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Letter from the Chair

2010 was a year of great challenges and accomplishments for Fairtrade Canada.

Over the past year, we successfully laid the groundwork to change our name from TransFair Canada to Fairtrade

Canada, and implemented the new international Fairtrade Mark across Canada. These were key achievements

toward our goal of strengthening Can acdoatibued oarlengggemeatrnith wi t h t h
Brazil and look forward to more exciting developments in the months ahead.

Global economic conditions continued to impact on Fairtrade throughout 2010. While our global accounts under-
performed expectations, it was heartening to see that sales of Fairtrade products in Canada continued to show great
strength. Our staff team did an outstanding job of engaging with companies, consumers and media across Canada to
build awareness and support for Fairtrade certified products. On behalf of the Board, | want to thank them for their
hard work and dedication throughout 2010.

I also want to express the Boardbs sincerest thanks and appr
Cook and Stephanie Wells. Harry and Stephanie stepped down from the Board at the end of the June 2011 Annual
General Meeting. Our very best wishes go with them.

e

John Kay
Chair, Board of Directors
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Letter from the
Executive Director

It is with great pleasure that we present our 2010 Annual Report.

2010 saw the culmination of many

implement practices from within the Fairtrade system to offer a
best-in-class service to the Canadian market and public at large.
Several major accomplishments will be described in this report,
including the enhancement of the certification process in Canada,
revamped and up-to-the-minute communications tools; and
greater commercial support.

I would like to acknowledge the commitment of the Fairtrade
Canada staff for their dedication to Fairtrade certification.
Working together to manage change both internally and
externally is a very noble endeavour that each employee rises
daily to accomplish.

Fairtrade certification is about creating opportunities for the
families of producers and consumers alike. Being a part of a
system that creates so much good in the world is something | am
proud to be a part of.

Rob Clarke
Executive Director

Photos: Lena Granefelt (left) and Didier Gentilhomme (right)
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Our Mission

Fairtrade Canada
contributes to the success of
the international Fairtrade
certification system by:

= Promoting the benefits of
the Fairtrade system to
Canadians;

= Developing a strong,
diverse market for Fairtrade
certified products within
Canada;

= Building trust in the
Fairtrade certified Mark
through a rigorous
certification and licensing
process;

» Working with like-
minded orgamizcitions to
enhance the fairness and
mpact of the Fairtrade
system.

Our Vision

A world where trade justice
and sustainable
development principles are
practiced globally, thereby
moving world farmers and
workers from a position of
vulnerability to security
and economic self-
sufficiency.




Canada’s Growing Impact

Volumes of Fairtrade Certified Products Sold in Canada

Kilograms 2010 Growth Over 2009

Cocoa (kg) 1,385,069 310%
Coffee (kg) 5,876,688 5%
Fruit (kg) 3,104,787 35%
Herbs & Spices (kg) 3,989 -28%
Grains & Pulses (kg) 18,370 -67%
Sugar (kg) 440,044 12%

Tea (kg) 56,833 -37%

Nuts & Oils (kg) 6,683 363%
Cotton (units) 37,586 -17%
Sports Balls (units) 3,502 14%
Wine (L) 164,998 296%

Volumes of flowers and fruit juice have been excluded due to confidentiality.

Estimated Retail Value of Fairtrade Certified Products Sold in
Canada

Total Estimated Retail Value ($CAD) $ 269,463,842

Estimated retail value calculations do not assume higher prices for products sold in restaurants, cafes, etc.
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Estimated Fairtrade Premiums Paid to Producer Groups on
Fairtrade Certified Products Sold in Canada

The Fairtrade Premium is a sum of money, paid in addition to the agreed upon Fairtrade price, for investment in

social, environment a | or economic devel opment projects as decided
organization or by workers on a plantation. The following chart shows the approximate amount of premium money
producers received due to sales of Fairtrade certified products in Canada.

2010 ($SUSD) Growth

Coffee $ 1,292,872 5%
Tea $ 6,252 -37%
Sugar $ 96,352 127%
Cocoa Beans $ 67,282 73%
Wine $ 17,801 303%
Fruit $ 177,516 32%
Grains $ 939 -76%
Sports Balls $ 3,466 15%

Other $ 42,282 4%
Total $ 1,704,762 12%

Sugar

6%

Cocoa Beans

4%
Note: Fairtrade premiums cannot
O3t(r)1/er easily be calculated for the
° following products: Herbs & spices,
cotton, fruit juice, dried coconut.
Wine Values less than 1% are not
1% detailed.
Other includes nuts & oil seeds,
honey, flowers.
Sports Balls

Grains
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2010: Year in Review

Seeking Stakeholder Input: Global and National Consultations

Dialogue with stakeholders was a key priority for the Fairtrade system in 2010, both at the national and international
levels.

Internationally, FLO conducted its largest consultation to date on a New Standards Framework (NSF) and revised
environment al requirements. FLO6s Standards Unit involved h
shaping the new framework for the Standards. Four workshops (three of which were in producer regions), written
consultations, and a meeting with all three Producer Networks ensured a high level of participation. All Canadian
licensees and traders were invited to participate in the consultation, and Fairtrade Canada strove to ensure its own
feedback was thoughtful, well-researched, and producer-oriented. Many product standard consultations also took
place in 2010, open to all stakeholders, most notably the coffee
standard and price consultation in December.

Nationally, Fairtrade Canada staff listened to the diverse
viewpoints of many of our stakeholders through a series of
roundtable meetings in Vancouver, Montreal and Toronto, and
through additional meetings with individual companies. We
consulted on a variety of themes including the launch of the
new Fairtrade Mark and changing our name to Fairtrade
Canada. These meetings were supplemented by countless
phone calls and emails with any stakeholder who voiced an
opinion, all to gain critical feedback to improve the Fairtrade
system.

Geneti Jio (green), 10 years old, 4th

. . \ grade student in a primary school built
Enhanced Communication: thanks to Fairtrade premium of the

. | organic fair trade coffee cooperative of
Fairtrade 2.0! Negele Gorbitu (member of the Oromia

coffee cooperatives union), located in
Fairtrade Canada certainly embraced technology in 2010; our the Yirga Cheffe region of Ethiopia.
communications team brought our message to a new level
starting with a revamped website and e-newsletter. Fair Trade
enthusiasts were able to subscribe to areas of our website
using RSS feeds so that they could always be informed of the
most up-to-the-minute Fair Trade news. The informative new website now provides plenty of space for visitors to
discuss, debate, and celebrate Fair Trade. Fairtrade Canada welcomes and encourages spirited dialogue: as such
we dedicated many portions of the website to diverse points
space for external editorials, and a staff blog; each of these sections has space for comments. We also created
useful online tools such as a place for consumers to report products making unverifiable Fair Trade claims, a clearer
and more updated list of Fairtrade Canada registered companies, and the Fair Trade Finder, a business and
consumer-friendly, online tool to find and register Fairtrade retailers across Canada.

Photo: © Eric St-Pierre

We also embarked into the world of soci al medi a. The introc
pages has allowed us to expand our reach into the Canadian marketplace and engage directly with so many of our
supporters and stakeholders in a much more interactive way.
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Fair Trade and Our Communities

At unprecedented levels, Fair Trade grew in Canada because of the support of community groups from coast-to-
coast. We provided these groups with support and resources, the groups brought initiative and passi
expanded far beyond our expectations! There are too

highlights include:

A Under the leadership of Engineers Without Borders (EWB) and World University Services Canada
(WUSC), 84 groups across Canada went door-to-door on Halloween, handing out 70,000 Fairtrade
chocolates and information during the annual Reverse Trick-or-Treat campaign.

A Québec Equitable rallied the troops to distribute 3,000 post cards to businesses in the Quebec City area
asking them to carry Fair Trade products.

A 91 enthusiastic volunteers joined Fair Trade Vancouver in coordinating an extraordinary, consumer-
empowering Fair Trade Pavilion at the EPIC Consumer Show in Vancouver, BC.

A In May 2010 Fair Trade goodies took centre stage as the Société de développement commercial de la
Promenade Sainte-Cat herine Est (SDC) and Laure Waridel
Trade Fair in new Fair Trade Town, Mercier-Hochelaga-Maisonneuve.

A The Barrie Fair Trade Working Group helped their community celebrate Fair Trade town status by

oné
many

pres

hosting a childrends colouring contest and handing

the Annual Celebrate Barrie event at Centennial Park.

Fair Trade Towns

The Fair Trade Town campaign really gained momentum in 2010 thanks to committed volunteers forming passionate
steering committees and engaging communities across Canada. These groups achieved six challenging goals,
culminating with their local councils deciding to use Fairtrade certified products and officially support the Fair Trade
Towns campaign. Communities rallied around a common cause, raised public awareness around Fair Trade, and
deservedly celebrated their extraordinary achievements.

Total Fair Trade Towns from 2007 -2009 8

Total Fair Trade Towns in 2010 14

20106s New Fair Trade Towns:

A Neuville, QC (March 31, 2010)

A Mercier-Hochelaga-Maisonneuve, QC (April 19, 2010)
A Vancouver, BC (May 6, 2010)

A Barrie, ON (May 10, 2010)

A Sainte Anne de Bellevue, QC (May 21, 2010)

A Canmore, AB (July 6, 2010)
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http://www.theglobeandmail.com/life/food-and-wine/how-do-you-know-its-fair-trade/article1678781/
http://www.theglobeandmail.com/life/food-and-wine/how-do-you-know-its-fair-trade/article1678781/
http://www.cyberpresse.ca/vivre/vivre-vert/201008/30/01-4310850-la-dairy-milk-equitable-sur-toute-la-ligne.php

Co-operating for Fair Trade Campaign

Fairtrade Canada, the Canadian Co-operative Association (CCA), the Conseil Canadien de la coopération et de la
mutualité (CCCM) and Equiterre launched an exciting campaign aimed at generating greater awareness of Fair Trade
within the co-op sector.

The goal of the campaign is to have at least 100 Canadian
co-ops, credit unions, and co-operative apex organizations
adopt a resolution committing to support and promote Fair
Trade by December 2011 - in time for the International Year
of Co-operatives in 2012.

Congratulations to the Following Co-operatives for passing
Fair Trade Resolutions in 2010:

A Canadian Co-operative Association (CCA)
A Canadian Worker Co-op Federation (CWCF)
A Planet Bean _ _ _
Fairtrade Can ada representative Erin Hay
with EWB volunteers Michael Creighton and
. Jason Blechta at a community event.
Community Groups Photo: Tia Loftsgard

Fairtrade Canada would like to take this opportunity to
thank the amazing community groups who worked tirelessly
and with boundless energy to grow Fair Trade in Canada, including:

A All of the Fair Trade Towns Steering A Barrie Fair Trade Working Group
Commitiees A Fair Trade Kamloops
A Engineers Without Borders A Fair Trade Lethbridge
A VO\;\?SgC;J/nB/g;Z:[E/a Service of Canada A Fair Trade Olds
A The Otesha Project A Fairtrade Montreal Equitable
A Equiterre A Revelstoke Fair Trade Society
A The Canadian Co-operative Association A Québec Equitable
(CCA) A Conseil Canadien de la coopération et
A Manitoba Council for International de la mutualité (CCCM)
Cooperation (MCIC) A Katimavik
A Fair Trade Vancouver A Countless other groups and individual

supporters
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Fairtrade Canada supports Fairtrade Producers

Fairtrade Canada made considerable advances in advocating for improved representation and increased benefits for
producers within the FLO system. The International Relations Director position was created specifically with this goal
in mind.

Canada developed stronger relationships with producer groups by meeting with producers at both BioFach and the
Specialty Coffee Association tradeshows in Europe, the Fair Trade Futures conference in Quincy, MA in the USA, as
well as by visiting coffee producers at their farms and in meetings in Nicaragua and Honduras. Relationships with the
Producer Networks were also strengthened by our constructive presence at the CLAC General Assembly in
Honduras, Global Coffee in Nicaragua as well as the Fairtrade Africa forum and General Assembly in Zimbabwe. All
of these meetings helped us glean the priorities of various producers so that we can be more responsive to those
priorities in Canada. They also enabled us to communicate opportunities in the Canadian market directly to producer
groups.

Fairtrade Labelling Initiatives and FLO staff
alongside FLO staff and Coffee Producers in
Nicaragua, March 2010.

Photo: Fairtrade Germany

We have also been able to incorporate this clearer wunderstal
positions at FLO. Fairtrade Canada continues to participate at the international level though the FLO Licensing and

Contract Committee, Labelling Initiative meetings and the General Assembly. Additionally, Fairtrade Canada

sponsored representatives from South Africa, Mexico, and South America to attend meetings in Canada or attend

FLO events.

Fairtrade Canada has also been helping to establish a Fairtrade Marketing Initiative in Brazil, with the intent to
develop the domestic market there for Fairtrade certified products. The process began in 2008, however it was in
2010 at a key meeting in Rio De Janeiro involving more than 50 producer groups, civil society organizations,
government agencies, and actors from within the Fairtrade system, including Fairtrade Canada, that a common
agenda was set. A subsequent meeting occurred in Mossoro City to outline the roles and responsibilities of Marketing
Initiatives within the Fairtrade system to further the understanding of all stakeholders.

Producer members of the CLAC and
Fairtrade Canadaés H
(far right) visit COAGRICSAL coffee
cooperat ive in Honduras .

Photo: Shannon Sutton
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Fairtrade Canada is deeply grateful to all of our registered companies across
the country for their commitment and engagement.

Fairtrade Canada and Canadian
Businesses

Promotional Partner Program

We launched our new Promotional Partner program in 2010, which is
intended to develop relationships with retailers and distributors across
the country. Promotional Partners assist in promoting Fairtrade
certified products at the retail level, public events or through media
engagement. The program keeps them informed about marketing
opportunities, promotional materials and consumer research, and will
be expanded in 2011.

Transition to the Fairtrade Mark

Transition to the internationally-recognized Fairtrade Mark (and our
new name and look) began in 2010, beginning with extensive
consultations with many of our stakeholders. Behind the scenes, this
also involved developing updated contracts for all of our clients,
updating our policies, and participating in multiple international
consultations with FLO on new standards, product specific policies,
and the updated Mark Use Manual and labelling guidelines.

According to consumer research conducted in 2010, familiarity of the
former (black and white) Fair Trade Certified Mark had reached 27%
among Canadians, and familiarity with the new (colourful) Fairtrade
Mark was 15%. Understanding our starting point helped us to build the
platform for the gradual introduction of the Fairtrade Mark in 2010, to
be followed by a soft launch in 2011. Subsequent research in 2011
shows roughly equal rates of familiarity with the two marks in Canada.
Our goal is to fully transition companies to the Fairtrade Mark by 2012,
and to continue our efforts to ensure consumers are fully aware of the
new mark and what it represents.

Number of Registered

Companies gL
New Licensees and Traders 15
Total Licensees 220
Total Traders 11

m Fairtrade Canada 2010 Annual Report

Promotional Items

Fairtrade Canada
distributed $28,955 worth of
promotional materials at no
charge to business and
supporters across the
country to assist in raising
awareness of Fairtrade.

Launch of new
product
categories:

First Fairtrade certified olive
oil (Aide médicale pour la
Palestine) and the first
Fairtrade certified camdy
bar (Cadbury Adams
Camada)




Consumer Research

Every year, Globescan, a global research company, conducts a survey of Canadians in order to gauge their attitudes
towards Fairtrade certification. The results of the survey carried out in 2010 are quite encouraging and illuminating.
For example:

Globescan asked Canadian consumers about a number of considerations for companies dealing with developing
countriess. Thi s chart shows the percentage of people who said the

Produce safe produds —89

90

Pay farmers/workers fairly —Mas
i icats I
Avoid using harmful chemicals

88

; A 86
Ensure safe working conditions for farmers/workers —ss
Minimize environmental damage

84

Contribute to community development —;:]
Apply internationally accepted labour/ | EEEREGTREGG__E :1
L

environmental standards

Improve environmental conditions —8;3

Fight the violation of human rights _f:

Ensure traceability of product to point of origin M—n
Ensure local producers have access to global markets I

n

. ; n
Buy from small-scale farmers in poor countries _70
| o
4 = 64
Support progressive government policies ——

66 2008
FLO10_q2t Canada

flCanadians continue to have high expectations of companies dealing with poor countries, in particular regarding
safety requirements (producing safe products, avoiding use of harmful chemicals, and ensuring safe working
conditions). Although Canadians are most concerned with food prices, they recognize that it should not be at the
expense of fair compensation to farmers. Canadians also believe it is important for companies to limit environmental
damage during production.o--Source: Globescan

For more results from the 2010 Globescan study go to: www.fairtrade.ca/en/about-fairtrade/facts-figures

Trustworthy System

Fairtrade Canada certification became more effective and efficient in 2010.

After physically auditing all importers and licensees over the previous two

years, Fairtrade Canada now has a better understanding of the risks, benefits,

and real costs associated with aligning our certification system with the FLO-

Cert 1SO65 standards. Producers and several European Labelling Initiatives

are already compliant with these standards; Standard operating procedures are

now in place to best manage this process while allowing growth in the future.

Further, increasing audits was crucial to ensure greater transparency and understanding of Fair Trade in the
Canadian marketplace; all so that consumers can trust the Fairtrade system represented by the Fairtrade Mark.
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How Does Fairtrade Canada Use the License Fees That Are
Charged to Companies?

Monitoring and  certification costs (including FLO fees) as a % 42 1% The Producer Services and
of License Fee ’

Relations Unit supports
producers by:

FLO costs as a % of license fee 24.5%

providing training in local
In 2010 42.1% of Fairtrade Canada fees were spent on certification by languages
Fairtrade Canada and funding Fairtrade International (FLO) and FLO-CERT.
FLO-CERT is the independent international agency that provides certification : :
services to clients (producers and traders) in more than 70 countries, the offering guidance on
majority being Fairtrade producers in developing countries. FLO International certification requirements
sets the Fairtrade standards and supports Fairtrade producers in many ways.
Providing support for producers is the mandate of the FLO Producer Services helping producers to gain
and Relations Unit (PSRU), a team devoted to working with producer
organizations to improve their understanding of the Fairtrade system and
support them in complying with Fairtrade standards.

access to new markets

facilitating relationships
FLOGSs producer fund al | ot towaedd produGed , 3 8 with buyers
certification in 2010.

47% of FLO revenue came from member fees from national organizations having Liaison Officers
like Fairtrade Canada in 2010. 50% was made up from grants from generous support producers on the
funding partners such as governmental international development agencies. ground in around 50

. . . ) o ) i roducer countries
Fairtrade Canada is a registered non-profit organization entirely financed by P

operator fee income. Our audited financial statements are made public each
year. In 2010 20.5% of feeswentto Fai r t r a d e Cothaumealiang) s issuing grants from the
Outreach and Producer Relations. 44.1% went to Commercial Relations, Producer certification Fund
Facilities, and Administration. (The total is greater than 100% because a loss
was incurred for the year.)

Fairtfrade Canada
Certification Costs
17.6%

FLO Costs
24.5%
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Audited Financial Statements

TRANSFAIR CANADA INC.
STATEMENT OF REVENUE AND EXPENDITURE
FOR THE YEAR ENDED DECEMBER 31, 2010 (CAD$)

Revenue 2010 2009
License fees $ 1,546,142 $ 1,662,522
Other $32,884 $ 32,012
Interest $ 2,480 $ 1,689
Total $ 1,581,506 $ 1,696,223

Expenditure

Administration, licensing

and facilities $ 681,951 $ 662,626
Certification $ 651,386 $ 602,150
uainess development $316.927 $302,621
Total $ 1,650,264 $ 1,567,397
For the Year
Total ($ 68,758) $128,826

Indepencently audited byMcCayDuff LLP Chartered Accountants

For more detailed financiatatements please visithttp://fairtrade.ca/en/financials2010
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Board of Directors and Volunteers

Board of Directors 2010

Harry Cook i Treasurer, Chair of Audit and Finance Committee

Nettie Cronish 1 Member of Human Resources Committee

Eric Denhoff T Member of Audit and Finance Committee

John Kay i Board Chair, Member of Audit and Finance Committee, Member of Human Resources Committee
Vincent Lagacé 7 Member of Audit and Finance Committee

Nick Orton 7 Member of Human Resources Committee

Stephanie Wells i Chair of Human Resources Committee

Volunteers 2010

Sebastien Dube

Sylvie Goneau

Cynthia Goneau -Clarke
Mika Labreque

Cesar Navarro

Kelleigh Ryan

Meagan Simpson -Law

Matt Smith

Andreane Werbrouck Valade
Josianne Werbrouck Valade

Steve Wypych

Photo: Tia Loftsgard

m Fairtrade Canada 2010 Annual Report



