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“I pIty the man who wants a 
coat so cheap that the man 
or woman who produces 
the cloth wIll starve In the 
process.” BenjamIn harrIson
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About 
Blue & Green Tomorrow

the right of Blue & Green Communications limited to be 

identified as the author of this work has been asserted in 

accordance with the Copyright, Designs and Patents act 

2000. all rights reserved. You must not reproduce any part 

of this report or store it in electronic means or disseminate 

any part of the material in any other form, unless we have 

indicated that you may do so and with this full copyright 

and disclaimer in place. 

all information used in this report has been compiled 

from publicly available sources that are believed to be 

reliable. reasonable steps have been taken to ensure 

that no errors or misdescriptions arise, but this cannot 

be guaranteed and the report does not purport to contain 

all information that recipients may require.  opinions 

contained in this report represent those of Blue & Green 

Communications limited at the time of publication.

Blue & Green Communications limited makes no express or 

implicit representation or warranty, and no responsibility 

or liability is accepted, with respect to errors or omissions 

in the report with respect to fairness, accuracy, adequacy 

or completeness in this report including, without 

limitation, the reasonableness of projections, forecasts, 

estimates or any associated assumptions.

in accordance with the Financial services and markets 

act 2000, Blue & Green Communications limited does not 

provide regulated investment services of any kind, and is 

not authorised to do so.  nothing in this report and all parts 

herein constitute or should be deemed to constitute advice, 

recommendation, or invitation or inducement to buy, sell, 

subscribe for or underwrite any investment of any kind. any 

specific investment-related queries or concerns should be 

directed to a fully qualified financial adviser (see page 47).

LIFE
is for livinG 

without 

cosTinG
the eArth. 
There is no
Plan (et) B. 

Essential intelligence on sustainable 
investing and living 
Blue & Green Tomorrow wants to support 
innovative businesses that balance the 
needs of the planet, its people and our 
prosperity.

We aim to provide our readers with
the knowledge they need to make
informed choices without prejudice,
scaremongering or greenwash. 

We want the world to be as 
blue and green tomorrow as it 
was yesterday.

We believe that everyone can play a part 
and anyone can make a difference. Not by 
going back through misplaced nostalgia 
to some bygone age, but by striding out 
to a bright new future in which we take 
advantage of the new approaches that 
can improve our quality of life, the food we 
eat, the air we breathe, the water we drink 
and the land we live on.

Visit Blue & Green Tomorrow 
blueandgreentomorrow.com

CoPYriGht & DisClaimer



©blue & green
communications 2012

t
h

e
 g

u
id

e
 t

o
 e

t
h

ic
a

l
 s

h
o

p
p

in
g

december

2012

3

04 – Foreword By Alex Blackburne

05 – InFographIc: FaIrtrade v world trade v UK trade In 2011

06 – ethIcal consUmerIsm’s long joUrney to the maInstream By 
Ryan Brightwell

10 – InFographIc: ethIcal consUmerIsm In the UK, 2000, 2009 and 
2010 By Ben Willers & The Co-operative

14 – FaIrtrade: maKIng the step towards InvestIng In a 
sUstaInable FUtUre With Richard Anstead of the Fairtrade Foundation

21 – ‘ethIcal shoppIng Is aboUt beIng a cItIzen, not jUst a 
consUmer’ With Ruth Tanner of War on Want

25 – FamoUs qUotes aboUt ethIcal shoppIng and FaIr trade

contents
www.bluEandgrEEntomorrow.com

26

32

42

38

28

34

44

30

36

46

40



©blue & green
communications 2012

t
h

e
 g

u
id

e
 t

o
 e

t
h

ic
a

l
 s

h
o

p
p

in
g

december

2012

4

I’m delighted to welcome you to Blue & Green 
Tomorrow’s Guide to Ethical Shopping – our 
penultimate report of 2012. With Christmas 
fast approaching, there’s perhaps no better time 

to begin thinking more about the clothes you wear 
and the food and drink you consume.
As a developed nation, the UK is in an incredibly 
privileged position when it comes to shaping the 
future of the world, in terms of how we invest, vote 
and consume. We take our purchases for granted and 
there’s often a disconnect between us and the people 
living beneath the poverty line overseas, making the 
products that appear on our shelves.
The worst thing is, we’ve all read the stories in the 
media. Global sports brands using Asian sweatshops; 
high street retailers forming partnerships with oil 
companies; and supermarkets paying workers well 
below minimum wage. Yet still, despite all this, we 
continue to flock in our millions to the stores we 
trust to buy the brands we love. And this is where 
our guide comes in.
We aim to outline just what ethical shopping means, 
and why it can and must play an integral part in help-
ing the world’s sustainable economic development.
Already, we’re encouraged by the positive response 
we’ve had.
In a poll that was running on our homepage during 
November, we asked our readers whether they’d 
be considering the ethical or environmental impact 
of their Christmas shopping this year. While 25% 
said they wouldn’t be, the remaining 75% was split 
evenly between people saying they would be and 
people saying they would be slightly.
Translate those figures to the whole of 
the UK, and that’s a staggering 47 million 
people who during the festive period, will 
be thinking in some capacity about the 
impact their purchases have.
We ran another poll that asked readers 
to select their main supermarket – the 
results of which you can see in the info-
graphic on this page. 
Nearly a third of the UK shop primarily 
at Tesco, but Blue & Green Tomorrow 
readers opt for Sainsbury’s as well, with 
the smaller players Waitrose, The Co-
operative and Morrisons also popular 
with our readers.

We sincerely hope that this guide will make you 
think differently about the purchases you make on 
a daily basis, and inspire you to opt for products that 
benefit the environment, society and economy to 
boot.
However, we’re under no illusions as to the size of 
the task ahead. As the infographic on the next page 
shows, Fairtrade sales represent just a tiny dot when 
put up against the total value of world trade. But 
don’t let that discourage you. 
As American author Edward Everett Hale said, “I am 
only one; but still I am one. I cannot do everything; 
but still I can do something; and because I cannot do 
everything, I will not refuse to do the something that 
I can do.”
I hope that after reading this guide, you know exactly 
what it is you need to do.

Editor, BluE & GrEEn tomorrow

Foreword

Yes
38%

A bit
38%

No
25%

Will you be considering the ethical or environmental
impact of your Christmas shopping? 

Aldi

Asda

The Co-operative

Iceland

Lidl 

Morrisons

Sainsbury's 

Tesco

Waitrose

Other

5%

4%

11%

2%

5%

11%

21%

21%

18%

4%

4%

18%

6%

2%

3%

12%

17%

30%

5%

5%

Which is your main supermarket?

Blue & Green Tomorrow readers UK market share

Source: Retail Times
bit.ly/marketshare2012

Source: Blue & Green Tomorrow
blueandgreentomorrow.com
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Fairtrade v World Trade v UK trade in 2011

Fairtrade 

£4,100,580,000

UK trade

£396,007,921,800

World trade

£11,154,138,012,600

Sources: United Nations
bit.ly/ITSY2011

Fairtrade International
bit.ly/FAIR2011

Fairtrade v World trade 
v uk trade in 2011
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a short hIstory 
of ethIcal 
consumerIsm

ethical consumerism 
has come a long way 
in the last 10 years. 
Those who consider 

the impacts of their shopping 
decisions on society as well 
as on their wallets now find 
themselves in good company, 
with a clear majority of people 
in the UK now reporting that 
they are making shopping 
decisions based on their values 
at least some of the time. 
It wasn’t always this way. 
You don’t need to cast your 
mind back too many years to 
recall a time when tracking 
down ethical alternatives, be 
it Fairtrade coffee, ecological 
cleaning products or energy-
efficient light bulbs, required 
trips to one of a handful of 
specialist shops, and often 
meant paying over the odds 
for an inferior product. The 
last decade has certainly seen 
ethical shopping become less of 
a chore. 
The Co-operative’s Ethical 
Consumerism Report has been 
measuring sales of a basket of 
broadly defined ethical products 
for over a decade, and its 
research shows sales growing 
from £16 billion back in 2000 

to over £46 
billion in 2011. 
This is still a 
small percentage 
of consumer 
spending as a 
whole, but it 
represents growth 
substantially 
ahead of overall 
spending. It also 
provides enough 
examples of 
products that 
have broken 
through to the 
mainstream for 
some patterns to 
emerge.
The 
mainstreaming of 
ethical products 
has typically 
followed a two-
step process. The 
early adopters, 
those who stuck 
with ethical 
products in 
their earliest 
incarnations, 
have enabled 
the first stage. These ‘deep 
green’ consumers, always 
relatively small in number, have 
shown that a market exists for 
products that are better for the 
environment, society or animal 
welfare, and continue to buy 

these products, talk about them 
and lobby for their greater 
availability, while they prove 
their ability to deliver in terms 
of price and quality. 
But we rarely see examples of 
ethical products that have hit 

ethical consumerism’s 
long journey to the 
mainstream 

rEtailErS Such aS thE co-
opErativE, SainSbury’S and markS 

& SpEncEr havE all SwitchEd 
thEir EntirE rangE of own-brand 
coffEES to fairtradE. photo: thE 

co-opErativE via flickr

By Ryan Brightwell
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the mainstream through enthusiastic consumer 
take-up alone. This has taken a second push, 
which has come either from the big retailers and 
brands, which still act as gatekeepers to the mass 
market, or else from rare examples of progressive 
legislation to remove ‘bad’ choices from our 
shelves. 
Fairtrade coffee and energy-saving light bulbs 
provide useful examples. Since the launch of 
the UK’s first Fairtrade coffee in 1988, Fairtrade 
has grown its share to reach over a quarter of 
all roast and ground coffee sold in the UK, and 
sales growth has continued to be strong through 
the wider economic downturn. According to the 
Fairtrade Foundation’s coffee briefing earlier this 
year, much of the recent growth in the market 
is due in large part to retailers such as The 
Co-operative, Sainsbury’s and Marks & Spencer 
who have switched their entire range of own-
brand coffees to Fairtrade, greatly increasing its 
availability. 

Looking at energy-saving light bulbs, the compact 
fluorescent has been on our shelves for decades, 
offering energy savings that more than outweigh 
the additional cost in just the first year of use. Yet 
as recently as 2009, the old-fashioned tungsten 
bulb was still more widely purchased. Green 
and economical consumers stuck with the new 
technology, but others were put off by the harsh 
light and longer warm-up times of the earlier 
models. In August this year, the lights finally went 
out for the tungsten bulb after EU legislation 
effectively banned their sale. In this case, smart 
legislation has done more for the mainstreaming 
of the energy-efficient bulb than 20 years of 
market forces.

strugglIng to get out of 
the ethIcal nIche

those ethical products which have made 
a real breakthrough to the mainstream 
unfortunately remain the exception 

thE laSt dEcadE haS SEEn Ethical Shopping bEcomE lESS of a chorE, aS 
morE pEoplE bEgin to rEaliSE thE impact thEir buying haS on SociEty and 

thE EnvironmEnt. photo: angElina hankE via Stock.xchng
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rather than the rule. In 
particular, some products 
with real potential for societal 
transformation have remained 
stuck in an ethical niche. 

sales of electric cars, for 
example, remain in the 
hundreds rather than the 

thousands each year, despite 
the potentially huge carbon 
savings (at least when powered 
from green electricity). This 
is despite hopes that 2011 
would prove to be “the year 
of the electric car” following 
the introduction of a £5,000 
government grant for each one 
purchased. The Climate Change 
Committee, which advises 
government on meeting its 
climate commitments, wants 
to see 1.7 million electric cars 
on the road by 2020. While 
charging stations and (even 
better) battery switching 
stations remain practically 
non-existent, even the greenest 
members of the motoring public 
will be reluctant to help us start 
out on the long journey towards 

meeting this target.
Similarly, installing micro-
generation technologies 
like rooftop solar panels, 
also offering potentially 
transformative environmental 
benefits, remains a niche 
activity. Government 
intervention to boost installation 
has blown hot and cold, 
singularly failing to provide 
any long-term certainty, as 
years of inadequate and over-
subscribed grant mechanisms 
were replaced in 2010 with the 
introduction of feed-in tariffs, 
only for these to suffer drastic 
cuts just a year later. 
It is not just the ‘big ticket’ 
green investments where 
progress towards the mass 
market has been less than swift. 
Clothing is also an area where 
trying to consume responsibly 
is as difficult as ever. Clothing 
supply chains are notoriously 
long and complex, with 
potential for labour abuses 
throughout the manufacturing 
process, from the harvest of 

raw materials like cotton 
through to the final 
assembly. 
On the high street 
in particular, finding 
responsibly-produced 
clothing remains 
problematic. Chains like 
Marks & Spencer, with 
a reputation for taking 
corporate responsibility 
seriously, are as likely 
to be hit by sweatshop 
scandals as the likes of 
Primark, much maligned 
for providing clothing 
at ‘throw-away’ prices, 
particularly by those 
who can most afford to 
shop elsewhere. 
The Clean Clothes 
Campaign, which 
has been working to 
improve conditions in 

the global garment industry 
since 1989, advocates taking 
action to raise workers’ rights 
issues with manufacturers. Its 
week of action against Adidas 
following their refusal to 
grant severance pay to 2,800 
Indonesian workers after the 
closure of their factory is just 
the most recent example. But 
the Clean Clothes Campaign 
stops short of endorsing 
boycotts in the clothing sector, 
due to their potential to take 
away the source of income of 
the low-paid workers that their 
campaigns are designed to help. 
Positive choices like recycled, 
organic, fair trade and even 
second hand clothing are 
available, with alternative 
brands like Gossypium and 
People Tree featuring on Ethical 
Consumer’s best buy list. 
However, 20 years on from the 
global boycott campaign against 
Nike, concerned shoppers are 
still left to weigh up the risks, 
with limited and imperfect 
information. 

four out of 10 bananaS Sold in thE uk arE now 
cErtifiEd with thE fairtradE mark. photo: davE croSby 

via flickr
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what mIght the 
future hold?

ethical products have 
recorded strong growth 
over the last decade, 

and this growth has continued 
in most areas even through 
the economic downturn. Yet 
the amount spent on ethical 
products and services still 
represents a small fraction of its 
potential, so there is plenty of 
room for further growth. But 
what form will it take?
We can expect that the best-
known ethical labels and 
standards, from Fairtrade to 
MSC fish and FSC timber, 
will continue to become 
more widely available. 
And unfortunately for us as 
consumers, we can expect 
still more standards and labels 
to emerge. According to one 
estimate, there are already 
over 400 ‘eco labels’ in the 
marketplace; a proliferation 
which undoubtedly generates 
confusion for the public and 
means that these labels need 
to shout louder to attract 
our attention. The more 
ethical labels move into the 
mainstream, the less effective 
they become as a way for 
companies to demonstrate 
ethical leadership and the 
uniqueness of their product, 
and this dynamic will continue 
to create a space for new labels 
to emerge.
As the Fairtrade brand has 
become more widespread and 
recognised, products aiming 
to show deeper benefits for 
producers in developing 
countries are growing in 
number. One way of doing this 
is through companies that are 
owned by the producers – not 
just growers’ co-operatives, 
but co-operatives which also 

package and distribute the 
product. Divine Chocolate, 
part-owned by the Kuapa 
Kokoo growers co-operative 
in Ghana, has pioneered 
this approach, but remains 
almost unique. Another is 
to target Fairtrade support 
to communities in particular 
need, as with Zaytoun, a 
company founded with the 
aim of creating a market for 
Palestinian products in the UK.
Also looking to move beyond 
Fairtrade is the burgeoning 
direct trade movement among 
premium coffee roasters 
wanting to develop direct 
relationships with particular 
growers to ensure they can 
source their highest quality 
coffee. Direct trade can pay 
additional premiums over and 
above the Fairtrade price, to 
incentivise quality. The model 
also allows roasters to work 
with individual farms operating 
outside of co-operatives, or 
unable to achieve Fairtrade 
certification due to the fees 
involved. Direct trade currently 
looks like the main source 
of competition from those 
who see Fairtrade’s impact as 
becoming diluted; however it 
faces a challenge in convincing 
the consumer that it can 
provide an ethically sourced 
product without a recognised 
label and certification scheme.
In the future, those ethical 
products which do successfully 
move out of the mainstream 
will find themselves subject 
to more scrutiny than ever 
before. The recent scandal at 
Noble Foods, Britain’s largest 
egg producer, is illustrative. 
Farms supplying the company 
were alleged to have used 
workers trafficked into the UK 
from Lithuania and forced to 
work in slave-like conditions. 
Media coverage of the issue 

focussed on the eggs certified 
to the RSPCA’s Freedom Foods 
standards, and particularly the 
Happy Eggs brand, showing 
how products that place 
themselves on an ethical 
pedestal find themselves with 
furthest to fall.

Perhaps the greatest 
challenge facing the 
producers of ethical 

products is the reality of the 
need to consume less. Oft-cited 
research from WWF shows 
that if everyone lived like the 
average European, we would 
need three planets to live on. 
Patagonia scored a PR success 
last year by taking the unusual 
step of asking its consumers to 
buy less. But we’ll need more 
ambitious and more wide-
ranging efforts from business to 
encourage lower consumption 
if we’re going to live within our 
planet’s natural limits. 

www.brightanalysis.eu

ryan brightwEll iS 
thE foundEr of bright 
analySiS, a rESEarch 

conSultancy for 
SuStainability and 
Social changE. hE 

waS formErly Ethical 
projEctS adviSEr 

at thE co-opErativE 
group. 
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Ethical Food
 & Drink

Eco-travel
and Transport

605
1,704
1,527

-10.39%

Organic

33
749

1,017
35.78%

Fairtrade

43
560
521

-6.96%

Public transport

73
111
105

-5.41%

Responsible tour operators

2
19

-
-

Environmental tourist attractions

4
370
846

128.65%

Green cars

348
665
698

4.96%

Bicycles

112
1,022
1,068

4.50%

Travel boycotts

-
1,076
1,198

11.34%

Rainforest Alliance

182
448
483

7.81%

Free range eggs

44
174
174

0.00%

Free range poultry

142
220
220

0.00%

Farmers’ markets

479
549
541

-1.46%

Vegetarian products

-
178
207

16.29%

Sustainable fish

-
122
127

4.10%

Freedom foods

2,072
6,260
6,578

5.08%

Subtotal

1,855
7,098
8,085

13.91%

Subtotal

582
2,747
3,238

17.87%

Subtotal

587
1,040
1,084

4.23%

Food and drink boycotts

Green Home

229
1,909
2,068

8.33%

Energy efficient electrical appliances

214
2,005
2,332

16.31%

Energy efficient boilers

-
51

248
386.27%

Micro-generation

4
418
480

14.83%

Green mortgage repayments

629
1,417
1,655

16.80%

Sustainable timber and paper

-
306
352

15.03%

Green energy

5
41
34

-17.07%

Rechargeable batteries

759
866
823

-4.97%

Buying for reuse - household products

-
5
7

40.00%

Green funerals

3
40
42

5.00%

Ethical cleaning products

12
40
44

10.00%

Energy efficient light bulbs

Ethical consumerism in the UK, 2000, 2009 & 2010 (£m)
(% Growth 2009-2010)

Ethical Behaviours
% of people undertaking the following at least once during the year

Recycled

9593 73 7875 61 4546 52 5555 51 5055 44

Supported local 
shops/suppliers

Recommended a company 
on basis of company’s 
responsible reputation

Chose product/service 
on basis of company’s 
responsible reputation

Avoided product/service 
on basis of company’s 
responsible reputation
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10.00%

Energy efficient light bulbs

Ethical consumerism in the UK, 2000, 2009 & 2010 (£m)
(% Growth 2009-2010)

Ethical Behaviours
% of people undertaking the following at least once during the year

Recycled

9593 73 7875 61 4546 52 5555 51 5055 44

Supported local 
shops/suppliers

Recommended a company 
on basis of company’s 
responsible reputation

Chose product/service 
on basis of company’s 
responsible reputation

Avoided product/service 
on basis of company’s 
responsible reputation

Ethical Personal
Products

5
177
171

-3.39%

Ethical clothing

175
486
528

8.64%

Ethical cosmetics

141
340
350

2.94%

Charity shops

218
387
321

-17.05%

Buying for reuse - clothing

174
399
556

39.35%

Clothing boycotts

Community

1,620
2,233
2,330

4.34%

Local shopping

Ethical Money

6,296
18,618
20,343
9.27%

Ethical savings and investment

183
579
653

12.78%

Credit unions

4
78
70

-10.26%

Ethical shareholdings

2,764
3,594
3,554

-1.11%

Charitable donations

-
3
5

66.67%

Real nappies

713
1,792
1,931

7.76%

Subtotal

4,384
5,827
5,884

0.98%

Subtotal

6,483
19,275
21,066
9.29%

Subtotal

3131 24 3434 17 2024 15 5758 58 4646 29

Actively sought information 
on company’s reputation

Felt guilty about 
unethical purchase

Actively campaigned 
on environmental/

social issues

Talked to friends/ 
family about a 

company’s behaviour

Bought primarily for 
ethical reasons

Source: The Co-operative Group
bit.ly/ECR2010
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“IT IS DIFFICULT 

TO GET A MAN 

TO UNDERSTAND 

SOMETHING, 

WHEN HIS SALARY 

DEPENDS UPON 

HIS NOT 

UNDERSTANDING IT!”

THE GUIDE
OCTOBER 2012
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Fairtrade: making the step 
toWards investing in a 
sustainable Future
For two decades, the Fairtrade Foundation has been certiFying 
sustainable products in the uK with the Fairtrade marK. blue 
& green tomorrow spoKe with head oF product management 
richard anstead about Fairtrade Fortnight, being at the 
ForeFront oF a global revolution and why would-be ethical 
consumers can taKe inspiration From mosquitos.

Twenty-four years ago, 
Dutch development 
agency Solidaridad 
came up with the idea 

of explicitly labelling products 
that had been produced fairly. 
In the years that followed, the 
Max Havelaar initiative as it 
was originally named (after a 
fictional Dutch character who 
fought against the exploitation 

of coffee pickers in the colonies) 
was replicated in a number of 
other countries. 
And four years after Solidaridad 
founded Max Havelaar, the 
Fairtrade Foundation was born 
in the UK, with a mantra to 
both raise awareness of fair 
trade and to present businesses 
and consumers with the type 
of products and supply chains 
that it thinks are essential, and 
more importantly, sustainable. It 
does this by certifying products 
so that they carry the Fairtrade 
mark; now a globally-recognised 
symbol of ethical production, 
sourcing and manufacturing. 
“We assess each individual 
product area and outline what 
we believe defines fair trade 
for that particular commodity”, 
explains Richard Anstead, head 
of product management at the 
Fairtrade Foundation, “but 
essentially, it’s about giving the 
producer a fair return for the 
work they’ve done to meet the 
needs of today, and the means 
to run a sustainable business by 
helping them to invest for the 
long-term.”
As of 2011, 120 countries 
now sell Fairtrade-certified 
products, which last year 
accounted for $6.6 billion (£4.1 
billion) globally – a 12% rise on 

2010. And Fairtrade’s growth 
worldwide was matched by 
the UK, which saw sales of 
Fairtrade products increase 
12%, too; from £1.17 billion 
in 2010 to £1.31 billion a year 
later, making the UK the largest 
global market for Fairtrade.
Four out of 10 bananas sold 
in the UK are now certified 
Fairtrade, and levels for 
packaged retail sugar are very 
similar, while around 30% of 
roast and ground coffee also 
carries the Fairtrade label. 
It wouldn’t be too far off, 
therefore, to claim that the 
innovative labelling system is 
nearing a tipping point in terms 
of success and impact.
But Anstead is pragmatic about 
the task ahead. “Obviously 
our ultimate job here is to 
put ourselves out of work as 
individuals”, he says, although 
he adds that he doesn’t see 
that happening anytime soon. 
That’s not to say he’s pessimistic 
about the future of the Fairtrade 
Foundation and fair trade more 
generally; far from it. 
“I think we ought to recognise 
how much, particularly in the 
UK, we have managed to do. 
But if you put it in the context 
of global trade, then I think 
there’s a lot still to do”, he adds.

richard anStEad, 
hEad of product 

managEmEnt at thE 
fairtradE foundation, 

haS SpEnt timE in a 
numbEr of african 
countriES, viSiting 
farmErS that wErE 

bEnEfitting from 
fairtradE’S work.
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He’s right. The $6.6 billion 
(£4.1 billion) in total Fairtrade-
certified sales makes up just 
0.036% of global trade, which 
as of 2011 had reached a 
record $17.9 trillion (£11.2 
trillion), according to the World 
Trade Organisation.
“If we start getting share figures 
globally like we’re seeing in 
the UK, I think our experience 
tells us that’s where we start 
to make a really huge impact”, 
Anstead adds. 
“There’s a lot more to do, but 
excitingly, we’re really seeing 
Fairtrade consumers in the UK stay loyal through 
the recession, and we also know that a significant 
number of them actually want to actively seek 
out and buy Fairtrade products, meaning we can 
really start to look at capitalising on the interest 
we have.”
Labelled Fairtrade products in the UK really have 
gone from strength to strength. In the 10 years 
between 2001 and 2011, sales of Fairtrade-
certified goods have increased by a staggering 
2512%, with an average annual growth of 39%. 
And the Fairtrade brand is thriving, too. A 
study conducted by research consultancy firm 
GlobeScan last year found that 96% of UK 
consumers are now aware of the mark that 
is placed on items like bananas, coffee and 
chocolate to confirm that they’re approved by 
Fairtrade. Consumer trust in Fairtrade is also 

at an all-time high, with 90% believing that 
they are able to trust products certified by the 
internationally-recognised labelling system. 
“We’re very proud of the work we’ve done”, says 
Anstead. 
“Levels of awareness are really strong, and 
actually if you speak to consumers, they expect 
businesses to treat their workers fairly, look after 
the environment and be doing the right thing – 
especially when working in developing countries. 
“I think the challenge we still have to do is 
actually finding the right commercial partners for 
consumers to be able to have choice across all of 
the areas they work in. Places like Sainsbury’s, 
Waitrose and The Co-operative only sell bananas 
that are Fairtrade-certified, for example. In 
those cases, it’s great that people are consciously 
buying those bananas, but it’s also really good 
for Sainsbury’s and so on that they can offer that 
same choice, whether they are conscious at the 
point of purchase or not. That’s good for the 

business, because they can invest 
in their supply chain themselves.”  
Anstead takes an example of 
Cadbury Dairy Milk chocolate 
bar, which achieved Fairtrade 
certification in 2009, to explain 
why attaching the Fairtrade 
mark to products is important to 
businesses. 
One reason, he says, is to tell 
consumers of that product that 
Cadbury is treating its suppliers 
fairly and ethically, while the 
other is that it shows Cadbury 
clearly recognises its need for a 
sustainable supply of cocoa; even 

if consumers aren’t buying Dairy Milks because of 
their Fairtrade status.
“We were talking at a commercial conference 
recently about that double dividend”, Anstead 
continues.
“We believe the double dividend that Fairtrade 
offers businesses is that they can help influence 
sustainable consumption by putting the Fairtrade 
mark on their products and then talking about 
what that means to them. That’s not to say that 
the Fairtrade mark would be the most important 
part of their brand, but they can use that within 
their brand communications to say what it exactly 
means for them.
“The other part of that double dividend is that it 
helps them build sustainable supply of the raw 
materials they want, by helping them invest in 
stronger, well-managed, well-governed producers 

thE fairtradE 
foundation SEEkS 

to EnSurE that 
ovErSEaS farmS arE 

Socially SuStainablE 
and providE Equal 

opportunitiES for mEn 
and womEn.

iF you think 
you’re 

too small 
to make a 

diFFerence, 
try sleeping 

With a 
mosquito
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and organisations.”  
But there’s more to the Fairtrade Foundation than 
just the Fairtrade mark. As a charity in the UK, 
the foundation promotes fair trade in 24 different 
markets, working with a central body called 
Fairtrade Labelling which does much of the on-
the-ground work. 
Anstead says, “Although we’re most known for 
working with producers to make an impact on 
an ethical basis, we believe that our standards 
are really at the heart of sustainability. We work 
with farmers to make sure they are working to 
protect their environment, working to ensure 
that they are treating their environment with care 
and respect; we work with them to make sure 
they are socially sustainable and provide equal 
opportunities for men and women; and we work 
with them to make sure they are economically 
sustainable, so the reward for the work they do 
to provide us with the products we want is a fair 
price, so they can invest in the development of 
their society. 
“The Fairtrade Foundation focuses on the UK 
but we’re part of a global movement that is in 
fact owned in part by the producers that set that 
standard for fair trade and really reassures us that 
a positive environment for people who want to 
become part of it is available.”
The GlobeScan research revealed that ‘feeling 
good’ or ‘doing my part’ were the primary 
motivations for UK consumers of Fairtrade 

products. But you just have to take one look at 
the size of the disconnect between Fairtrade sales 
and global trade to see just how far Fairtrade has 
to go. But in a bid to close this gap, the Fairtrade 
Foundation has hosted Fairtrade Fortnight 
annually since 1997.
A celebration of fair and ethical trade, the event 
this year – which takes place from February 25 
2013 for two weeks – is asking people to go 
further for fair trade.
“There will be some consumers who have been 
saying to us that what they really want is their 
favourite brands to go Fairtrade, and that’s very 
much what we’re talking about in the next 
Fairtrade Fortnight”, explains Anstead.
“We want people to go back to their favourite 
brands and say that they want to keep buying 
it, but they want it to go further by making it a 
Fairtrade product. It would give consumers more 
choice. There are a significant number of people 
who will seek out those companies that are, by 
their very nature, committed to fair trade in a 
different way to the mainstream brands; they are 
partly-owned by producers and they trade in a 
very innovative way. But there’s also a significant 
number of people who also want to buy their 
favourite chocolate confectionary but want it to 
be Fairtrade-certified because that’s important to 
them.” 
The Fairtrade Foundation’s Take a Step campaign, 
which encourages people to make one step, big 

Coffee

Sales of Fairtrade certified products in the UK

£100m

£200m

£300m

£400m

£500m

Tea Honey Bananas Flowers WineCocoa CottonSugar Fruit Fruit juice

1998 2011

Source: The Fairtrade Foundation
bit.ly/FairtradeUK
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or small, to support Fairtrade 
produce – whether it’s grabbing 
a Fairtrade coffee from 
Starbucks or buying a Fairtrade 
chocolate bar from Sainsbury’s – 
registered nearly a million steps 
taken by UK consumers on its 
website. 
And one of the key things is 
highlighting to consumers 
just where in the world each 
Fairtrade-certified product has 
been produced, and by whom. 
Anstead recalls a recent trip to 
Africa, where he spent time 
with some of the farmers in 
Ethiopia, Uganda and Malawi 
who were benefitting from the 
Fairtrade Foundation’s work in 
the UK.
“There’s a really good group in 
Kenya called Gikanda Coffee 
Farmers, and they supply the 
UK with various bits of coffee 
into retailers like M&S”, he 
explains. 
“When I asked a guy called 
Charles Muriuki about what it 
would mean for him and his co-
operatives, his response straight 
away was that he wanted to 
be able to take a further step 
to really enrich the lives of his 
farm members, and that he 
would be able to follow through 
on some of the plans he’d 
started into helping establish a 
tree nursery in his business to 

be able to continue replacing 
some of the facilities he has.” 
“Consumers in the UK taking a 
step to buying Fairtrade coffee 
allows Charles and his group to 
invest in sustainable businesses, 
and a stronger business so he 
can continue to educate his 
children and put better food 
on their tables. That’s a really 
important link that we’ve got to 
make next year during Fairtrade 
Fortnight. If you make a step, 
a farmer in Kenya can make a 
step that will benefit his and his 
family’s lives, and I think that’s 
going to be very much at the 
heart of why we want people to 
go further for Fairtrade.” 
Fair trade has been described 
in the past as “responsible 
capitalism in action” – a way 
of ensuring individuals and 
businesses across the whole 
supply chain are treated 
equally and fairly, and reap the 
proper benefits of their work. 
Closing the knowledge gap 
between what consumers can 
do and what the scale of the 
challenge is, and highlighting 
the real impact of buying fair 
and ethically-produced goods, 
are imperative in the global 
transition towards a sustainable 
economy. 
There’s a quote – an African 
proverb popularised by the late 

environmental activist Anita 
Roddick – that goes, “If you 
think you’re too small to make 
a difference, try sleeping with 
a mosquito”, meaning that the 
mosquito, despite being so small 
in comparison with humans, 
can wreak so much havoc in 
terms of transmitting malaria 
to the most vulnerable people. 
And Anstead believes this quote 
typifies why people shouldn’t 
feel overawed, and instead 
become part of the global 
Fairtrade revolution.
“I think that’s exactly what can 
consumers can do”, he says. 
“It might feel like there’s not 
a lot of impact their purchase 
can make on a weekly basis, 
but actually you can by buying 
Fairtrade certified products. You 
can make a real impact in the 
same way that a mosquito does. 
“Although you may not see that 
when you’re in the Co-op or 
Starbucks or buying Fairtrade 
coffee, Fairtrade allows that 
impact to be had and really 
empowers producers to invest 
in a sustainable future. 
“Be a mosquito; make that 
commitment to buying ethically 
and seek out the Fairtrade mark 
to do so; it’s your independent 
guarantee that producers who 
are investing so much time and 
commitment in growing those 
products are fairly rewarded 
and will have a sustainable and 
fair business both today and 
tomorrow.”

www.fairtrade.org.uk

thE fairtradE foundation workS with 
farmErS to makE SurE thEy arE trEating thE 

EnvironmEnt with carE and rESpEct.
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‘ethical shopping is about 
being a citizen, not just a 
consumer’
blue & green tomorrow spoKe with ruth tanner, campaigns and 
policy director at war on want, a campaigning organisation 
that worKs alongside people eFFecting real change in Fighting 
poverty in developing countries. 

what Is war on 
want?
We believe that poverty is 
political, which means we work 
with social movements, trade 
unionists and activists around 
the world who are fighting the 
impact of neo-liberal economics 
on their communities, and 
war and conflict. For example, 
in Bangladesh we work with 
the trade union that organises 
garment workers, who produce 
clothes for UK stores, and in 
Palestine we work with Stop 

the Wall who organise the 
opposition and resistance to the 
occupation and help support 
communities opposing the war 
that cuts through the west bank. 
And then in the UK, we do 
campaigning, raise awareness 
and do political education on 
some of these same issues; and 
how they affect people both in 
the UK and around the world. 
We campaign for tax justice, 
equal payment of tax that 
would pay for services in 
developing countries but also 
the alternative to the austerity 
agenda here; we campaign for 
building a movement to oppose 
the occupation of Palestine; we 
campaign for companies here 
to regulated who are abusing 
workers in their supply chains 
and we do campaigning here on 
some of the big issues that affect 
people around the world and 
then we work with those people 
overseas in ways that help them 
fight exploitation themselves.

do yoU thInK 
most consUmers 
are oblIvIoUs to 
the Impact theIr 
pUrchases have on 
the world?
I think people are getting more 

and more engaged with these 
issues. In 2007, we launched 
a report called Fashion Victims 
which looked at companies like 
Tesco, Asda and Primark and the 
workers who made the clothes 
that they sold. We had incredible 
support then and we continue 
to get incredibly good feedback 
from people who recognise that 
they are linked in and involved 
with the global economy, and 
so the things that we do here 
impact on people around the 
world and vice versa. 
People are being really engaged 
with our campaigns, and are 
really willing to take action. And 
also, I think since the financial 
crisis, people are much more 
aware of how the economic 
system impacts on their lives 
too. It’s not just about people 
overseas and people here, but 
actually we are all having to fight 
the deregulation of our health 
and safety rights for example and 
employment rights. The fight 
we’ve had for a living wage for 
workers overseas is now a fight 
that people have here as well. 
People deserve a decent living 
wage, and I think people not 
only understand more that their 
lives and the lives of workers 
around the world are connected, 

ruth tannEr iS 
campaignS and policy 

dirEctor at anti-
povErty charity war 

on want.



©blue & green
communications 2012

t
h

e
 g

u
id

e
 t

o
 e

t
h

ic
a

l
 s

h
o

p
p

in
g

december

2012

22

but also they can do something 
about it.

what does ethIcal 
shoppIng mean to 
yoU?
Ethical shopping to me is about 
people understanding that we 
are part of a global economy, 
that workers everywhere face 
exploitation; large multinational 
corporations are making lots 
of profit at people’s expense 
and the importance of people 
operating as shoppers, 
consumers and citizens. 
So for example, with the issue 
around the garment sector, we 
explicitly don’t tell people not 
to shop on the high street. We 
don’t say that people need to buy 
Fairtrade to be ethical, although 
we do support Fairtrade. We say 
that people shouldn’t boycott 
these companies because 
people will lose their jobs, 
but that people need to take 
action as citizens. They need to 
put pressure on governments 
to control the behaviour of 
companies; to regulate. They 
need support the workers on the 
ground that are being exploited 
and to ensure that they have the 
right to be trade unionised. 
I think that’s what an ethical 
shopper is to me. It’s someone 
that recognises that their 
behaviour has an impact as 
part of a bigger system, but also 
recognises that to be ethical that 
they can behave as a citizen 
and not just a consumer. So 
being active, campaigning and 
getting involved in their local 
community: these are the things 
that make you ethical.

how do yoU get 
people to pay a 
more expensIve, 
albeIt FaIrer, 
prIce For theIr 
prodUcts? 
I think the key is for the 

companies that are making a 
profit to pay a fair wage; to pay 
a living wage to workers and to 
ensure they have good working 
conditions. That doesn’t always 
translate into people here having 
to pay more for a product. Quite 
often, the huge amounts of profit 
being made by the companies 
are being made in the massive 
market margins between the 
cost of production and the price 
people pay for it. So I’m not sure 
there’s always that correlation. 
War on Want is a big supporter 
of Fairtrade and these alternative 
processes that go on, but we 
think the real key to ethical 
shopping and the real key to 
change is to support the workers 
on the ground who are being 
exploited by these companies, 
so to ensure that they are able 
to join unions and things, but 
to also to act as citizens. These 
problems are systemic; they’re 
across the system. 
Most companies operate in 
ways that are unhelpful for the 
workers making their products. 
We see this constantly across 
a number of sectors we work 
with, whether it’s tea, the wine 
industry, the clothing sector. The 
important thing is that people 
are lobbying their MPs, getting 
in touch with government and 
making it clear that they don’t 
think British companies should 
be exploiting people overseas. 
That’s the thing that will bring 
about real change. I don’t think 

it’s a question of how much you 
pay for a top you buy or a bottle 
of wine; the real thing you have 
to do is remember that when 
you’re shopping, that there are 
other ways that you can interact 
with society and it’s those other 
ways that can make the real 
difference.

IF someone wants 
to become more 
ethIcal wIth theIr 
pUrchases, where 
do yoU sUggest 
they start?
There are lots of different places 
people can shop. The Fairtrade 
labelling is a really helpful one. 
There are great companies like 
People Tree that War on Want 
works with that provides some 
alternative. But usually what we 
would say is be moderate and 
careful over how you shop, but 
really it’s not about what you 
buy; it’s what you do as well. 
We think we need to see real 
systemic change enforced by 
governments. If people are 
going to shop ethically, they 
should take the time to write 
to their MP and get in touch 
with government to say that 
they don’t think it’s right that 
UK companies exploit workers, 
don’t pay them a proper wage 
and provide bad conditions to 
work in. I think that’s really the 
message for people; that ethical 
shopping is about being a citizen, 
not just a consumer.

workErS making 
clothES in an ovErSEaS 

garmEnt factory.
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how do we 
balance the 
need For global 
economIc 
development wIth 
the need For FaIr 
and ethIcal trade?
We don’t think those things are 
mutually exclusive, and they 
shouldn’t be. What we’ve seen 
over the last few years is the 
crisis of the current economic 
system, and the failure of that 
system to both support people 
in terms of ending exploitation, 
inequality and insecurity, and in 
its own terms – the fact we’ve 
had to bail out the banks and the 
massive distrust and problems 
we now see in the UK and 
European economies. 
We think that the way this 
economic system is structured 
hasn’t benefitted ordinary 
people but it does continue to 
benefit banks and multinational 
companies, and this is why 
we’re not seeing the changes 
we need to see to create a more 
ethical and economically-viable 
economy for ordinary people. 
The system is manifestly unfair, 
and what we’re seeing is active 
decimation of public services, 
deregulation of markets and a 
race to the bottom in terms of 
workers’ rights. We’ve seen the 
impact of that in developing 
countries for a long time. 
We think this is the opportunity 
and time to look for alternative 
trading and economic models; 
more regionalised trade and 
trade deals that aren’t about 
aggressive behaviour by Europe 
and others to open up markets 
but letting countries make 
decisions on their own terms 
that are best for their people and 
economies. 
We have an opportunity to 
do that now, because I think 
people recognise now that the 
economic system of the last 
30 years hasn’t worked in the 

interests of people and planet; 
it’s very much worked in the 
interests of bankers and profit 
and very large companies.

what coUld or 
shoUld the UK 
government do 
to maKe shoppIng 
more ethIcal?
I don’t think the government 
has done anything of 
particular use so far. What the 

government really could be 
doing is absolutely ensuring 
that UK companies, when 
they’re operating overseas, 
are not exploiting workers, 
the environment and other 
countries’ economies. 
That would be the biggest step 
forward that the UK government 
could take. It would ensure 
that when we shop, we feel 
comfortable over what we’re 
buying, because it was not 
produced at the cost of other 
people’s wellbeing.

what woUld yoU 
say to encoUrage 
people to thInK 
more ethIcally 
aboUt theIr 
pUrchases?
I think what’s really exciting 
about working at War on Want 
is meeting people who are at the 
other end of the supply chains; 
the people who are producing 

the clothes that we wear, the 
people who are working on the 
plantations and the farms that 
make our wine, cut our flowers 
and so on. There are so many 
inspiring people out there, and 
what I’d say to people is to make 
the effort to find out about them. 
War on Want works with 
some incredible organisations 
and individuals, and the most 
powerful thing we can do in the 
UK is to have solidarity and a 

shared vision with these people 
over what world we could live in, 
because that is a world that could 
benefit all of us. I think there’s 
some feeling that we should be 
there just to help people, and 
actually think that we’re in this 
struggle together. 
A lot of the same forces that 
mean people in developing 
countries are exploited in the 
workplace are very similar forces 
that people are facing here in the 
UK. They’re seeing similar attacks 
on their rights and erosion of 
their opportunity and ability to 
work. I’d say go out and find out 
about these people and be part of 
the same struggle with them.

www.waronwant.org

an ethical shopper is 
someone that recognises 

their behaviour has an impact 
as part oF a bigger system, 
but also recognises that 

to be ethical that they can 
behave as a citizen and not 

just a consumer



blueandgreentomorrow.com

Stay in touch with us on your favourite social network. 

Join us at 
www.blueandgreentomorrow.com

“Fair trade.



would It not Be more logIcal 
to laBel unfaIr products?” 

“I pIty the man who wants a coat so cheap 
that the man or woman who produces the 

cloth will starve In the process” – benjAmIn 
HArrISon, 23rd US preSIdenT

“I am only one; but stIll I am one. I cannot do 
everythIng; but stIll I can do somethIng; 
and because I cannot do everythIng, I wIll 
not reFuse to do the somethIng that I can 
do” – Edward Everett Hale, author

most powerful countrIes In the face of such egregIous 
unfaIrness ... to make the slIghtest progress on the Issue 
of faIr trade Is hard to explaIn” – Colin Firth, aCtor

“the faIlure so far of the 
governments of so 
many of the world's 

 – Chris Martin, 
MusiCian

“before yoU fInISH eATInG yoUr 
breAkfAST THIS mornInG yoU've 
depended on HALf THe worLd. 
THIS IS THe wAy oUr UnIverSe IS 
STrUcTUred? we Aren'T GoInG To 
HAve peAce on eArTH UnTIL we 
recoGnISe THIS bASIc fAcT” 
– Martin luther King Jr, leader 
oF the aFriCan-aMeriCan Civil 
rights MoveMent

“Economically,
countries

anything”

unfaIr trade wIll BenefIt noBody 
In the long run, as poorer 

wIll Be Bled totally 
dry and wIll Become 
unaBle to produce

“If you thInk you're too small to have an Impact, try goIng 
to Bed wIth a mosquIto In the room” – anita roddick, ethical and 

environmental campaigner

“goods Produced under condItIons whIch do not meet a 
rudImentary standard to decency should be regarded as 
contraband and not allowed to Pollute the channels oF 

InternatIonal commerce” – Franklin D Roosevelt, 32nd US president

“Fair trade.
– loesje, dutch free speech organisation
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íin the early ‘90s, in order to combat 
the threat of the farmers losing out 
during the liberalisation of the cocoa 
market in 1993, a number of leading 
farmers in ghana realised they had 
an opportunity to start a farmer’s 
organisation that catered for farmer’s 
needs. this meant they could create 
their own company to sell to the 
cocoa marketing company (cmc), the 
government cocoa board. 

íSo in 1993, kuapa kokoo, the ‘good 
cocoa farmers’ cooperative, dedicated 
to producing high quality cocoa and 
running a democratic organisation with 
the farmer’s interests at heart, was born. 
four years’ later, kuapa kokoo made 
the move into the uk chocolate industry 
with its own chocolate bar, and in the 
same year, the day chocolate company 
was launched – which would eventually 
evolve into divine chocolate. 

íSet up with help from twin trading, 
the body Shop, christian aid and 
comic relief, its mission was to bring a 
delicious fairtrade chocolate alternative 
to as many chocolate lovers as possible, 
and in so doing both raise awareness of 
the need for fairer trade in developing 
countries, and growing a market to 
ensure more cocoa is bought at the 
fairtrade price.

íthe following year saw divine 
fairtrade milk chocolate launched into 
the uk confectionary market, becoming 
the first ever farmer-owned fairtrade 
chocolate bar. it was soon stocked by 
supermarkets and now leads the way in 
fairtrade confectionary. 

ímore recently, in march 2009, the 
chocolate market changed forever with 
the announcement that cadbury would 
be converting 20% of its chocolate range 
to fairtrade, with other brands soon to 
follow. divine no doubt played a huge 
role in this shift, with many believing 
it acted as a catalyst for the major 
chocolate companies due to its ethical 
stance on farmers and their rights. 
to this day, divine is the only fairtrade 
chocolate company which is 45% owned 
by the farmers. while fairtrade ensures 
farmers receive a better deal for their 
cocoa and additional income to invest 
in their community, company ownership 
gives farmers a share of divine’s profits 
and a stronger voice in the cocoa 
industry. 

ílast year, a divine-supplied product 
was given a gold award at the grocer 
own label food & drink awards for its 
continued commitment to fairtrade.

www.divinechocolate.com

divine chocolate
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ífaith in nature was founded by 
rivka rose nearly 40 years’ ago. 
as one of the original pioneers in 
developing products from naturally 
derived sources, when rivka started 
the company from her kitchen table, 
her mission was clear. She knew that 
products could be formulated using 
the very best ingredients nature has to 
offer and yet still be highly effective. 

íwhat’s more, she believed 
manufacturers had a responsibility to 
offer value for money products which 
were not harmful to the consumer, 
ensured minimal damage to the 
environment and were not tested on 
animals at any stage of bringing a 
product to market. 

íand so, faith in nature was born. 
while the company has gone from 
strength to strength over almost four 
decades, this ethos has never changed. 
Still locally produced in north 
manchester and headed up by rivka 
and her husband aaron, faith in 
nature’s expert knowledge of plant 
and natural extracts is combined with 

the most up-to-date eco-conscious 
production and manufacturing 
techniques. 

íthe range comprises an eco-
household cleansing line as well as 
the ever popular natural hair care and 
body care products. 

ífaith in nature’s baby care range 
featuring the much-loved nursery 
brand - humphrey’s corner - was 
launched in early 2012. all products 
within the range are naturally 
formulated from raw materials which 
are biodegradable and from renewable 
sources. 

www.faithinnature.co.uk

Faith in nature
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íwith a mission statement of 
“making a healthy and sustainable 
lifestyle easy”, Ecover is the world’s 
largest producer of ecological cleaning 
products. 

ílaunched in belgium in 1980, it 
found that phosphates, a common 
ingredient used in laundry and 
dishwashing products were polluting 
water systems, and set about to create 
a phosphate-free washing powder. the 
use of natural, plant-based ingredients 
simply has less impact on aquatic life 
and offers a more sustainable, and just 
as effective, if not more so, alternative 
to conventional cleaning products. the 
range includes: washing up liquids, 
household cleaners, laundry and 
personal care products.

íin 1989, Ecover saw its first product 
hit the shelves of supermarkets 
allowing for the world’s first ecological 
factory, based in belgium, to be built 
in 1992. this provoked much media 
interest and still attracts many visitors 
today. 

íin recognition of its advances, 
the united nations Environment 
programme (unEp) selected Ecover 
in the global 500 roll of honour 
list, which awards people, groups 

and companies that make major 
contributions to the environment. 
Ecover was, at the time, the first and 
only household cleaning brand to be 
recognised in this way.

íthe years since have seen Ecover 
go from strength to strength, from 
opening offices in the uS to being 
recognised in time magazine as 
‘eco pioneers’. more recently, it has 
produced the world’s first green 
bottle made from plastic derived 
from sugarcane, called plant-astic, 
continuing its market-leading 
innovation. plant-astic is a 100 per cent 
renewable, reusable and recyclable and 
Ecover was the first cleaning brand in 
the uk to use it. plant-astic has been 
used by Ecover since 2011.

íSince its inception, Ecover has 
spent more than 30 years making 
powerful, efficient products that clean 
with care. what’s more, Ecover’s 
entire consumer range of washing up, 
household and laundry products has 
recently been awarded the leaping 
bunny stamp of approval by cruelty 
free international, certifying Ecover’s 
animal testing policy. the leaping 
bunny logo demonstrates that Ecover 
is regularly audited to comply with the 
comprehensive criteria of the humane 
household products Standard.

www.ecover.com

ecover



FEEL like a superstar — or even just someone with lovely 
sparkling fl oors and surfaces — with these all-singing,

all-dancing household cleaners. With no nasties, they’re GOOD 
for your home, care for your family and the planet, and 

faultless CLEANING performance is guaranteed. As for
your singing, we couldn’t possibly say.

Join us now on         EcoverUK

103546 Ecover FGC Mop A4 297x210.indd   1 29/11/2012   11:43
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íburt’s bees has been offering 
distinctive earth-friendly, natural 
health and beauty care products 
for 25 years. from a beekeeper’s 
backyard in maine, uSa, to the 
leading edge of natural, burt’s bees 
knows natural health and beauty 
care solutions from head-to-toe.  
the brand creates products for total 
skin health that keep the greater 
good top of mind. burt’s bees has 
approximately 400 employees with 
products available in the uS and 
over 35 countries worldwide.

íall of burt’s bees’ products 
are carefully crafted using natural 
ingredients such as beeswax, 
botanical and essential oils, herbs, 
flowers and minerals. it strives for 
100% natural ingredients across 
its product line, investigating 
all ingredients and the latest 
technologies to create the best 
products for consumer wellbeing. 
burt’s bees products are made 
with no petrochemicals, no 
phthalates, no parabens and no 
sodium lauryl sulfate. and they 
are not tested on animals. the 
packaging is designed to reduce 
impact on the environment by 
utilizing postconsumer recycled and 

recyclable materials where possible.  
it is also a zero waste-to-landfill 
business.

íthrough its greater good 
foundation, burt’s bees pledges at 
least 10% of all web sale revenues 
to selected partners, primarily 
supporting sustainable agriculture 
and bee health. the brand 
supports, and is actively involved 
in, several community initiatives in 
its hometown of durham, north 
carolina, aiming to share its own 
success with local businesses and 
projects.

íburt’s bees is wild for bees and 
is a proud sponsor of the british 
beekeepers association and its 
adopt a hive programme.  Every 
day its employees come to work, 
they remember what bees have to 
teach us. they teach us that what 
we build should be beautiful and 
functional; that we should work 
together in harmony and dance. 
and they remind us that we should 
all try our hardest to work (and 
play) the way nature intended. with 
purpose and passion.

burt’s bees

www.burtsbees.co.uk



www.facebook.com/BurtsBeesUK www.burtsbees.co.uk

100% NATURAL
just like you

 All of our lip balms are 100% natural. 

No petrochemicals, phthalates, parabens or 

sodium lauryl sulfate. Not tested on animals.

JOIN US ON FACEBOOK

26 Gransden Avenue, London E8 3QA  +44 (0)20 8533 8899 

Repro Requirements

Client: Burts Bees
Job name: Green and Blacks Advert

CMYK
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ífreeplay Energy aims to put green 
technology into the hands of those who 
need it most, particularly the 1.6 billion 
people worldwide who live without 
access to an electricity supply.
as the world-leading manufacturer 
and distributor of wind-up and solar-
powered radios, chargers and lighting 
systems, freeplay Energy works 
with un agencies, international aid 
and development organisations and 
local groups to help build successful, 
sustainable communities by offering 
access to information, communications 
and light. 

íby enabling the sharing of 
information and experiences about 
issues such as education, agriculture 
and health, these partnerships, 
supported by freeplay Energy’s 
products, can help to break the 
poverty cycle and improve lives. 
furthermore, they can help to minimise 
the environmental impact of toxic 
battery disposal and reduce reliance on 
dangerous fuels such as kerosene.

ífreeplay Energy has also developed 
a range of self-powered products 
aimed at the emergency preparedness 
and outdoor leisure markets, including 
multi-band radios, torches, lanterns and 
chargers.

íthese utilise the same proven and 
patented technology as that which lies 

at the heart of its aid and development 
products. thoroughly tested to ensure 
that they more than stand up to 
the rigours of outdoor life, freeplay 
Energy’s outdoor leisure products are 
ideal for camping and caravanning, 
hiking, festivals or just relaxing in 
the garden. however, emergency 
preparedness products, such as the 
companion radio, which includes a 
torch and mobile phone charging point, 
or the freecharge 12-volt charger, could 
make a major difference to people’s 
safety and well-being, should a crisis 
strike.

ílaunched in 1994, and based in 
london, uk, the company invented 
the clockwork radio, which won 
the bbc design award in 1996. the 
radio was developed specifically to 
provide improved communication and 
education in off-grid areas of africa 
at a time when it was vital to spread 
important health messages about the 
worsening aids epidemic. freeplay 
later developed patented dynamo 
technology which enabled rechargeable 
batteries to be recharged using human 
energy. this breakthrough brought 
costs down, so that even more people 
could access the benefits that these 
products deliver.

íSince the company was founded, 
freeplay Energy has grown and 
evolved, but its mission has remained 
constant:  power for good.

www.freeplayenergy.com

Freeplay energy



••••••

Freeplay Energy is the world's founder
and leading supplier of rugged self and
solar powered radios, lighting and
charging products.
Our products have been developed specifically for 
outdoor leisure and emergency preparedness, making them
great to use all year round and the perfect Christmas gift for
friends, familly or even a treat for yourself!

To help you celebrate the festivities, Freeplay are delighted to
offer a 20% discount off our products purchased online, 
exclusively to readers of Blue & Green Tomorrow.

Our gift to you 
this Christmas!

Simply visit www.freeplayenergy.com
select the product(s) that you want and 
at the checkout enter the discount code 

bluegreendiscount

SAVE

20% this

Christmas

A 20% Discount Off ALL Freeplay Energy products 
- Exclusively to readers of Blue & Green Tomorrow!SAVE

20%

Facebook.com/FreeplayEnergy Twitter.com/freeplayenergy www.freeplayenergy.com
Freeplay Energy Ltd, 

10th Floor, 6 Mitre Passage, 
Greenwich, London, SE10 0ER

T: +44 (0) 7876 572120
E: aid@freeplayenergy.com

Claim your discount now at:
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ífounded in 1988, komodo creates 
fresh and fashionable styles. combining 
fair trade business with social 
responsibility, the komodo clothing 
range is produced using organic 
cotton, natural and eco-friendly fabrics 
and dyes, and uses traditional local 
manufacturing skills wherever possible. 
komodo does not use man-made 
substitutes or blended yarns.

íjoe komodo started out recycling 
old jeans into patchwork jackets, and 
has since expanded the collection 
to feature most typical garments of 
clothing. with modern cuts and stylish 
designs, the komodo range is trendy 
aesthetics from ethical and sustainable 
sources. komodo states that it is ‘a 
fashion lifestyle brand first and do our 
best to be as ethical as we can in the 
process, rather than Eco-warriors trying 
to make fashion’.

íbased in london, joe komodo’s 
company has spent its 24-year lifetime 
providing quality and popular clothing 
made from economical fabrics. 

íSome of the fabrics included in the 
komodo range are unique to say the 
least. Soya fibre is used in some tops 
and jumpers and is made from the 
waste that comes from Soya bean cake 
after tofu. it’s the only plant protein 
fibre, so it’s healthy to wear. it dyes, 
washes and dries more easily than other 
natural fabrics and it doesn’t shrink or 
crease. another fabric is the rayon. 
made from sustainable tree cellulose, 
it is not synthetic. the material was 
invented in paris over 100 years ago, 
and its name derives from a word 
meaning 'rays of light' because of its 
ability to show colours without needing 
hard dyes and softeners. finally, tencel 
fabric is adopted in some kolomo 
garments due to its biodegradability. 
an award winning Eco fibre also made 
from tree cellulose, albeit on wasteland, 
the fabric is highly economical in its use 
of energy and natural resources.

www.komodo.co.uk

komodo
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ímethod was created as 
a collection of eco-friendly 
household cleaning products at 
the forefront of the green cleaning 
revolution. tired of sprays, 
liquids and washes created from 
potentially harmful chemicals, 
method’s founders decided that 
there must be a cleaner way to 
clean. 

íthe product range developed 
is all naturally derived, non-toxic 
and biodegradable, and the 
company believes strongly in the 
importance of green living, green 
energy and sustainability for living.

ífounded in 2001, method 
aims to revolutionise the cleaning 
industry through market leading 
innovation combined with 
considerations for the plant. all 
of the cleaners use powerful 

formulas made with naturally 
derived surfactants that work by 
dissolving and removing dirt, using 
safe and sustainable materials 
and manufactured responsibly. all 
the bottles are made from 100% 
recycled plastic. 

íbased in San francisco, 
method launched the first triple-
concentrated laundry detergent 
in the uS mass market. in 2006, 
method launched in canada and 
the uk, and was recognised by 
inc. magazine as the 7th fastest 
growing private company in the 
uS.

íin September 2012, Ecover, 
the belgian manufacturer of 
green cleaning products, bought 
method, thus creating the world’s 
largest green cleaning company.

www.methodhome.com

method



introducing our new line of non-toxic cleaners with 
powergreen™ technology to fight dirty in your home

cutting edge green chemistry harnesses the strength of naturally derived, ingredients to deliver a mighty cleaning 

punch. our powerful new range of biodegradable 828ml sprays are made with naturally derived surfactants that 

work by absorbing dirt rather than chemically degrading it, meaning our new formulas are highly innovative + highly 

effective thanks to powergreen™ technology.

multi-surface cleaner
•  corn based cleaning salts bind to dirt and 

wipe it away while coco oil derived surfactants 
removes grease + grime

•  safe on tile, marble, sealed wood, metal

•  french lavender + pink grapefruit fragrance 

daily shower
•  even after you’ve left the shower lactic acid + 

corn starch derived formula are busy dissolving 
and preventing soap scum + lime deposits

•  safe on showers, tiles, fixtures, glass + tubs

• ylang-ylang fragrance 

glass cleaner
•  ammonia free formula uses corn-based solvents 

to eliminate dirt, dust + pesky handprints

•  safe on worktops, tiles, granite,  
mirrors + windows

• mint fragrance 

NEW ADDITION  
kitchen surface cleaner
•  corn based cleaning salts bind to dirt and 

wipe it away while coco oil derived surfactants 
removes grease + food spills

•  use on tile, marble, sealed wood,  
worktops, glass

• clementine fragrance

bathroom cleaner
•  naturally derived formula dissolves + prevent 

soap scum + pesky stains, so you do less 
scrubbing

•  use on showers, tiles, fixtures, glass + baths

• eucalyptus mint fragrance 

what is powergreen technology?
powergreen™ technology is cutting-edge green 
chemistry that harnesses the strength of naturally 
derived, non-toxic ingredients to deliver a mighty 
cleaning punch. it uses plant-based solvents and 
surfactants that are optimized to tackle tough 

soils specific to each cleaner type – like baked-on grease, fingerprints 
or soap scum. the result is a line of newly formulated surface cleaners 
that knock out dirt like never before.

put the hurt on dirt with
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You won't find us up on our 
soapbox banging on about 
the environment
...well, not too often. Nor will you run into us 
sitting cross-legged in a field dreaming about 
living in a green Utopia (although that’s a very 
pleasant way to wile away an afternoon every 
now and then).

What does keep us all fired up is cooking up 
some clever new way to make lighter work of 
cleaning: lighter on water use, lighter on energy, 
and lighter on the number of chemicals that end 
up in the system.  And if it lightens someone’s 
shopping load, leaves a bit more in their purse, 
and saves their skin from the itchy-scratchies, 
all the better.

From our humble beginnings as a little British 
start-up back in ‘97, Ecozone has blossomed.  
Today, we’re in 22 countries and counting.  
From day one, we set out to give people 
cleaner, healthier, toxin-free lives.  That’s still 
what gets us up in the morning (that and the 
dogs jumping on the pillow).

íEcozone is a british company 
established in 1997 that successfully 
supplies 22 countries with a wide 
range of ecological, innovative and 
technologically-advanced cleaning 
products. the company was created 
to provide the consumer with a 
cleaner, healthier, toxin-free lifestyle, 
and continues to thrive in offering 
customers cleaner, sustainable ways 
of living.

íwith a focus on the home, 
Ecozone believes people and not 
germs should flourish with the 
aide of its planet-friendly products. 
intending to “make your home an 
Ecozone”, products are designed to 
“take care of the everyday task in a 
more environmentally responsible 
way”. 

íits modern laundry ball, called 
the Eco ball, has seen Ecozone 
acknowledged as pioneering, with 

the invention voted one of the ten 
‘best green household products’ by 
the independent. Eliminating the 
need for fabric softener, as well as 
considering sensitive skins without 
compromising on effectiveness, the 
product, along with many others 
by Ecozone, demonstrates superior 
cleaning performance against dirt 
when compared with the leading 
mainstream brands
Ecozone is part of the Supplier 
Ethical data Exchange – an 
organisation that promotes the 
ethical, responsible manufacture 
of goods, and it displays itself as a 
company intending to benefit both 
consumers and suppliers. 

íthe company has just launched 
a tap and showerhead descaler gel: 
the only one that is certified both 
vegan and buav (against animal 
testing).

www.ecozone.com

ecozone



You won't find us up on our 
soapbox banging on about 
the environment
...well, not too often. Nor will you run into us 
sitting cross-legged in a field dreaming about 
living in a green Utopia (although that’s a very 
pleasant way to wile away an afternoon every 
now and then).

What does keep us all fired up is cooking up 
some clever new way to make lighter work of 
cleaning: lighter on water use, lighter on energy, 
and lighter on the number of chemicals that end 
up in the system.  And if it lightens someone’s 
shopping load, leaves a bit more in their purse, 
and saves their skin from the itchy-scratchies, 
all the better.

From our humble beginnings as a little British 
start-up back in ‘97, Ecozone has blossomed.  
Today, we’re in 22 countries and counting.  
From day one, we set out to give people 
cleaner, healthier, toxin-free lives.  That’s still 
what gets us up in the morning (that and the 
dogs jumping on the pillow).
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íSuma is the uk’s largest 
independent wholefood distributor 
that specialises in vegetarian, 
fairly traded, organic, ethical and 
natural products. the company was 
founded by reg tayler in august 
1975, at a meeting attended by all 
the wholefood shops in the north of 
England. 

íreg proposed that a wholefoods 
wholesaling co-operative be started 
in order to supply each other. after a 
couple of years of business, reg sold 
Suma to the then seven employees, 
who became the founder members 
of triangle wholefoods collective, 
trading as Suma in 1977. Starting off 
small and growing rapidly, Suma, 
since 2001, occupies a large purpose-
built headquarters in Elland, where 
currently around 150 members of 
staff are employed.

íSuma also has a wide range 
of food and non-food products. 
taking an ethical approach runs to 
very heart of what Suma is about. 
for foods, this means that you can 
expect great taste and value plus an 
ethical approach in every decision. 
for example, products containing 
eggs use free-range eggs; organic 
and speciality-diet alternatives are 
stocked whenever possible; and 

vegetarian means no animal or fish 
derivatives used in production. 

ínon-food products are subject 
to the same strict conditions, with 
the cosmetics and household 
products being cruelty-free and 
environmentally friendly. all 
ingredients are sourced as locally 
as possible in order to minimise 
food miles and their environmental 
impact, also benefiting local farms 
and businesses. 

íSuma promotes vegetarianism 
due to it being an ethical lifestyle 
choice. caring about consumer 
welfare as well as animal rights, 
the company sees itself as having 
a serious role within the vegetarian 
community. the management 
system, used to implement business 
ideas and decisions, is also consumer 
friendly, with its democratic 
arrangement allowing all employees 
to have an equal voice and say in the 
company’s direction.

ílast year the company was 
named best food and drink product 
2011 by health food business 
awards, with Suma’s fairtrade 
organic canned beans bringing home 
the prize.

www.suma.coop

suma
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ípants to poverty was 
formed on the back of the make 
poverty history campaign in 
2005. motivated by poverty 
in developing countries, the 
company set about creating a 
range of underwear for men and 
women to tackle it, giving some 
of the profit from every pair of 
pants to various charities and 
causes along the way.

íthe pants sell in over 20 
countries around the world, 
as well as support over 5,000 
farmers in india. within a week 
of launching its first campaign, 
pants to poverty made one of the 
world’s most powerful companies 
take a harmful pesticide off the 
market. 
it supports local farmers in india 
by buying organic cotton from 
them directly, as well as funding 
educational materials in local 
schools, to raise awareness of 
poverty and malnutrition.

ípants to poverty has its 
garment factory in india. the 

factory is owned by armstrong 
– set up in 1969 – and is not 
only carbon neutral throughout 
its entire operations, but is also 
driving forward with a brand new 
empowerment and real living 
wage programme for all of the 
workers. 
in addition to this, over the 
next year, armstrong aims to 
implement a brand new dying 
unit, aimed at reducing water 
consumption per pair of pants. 
the knock-on cost savings will 
then go towards building and 
sustaining the new real living 
wage programme that will mean 
that all workers will receive a real 
living wage.

ípants to poverty hopes 
to launch a new education 
programme within schools 
the farmers children go to, as 
well as support some of the 
entrepreneurial activity being 
proposed by some of the 
farmers, all in the coming years.

www.pantstopoverty.com

pants to poverty
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ítraidcraft is the uk’s leading fair 
trade organisation with a mission to 
fight poverty through trade.  based 
in gateshead, it consists of a trading 
company, traidcraft plc, with an 
annual turnover of £17 million, and an 
overseas development charity, traidcraft 
Exchange.  last year, almost 900,000 
people benefited from traidcraft’s work 
across the developing world.   

íEstablished in 1979, traidcraft 
has played an influential role in the 
growth of fairtrade food sales in the 
uk to its current level of £1.5 billion 
of mainstream sales activity, and in 
securing changes to uk policy, company 
law and reporting practices including the 
recent establishment of a supermarkets 
watchdog.

íEstablished as a christian response 
to poverty, traidcraft aims to helping 
poor people in developing countries 
transform their lives through trade.  
the company has formed lasting 
relationships with small-scale producers 
all over the developing world, whilst also 
actively campaigning for trade justice 
and offers a wide range of fairtrade 
products, including food and drink, 
clothing, jewellery and crafts. 

ítraidcraft’s mission of ‘fighting 
poverty through trade’ focuses on the 

reduction and prevention of poverty and 
trade inequality in developing countries; 
fighting poverty by engaging directly in 
trade, by influencing others who engage 
in trade, and by developing the skills 
and market access of poor producers; 
raising awareness of issues relating 
to poverty among consumers in the 
uk, encouraging them to make moral 
choices as they spend their money.

ítraidcraft was the first to offer 
fairtrade wine in the uk, with many 
believing fairtrade wine would not be 
in supermarkets across the uk without 
their efforts.   they have continued to 
pioneer new areas of fair trade, in recent 
years, for instance, pioneering   the first 
fair trade rubber gloves, and barbecue 
charcoal, with other innovative projects 
in the pipeline to bring the benefits of 
fair trade to other producers in different 
commodity areas.  

íthe company works with more than 
100 smaller-scale, most marginalised 
and remote producer groups in over 30 
countries around the world. in 2006, 
traidcraft was awarded the queen’s 
award for Enterprise: Sustainable 
development in recognition for its 
positive work and efforts.

www.traidcraft.co.uk

traidcraFt



Five delicious flavours

A tasty treat

A great gift

Just buying and enjoying this delicious chocolate helps us to offer a brighter future 
for smaller-scale cocoa producers in some of the world’s very poorest countries.

So much more than just chocolate.  It’s hope in a bar.

yellowmagentacyan

black

51947
10/7/12
More Than Just Chocolate... 
A4 poster 

Illustrator CS5

Version  2CG

Just try it!

www.traidcraft.co.uk
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BGT 

EIA members 

UKSIF members

IF
A

s Abbott and Booth Ethical Financial Planning

Ashlea Financial Planning

Aspen Financial Services

Barry Brown (adviser)

Chris Broome (adviser)

Cockburn Lucas Independent Financial Consulting

Colm McMenamin (adviser)

Concept Financial Solutions

Ethical Financial Planning

Ethical Investors Group

Ethikos LLP

Finansec Green

Graham Walton (adviser)

Highcli�e Financial Management

Holden and Partners

Ian Green (adviser)

Independent Insurance Consultants

Interface Financial Planning

Keith Lamley (adviser)

Kingswood Consultants

Life Financial Planning

MAD Investing

Platinum (SRI) Financial Services

Prest Financial Services

Profit with Principle

Revelstone Financial Planning

Richard Essex (adviser)

Robin Keyte (adviser)

Robin Wood (adviser)

Sarah Del Bravo (adviser)

Sean Harris

Southgate Financial Services limited

Stacey Johnson

Syndaxi Chartered Financial Planners

T F Colby Associates

Tanya Pein

The Ethical Investment Co-operative

The Financial Planning Group

Virtuo Wealth Management

Alex Farrow

Baker Davies

Cotswold Financial Planning

David Lloyd Hudson

GEOCAPITA

Helm Godfrey Partners

Heron House Financial Management

Hettle Andrews Employee Benefits

KEYTE Ltd, Chartered Financial Planners

Newell Palmer Financial Planning

Oli� Associates

Peter Dracup

Principal & Prosper

The Ethical Investment Co-operative (North West)

Firm:

Phone: 

Website:

Email: 

 

Barchester Green 

0800 328 6818

barchestergreen.co.uk

info@barchestergeen.co.uk

 

Firm:

Phone: 

Website:

Email: 

 

Bromige

01342 826 703

bromige.co.uk 

invest@bromige.co.uk

Firm:

Phone: 

Website:

Email: 

 

Ethical Futures

0845 612 5505

ethicalfutures.co.uk 

invest@ethicalfutures.co.uk

Firm:

Phone: 

Website:

Email: 

 

Equity Invest

020 8879 1273

equityinvest.co.uk 

advice@equityinvest.co.uk

Firm:

Phone: 

Website:

Email: 

 

The Ethical Partnership

08456 123 411

www.the-ethical-partnership.co.uk

jeremyn@the-ethical-partnership.co.uk

Firm:

Phone: 

Website:

Email: 

 

The GAEIA Partnership

0161 434 4681

gaeia.co.uk 

o¤ce@gaeia.co.uk

Firm:

Phone: 

Website:

Email: 

 

Investing Ethically

01603 309020

investing-ethically.co.uk

contactus@investing-ethically.co.uk

Firm:

Phone: 

Website:

Email: 

 

Lighthouse Impact

01332 517 120

ethicalinvestments.uk.com 

arawal@lighthouseifa.com

Firm:

Phone: 

Website:

Email: 

 

Smythe & Walter chartered financial planners

020 7887 1989

smytheandwalter.co.uk 

lee@smytheandwalter.co.uk 

ben@smytheandwalter.co.uk

Firm:

Phone: 

Website:

Email: 

 

Stewart Investment Planning

01275 371900

stewartinvestmentplanning.co.uk 

sip@stewartinvestmentplanning.co.uk

iF
as

blue & green tomorrow works with experienced independent financial advisers who 
specialise in and understand how money can be used to create a secure future for you, for 
your families and for our planet. give one of them a call and talk about your plans – you 
may even find you sleep easier at night if, like us, you want a better future for all. your 
hard-earned money can do some of the hard work of making that happen while you sleep.



Do you know  
where your  
electricity  
comes from?

With Good Energy you do.

Ours comes from the sun and  
the sea, the wind and the water.

Produced by a growing  
community of independent 
generators across Britain.

Local, natural, everlasting.  
This is Good Energy.
And with our domestic electricity 
prices frozen since April 2009,  
we usually cost less than the  
Big Six’s standard tariffs.

Switch quoting Blue & Green 
Tomorrow and we’ll give you 
£25 off your first bill

Image: 5kW solar PV array 
South Penquite Farm, Bodmin Moor, Cornwall



Blue & Green

Address

Title First name Surname

Telephone Email

Postcode

Please sign me up to your e-newsletters

Generating my own electricityGood Energy certified electricity supply

Good Energy Gas+ supply

I’d like to find out more about:

Find out more about  
switching to Good Energy at 
goodenergy.co.uk/why-join-us
Put our Customer Care team 
through its paces with your 
questions on 0845 456 1640
Or for more information, simply print this page, fill in  
the form below and send it back to our freepost address:

Freepost RRAG-GRTB-ULXZ 
GOOD ENERGY LTD, CHIPPENHAM, SN15 1EE

Don’t forget… switch quoting Blue & Green Tomorrow  
and you’ll get £25 off your first bill.



UK GRL - Cornwall is one of the UK’s most 
popular destinations with lots to o�er. Visit the 
Eden project, the Lost Gardens of Heligan or 
watch a performance at the Minack theatre, and 
why not try a traditional Cornish pasty.

France – F6337 – Whether you prefer to stay in a 
popular town or in a remote rural location you 
will find a great selection of villas and gites. Visit 
this beautiful region of France where you will find 
many reasons why you will want to come back.

Italy – TA049 – Centrally located Tuscany is set 
within a gentle hilly region known for its vineyards 
and olive groves. Therefore stay in a rustic farmhouse 
or a cosmopolitan town house and enjoy the 
Mediterranean fayre and of course the wine.

Imagine the perfect destination

Cottages4you o�er a great selection of holiday 
properties throughout the UK, Ireland, France 
and Italy. 

A self-catering cottage holiday is a great way to 
escape the everyday and enjoy the freedom of 
doing what you want, when you want. From 
farmhouses and gites, thatched cottages and 
castles, the range of beautiful properties on o�er 
means you are sure to find the perfect holiday 
retreat to suit your needs and budget. Choose 
from properties with great facilities - an open 
fire, a hot tub, an enclosed garden, a swimming 
pool, a great pub close by, a secluded location or 
walking from the door. Plus thousands of the 
properties on o�er do accept pets! 

Stay close to home and discover the countryside on 
your doorstep, or explore further afield with our great 
choice of destinations. Choose to take a short break of 
2, 3 or 4 nights or getaway for longer and stay a week 
or more. All cottages4you properties are maintained to 
the highest standard, providing everything you require 
to ensure your holiday runs smoothly.

Visit www.cottages-4-you.co.uk/blueandgreen to 
start searching for your perfect break now. You can 
check availability, view more images, watch virtual 
tours and book securely on line.  Alternatively call 
0845 268 9416 to speak to one of the sales advisors.




