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In an economy marked by uncertainty and shifting priorities, how much do ethical 

considerations such as Fair Trade Certification really matter to shoppers?  

A comprehensive consumer survey on Sustainability Consumer Trends from  

Research America®’s Natural Marketing Institute® provides a detailed look into the 

minds of American shoppers. The findings reveal a complex and compelling picture  

of awareness, trust, and purchase behavior related to Fair Trade Certified™ products.  

For brands and marketers, this data offers a compelling roadmap for connecting with 

an increasingly conscientious customer base.

This report unpacks the most significant takeaways from the 2025 survey. It explores 

the current state of consumer recognition of the Fair Trade Certified label, identifies 

the key demographics driving the movement, and discusses the growing importance 

of social responsibility in purchasing decisions.
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Trends in Fair Trade  
Recognition and Trust
Understanding how consumers perceive certification labels is the 

first step for any brand or retailer offering ethical products. The 2025 

survey data shows a nuanced landscape where recognition and trust 

are holding firm, but the need for clear communication is greater  

than ever.

Why Fair Trade Certified is the  
Standout Label
For brands and marketers seeking a meaningful connection with 

today’s conscious consumers, the Fair Trade Certified label stands out 

from the over 200 sustainability-focused labels in the marketplace 

for its rigorous standard. With over 60% of Americans recognizing 

the label, it remains the most widely familiar and respected Fair Trade 

Certification in the U.S. marketplace.

Recognition is only part of the story. The Fair Trade Certified label 

commands remarkable trust, which is an essential asset in a 

landscape crowded with competing claims and increasing consumer 

intent. Nearly three-quarters of U.S. adults rate the Fair Trade Certified 

label as “extremely” or “somewhat trustworthy,” reflecting its unique 

position as a credible, transparent signal of positive impact.

This trust translates directly into tangible value for brands and 

retailers. 50% of consumers who recognize the label say they 

are more likely to purchase products that carry it, and 47% of all 
consumers are willing to pay more for Fair Trade Certified products. 

For businesses, this demonstrates how the Fair Trade Certified label 

isn’t just a symbol. It’s a proven driver of both loyalty and sales, 

distinguishing brands that lead with purpose from those simply 

following the crowd.

In an era of greenwashing and consumer scrutiny, trust is critical. The 

Fair Trade Certified label continues to perform exceptionally well in the 

consumer marketplace. An impressive 74% of U.S. adults consider 

the label “extremely” or “somewhat trustworthy.” This high level of 

trust indicates that consumers see the certification as a reliable 

indicator of a product’s ethical standards. When consumers believe 

in a label, it directly influences their perception of the brand and their 

willingness to buy a particular product consistently. 

Key STATISTICS

74%

of U.S. adults consider the label 
“extremely” or “somewhat trustworthy”

of all consumers are willing  
to pay more

47%

of consumers who recognize the label say  
they are more likely to purchase products

50%

 

60%+

of Americans recognize  
the label 
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Who is the Fair Trade Consumer? 
To effectively market Fair Trade Certified products, brands need to know who they are talking to. The survey 

provides a clear demographic and profile of the core Fair Trade consumer, which reveals a younger, more 

affluent, and socially motivated audience.

Generational Divides and Key Demographics
The data consistently points to younger generations and households 

with children as the primary audience for Fair Trade Certified products.

Strong Income and Educated: 
The typical Fair Trade Certified 
purchaser in 2025 has a median 
income of $98,000 and holds a college 
degree. This profile highlights an 
educated consumer with the financial 
means to align their spending with 
their values.

LOHAS Consumers: This segment, 
defined as “Lifestyles Of Health And 
Sustainability,” makes up 20% of the 
U.S. population but represents a 
disproportionately high percentage of 
Fair Trade Certified purchasers (34%). 
These are the dedicated, early-adopter 
consumers who prioritize personal  
and planetary health. 

Households with Children  
are significantly more engaged. 
They are more likely to recognize the 
label, trust the certification, and pay 
a premium for Fair Trade Certified 
items. In 2025, 55% of Fair Trade 
Certified purchasers had children in 
the household, a notable increase  
from 43% in 2021.

Millennials (Ages 29-44)  
stand out as a powerhouse 
demographic. They show the  
highest purchase rates for  
Fair Trade Certified products and are  
most likely to shop at stores that offer 
and promote Fair Trade. Additionally,  
since 2016, there has been a 3% 
increase in Gen Z (ages 13-28) 
awareness of the Fair Trade Certified 
label with 62% recognizing the label.
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From Awareness to Action
The connection between awareness and purchase intent is strong. 

Among consumers who recognize and totally/somewhat understand 

the Fair Trade Certified label, 60% are more likely to buy a product 

featuring it. This conversion rate is higher in comparison to other 

major sustainability and ethical certifications.

Furthermore, almost half of all consumers (49%) state  
they would be more likely to shop at a store if it carried  
and prominently promoted Fair Trade Certified products. 
This finding underscores a significant retail opportunity  
for those willing to highlight their ethical sourcing. 

It also indicates that brands have an opportunity to engage with 

retailers to highlight this differentiation to help drive sales and reach 

this consumer audience segment.

What Matters Most to Consumers?
Standards cover many areas of stakeholder well-being and  

sustainability. When a certification covers multiple areas of impact, 

which ones resonate most? The survey shows that consumers  

place high importance on human-centric issues:

Fair labor practices  
(62% rate as very/somewhat important) 

Ensuring no child labor  
(75% rate as very/somewhat important)

Health and safety protection for workers  
(74% rate as very/somewhat important)

Income stability for workers  
(70% rate as very/somewhat important)

Environmentally responsible  
(71% rate as very/somewhat important)

The Power of Purpose in Purchasing
Why do these consumers choose Fair Trade? The survey confirms that social and ethical considerations are 

powerful motivators. Despite economic pressures, a significant portion of the population is more concerned 

than ever about the human impact behind the products they buy.

Fair Trade Certification embodies holistic 

sustainability by addressing social, 

economic, and environmental impact. 

These top concerns show that the “fair” 

aspect of Fair Trade, the focus on people, 

is a powerful and compelling message 

for consumers. Equally impactful, is 

messaging around the environmental 

benefits of the Fair Trade program. 

Keeping it simple with Fair Trade USA’s 

tagline, “Improving Lives, Protecting the 

Planet” provides clarity for consumers and 

empowers them to understand the model. 
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Actionable Takeaways  
for Businesses
The insights from the 2025 report are not just interesting  

statistics; they are a call to action. Here are key strategies  

that any Fair Trade USA business partner can implement to  

leverage these trends.

Educate to Elevate: There is a clear opportunity for 

brands and retailers to educate and engage consumers. 

Don’t just display the Fair Trade Certified label; explain  

what it means. Use packaging, websites, social media, and 

in-store activations to tell the story behind the label. Focus 

on the issues consumers care about most: no child labor, 

safe working conditions, fair wages, and environmental 

responsibility. Real-life stories and testimonials from 

workers and communities can make the impact of 

responsible sourcing tangible and compelling.

Target the Core Audience: Focus marketing efforts 

on millennials, households with children, and the LOHAS 

consumer segment. Tailor messaging to their values, 

life stages, and media consumption habits. The general 

population is willing to pay more for certified products (on 

average, about 6% more) so companies can confidently 

communicate the value and justify a premium price point.

Target a Trending Audience: In addition to the current 

Fair Trade consumer,  Gen Z is also an essential audience. 

63% of Gen Z consumers prefer buying from companies 

that support social initiatives. In the last 3 years, there has 

been an 8% increase in Gen Z consumers indicating they 

look for certifications with social practices such as Fair 

Trade Certified.     

Make it Easy and Obvious: Consumers are looking for 

simple and accessible shortcuts to make ethical decisions. 

49% of those surveyed say they’d be more likely to shop 

at stores that make Fair Trade Certified products easy to 

find. Use clear in-store signage, create dedicated online 

collections, and feature the Fair Trade Certified label 

prominently in your marketing materials. Reducing the 

effort required to find and choose ethical products removes 

major barriers to purchase.
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Conclusion
The 2025 survey paints a clear picture: 

conscious consumerism is not a passing 

trend. While economic factors may 

influence behavior, a dedicated and 

growing segment of the population is 

committed to making purchases that 

align with their values. Consumers trust 

and respect the Fair Trade Certified label 

and are willing to reward businesses that 

invest in ethical sourcing.

The path forward involves a commitment 

to authentic storytelling, targeted 

marketing, and clear communication. By 

educating consumers on the meaning 

behind the label and making it easy for 

them to find, the reward will be lasting 

loyalty and meaningful growth.
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Contact

Fair Trade USA

360 Grand Avenue #311

Oakland, CA  94610-4840

USA

Phone: +1 (510) 663-5260

Fax: +1 (510) 663-5264

E-mail: info@fairtradeusa.org

Website: FairTradeCertified.org

About Fair Trade USATM

Fair Trade USA, a tax-exempt 501(c)(3) 

nonprofit organization, is the leading 

certifier of fair trade products in North 

America. Offering award-winning, 

rigorous, and globally recognized 

sustainable sourcing certification 

programs that improve livelihoods, 

protect the environment, and build 

resilient, transparent supply chains, 

its trusted Fair Trade Certified™ seal 

on a product signifies that it was 

made according to stringent fair trade 

standards. Fair Trade USA is building 

an innovative model of responsible 

business, conscious consumerism, 

and shared value to eliminate poverty 

and enable sustainable development 

for farmers, workers, their families, and 

communities around the world.


