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1. INTRODUCTION

This Guidelines Manual describes the minimum rules that Third Parties, which want to use the International Fairtrade Certification Mark, need to adhere to and
provides guidance on how the core principles are applied. The International Fairtrade Certification Mark (CM) is now being used by a very large amount of
stakeholders worldwide, its recognition and value increasing each year. The purpose of this document is to keep the same Corporate Identity for labelled
Fairtrade wherever the CM is presented to a wider public.

2. MISSION

To strengthen developing countries producers’ position in the market place through an international consumer product label.

3. GOAL OF CERTIFICATION MARK

To establish the certificate of Fairtrade as a leading standard for consumer choice.

4. VALUES

Authoritative, incorruptible, enthusing, trustworthy, ethical, valuable

5. MEANING BEHIND THE MARK

Previous Fairtrade labels merged into the shape of a cheering person representing the people, both consumers and producers, behind Fairtrade. Fresh,
positive colours have been chosen to accompany the symboal, in line with the modern and positive image the Fairtrade movement aims for, where producers
and consumers are brought closer together through an act of production and consumption of Fairtrade labelled products. Its abstract character was purposely
chosen to be “multi-cultural” and “future-proof”.
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6. PROPERTY INTERNATIONAL FAIRTRADE CERTIFICATION M ARK

The International Fairtrade Certification Mark (CM) is the exclusive property of Fairtrade Labelling Organizations International FLO, and internationally
registered as a trademark (for EU with no. 002606994; at the World Intellectual Property Organization (WIPO) with no. 806 431).

7. ABUSE

FLO reserves the right to take legal action against any party that reproduces or copies the Certification Mark in any form whatsoever without the prior
authorization of FLO. Please notify FLO of any abuse of the Fairtrade Mark as protecting its integrity is paramount.

8. APPROVAL PROCESS

If the party interested in using the CM (licensee, trader, third parties) is based in a country where there is a Labelling Initiative (LI), the relevant LI is
responsible for approving its use. In case it is based in a country with no LI, FLO is responsible. A complete list of LIs can be found at
www.fairtrade.net/labelling_initiatives

LI: all applicants (licensee, trader, third parties) based in the LIs home country
FLO: all applicants from countries with no LIs

The FLO Director or LI may decide on the specific materials as well as the time span, geographical scope and other restrictions on the use of the CM, as not

all cases can be foreseen within the stated guidelines.

9. CONTACT DETAILS

The Labelling Initiatives should be the first point of contact for any parties within their countries. FLO can be contacted at:

FLO-International

Bonner Talweg 177, 53129 Bonn, Germany

Tel: +49-228 949 230 Fax: +49-228-242 1713
E-mail: cm@fairtrade.net www.fairtrade.net
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1. PRINCIPLES OF CM USE
The purpose of the Certification Mark is to clearly identify and promote Fairtrade Certified Products. The guiding principles are

The CM is our asset, has a high moral and financial value and must be presented accordingly

The CM represents our entire Fairtrade Certification System and its application is the end purpose of this process.
The CM allows Fairtrade Certified Products to be clearly identified.

The CM must therefore not be associated with any other brand, Mark or identity.

The CM must not be associated with products that have not been Fairtrade Certified.

agrwdpE

2. THIRD PARTIES’ USE OF THE CM

‘Third parties’, i.e. parties which are not certified, registered or licensed by FLO or a Labelling Initiative, such as supporters, NGOs, campaigners and
companies, may use the Certification Mark for promotional and information materials only. All Third Parties need prior written approval by FLO or a Labelling
Initiative if you are based in a country with a Labelling Initiative. The requested use must promote the awareness of the CM or the sale of Fairtrade Labelled
Products.

3. ACCOMPANYING TEXT

When publishing the CM (this includes on websites and letterheads), it must refer to Fairtrade Certified Products or the Fairtrade Labelling and Certification
and must be accompanied by one of the following taglines below (in the country’s own language) or another tagline which explains the relationship of the CM
with the published material and its authors. Examples:

This Certification Mark stands for International Fairtrade Certification by FLO

Look for this Fairtrade Certification Mark when you shop

Text that implies more than the Mark guarantees, that misleads consumers about the Mark or Fairtrade Standards, or which may have the effect of devaluing
the Mark, is not acceptable. In the copy, there shall be no statements about the CM that imply product quality claims. The guiding principles should be applied
to avoid confusion. It is recommended to mention the website of FLO www.fairtrade.net as a source for further information.

4. EVENTS

The Certification Mark must never be used to imply endorsement or sponsorship of an event by FLO, unless you have an explicit written approval. The
Certification Mark may be used:

in displays showing Fairtrade Products

projected onto screens for a Fairtrade promotion

on tablecloths/backdrops for an event that is specifically promoting Fairtrade Products
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1. LOGO ARCHITECTURE

This is the architecture of the Certification Mark (see figure 1).

National logos with straplines, as provided by national Labelling Initiatives, are also possible, when
requested by the Labelling Initiative (see figure 2).

In order to maintain the visual and legal integrity of the CM, all straplines must be separated by a
continuous white line, next to, above or underneath the box with the logotype. Artwork will be
provided by FLO or the LI.

2. PRIMARY LOGOTYPE

This is the architecture of the Fairtrade Certification Mark for Third Parties (see figure 1). It consists of the graphic element of the “cheering person” on a
circular background, enclosed by a black vertical rectangle with the word element FAIRTRADE.

No parts of the CM may be cut out or integrated into other designs and must never be redrawn or altered in any way (see figures 3-9). The spatial relationship
(see figure 6), the font type (see figure 6) and the relative size as well as the spacing of the font must not be altered.

3. 4. 5. 6. 7 8 9
Not in black rectangle, No FAIRTRADE, red Wrong colours, font, Spelling & Space " Rounded edges " White line must be In'tegrated into stamp
green own brand added relations continuous! design; logo must be

straight
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3. COLOUR

This full colour version (figure 1) is recommended: grass, sky, black and the word
FAIRTRADE in white. It is recommended to use coated paper and the ‘Pantone coated’
colours.

Grass Sky

Pantone 382 Pantone 306

C30 M0 Y94 KO / R162 G201 BO C76 MO Y6 KO/ R1 G151 B208
HTML A2C900 HMTL 0197DO0O

The colours “Grass” and “sky”, as specified above, may not be used in the brand name or
packaging, thereby ensuring that the CM is clearly distinct from the brand. Similar shades
of blue and green can be used, however not the exact “grass” and “sky” of the CM.

Where colour restrictions apply, either of these black and white versions (figures 10 and

11) can also be used. 10.

4. SIZE

On packaging, the recommended size for the CM without straplines is 13.5 mm wide. The
absolute minimum size of the CM for all purposes is a width of 20mm.

5. WHITE BORDER

On dark or mid-tone backgrounds (see figures 12 and
13), a thin white border (no stamp edge or other type of
border or frame as in figure 15) should be added to

differentiate the CM. 12.

11.

13.
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6. UPRIGHT POSITION

The CM must always be depicted in an upright position and never
tilted to any degree (see figure 14).

7. CONTOUR

If necessary, the contour (the “double line” around the 'person’) can be deleted, in order
to clarify the image when the CM is used at the minimum size.

8. EXCLUSION ZONE

Do not let any text touch the CM or come within its exclusion zone to ensure the CM
remains uncluttered. The exclusion zone equals the size of the font height (marked as “X”
in figure 15). It is recommended to leave an exclusion zone between the CM and
prominent individual graphics. This does not apply to background patterns or images. (In
the adjacent packaging in figure 16, the photo functions as background and is not a
prominent graphic while the brand text “African” represents a prominent text-graphic
which must not touch the Certification Mark.)

9. RELATIONSHIP WITH BRAND

The Certification Mark must not be confused with the brand of a company or organization
and must not appear as its corporate logo, but form a clearly autonomous feature of the
material. The CM should therefore always be less prominent than the brand  of the
organisation on any promotional material. The CM must not appear to endorse any
events or other projects without explicit written agreement of FLO.

14,

15.

16.
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