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Fair Trade for African Blackwood Consumer Market for Blackwood Instruments

Executive Summary

1 Background

The African Blackwood treeMpingo in Swabhili) is one of the most valuable timbers in the world. Dark,
lustrous heartwood makes it the medium of choice for wood carvers and strong international demand comes
from prodwcers of musical instruments including clarinets, oboes and bagpipes. Extensive demand and poor
forest managemeig pushing it towardsommercial extinction in much of East Afrigéhere it is found in
greatest quantities

Underresourced governments in thegion lack the ability to enforce their own regulations, and illegal
logging is widespread. Instead governments are slowly devolving the responsibility for managing the forests,
together with the attendant benefits, to poor rural communities. Sustamahkgement of these forests
would thus have substantial benefits for both the environment and poverty alleviation However, in order to
get the best price for their timber communities need to differentiate it from wood sourced from other areas.
Guaranteeig a fair price for communities and ensuring environmental best practices in management can be
ensured by supplementing community forest management with certification by the Forest Stewardship
Council (FSC), so that products can be labelled as made frakwmad which has been felled sustainably
from communitymanaged forests, and for which a fair price has been paid.

Founded in 1995, the Mpingo Conservation Project (MEgistered Tanzanian NGO Nb739, has been

carrying out practical work to develog-M in the soutkeast of Tanzania since 200MCP is working in
partnership with the Environment Africa Trust (EAT, UK Charity N625443 in order to develop new
opportunities in fair trade for Afri cantoldvelopk wo o ¢
the work in Tanzania, securing long term livelihoods for the forest communities based upon sustainable
management of their forest resources.

In July 2007, EAT was awarded a Project Development Grant (PDG) from funders Comic Relief. The
projectdevel opment grant was wutilised for EAT & MCPO
the processes required for certification of community managed forests in Tanzania and resultant sustainable
trade between communities and arsgrs in the UK. Thiseport is an output from that work. provides
background information on consumers that will support MCP, EAT and partners in their objective of seeing
a fairly traded, certified supply of African blackwood which can be made into musical instrurtents.
features the results of a smatinsumer survey of musicians covering customer types, key issues, demand
assessments and perceived willingness to pay a premium for musical instruments made from certified timber.

2 Key Findings

Broadly speaking, classical masns are typically highly aesthetic people, creative yet precise in the way
they play their music, and similarly so in the way in which they engage with life in general. As such, the
appeal of a fairly traded, certified instrument tends to fit well with e t ypi c al musi ci ané
purchasing decisions. Ethics, moral choice and environmental sustainability are important to these
consumers. Conservation and fair trade concerns are most important of all.

Consumers can be classified as professjoseiniprofessionalor amateur.Students, depending on their
levels can be regarded @&sther semiprofessionalor amateur. Professionals may play in symphony
orchestras, as soloists, as chamber musicians or in specialist associations such as eamsemisiese
Symphony players are the most common, makingpeghaps thregquartersof professional woodwind
players. Chamber musicians account for an estimated 15% of professionals whilst approximately 5% are
soloists and an estimated 5% are specialist padis.

The purchase of a premium oboe or clarinet represents a major investment and instruments are usually
repaired rather than replacdout the wear and tear on woodwind means they are replaced more regularly
than say string instruments. Buying a mukicai nst r ument i s, in retailing
6needsd purchase. Typically the need for a funct.i
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buying an instrument, a purchase that makes the musician feel that not onlyaneekgng in quality, and
they are improving themselves and benefiting their audiences by paying extra for a better product.

Linked to this is the critical issue of quality. It is clear from this research that to reach the requirements of a
musician, pdicularly above the amateur level, a fairly traded, certified product will not be enough to sway

the potential buyer. The most important factor in deciding on a purchase is not its price, nor the origins of the
wood, nor the social and ecological impdmit the intrinsic quality of the instrument itself. Qualities of

sound, of feel, of function, and of material are all essential to the buyer. Yet if the quality aspirations and
requirements of the consumer can be ntethg demand exists for FS@rtified Fairtrade and other ethical
product s, sold with a price premium, especially |
added value is a selling point. Consungeserallyareincreasinglymaking buyingdesii ons on a pr
0 e-v a |, espdriallyfor premium and luxury productand FSCcertified instruments would fit well into

this picture.

In the current ece@onscious consumer market, asking buyers of musical instruments to pay a small
percentage price pmum is a realistic propositio Some 78% of musicians questioned stated they are
willing to pay a more for a certified, fairly traded instrument, with three quartetfsoséindicating they

would be prepared to pay a premium of betweer23%. This aspect of the research is absolutel
fundamental to the viability of the project. End consumers have indicated a willingness to pay the premium
that is necessary to fund the FSC certified supply chain that will deliver increased incomes to forest
dependent communities.
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Context

Natural resources are the most valuable assets of masdbdieng countries; the recent global commodities
boom has significantly boosted the economies of countries throughc@®asaian Africa. However often

the benefits of exploitation are captured principally by economic and political elites, with little timwvn

to the communities living in, on and around the natural resources being exploited, and who typically remain
mired in poverty.

One potential solution to this problem is commuitigsed management of natural resources, which has been
tried and devalped across the global South over the last twenty years. Repeatedly, the biggest challenge has
been to ensure real and direct benefits to the rural communities who are being passed the burden of
management responsibility. This is no different in Tanzantzgere a programme of Participatory Forest
Management (PFM) has achieved noteworthy successes in giving rural communities rights over their local
forests, but thus far few communities have realised significant financial benefits. Poverty is widespread in
rural Tanzania, and PFM must contribute to community social and economic development in order to be
relevant.

The most valuable species found in the forests of seagkern Tanzania &frican Blackwood Dalbergia
melanoxylol, also known asnpingoin Swahli and grenadillain Spanish. lis a highlyvaluable timber in
international trade which is used in the manufacture of high quality musical instrurtrertse UK,
blackwood is used in the manufactureotdrinets, oboesflutes, recorders, whistles, srimpes and
bagpipes.In Africa, it is used extensively for the production of carving$e first step to ensuring a
sustainable supply of blackwood in future is to entrust the management of blackwood stocks to communities
in Tanzania who will benefit froma sustainable trade in this timber. One cubic metre of billets can fetch up
to $18,000 on the export market, making it one of the most valuable timbers in the world. The Mpingo
Conservation Project (MCP) was formed to leverage that incredible value fobethefit of local
communities. However illegal logging is widespread, with some 96% of timber emanating from the region
not properly licensed.

Communities wishing to manage their own forests must thus compete in a market flooded by unrealistically
cheap imber. The project therefore seeks to supplement PFM with certification by the Forest Stewardship
Council, so that products can be labelled as made from blackwood which has been felled sustainably from
communitymanaged forests, and for which a fair pfiees been paid. Musicians, thereby able to distinguish
ethicallysourced instruments, will be able to support the industry in improving its practices through buying
power. At the same time communities will benefit from the substantial revenues that thegrednom

selling logging rights, the profits of which can be invested in logadigritised development actions for the
benefit of all community members.
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Aims and Obijectives

Comic Relief funds were divided between work in the UK (managed by EAT) andafiia (managed by
MCP) and have supportedd number of key activitieOne of these was to researtte supply chain of
African blackwood with particular emphasis on the retail market for musical instrumgnits report is an
output of that research. provides background information that will support MCP, EAT and partners in their
objective of seeing a fairly traded, certified supply of African blackwood which can be made into musical
instruments.

On behalf of EAT Kilimanyika carriedout ashort consmer survey of musicians covericgstomer types,

key issues market sizes, demand assessments and perceived willingness to pay a premium for musical
instrumrents made from certified timheFhe work includedevaluatingdifferent types of consumers buying
musical instruments, understdngd key types, evaluating any key trends and issues, evaluhtgngiche

market of Fair Trade, certifiednd other green/ethical brandssesig the level of understandingf o
ethical/certified instruments,saesig the willingness to pay a premium for etHicartified musical
instruments and finally, tausnmarise opportunities and feasibility.
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Consumer Types

1 Defining Musicians

For the purposes of this report musiciaze be classified asither professional, senprofesgonal or
amateur.Students, depending on their lewal attainmentcan be regarded asther semiprofessionalor

amateur Professionals may play in symphony orchestras, as soloists, as chamber musicians or in specialist
associations such as early musisanbles. Symphony players are the most common, making up perhaps
threequarters of professional woodwind players. Chamber musicians account for an estimated 15% of
professionals whilst approximately 5% are soloists and an estimated 5% are specialisepeif@trument

players cross the entire age spectrum.

Broadly speaking, classical musicians are typically highly aesthetic people, creative yet precise in the way
they play their music, and similarly so in the way in which they engage with life inajeAsrsuch, the
appeal of a fairly traded, certified instrument
purchasing decisions. Ethics, moral choice and environmental sustainability are important to these
consumers. Conservation and teade concerns are most important of all.

Because of the cost, generally only graduates or professionals use instruments made from African
blackwood. Beginner and intermedid¢gel instruments arenostly madeof plastics and materials other than
Afri can blackwood

As part of this report, quantitative questionnairese Appendix 2were sent to over 100 musicians. Of
those, 10 were able to give the time to respond inThils is a lower sample size than would be preferred
however a combination ofrtie constraints and the niche interest of the survey meant that interest could be
gauged from only a limited sample. This is worth taking into account when assessing the results. However,
all the musicians sampled were fortunately able to give extensiué\ivipich is essential in understanding

mu s i cuseoaf bstrumentsttitudes and experience®0% of respondents were male and 40% female.
The age range of musicians who completed the survey was varied and between 25 and 65 yeatrs.

2 Musical Associations

EAT producedhe followingtypology of musiciaé associationgErckens 2007):
Professional musi ciansd associations
Professional orchestras

Woodwind ensembles

Promoters of classical music

Semiprofessional orchestras and ensembles

Specialist music schools

Schoolrelated music associations

Specialist music colleges

=A =4 =4 =4 4 4 -4 A -

University music departments
1 Bagpipe and smallpipe associations

The questionnairesurveyfor this report showethatnational and regionailrchestras, symphonies and wind
and pipe bands are the m@®mmon form of musical associatior@% of respondentsaid they belonged
to one. A further 3@ belonged to other sorts of association, witlusic schools, chamber music
associations, solo performersilitary bandsfolk groups and early music assomasall mentioned
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Typical Musical Associations for Respondent Musicians

Solo/
Chamber, 15%

A military band, 8%

A music
association, 31%

Source: EAT/Kilimanyika. N = 10 SOUND & FAIR

Woodwind instrument players areoncentrated innational and regional ymphony orchestras,
conservatoiresspecialistmusic colleges at university level (such as the Royal College of Music or the
Guildhall School of Music and Drama3pecialistmusic schools (notably Wells Cathedral School, the
Purcell School and Chethamshdathe junior departments (high school level) of Rmyal Academy of
Music, Royal College of Music, Guildhall School of Music and Drama, Birmingham Conserydtoiniy
College of Musicand the Royal Northern College of Music, Manchestdusic studerg are also foundh

more generalist universityiusicaldepartments, the broader base of state and private schools that specialise
in music, associations promoting musical education and professional musicians associations.

Highland pipes are played extevely in civil and military pipe bands, particularly in Scotland. Srpgkes
are played in pipe bands in both Scotland and the North of England in parti@yguiping institutions are
the College of Piping and National Piping Centre, and the RoyaliSic®tpe Band Assoaiion.

3 Type of Wood Instrument Played

Of the musicians surveyed, clarinet was the most common wood instrument fflayedespondents)
followed byoboes andCor Anglais(frequently played by the same musiciams)dthenHighland Pipe and

the recordeplayers.lt is not possible to say whether this is a typical majkef consumers because of the
restricted samplavailable;however it indicates a wide range of wood instrument players which is useful in
gathering a good balance of dat
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Figure 2: Type of Wood Instrument Played by Respondents

0% 5% 10% 15% 20%

Highland Pipes
Bassoon

Oboe

Cor Anglais
Chanter
Scottish/Northumbrian smallpipes
Clarinet

Flute

Ulillean pipes
Recorder
Penny Whistle
Guitar

Lute

Source: EAT/Kilimanyika. Multiple Responses Allowed. SOUND & FAIR

Woodwind players vary considerably in what they play but most conynawaldivided between double and
single reed instrumentby symphony and¢hamber musicians and specialists such as early music players.
Nationally, highland pipes and smallpipes (and chanters) are playegdnyiculartype of musician, largely
based irScotland and to a lesser degree, northern England.

4  Type of Materials Used

Amongst those musicians surveyed, wood was the most common, with over 80% of respolagerg
instruments made frowood; the remainder use plastitstruments (Pipes made fronpolypenco plastic
were used bytwo pipe playerssurveyed Plastic recorders and clarinets are the preference of school age
musicians and amateurand aremass market gosdcompared to woagh instruments.No-one from the
sample played an instrument madeaavood/plastic compositéfrican blackwood is often used, according

to the musicians surveyed, in highland pipes, obges, anglais chanters, smallpipes, clarinets and
sometimes in recorders. All the musicians surveyede aware that African blackwdds used to make
woodwind instruments, arfthve instruments madé blackwood

Table 1: Types of Wood Used i By Instrument

Highland Pipes African Blackwood, polypenco plastic

Oboe Kingwood; African blackwood; Cocobolo

Cor Anglais Kingwood; African blackwood

Chanter African blackwood

Scottis_h/Northumbrian African Blackwood, polypenco plastic

smallpipes

Clarinet African blackwood

Recorder African blackwood; Maple

Penny Whistle Ealenerally not wood, a]though some have a hardwood
ock (not usually African Blackwood)

Source: EAT/Kilimanyika. SOUND & FAIR
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5 Importance of Wood to the Player

Table 2 summarise the view of musicians about the use of wood instruments as opposddstc p
instruments.Instruments made of wood tend to be produced to a higher specification in all areas of the
instrument including the tone holes, key mechanisms and mouthpiece. Student models are produced to a
cost defined quality and thus plastic idgor the main body with cheaper medals for the kBiastic is

airtight (although the sappy quality bfackwoodalso keeps instruments airtight), Whether or not ithis

actuwally the case, as some musigaargue there is no difference, plastic is belieto have an inferior
resonance of sound and tahan wood

Summary of Comments on Wood Versus Plastic Instruments

Instrument Plastic Wood

Bassoon Airtight Better quality of sound

Chanter Eggdcgn%?ﬁf: tgh\zgfrr’ and for Best for professionals

Clarinet Good for mass production Best material; better centred and resonating sound

Great Highland Bagpipe = Sound lacks the warmth of wood Preferred standard for best tonal quality

Oboe & Cor Anglais Better; beautiful, rich sound

Pipes Essential for pipe sound i rich and harmonious
More reliable in variable Needs some time to be in tune and mouth piece

Recorder temperatures, seems to be in tune more likely to block with saliva, but has better tone
almost immediately than most plastic recorders

Source: EAT/Kilimanyika. SOUND & FAIR

6 Importance of African blackwood

Respondents were asked, do they think instruments made of African blackwood are of better quality than
othe woods? Their responses, summarised, Weatignum vitae,ebony, kingswoodhoxwood, rosewood

and cocobolo are also excellent, although the boxwood instrument sound does not carry as far as an
instrument made oblackwood and kingswood and cocoboloeasometimes preferred because they are
lighter. Primarily historical the use oblackwoodis also related to the high quality sound and its ability to
adapt to changes in weathgthout losing its tone.

For pipersblackwoodprovides a vibrant, resonatiine both for the melody portion of the instrument (pipe
chanter) and the three drones which each sound only a single note, but account for a much larger amount of
wood usage to make than the pipe chanter, which in fact is often of polypenco (plastimjefatity. The

majority of bagpipes are fitted with a polypenco chanter; generally only the agtlexd competition

players use wood chanters asod chanters are easily damagesls one piper notediwhen one buys a
bagpipe, one is really buying theode®, which is why getting the right quality of sound from these is of
utmost importance Approximately 7680 percent of the cost of the entire bagpipe is related to the three
drones.

7 Amount Spent on Instruments

Accordingto sampled musiciansn averge of £7,500 is spent on a bassoon, £6000 on both oboesoand
anglais £2,370 on a clarinet,26500 on highland bagpipe&l25 on a chanter, £3,125 on smallpipes, £90 on
a recorder and £500 on a guitar.

Page 12 of 42



Fair Trade for African Blackwood Consumer Market for Blackwood Instruments

Average Amount Spent on Buying an Instrument (£

£8,000
£7,000
£6,000 —— —pu—

£5,000 ——1 — —
£4,000 - — —

£3,000 —— —1 —

£2,000 ———N—N— B

£1,000 ———N——B—
£0 T T T T T T T T T T T T 1

S ?
®Qb P Lol O ~N

A .
& ; S

Source: EAT/Kilimanyika. N = 10 SOUND & FAIR

There is a significant distinction between the market for high quality bagpipes and oboes / clarinets in terms
of sale pricesas can be noted frothe following retailer prices

1 Bagpipes: £468 £2,549 (Quality Bagpipes, 2007)
1 Clarinets: £1,460 £13,776 (Howarths, 2007)
1 Oboes: £2,555£5,725 (Howarths, 2007)

Those in the sample above are tending to purchase at the higher end of the market.

8 Long tam Investments

The purchase of a premium oboe or clarinet represents a major investment and instruments are usually
repaired rather than replaced. Premium gquality instruments are long term investments |aéliyg23.

According to the sample, clarinetse the most lordasting purchases, commonly only replaced everg@21

years, whereas oboes arwt anglaisare replaced everyB0 years. Northumbrian smallpipes are said to be
replaced every-b years, Scottish smallpipes every18 years and highlangagpipes every 2130 years.
However, there are a range of factors involved in replacing a new instrument and the sample given here is
insufficient to show any detailed trends. These factors are related to the declining quality of the instrument
through vear and tear and the subsequent loss of tone, or through problems in the structure, such as cracking
or loose fitting of the brass or gold ware.

Woodwind instruments tend to need more regular repaemacement than string instruments for example
becase of the way in which they are played i.e. using the mouth, and the subsequent exposure to saliva
causes deterioration diie instrument over time. This factor influences the market value of the instrument.
Whilst bowed string instruments typically gaialve with age, woodwind instruments decline in value. That
African blackwood is a favourite wood for many musicians is in part due to the ability of the wood to
maintain tone and good condition despite changing temperatures and moisture levels.

Because ofthe considerable cost of buying a new instrument, where possible, users have instruments
repaired by specialists rather than buying new. An assumption made from this finding is that a significant
proportion of likely buyers of new, premium oboes or cktsnwill be senior students, aspiring classical
musicians and recent graduates joining orchestras. Such buyers are subsequently likely to be relatively
young, educated, welisers and environmentally and socially aware.
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Environmental Awareness & Certification

1 TheLimited Supply of African Blackwood

Musicians have a sense of the limited supply of blackwOoé.respondent noted:

The time taken for the material to grow means that communities must have a long term
interest in proécting and nurturing the trees

89% of respondents perceive that blackwood is a threatened spéfeetively a&knowleddng the need for
its sustainable management and utilisation in future.

Is African Blackwood a Threatened Species?

Source: EAT/Kilimanyika. N = 10 SOUND & FAIR

2 Musicianso® Viawl Mstaimable TEadeh i ¢ a |

Musicians questioned were able to give a range of detailed responses as Itaekmood should be
managed efficiently and harvested in a fair andtainable manneA consistent theméo their responses
was theneeditoensur e a supply in the futureo.

Musicians felt that if they as a community do not trade fairly and ethically they are merely exploiting other
people, who have little compared witiem, and the planet. blackwoodis overused without being replaced
musiciars understand thai t hwilynd longer have anyplackwoodleft to use. They also recognise the
growing climate of an eeoonscious world and the importance of sustainabilitytimber trade and the
music industry. As one piper noted:

Hundreds of years of bagpipe manufacture and play have yielded the clear conclusion that
[blackwood is the best material and will continue to be in demand. It is necessary to
subscribe to protocslthat will assure the continued availability of this material, rather than
turn a blind eye to showtighted harvesting practices which may result in it no longer being
available or even existing.
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3 Understanding Certification

There is a strong sense fronusitians that fair trade must be a right for inhabitants of countries from which
we buy materials and that environmental issues, the safeguarding of wildlife habitats and the support of local
communities in management of natural resourcesalirgood reamns why musicias would buy an FSC

CAB instrument.78% stated they were interested in buying an-£3® instrument.

Figure 5: Interested in buying a Certified African Blackwood Instrument?
No, 20%
Yes, 80%
Source: EAT/Kilimanyika Research SOUND & FAIR
4 No Demandfor Fair Tradei Yet
When musicians were asked if they have noticed a

no one had heard of any trend in that direction. As there are currently no ssafudefedr trade in timber
products this answer is not particularly surprising. Two comments given summarise this well:

No. | have never come across this issue with musical instruments. Fair trade has up to now
meant tea, coffeend chocolate, in my awaress.

No; itdéds not even on the radar scre@eardof t he
such a reference to this issue raised in an online forum or elsewheregdragpipers

5 Motivating Factors in Buying Instruments

Broadly speaking, classical magins are typically highly aesthetic people, creative yet precise in the way
they play their music, and similarly so in the way in which they engage with life in general. As such, the
appeal of a fairly traded, certified instrument tends to fit well witket t y pi c al musi ci ano:
purchasing decisions. Ethics, moral choice and environmental sustainability are important to these
consumers.

If an FSCGCAB instrument were to be available, conservation and fair trade concerns would be most the
important factors of all to motivate musicians to buy one. Clear product labelling will also be important.
Information, such a word of mouth stories of the KS&B process, and point of sale material will also be
important in persuading people to buy. Qualiy,ever, will always be key to why one instrument is bought
over another.
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Consumer Market for Blackwood Instruments

Motivating factors in buying an instrument made from FSC-Certified timber

Conservation concerns

Fair Trade concerns

Peer pressure

Clear product labeling

Information from retailers

Other ('Quality")

0% 5% 10% 15%  20%  25%

30%

35%

Source: EAT/Kilimanyika. N = 10

SOUND & FAIR

6 Pricing Issues

In the current eceonscious consumer market, asking buyers of musical instruments to pay a small

percentage price pmgum is a realistic proposition. Whilst musicians would not wish to pay a huge hike in

price for a certified instrumergpme 78% of musicians questioned stated they are willing to pay a more for a
certified, fairly traded instrument, with three quarters of them indicating they would be prepared to pay a

premium of between 125%. This has been supported in discussions willer musicians. It is also
supported by retailers (Harrison 2@)8This aspect of the research is absolutely fundamental to the viability

of the project. End consumers have indicated a willingness to pay the premium that is necessary to fund the
FSC cetified supply chain that will deliver increased incomes to fedegtendent communities.

Figure 7: Price Premium respondents were willing to pay for an FSC-certified instrument

Over 50%

26-50%

10-25%

Less than 10%

0% 20% 40% 60% 80%

100%

Source: EAT/Kilimanyika. N = 10

SOUND & FAIR

Up to 10%was oftenseen as too little a price increasjle 10-25%wasseen as very reasonaltowever,
be appr opr isagualty is tbe namber one sedsonuameisictard vill

prices must
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buy their instrumet followed by aestheti¢s rise in price will have to go hand in hand with consistency in
guality. Whilst most musicians spoken to stated that they would be happy to pay the extra on a certified
instrument if choosing between two instruments of the spméty, a small but significant number indicated

that they would only pay exti&the level of quality also rose. One thing is certain, whatever the price rise,
the quality of the product is most important.

A price premium on the expensive, top end & tdboe and clarinet market has the greatest potential for
generating benefits for producer communitiesrrison 2008). Channelling the limited supplies of FSC

CAB to manufacturers of top end instruments has the potential to generate greater bengftdufoer
communities than if supplies are given to manufacturers of less expensive instruments. Given the restricted
supply of FSGCAB, the priority must be to feed available timber into the production of premium quality,
expensively priced instrumentsthe top end of the market.
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Understanding Fair & Sustainable Trade

1 Growth of Ethical Markets

The ethicall/lfair trade ma pédsecomn)i and géeenxlgbiihg wecomiggd ( D u
increasingly important to market players and consumers. Cansawareness of ethical and fair trade is
growing all the time. There have been a number of
(M&S) to only sell Fairtrade coffee in late 2005. Indeed, Fairtrade coffee is now a relatively mature marke
with 20-25% of roast and ground sales in the UK being Fairtrade.

The growth in demand for Fairtrade products is foradngpliersto reassess thegtrategies across a whole
range ofmarkets. The Fairtrade Foundatioamsbeen seeing a huge growth inesaacross their product range
of approximately 50% year on year (Duncan Whpters comn).

Moving away fromthe increasingly established Fairtrade markets of food and beverages, the Fairtrade
Foundation ha started to produce Fairtrade cotton with th@part of retailer Marks &S penchAkr 6 s
growing interest lies in bringing Falirade principles to the timber markets although this is some way of as
yet. According to the Fairtrade Foundation, at present there are no FLO standards in development in this
area, whilst on the issue of handcrafted products the Fairtrade Foundation currently refer people to the
International Federation of Alternative Tradd-AT) network which is where most of the fair trade
organisations involved in artisanal crafts try to wimether (Barbara Crowthgrers comn).

The kind of person attracted to fair traaled other ethicgbroducts varies according to the product itdeif.

food and beverages, women of the samonomic category ABC1 (affluent, middle class) are the most
dedicated fair trade shoppers, especiigse agedetween 24 and 34 years of age (Duncan Wpites
comm). If the volumes and the economics are right, a fair trade product can be tagetlow, mid and
top-end bracketsvithin a range of marketegments, such as at the low end (with other products selling at
30p for example), or in the middrange (selling at £1 with others of the same bracket), or at a premium or
quality brackets for £2 for example. This is possible with many (but not allydesrproducts because of the
economies of scale involved. With a highly specialised tinmb@gde musical instrument this is a different
case partly because of economies of scale and the niche nature of the.market

Succeskl marketing ofethical or fair trade products requires #ocus on theargetconsumersand their
wants and needgnsuing the productneets all functional and quality requirements as well as ethical ones
Maintainingthe integrity of thesthicalbrandis alsoessential providingtrue sistainability, both economic
and ecological.

2 The Market for Ethical Consumer Products

Strong demand exists for FS@rtified, Fairtrade and other ethical products, sold with a price premium,
especially at the top end o fand added value iskaeseling pAint.p r o ¢

Consumer s, especially of premium and | uxury- prod
value(Nicholls & Opal, 2005)
The Cooperative Bankdés Ethical Consumer i s monRthigalo r t 2

goods and services has almost doubled in the past 5 years, with the total market valued at £32r83 billion
2006
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Ethical Consumerism in the UK, 1999 - 2006
Ethical Consumerism in the UK, 1999-2006
35
3; £29.76n £32.3bn
£26.6bn
e 5 £22.1bn
= 20 £18.40n
2 . £13.5bn
« £9.6bn £11.9bn
10
5 .
0
1999 2000 2001 2002 2003 2004 2005 2006
Source: Co-operative Bank 2007 SOUND & FAIR

With strong demand for ethical products, manufacturers of consumer goods are increasing the range of
supply. This can be seen across the consumer spectrum from the widespread availability of organic, fair trade
chocolate and coffeeg tthe introduction of organic cotton by clothes manufacturers and car manufacturers
launching loweremission hybrids (Goperative Bank 2007; Moot al. 2006).

fiConsumers are steadily becoming more aware an
(Kathy Child, Senior Retail Analyst at Mintel,The EcologistOctober 2007)

The growth in the market for Fairtrade products has been particularly spectacular with a 46% frarease
2005 t02006 and the annual value of the Fairtrade product market has seéeaorease of over,000%
increase since 1999.

Figure 9: Growth in Fairtrade Food Market
Fairtrade Food
Year
1989
2000 33 50
2001 o1 53
2002 63 29
2003 92 a7
2004 141 S
2005 195 39
2006 285 46
Source: Co-operative Bank 2007 SOUND & FAIR

The massive growth in the market fbtarine Stewardship Council (MSCertified fish is particularly
interesting with reference to FSCAB and demonstrates the potential when a product is positioned and
marketed in the right way. MSC is similar to FSC in that it certifies sustainable fish stocks with products
from MSG-cerified fisheries being tagged with the MSC stamp and sold with a significant price premium.
The market for MSC fish increased by 224% between 2006 and 2007 (Ftee€udive Bank 2007) and
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Marks & Spencer have announced that all of its fish will come froBCMertified sources by 2012 (MSC
2007).

Musical instrument manufacturers are becoming aware efmacketing opportunities as exemplified by
Gi bson Guitarodés recent partnership with ZLertfied Eart
guitars Such opportunities provide manufacturers with valuable PR material as Henry Juszkiewicz,

Chairman and CEO of Gibson Guitar explains:

Gibson Guitar finds it a privilege to work with Live Earth to combat global warming as the
event's official partner,” Gikon Guitar, and its philanthropic arm, Gibson Foundation, are
dedicated to supporting the cause for climate protection and the creation of these
environmentally friendly guitars. (FSC 2007a)

3 Ethical and Eco Branding

The growth of ethical and fair trade rkats does not simply reflect a growth in altruism. Many players in

the market see it as an opporturtityrebrand themselves without necessarily going through the hoops in
terms of supporting their suppliers in developing countries inathe case of greelabels, improving the

natur al environments in which the products are
products on the market, those with genuine ethics that can protradkahlity of an ethical product down

to the roots of thesupply, and those that can get away witfwditewasld. Different rules and different

labels dictate the degree to which a proaact be verified aiirly or ethically traded.

Tracealility is important. People are increasingly interested in where tf@d has come

from. However there is a |l ot more to fair tra
that products were bought at a fair price at the farm gdRichard Anstead, Fairtrade
Foundationpers comm)

Siegle(2008)i n t he UK dhewsp&pbryl8th yamuary 2008), summarised well current trends in
ethical and eco labelling. Siegle remarked on the confusing array of ethatatclabels in which the EU
has defined three types.

1 Type 1: Based on criteria selected by an independentphity
1 Type 2: Based on seffeclarations by a manufacturer or retailer
1 Type 3: Based on lifeycle assessments of a product or service verified by a third party

The fact that is possible to have both private ethicaloels and independently verifieablels within one
market is confusing for the consumer. Without detailed research it is difficult to see whether the label is
simply a marketing gimmick or a verification of an ethical and/or ecologically sound product by an
independent third party. As Siegalluded to in her article, the incidence of the-delflared labels will
increase consumer fatigue and cynicism.

However, the rising importance of the third party labels, supported by an increasingly vigilant consumer
body overall, will see the longéerm phaseut of Type 2 labels in favour of Type 3 because the use of the
latter type will be seen as the all important badge of quality, ethics and ecological sustainability.
Manufacturers and retailers wonot ,waminsumesel Wwoac¢
buying otherwise. In the meantime, a great deal of awareness raising of the importance of the Type 3
labelling systems, alongside associated investments in ethical and sustainable product life cycles is still
required.

Labelling will also need to reflect more clearly the distinction between ethical labels, which are rooted in
economic development for the poor, human rights and animal cruelty issues, and ecological labels which are
rooted to the sustainability of natural resogtcgpecies, habitats and the environment in general. Currently,

in terms of the Typ@& labels, Fairtrade, Rugmark and the Vegan Society are the better known ethical labels,
whil e FSC, MS C, Soi | Associ ati on, E n emelgkpowrSexes i n g
labels.
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4 The Fairtrade Brand

The Faitradesymbolhas developed considerable brand recognition over the past eightSiegts(2008)
noted the enviable position that the Fairtrade Foundatisadtaevedwhen in a 2005 Mori poll, 50% d¢ie
UK adult population were able to identifis mark. 51% of people were able to correctly associate the

Fairtrade symbol with the phrase figuarantees a be
Figure 10: Recognition & Understanding of Fairtrade Mark
0% 20% 40% 60%
1999 Recogmqu % of people
| who recognise the
Fairtrade symbol
2000
2001
2002 Understanding = % of
i | people who correctly
2003 associate the Fairtrade
i | symbol with the phrase
2004 "Guarantees a bhetter deal
i | for Third World farmers."
2005
Source: Fairtrade Foundation, 2006 SOUND & FAIR

Fairtrade Foundation figures show increasing consumer recognition of the brand. The demographic of
Fairtrade shoppers @sobecoming broader and includesneamers from across the age, gender and socio
economic spectrum.

Looking at their rbmpgdrecogritiod ns anweralkensedf@n 3% 2004t6 B0%

in 2005. Women are still slightly ahead of ménterms of brand recognitiofs2% : 49%) butthe gap has
narrowed Notably, in socieeconomic terminologywo-thirds of those who recognised the brand iar¢he

affluent AB category(64%), but Claregrowing fast (up from 40% to 57%lIn terms of age range25-34

year olds(55%) wereas likely to recognis¢he brand in 200%s 4554 yearolds (54%) under25s were a
little behind(45%).

Fair Trade Shoppewe equally women and men, botithachildren and withoutThose st likely to ever
buy arebetween4554 years old(84%), from AB background (8%) and broadsheet readers (89%y,
Gctivistypes (93%). C1 category shoppers and-28 year olds araot far behind (all 80%)

The importance othe Fairtrade m& in terms of what it means and stands for has also grown. In 8895,
saidtheFairtrade mrkwase i t her 6veryod (41 %)tasocanindédermdent guaradtee( The %)
mostweight placed otthis guarantee ithat madeéy 2534 year oldsand those regularly purchasirf,% of
whomsaiditis 6 v e mpgodantjrathe t h a nimpbritaat(Fairtragied-oundation, 2006)

5 The FSC Brand

Although less widely recognised as a consumer brah@& C6 s certification pri
acknowledgedin the industryas a international quality standard in the management andysaopp
documented and sustainably produced timber. Environmental sustainability pledges along with the
associated additional costs of management and chain of custody administratifiereegpected to be able

to generate a price premium as certified piid move towards the consumidowever, in many cases, the

price premium for FS&ertified timber is small, and the greater benefit is in market access, with more and
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more market segments being closed off to-oertified produce, though other certificati schemes may be
accepted (Kevin Jonggrs. comn).

Like Fairtrade, FSC is steadily growing into a major worldwide brand. Over US$5 billion worth of raw,
semifinished and finished wood and paper products originating in¢e3tdied forests and bearirige FSC

logo were sold in 2004/5 and more than 10% of commercial forests worldwide are certified msmaied
according to FSC principleslowever, most of these are plantations in developed countries than natural
forest in tropical countries which weteh e i ni t i al g o a ike othér etlkical @rductsf tbeu n d e
brand is expanding rapidly with a 67% increase in FSC products soldthrélegears to 2004 (FSC 2005).

In the UK, growth has been even more spectacular with over 80% of UK grown timber now covered by the
FSC programme. However, brand recognition is lagging behind considerably andKFS&nmissioned
survey found that just 19% of comsars had seen the FSC logot all of whom will haveidentified andor

understood what the brand represented (FSC 2007). A
Timber Trades Federationreport also reported that low
demand and interest from consumers represented a major
obstacle to the expaiogs of the supply of verified legal and
sustainable timber (TTF 2006).

Clearly, the FSC brand requires significant investment and
time before it is as well recognised as the Fairtrade brand.
According to the Fairtrade Foundation, 57% of UK adults
now recogise the Fairtrade mark (Qiperative Bank
2007). However, the brand is growing rapidly and in the
current climate of increased environmental awareness and
ethical consumerism, FSC brand recognition can be
expected to grow accordingly.

Source: FSC SOUND & FAIR

6 Linking FSCto FLO

In 2007 anlED reportbrought together both the FLO and FSC amongst other partners to discuss the options
of fair trade standards for tlmer products and the alignment with the certification process

Recent analyses suggest that it is small enterpresggecially those democratically managed

by communities, which address the broader dimension of poverty. They accrue wealth locally
and secure local forest access (thereby reducing tensions that come from external interference
in resource use). They fostiercal entrepreneurship and often participate in and strengthen
local associations with strong social and environmental aims. They usually respect local
cultural traditions and can help to build local environmental knowledge and accountability.
Fair trade has made great progress in supporting small community enterprises in developing
countries but with little involvement in the forest sector until now. There is scope to do more
with the complementary foundations of forest certification and fair trade inosumd
community forest producer@vacqueeret al, 2007)

The Macqueen report looked @pportunitiesto distinguish and reward community forest enterprises in the
market. Their main conclusions were that there is significant demand for a mechanisedibdy cr
distinguish community forest products in the markigtis demand stenmigsom internationaland national
buyers groupsand from community forest producers themse(iacqueeret al, 2007)

Their report also states that there are two criticalrggaisites for success in trading timber proddodsn
communitymanagedorests

1 Form strong community business organisations

1 Develop community forest management and business capacity over time
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