





44

FAIRTRADE
FRONT-
RUNNERS
SCORECARD

WHAT IS THE FAIRTRADE
FRONTRUNNERS SCORECARD

The Fairtrade Frontrunners Scorecard is an initiative developed
by Fairtrade Belgium. Its aim is first and foremost to recognize the
efforts Fairtrade-committed companies already put in place for a

more just and sustainable world by choosing Fairtrade.

The Fairtrade market in Belgium has grown significantly: in 2018 for instance, the
total consumer value for Fairtrade goods was estimated at 169 million euros whilst
in 2023 it had grown to a whopping 331 million euros. A massive growth which would
not have been possible without the commitment of so many companies who put
social and environmental justice first.

But this massive growth will need to continue to make sure that Fairtrade certified
farmers and workers can sell all their coffee, cocoa, bananas and cotton at Fairtrade
terms and eventually have access to a living income or a living wage. This is in fact
the second objective of the scorecard: to encourage companies to take the next step
and increase their commitment. A commitment that is not just focused on sales of
Fairtrade products (which generate Fairtrade premium), but one that also focuses
on their outreach and on what they can do ‘beyond certification' Because making an
impact is also about communicating on the Fairtrade story and working on advocacy
and pilot projects.

And Fairtrade Belgium is here to assist Fairtrade-committed companies along their
Fair journey, which is the third objective of the scorecard: to assist all Fairtrade
committed companies to increase their Fairtrade sales, to make their communica-
tion even more effective and to work together to go ‘Beyond Certification' Because in
the end, Fairtrade Belgium wants all of its commercial partners to become Fairtrade
Frontrunners.
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TheScorecardfocusesonthe‘Fairtrade Frontrunners',agroup of Fairtrade committed companies
who are advanced in their Fairtrade journey. Fairtrade Belgium has chosen not to include ALL110
of its Fairtrade license holders in this benchmark, mainly for practical reasons. It goes without
saying that ALL Fairtrade license holders play an important role to add to system wide change.

METHODOLOGY

The Fairtrade Frontrunners Scorecard ranks Fairtrade committed companies based on three
different categories. Which are:

1. 'Fairtrade Premium/ referring to the amount of Fairtrade premium a company generates.

2. '‘Communication and Marketing’, referring to the way Fairtrade-committed companies
communicate on their commitment and the subject of Fair Trade to their customers.

. 'Beyond Certification', referring to the way Fairtrade-committed companies raise the bar
and go further than certification.

For each of these categories, an individual scorecard was established, ranking the Fairtrade
Frontrunners according to their actions that contribute to each of the respective categories.
This ranking is based on a unique methodology developed by Fairtrade Belgium.

Philippe Weiler

CEO of Fairtrade Belgium

CATEGORY 1

FAIRTRADE PREMIUM

For the first category, referring to the Fairtrade Premium, the period selected for the
premium scorecard was the year of 2023. We made a distinction between 3 types of
contribution:

- the Fairtrade Premium generated in BE by retailers.

- the Fairtrade Premium generated in BE by brands.

- the Fairtrade Premium generated outside BE by Belgian brands.

CATEGORY 2

COMMUNICATION AND MARKETING

Here we focus on how our partners communicate about Fairtrade. The period for this
analysis focuses on communication efforts between the 1st of January 2023 and the
31st of December 2023. For this category, a division was made between brands and
retailers active in Belgium because retailers have access to different kind of communi-
cation channels including folders and shops, whilst for brands this is not possible. For
brands, 9 indicators were analyzed including communication on social media, content
on the website, participation in the Fair Trade week, communication on offline channels
and overall collaboration with Fairtrade Belgium on communication. Regarding
retailers, the same 9 indicators were analyzed in addition to two unique indicators,
referring to two unique communication tools at the retailer's disposal: retailers’ pro-
motional folders and their network of stores.

CATEGORY 3

BEYOND CERTIFICATION

The third and final category of the Fairtrade Frontrunners Scorecard refers to the
Frontrunners' commitment to go ‘beyond certification. What this entails, has been
defined by Fairtrade Belgium as the investment of a Frontrunner in a field project, its
involvement in positioning and advocacy activities, and its commitment towards living
incomes and living wages. This commitment was evaluated against the size of the
company in terms of investment in Fairtrade certification.
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The 'Fairtrade Premium’ category refers to the amount of premium generated by Fairtrade-licensed
companies. Fairtrade considers certification a first and very important step towards sustainable supply
chains. In the scorecard, Fairtrade Belgium decided to split between Fairtrade premium generated on the
Belgian market on the one hand, and by Belgian brands on the global market on the other.
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One of the most important KPIs for Fairtrade Belgium is the impact generated for Fairtrade farmers and workers through
the Fairtrade Premium. The Fairtrade Premium is an additional amount of money paid on top of the Fairtrade Minimum
Price that the cooperative receives. Cooperatives democratically decide how the Fairtrade Premium will be invested. On
top of the premium investments at cooperative level and the premium benefits for the farmers, investments are also done
at community level. In 2023, nearly 4 million euros worth of Fairtrade Premium was generated in Belgium.

SCORECARD:
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Fairtrade Premium amounts are confidential.
Licensees only can freely decide to publish or
keep them confidential.

*only include cocoa premium
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varying between no visibility what-
soever (none), one type of support (in
terms of poster, wobbler, price card,
etc.) (bronze), two types of support
(silver), three types of support (gold).
This indicator only applies to retailers
and was not considered for the
ranking of brands' efforts in terms of
communication and marketing.

Communication during Fair Trade
week, varying between no commu-
nication at all (hone), communication
on one channel (bronze), communica-
tion on two channels (silver) and paid
media campaigns (gold).

visible on the product packaging will
not be counted as gold. The last sub-
category is “Activations”, which refers
to specific actions such as tastings
of Fairtrade products, Fairtrade food
truck, etc.

Collaboration on communication.
In this regard, four levels were iden-
tified, varying between no collabo-
ration whatsoever (none) , 1 meeting
per year (bronze), several meetings
per year and constructive exchanges
(silver), 1 or more meetings per year
with specific outcomes (gold).

Gold Silver Bronze
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SCORECARD
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Commercial partners who are active in advocacy and lobby can make a huge difference in influencing
legal frameworks that support workers and smallholder producers in global value chains. With Fairtrade
Belgium we encourage this type of commitment ‘beyond certification' In the scorecard, 4 levels of com-
mitment were defined in this regard, ranking from: no involvement in lobby/advocacy for small-scale
producers at all (none), over joining at least 1 lobby/advocacy action organized by Fairtrade Belgium per
year (bronze), having a coherent approach towards advocacy for small-scale producers and taking a
proactive stance on given occasions (silver), having a coherent approach to policy influencing, taking a
proactive stance in favor of smallholder producers and being vocal about it (thought leadership) (gold),
and finally having/financing dedicated staff to carry out a lobby & advocacy strategy and supporting a
level playing field for small-scale producers in global supply chains (diamond).
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The ultimate commitment for companies to go ‘Beyond Certification' is the commitment for living incomes
(LI) for producers and living wages (LW) for workers. We have defined 4 levels of ambition: not active on the
topic at all (none), signatory of a voluntary commitment (e.g. Beyond Chocolate) (bronze), 1 SKU aligned with
LI/LW (silver), clear strategy and commitments on LI/LW with clear progress (gold), 75%-100% of the as-
sortment is aligned with LI/LW (diamond).
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CONCLUSION

The scorecard demonstrates that there is a broad community of committed companies active in Belgium
and willing to progress seriously on sustainable value chains. Fairtrade Belgium wishes that the scorecard
inspires companies on how they can make progress, how they can increase their impact and establish
new collaborations. The scorecard is therefore an invitation for everyone, every small to large company,
for every person working in one of the many supply chains. It is an invitation for you to further increase

your impact, make fair trade part of your business, part of your strategy. And become the Fairtrade front-
runner of tomorrow.
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