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 FOREWORD 

Through its capacity-building actions and its exchanges with African Fairtrade labels and networks 
(Fairtrade Africa, FTA-WAN, WFTO Africa and Ecocert Burkina Faso) and the West African 
National Fair Trade Platforms, the EQUITE program made it possible to highlight three issues: 

▪ The need for West African POs to diversify their remunerative opportunities in their 
national territory or in the West African sub-region to sell the portion of their 
production that could not be sold in the international channels of fair trade. 

▪ The need for public voice in West Africa on the issues of sustainable consumption  
(SDG N° 12). On the one hand, these values are less known to West African consumers; 
On the other hand, the questioning of food systems and their consequences in terms of 
societal costs are nowadays not much emphasized in the public policies of West African 
states. 

▪ The need to support the fair trade approach of an "environmental" quality of the 
product in order to be able to offer consumers quality products that are non-toxic and 
that do not lead to environmental pollution, in exchange for a remunerative price for 
producers. 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
Country workshops on strategies fore remunerative opportunities on local 
west-african markets 

In this context, the aim of the seminar was to strengthen national platforms and fair trade 

producer organizations in their awareness of the opportunities and challenges of 

remunerative opportunities and sustainable consumption in West Africa: 

▪ Becoming familiar with the requirements of buyers and better understand the 

strategies of mass retail groups as mentioned in the intervention of Marie-José Neveu 

Tafforeau of the firm MJNT Support and local market opportunities of which an example 

was given by Edward Akapiré, coordinator of Fairtrade West Africa. 

▪ Discussing the main strategies favoring greater sustainable consumption in West 

Africa, namely: 

▪ The creation of emerging "national" or South-South fair trade initiatives 

as mentioned in the interventions of Benoit Berger, Director of Fairtrade 

Lebanon and Emilie Durochat of Fair Trade France. 

▪ Enhancing the quality of West African local products as suggested in the 

interventions of Ibrahim Adama Diallo, President of the National Union of Local 

Dairies and Local Milk Producers in Burkina Faso (UMPL / N) and Edward 

Akapiré, Coordinator of the Fairtrade Africa West Africa Network (FTA WAN). 

▪ The creation of synergies between equitable and organic labelling as 

mentioned in the intervention of Paul Yameogo of the National Council of 

Organic Farming (CNABio in Burkina Faso) 
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 OPENING CEREMONY 

Julie Stoll, General Delegate of Commerce Équitable France 

“The issue of sustainable consumption does definitely not arise in the same 

terms in Europe or West Africa. If all the citizens of the world consumed like the 

French, it would take almost 3 earth planets to please everyone! Some French 

are making calls for a voluntary and happy sobriety as new cultural 

references. But in West Africa, incurred sobriety is what prevails, with an 

average per capita income of less than $ 3 a day. Reflecting on the extent to 

which some consumption patterns can help improve this situation is interesting: 

Can consumers have an impact on local and sustainable economic 

development? In this perspective, fair trade becomes an extremely powerful 

leaven of societal transformation but also an accelerator of ecological 

transition. To reach this goal, it is essential that the West African Fairtrade 

certified agricultural cooperatives sell all their production and thus increase their 

lucrative outlets and that these same cooperatives carry out a global reflection 

with the West-African citizens on sustainable consumption issues.” 

Emmanuel Dollfus, "Rural Biodiversity Development" 
project team leader at the French Development Agency 

“Fair trade is a catalyst for good practices that can inspire the 

conventional economy and disseminate new modes of agricultural 

production. The issues addressed illustrate this trend by addressing the 

issue of remunerative opportunities and sustainable consumption through 

the prism of South-South trade. This is why French Development Agency 

is very pleased to be present at this seminar and to be part of a program 

that puts sustainability at the heart of its action: promotion of agro 

ecological practices, adaptation to climate change, sharing of added value, 

strengthening the social bond and the empowerment of women…” 

Jacques Eboua, representative of the Ministry of 
Agriculture and Rural Development of Ivory Coast 

“The promotion of sustainable consumption on local markets is a key 

issue to ensure a sustainable future for future generations. The Ministry 

of Agriculture and Rural Development reaffirmed its good knowledge of fair 

trade and was pleased by the discussion of the income-generating 

opportunities and sustainable consumption issues should be addressed from 

a South-South perspective.”  
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 THE GROWTH OF MASS RETAIL DISTRIBUTION 
 

RISKS AND OPPORTUNITIES IN WEST AFRICA 

Marie José Neveu Tafforeau, consultant chez MJNT Support 

 
In West Africa, the supermarket sector accounts for between 5% 

and 10% of food consumption. In 2015, there were 37 supermarkets 

in the West African zone. This growing presence generates a social 

boom in local retailers, as was the case in India where large-scale 

retailers have never managed to settle. But this rise in power is well 

perceived by the consumers thanks to the diversity of the choice and 

the cleanliness of the surfaces.  

Mass distribution is a source of remunerative opportunities for 

West African agricultural cooperatives as more and more regional 

products can be found in these stores, (especially fresh products, 

and more precisely poultry and eggs that are constantly in shortage). 

For example, Carrefour has set a 100% local procurement target upon 

arrival in Africa. This trend is the same for Auchan and Prosuma in Ivory 

Coast. 

Access to this market however represents a challenge as regard 

the terms of reference. 

In terms of contractual policy, each order is taken following a call for 
tenders issued by the distributor and from producers already listed, in 
accordance with the retail chain's specifications. The prices are 
therefore not fixed in advance but correspond to those of the market at 
the time of the call for tenders. If the products sought are rare, the 
supermarket distribution is open to price negotiation.  

« Mass retail 
represents a 

remunerative 
opportunity for local 

cooperatives as more 
and more local 

products are found in 
these supermarkets. » 

The retail market requires three major prerequisites: 

 

▪ Get referenced to each store (the best way to get referenced is to go directly to buyers). 

 
▪ Complete the basic administrative formalities (trade registration, own an email 

address, be banked, able to invoice, have an efficient delivery logistics) 

 
▪ Ability to stand out if possible (fair trade and OF labels, different and original varieties, 

ability to have good quantities over a long period, importance of packaging) 
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ORGANIC CERTIFICATION IN A 

PARTICIPATIVE GUARANTEE SYSTEM 

THE BIOSPG LABEL 

Paul Yameogo, National Council for Organic Farming 
(CNABio in Burkina Faso) 

In Burkina Faso, organic farming has existed for more than 20 

years but has always been exported because of its prohibitive 

prices and despite the existence of a potential market. The products 

are certified by international organizations on the basis of international 

specifications. At the institutional level, there was neither a national 

reference framework for the production and processing of organic or 

agro-ecological products nor an organized framework for the actors 

concerned.  

This is why CNABio was created in March 2011 by a variety of actors 

(NGOs, local associations, resource persons, etc.) in order to boost the 

value chain of organic products in Burkina Faso from the producer to 

the consumer through the existence of a multi-stakeholder exchange 

framework and the implementation of a participatory guarantee system 

for organic products called the BioSPG label. 

To date, CNABio has 59 active members, including 35 organizations. 

BioSPG has many outlets: vegetable baskets, eco-bio shops, sales in 

farms/borderlands and restaurants. 

This BioSPG label is a locally oriented quality assurance system. It 

certifies producers via a certification office composed of the relevant 

stakeholders (producers and consumers). The standards are 

established by the partners through a democratic and participatory 

process between the relevant stakeholders, but always in accordance 

with the commonly accepted definition criteria of organic products. The 

participatory nature and horizontal structure of this certification are 

more adapted to the financial and technical constraints of farmers and 

allow them to enhance their creativity. There are 283 certified 

producers, 72% of whom are women. 

 

BioSPG has many advantages, particularly for Fair Trade certified 

agricultural cooperatives seeking to engage in environmental 

certification processes and increase their sales in West African 

markets. By certifying relatively small volumes of raw and/or processed 

agricultural products, it improves the value and sale of organic 

products on local markets at a remunerative price, as this sale was 

previously favored on export markets.  

  

« The 
participatory 
nature and 
horizontal 
structure of the 
BIOSPG label are 
adapted to the 
financial and 
technical 
constraints of 
farmers. » 
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The BioSPG label is also interesting from an economic point of view, its cost 

(representing a third of the ECOCERT certification for example) is a maximum of 200 

000 FCFA, administrative costs included.  

The BioSPG label is also a powerful tool for raising public awareness of local and 

organic agricultural production as it supports the marketing of healthy agricultural 

products in local markets. 

The main perspective of the CNABio is a shift from a Burkinabe BioSPG to a regional 

one by 2025. This transition would make it possible to develop remunerative outlets 

for healthy and quality products on regional markets and to create South-South 

partnerships (linking hoteliers and organic producers, for example).  

 

 

 

 

 

 

 

 

 

 

The BioSPG label certification process 

 

  

DISCUSSIONS WITH PARTICIPANTS 

 

▪ Does the BioSPG label include remunerative price guarantees? 

No, the question of incorporating such guarantees is currently under 

discussion. Currently, the price is negotiated between mini-dairies 

and their buyers to cover their production costs, but guarantees 

included in the label have not yet been formalized. 

 

▪ Does CNABio have access facilities for organic inputs?  An EIG 

producing organic inputs is a member of the CNABio and can 

therefore supply other members. 

 

▪ Does CNABio interact with other organization promoting 

organic farming at the regional level? CNABio collaborates with 

other organizations in Togo, Ghana and Senegal. 

« The BIOSPG label 
improves the 

valorization and sale 
of organic products 

on local markets. » 
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AGRICULTURAL DIVERSIFICATION OPPORTUNITIES 

IN COCOA FARMS 
THE SANKOFA PROJECT IN GHANA 
 

By Edward Akapiré, coordinator of Fairtrade West African 
Network (FTA WAN)  

Launched in 2016 for a period of 5 years by a consortium of organizations 

including FTA-WAN, the SANKOFA project aims to improve the living 

conditions of Ghanaian cocoa producers of the Kuapa Kokoo 

Farmers Union (KKFU) by promoting cocoa production in 

agroforestry and in association with food crops.  

In concrete terms, the SANKOFA project allows the establishment of 400 

hectares of cocoa land in agroforestry and in association with food 

crops. 

 Currently, the Ghana Root Crops and Tuber Exporters Union (GROCTEU) 

purchased 80% of yam volumes from KKFU in 2017. The remaining 

volumes are sold on local markets.  

Following this success, KKFU is extending this diversification project 

to 33,000 member producers. 

The diversification of food production in cocoa farms through the 

establishment of agroforestry plots is thus a key strategy to start 

diversifying the remunerative opportunities of cocoa cooperatives on 

local markets. Cocoa agroforestry cultivation also reduces the 

vulnerability of cocoa producers to cocoa price volatility, diversifies their 

incomes and increases the resilience of cropping systems. 

 

 

  

Yam harvest 

 

« The diversification of food production in cocoa farms through the 
establishment of agroforestry plots is thus a key strategy to start diversifying the 
remunerative outlets of cocoa cooperatives on local markets. » 

The SANKOFA project has made it possible to: 
 

▪ Establish 16 pilot plots 

▪ Train 420 producers in agroforestry techniques 

▪ Have 22% increase in the average income of producers  

▪ Have 18% increase in women's incomes through crop 

diversification. 
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DEVELOPING DOMESTIC FAIR TRADE SECTORS 
AND ASSOCIATED LABELS  

DOMESTIC LABELS IN FRANCE 

By Emilie Durochat, Head of Partnerships and Development 
of Commerce Équitable France 

In both North and South, agricultural producers claim to be under 
pressure on prices in many sectors (milk, wheat, pork, etc.).  
The concentration of downstream buyers impacts the distribution 
of added value between actors in the same sector and generates 
many societal costs. In France, 30% of producers live on less than 
350 euros per month. 

In order to overcome this asymmetry in the distribution of added value 
in agricultural sectors, many initiatives have been launched, such as 
the AMAP (French Association for the Maintenance of Peasant 
Agriculture), which make it possible to guarantee higher prices for 
producers over time.   

 
At the beginning of 2011, North-South fair trade actors also wanted 

to experiment with “Made in France” fair trade, which is not 

considered as a competition for North-South fair trade products. This is 

the case, for example, of BIOCOOP, the leader in organic farming, 

which created the brand "Ensemble Solidaire", or of Ethiquable, which 

created the brand "Paysans  d'ici". ECOCERT's Fair For Life and WFTO 

labels have also incorporated this new trend by giving Northern 

cooperatives the opportunity to certify themselves as "fair". Other labels 

have also been created to respond to this new dynamic: Biopartenaire 

and Agri-Éthique. Given the challenges of greater sustainable 

consumption in the South, this dynamic in favour of national fair 

trade could be replicated in West Africa. 

 

What criteria for the Made in France fair 

trade? In France, the fair trade sector benefits 

from a state law that officially defines and 

recognizes fair trade. This provides a 

framework for North-South or North-North fair 

trade to avoid fraud. In partnership with the 

Fédération Nationale de l'Agriculture Biologique 

and the InPact group, Commerce Équitable 

France has also worked to go beyond the law 

by addressing environmental, human and 

social issues. 

 

« In France, the fair trade sector benefits from a state law  
officially defining and recognizing fair trade.» 
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What impacts have been observed on the French fair trade sectors? 

Currently, the impacts of the Made in France fair trade are not fully identified because the approach 

has emerged since the 2000s and has been gradually consolidated since 2010. Nevertheless, a study 

carried out by BASIC for Commerce Equitable France reveals the following effects: 

▪ Positive environmental effects thanks to the greater ease of conversion to organic 

farming. 

 

▪ An overrun of the organic farming specifications for those already engaged (100% 

Made in France fodder for livestock, maintenance of permanent grasslands, etc.) 

 

▪ Greater autonomy for cooperatives through the integration of an essential function 

of the sector (collection stage for the Biolait company, processing stage for Agri-Éthique 

cereal producers, etc.), quality improvement, diversification of market opportunities, good 

direct and democratic governance, etc. 

 

▪ Better commercial relations with buyers (better distribution of added value, rebalancing 

upstream and downstream power, successful maintenance of small farms, breaking the 

isolation of producers through the creation of a strong social bond, etc.) 

 

 

  

THE SIX FAIR TRADE CRITERIA REQUIRED BY THE FRENCH 

LAW ON THE SOCIAL AND SOLIDARITY ECONOMY OF JULY 

2014 ARE AS FOLLOWS: 

 

▪ Producers should be organized collectively in democratic structures 

▪ Purchasing contracts should be multi-annual commitments of 3-years 

▪ Remunerative price are based on the identification of production costs 

and balanced bargaining. 

▪ Payment of a bonus for collective projects 

▪ Traceability and transparency for consumers. 

▪ Commitment of buyers to sensitize and educate consumers 

« Given the 
challenges of 
greater sustainable 
consumption in the 
South, this dynamic 
in favour of 
domestic fair trade 
could replicate in 
West Africa. » 

DISCUSSIONS WITH PARTICIPANTS 

Are French consumers aware of fair trade? Today, 97% of 

consumers know about fair trade, compared to only 9% in 2001, and 1 

in 3 families buy fair trade products. The average purchase of a 

household is 15 euros/month. 

Is there competition between North-North and North-South fair 

trade products? This competition is now very limited because they are 

not the same products: North-North products are wheat, milk, market 

vegetables and meat while North-South products are coffee, cocoa, 

sugar, bananas and rice… 
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PROMOTING CONSUMPTION OF  

DOMESTIC PRODUCTS OVER IMPORTATION  

THE FAIR TRADE MILK BRAND FAIREFASO IN BURKINA FASO 

By Ibrahim Adama Diallo,  
President of the National Union of Mini-Dairies and Local 
Milk Producers in Burkina Faso (UMPL/N) 

In 2015, the milk sector was affected by four key facts: the fall in the 

price of milk due to the abolition of milk quotas in Europe, the fall in 

Chinese imports, the Russian embargo and the dissatisfaction of 

European producers with the drop in milk prices that was favourable 

to manufacturers. In this context, multinationals developed marketing 

strategies towards Africa: exporting bulk milk powder to be 

repackaged in small quantities on site and exporting defatted powder 

then re-fatted with vegetable fat.  

The price of fattened powdered milk is 230 to 290 FCFA/litre while 

local milk can cost up to 500 FCFA/litre not including the 

collection which costs between 30 and 100 FCFA/litre.  

 

As a result, Burkina Faso imports approximately 40 million litres of 

milk powder each year, which represents a potential Burkinabe 

livestock of 10 million cattle. This situation creates food 

dependency, weakens the socio-economic fabric and promotes 

rural exodus and impoverishment. 

 

In this context, the national union of mini-dairies and local milk 

producers in Burkina Faso (UMPL/B), which includes 63 mini-dairies 

managed by farmers' groups, has decided to mobilize to promote local 

milk consumption. The creation of a local fair trade milk brand to 

give visibility to small milk producers appeared to be an effective 

strategy. Thus, the FaireFaso brand was created in partnership with 

Fairebel, Fairerance and OXFAM. FaireFaso represents a 

springboard for resilience and equitable remuneration for small 

producers in Burkina Faso.  

« The creation of a local fair trade milk brand to give visibility 
to small milk producers appeared to be an effective strategy 

to promote local milk consumption. » 
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In order to benefit from the FaireFaso brand, mini-dairies must comply with certain conditions such as 

the provision of functional equipment guaranteeing optimal product quality, the ability to offer attractive 

packaging of good sanitary quality and the guarantee that the processed milk is of local origin. 

 

In order to influence the public authorities in favour of supporting local milk production and to make 

the general public aware of its consumption, the UMPL-B organises the "72h of local milk".  

It is an event that offers workshops, round tables and local milk tasting sessions.  

 

UMPL-B is also engaged in advocacy activities to strengthen the "milk offensive" and the revision 

of the ECOWAS Common External Tariff (CET) and to counter the revision of the Economic 

Partnership Agreements (EPAs) 

  

« Burkina Faso imports about 40 million litres of 
milk in powder form every year. » 

DISCUSSIONS WITH PARTICIPANTS 

 

How are FaireFaso prices set? Currently, the priority is to promote FaireFaso to consumers in order 

to create a stable demand for local milk. The challenge of creating a methodology to define a 

remunerative price is a second step. 

 

How do you manage the “luxurious image” conveyed by local milk in West Africa? We are 

reversing this preconceived notion by presenting milk as a product of great necessity. 

 

What is your guarantee of compliance with good hygiene practices? Currently, 4 terms of 

reference are being drafted on quality and hygiene issues.   

THE THREE OBJECTIVES OF FAIREFASO ARE: 

 

▪ Promotion of local milk consumption 

▪ Implementation of a remunerative price for breeders 

▪ Consumer awareness on the importance of consuming 

local fair trade milk 



 

 
10 

OPPORTUNITIES AND ASSETS OF  

DOMESTIC FAIR TRADE LABELS  
THE LEBANESE LABEL AND TEQ GUARANTEE 

By Benoit Berger, Director of Fair Trade Lebanon 
 

Created in 2006, Fairtrade Lebanon is a network of producers with 

about 1 400 small producers and 49 production units, producing a 

total of 79 food products. Fairtrade Lebanon aims to combat the rural 

exodus in Lebanon through the development of fair trade. Originally, 

Fairtrade Lebanon's first activity was to seek export markets by 

positioning Fairtrade Lebanon as a trader facilitating international 

buyers' access to Lebanese products. 

In order to facilitate access to the international certifications required 

by fair trade importers, Fairtrade Lebanon has created the TEQ 

(Transparency, Ethics, Quality) guarantee. It is a rigorous internal 

control system that is a first step towards compliance with fair 

trade and organic international certifications. It can be applied to 

various economic operators (cooperatives, craftsmen, family 

businesses and SMEs).  

In 2011, the TEQ label gained national recognition and its products 

began to be sold on the Lebanese market, particularly by some 

supermarket chains. TEQ now represents an asset for access to the 

local market. 

In Lebanon, agricultural production does not represent large volumes 

and the products manufactured are essentially niche products. The 

added value comes mainly at the processing level, especially since 

Lebanese gastronomy is internationally renowned. This is why the 

TEQ label applies to both raw and processed agricultural 

products, in particular food products identified as typically Lebanese: 

hummus, olive oil, flower and fruit distillates... Currently, 20 

economic operators and 50 products are guaranteed by the TEQ 

certification.  

 

 

  

THE GENERAL REQUIREMENTS OF THE  

TEQ LABELSPECIFICATIONS ARE: 

 

▪ The source of raw materials must be local 

▪ The main raw materials for composite products must be 

guaranteed (TEQed) from the third year onwards 

▪ Mixing between TEQ and non-TEQ by-products is not allowed 

for TEQ products 

« In 2011, the TEQ label gained national recognition and its products 
began to be sold on the Lebanese market, particularly by some 

supermarkets chains.. » 
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The creation of such a label for the West African region could be a strategy to promote processed 

products, particularly those typical to West Africa, both on export markets but also on South-South 

or local West African markets. 

In terms of guarantees, the TEQ label has requirements in terms of transparency, labour law (social 

security, decent wages, working time regulations, etc.), safety at work, social impact (investment in 

community projects, local job creation, etc.), respect for the environment and health and quality. 

« Le label TEQ gagne en reconnaissance à l’échelle 
nationale et ses produits commencent à être vendus sur 
le marché libanais, notamment par certaines enseignes 
de la grande distribution. » 

DISCUSSIONS WITH PARTICIPANTS 

 

How is the verification of the TEQ label specifications ensured  

Fair Trade Lebanon uses external auditors from Organic Farming certification. A 

commission then decides on the award of the label with suspensive measures if 

irregularities are observed. 

 

What is the return for Lebanese consumers on the TEQ label? 

Currently, Fairtrade Lebanon does not conduct a media campaign. The popularity 

of the products sold by Fairtrade Lebanon is enhanced by the dual TEQ/Fairtrade 

certification. 
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 STRATEGIES TO ENHANCE THE VALUE OF DOMESTIC 

PRODUCTS TO INCREASE INCOME-GENERATING 

OPPORTUNITIES ON WEST AFRICAN MARKETS 

The members of each national fair trade platform met in small groups to discuss strategies to 

enhance the value of the local products in their countries in order to increase the income 

opportunities of fair trade agricultural cooperatives at local, national and regional levels.  

Their recommendations are as follows: 

 

 

Collège du Commerce Équitable du Mali de l’AOPP (CCEM) :  

▪ to support CCEM in helping the cooperatives conduct systematic 

market research 

▪ that CCEM boosts the organic products sale points by fair trade 

product  

▪ the creation of a FaireMali brand.  

▪ at the level of cooperatives, it is a matter of better assessing the 

production costs of products, working on the marketing of 

products for mass distribution and embarking on the processing 

of degraded agricultural products. 

 

La Plateforme Nationale du Burkina Faso (PNCE-B) :  

▪ Improving product packaging 

▪ Developing e-commerce, trade fairs and organic fair trade 

showcases in strategic cities 

▪ Prospecting the mass retail sector 

 

Le Réseau Ivoirien du Commerce Equitable (RICE) : 

▪ Systematic market research before launching new products in 

order to define market targets, criteria and product specifications 

▪ Development of cocoa processing if relevant 

▪ Developing a brand and promoting it on social networks   

Le Ghana Fair Trade Network : 

▪ Processing lemon into concentrate for the local market 

▪ Improving the quality of packaging of local products on the local 

and international market 

▪ Creation of points of sale in cooperatives 

▪ Communication on social networks 
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 CLOSING NOTE 

 

 
Julie Stoll, General Delegate of Commerce Équitable France  

« The day has highlighted the importance of the issues of poverty, rural exodus, 

migration and refugees. The presence of these issues during this day dedicated 

to South-South sustainable consumption is far from being a coincidence because 

fair trade is a real tool that provides solutions to these collective problems by 

enabling the development of job-creating sectors. The convergence of fair trade 

towards these challenges is the creation of a culture of solidarity between 

consumers and producers in the South, which is being achieved by all the 

innovations shared during the day. There is a strong challenge in spreading these 

initiatives by linking them to national advocacy networks that can remove existing 

technical barriers: commercial law, taxation of cooperatives, law on 

multinationals, etc.. » 

 
 
 
 



 

 

–



 

 

 
 

 

  

 

 

The French Development Agency (AFD) and the French Facility for Global 

Environment (FFEM) have decided to jointly finance a project to support the development 

of fair trade in West Africa, by encouraging innovative approaches based on both fair trade 

and the preservation of biodiversity.  

The purpose of the project is to contribute to the sustainable economic development 

of West African countries and to fight against poverty by strengthening family 

agriculture and supporting the development of equitable value chains. 

Commerce Équitable France is the project holder of the ÉQUITÉ Program. The 

implementation of the project is carried out by a consortium composed of the French 

NGO Agronomists and Veterinarians Without Border (AVSF), as a team leader, and of 

the Fairtrade Africa – West Africa Network (FTA-WAN). 

 

 

THE PROJECT HAS 4 MAIN OBJECTIVES: 

▪ To support the structuring of producers’ organizations (POs) in southern 

countries and sectors in which they operate, through the development of 

fair trade; 

▪ To test the potential of South-South fair trade sectors development; 

▪ To strengthen the role of producers’ organizations (POs) in the governance 

of international fair trade guarantee systems and labels; 

▪ To enhance the readability of fair trade as a tool for sustainable 

development and in particular the preservation of biodiversity. 

 

In order to achieve these objectives, the project identifies a set of activities 

organized in 3 components: 

▪ The implementation of a financial facility to support fair trade value 

chains and the protection of biodiversity in West Africa, 

▪ The institutional structuring and strengthening of fair trade certified POs 

representatives’ networks and the development of their activities, 

▪ The monitoring and evaluation of the effects generated by the project in 

the first two components and the conduct of various studies. 

 
 

 



 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

More information about the ÉQUITÉ Program on: 

www.programme-equite.org 
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