consumer 
Total 

0-5 years 5-10 years 10 + 

Gender Male 3 9 14 26 
Female 4 9 11 24 

Total 7 18 25 50 

 
 
C2: Gender * Select Level of Education * How often do you purchase fair trade products?  
How often do you 
purchase fair 
trade products? 

  Select Level of Education Total 
High School College University 

Daily Gender Male   0 3 3 
Female   1 6 7 

Total   1 9 10 
Weekly Gender Male 1 3 11 15 

Female 0 8 7 15 
Total 1 11 18 30 

Monthly Gender Male   1 7 8 
Female   1 1 2 

Total   2 8 10 
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C3: Gender * Select Annual Income Level * How often do you purchase fair trade  

 
 
 

      C4:  Gender * Select Annual Income Level * Which factors limit your purchase of fair trade?  
Which factors limit 
your purchase of 
fair trade? 

   
Select Annual Income Level 

 

    Less than 
£10,999 

£11,000-
£20,999 

£21,000-
£40,000 

More than 
£40,000 

No 
Response 

Total 

Price Gender Male 3     3 

  Total 3     3 
Availability Gender Male  1 1 4  6 

    Female  2 3 5  10 

  Total  3 4 9  16 

Variety and 
Availability 

Gender Male  4 3 3  10 

    Female  3 2 2  7 

  Total  7 5 5  17 

Quality and Price Gender Female  2    2 

  Total  2    2 
Price and 
Availability 

Gender Male   1 0  1 

    Female   1 4  5 

  Total   2 4  6 

No Response Gender Male   1  5 6 

  Total   1  5 6 

 

How often 
do you 
purchase 
fair trade 
products? 

   
Select Annual Income Level 

 

    Less than 
£10,999 

£11,000-
£20,999 

£21,000-
£40,000 

More than 
£40,000 

No 
Response 

Total 

Daily Gender Male   1 0 2   3 

    Female   4 2 1   7 

  Total   5 2 3   10 

Weekly Gender Male   4 2 4 5 15 

    Female   3 2 10 0 15 

  Total   7 4 14 5 30 

Monthly Gender Male 3   4 1   8 

    Female 0   2 0   2 

  Total 3   6 1   10 



An analysis of consumer purchasing attitudes and the challenges of fair-trade 
products in the UK 

 
 
  

----------------------------------------------------------------------- 
Blekinge Institute of Technology, School of Management. 
 

92 

 
C5: Gender * Select Level of Education * Why do you purchase fair trade?  
 Why do you 
purchase fair 
trade? 

   
Select Level of Education 

 

    High 
School 

College University  Total 

Ethics Gender Male 1 2 9 12 

    Female 0 7 4 11 

  Total 1 9 13 23 

Taste and 
Quality 

Gender Male     1 1 

    Female     1 1 

  Total     2 2 

Taste and 
Ethics 

Gender Male     4 4 

    Female     1 1 

  Total     5 5 

Taste, 
Quality and 
Ethics 

Gender Male   2 7 9 

    Female   3 8 11 

  Total   5 15 20 
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Relationships between some General Consumer Variables 
  
 

          C6:  Gender * Select Level of Education * Are you aware of fair trade products?  
Are you 

aware of fair 
trade 

products? 

   
Select Level of Education 

 

    Secondary 
School 

High 
School 

College University             
        Total 

Yes Gender Male 2 0 7 31 40 

    Female 2 2 8 26 38 

  Total 4 2 15 57 78 

No Gender Male 1 4 5 4 14 

    Female 0 2 4 2 8 

  Total 1 6 9 6 22 

 
 
 
C7: Gender * Select Level of Education * How often do you purchase fair trade products?  

How often do you 
purchase fair 
trade products? 

  Select Level of Education Total 

Secondary 
School 

High School College University 

Weekly Gender Male 1   0 4 5 
Female 1   3 3 7 

Total 2   3 7 12 
Monthly Gender Male     3 16 19 

Female     1 18 19 
Total     4 34 38 

Rarely Gender Male   0 0 3 3 
Female   2 1 0 3 

Total   2 1 3 6 
Not Applicable Gender Male 2 4 9 12 27 

Female 0 2 7 7 16 
Total 2 6 16 19 43 

No Response Gender Female 1       1 
Total 1       1 
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      C8: Gender * Select Level of Education* How ethical are you in your   purchases? 

Select Level of 
Education 

  How ethical are you in your purchases?  

    Very 
ethical 

Moderately 
ethical 

Not 
ethical 

Not sure Not Applicable Total 

Secondary School Gender Male 1     0 2 3 

    Female 1     1 0 2 

  Total 2     1 2 5 

High School Gender Male   0     4 4 

    Female   2     2 4 

  Total   2     6 8 

College Gender Male 0 3     9 12 

    Female 2 3     7 12 

  Total 2 6     16 24 

University Gender Male 12 10 1 0 12 35 

    Female 5 13 1 2 7 28 

  Total 17 23 2 2 19 63 
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       C9: Gender * Select Level of Education * Why do you purchase fair trade products?  
Why do you 
purchase fair 
trade 
products? 

  Select Level of Education  

    Secondary 
School 

High 
School 

College University Total 

Quality Gender Male       2 2 

  Total       2 2 
Taste Gender Male 1 0     1 

    Female 0 1     1 

  Total 1 1     2 

Packaging Gender Female       1 1 

  Total       1 1 
Ethics Gender Male 0 0 0 16 16 

    Female 1 1 2 11 15 

  Total 1 1 2 27 31 

Taste and 
Ethics 

Gender Male     0 3 3 

    Female     1 2 3 

  Total     1 5 6 

Quality and 
Ethics 

Gender Male     3 1 4 

    Female     1 3 4 

  Total     4 4 8 

Quality, 
Taste and 
Ethics 

Gender Female     1 1 2 

  Total     1 1 2 

Not 
Applicable 

Gender Male 2 4 9 12 27 

    Female 0 2 7 7 16 

  Total 2 6 16 19 43 

No 
Response 

Gender Male 0     1 1 

    Female 1     3 4 

  Total 1     4 5 
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C10: Gender * Select Annual Income Level * which factors limit your purchase of fair trade 
products?  
Which factors 
limit your 
purchase of fair 
trade products? 

  Select Annual Income Level  

    Less than 
£10,999 

£11,000-
£20,999 

£21,000-
£40,000 

More than 
£40,000 

Not 
Applicable 

Total 

 
Price 

Gender Male 1 3 6 2   12 

    Female 3 1 2 0   6 

  Total 4 4 8 2   18 

Quality Gender Male   1       1 

  Total   1       1 
Variety Gender Male     4 4   8 

    Female     6 1   7 

  Total     10 5   15 

Availability Gender Male 2 2 2 0   6 

    Female 1 1 0 1   3 

  Total 3 3 2 1   9 

Price and 
Availability 

Gender Male 2 0 3 1   6 

    Female 2 1 3 2   8 

  Total 4 1 6 3   14 

Price and 
Quality 

Gender Male 1 1       2 

    Female 1 0       1 

  Total 2 1       3 

Variety and 
Price 

Gender Male 0 0 1 2   3 

    Female 1 1 0 2   4 

  Total 1 1 1 4   7 

Variety and 
Availability 

Gender Male 0 1 1 0   2 

    Female 1 0 2 2   5 

  Total 1 1 3 2   7 

None Gender Female   2       2 

  Total   2       2 
Not Applicable Gender Male         14 14 

    Female         8 8 

  Total         22 22 

No Response Gender Female 1 1       2 

  Total 1 1       2 
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C 11: Gender * Select Level of Education * Choose the option that best relate to your 
understanding of the fair trade concept  
Choose the option that 
best relate to your 
understanding of the fair 
trade concept 

  Select Level of Education  

    Secondary 
School 

High 
School 

College University Total 

Sale of organic products Gender Male   0 1 2 3 

    Female   1 2 1 4 

  Total   1 3 3 7 

Sale of premium products Gender Male       3 3 

  Total       3 3 
Improve livelihood of 
farmers through 
cooperative support 

Gender Male 1 0 6 25 32 

    Female 1 1 6 24 32 

  Total 2 1 12 49 64 

Not Applicable Gender Male 1 4 5 4 14 

    Female 0 2 4 2 8 

  Total 1 6 9 6 22 

No Response Gender Male 1     1 2 

    Female 1     1 2 

  Total 2     2 4 

 
 
C12: Gender * What expectations do you have after making a fair trade purchase?  

 

 What expectations do you have after making a fair trade purchase? Total 

  Get good 
deal for 

poor 
farmers 

Increase 
sales from 
developing 
countries 

Help 
increase sale 

of 
environment

al friendly 
products 

None Not 
Applicable 

No 
Response 

Get good 
deal for 

poor 
farmers 

Gender Male 13 5 3 2 27 4 54 
  Female 17 2 3 3 16 5 46 
Total 30 7 6 5 43 9 100 


